
Old Brands, New Brands 



Consumers today are more empowered and better informed than ever - and this is changing their entire 
association with brands. 



What do consumers really think about your brand? Marketers have more 
opportunities to listen in on consumer discussions about their brands. 



Marketers have the potential to be better informed.

•  Do you know your online buzz factor?

•  Do you know how many times your brand is being mentioned in web forums?

•  Do you know how much coverage your brand is getting online?

•  Do you know how many people are searching online for your brand?

•  Do you know your brand’s digital footprint?



Slow Never Wins 



Law of Acceleration

•  Nowadays, it’s not about big 
beating small, but about fast 
beating slow.

•  Embrace acceleration in all 
that you do, but especially with 
regards to your online 
presence. Just like shelves in a 
grocery store, your web 
presence needs constant 
reinvigoration to ensure its 
‘freshness factor’ is kept high.



“The internet is a megaphone… you  
can put almost anything out and it becomes 

a million times the size” - Salman Rushdie 





AT&T - iPhone bills 





Law of Conversation

• Keep a constant watch on your buzz 
factor. You need to be aware of what’s 
being said and look for opportunities to 
participate and fuel the conversation.

•  It’s not just enough to listen: you also 
need to be seen to respond. Sometimes 
the most appropriate response may be 
simply an acknowledgment; but other 
times it may be necessary to make a 
change: for instance, online conversation 
can be a powerful source for new 
product ideas.



“A brand is no longer what we tell the consumer it is - it is what 



Coke and Mentos 



YouTube Symphony 



Law of Co-Creativity
•  Today, product image and even functionality is being 
shaped as much by consumers and popular culture as by 
marketing: sense of you being in control is an illusion.

•  Brands should think carefully about how to respond to 
‘hijacking’ or unexpected product placement if it occurs, 
but act fast to fuel the positive aspects.

•  Consider ways in which you can use the Internet to 
invite meaningful collaboration in your product designs/
brand creation. Even if only a fraction of people choose 
to you up on your invitation, the positive buzz that 
ensues and the learning that results can deliver a 
significant business boost.



•   "In the 19th century a punched card machine allowed for a mechanically run census, which told 
companies who their customers were.  The 20th century brought public opinion polls that showed what 
those customers were thinking.  This century's great technology (Internet search) can give a 
window into what people are doing in real time, or even ahead of time" - New York Times 



Obama’s iPhone App 



Flu Trends 



Law of Mass Communication to One

•  Recognize the growing importance of data in 
marketing. Think carefully about how you 
collect, manage, store, and share customer data. 
Invest in infrastructure.

•  The easiest way to deliver one-to-one 
marketing on a mass scale is through search, ie. 
having a strong presence in relevant search 
results. Not having a presence is a bit like having 
a store in a shopping district without a sign or a 
door: some people may stumble in but you’re 
missing out on a lot of potential buyers.



Law of Authenticity 









Law of Authenticity

•  Branding isn’t something you can hide 
behind. In the digital age, honesty and 
transparency are key.

•  At core, what you say you stand for has to 
stay true from brand to product. You can’t just 
talk the talk, you have to walk it through all 
aspects of the company. This doesn’t mean you 
can’t wear multiple hats, but there needs to be 
a core essence that remains true.



Marketers need to really embrace the fact 
that it's peers and their data, rather than 
brand, that will become the primary way 
we make decisions. The greatest rewards 

will go to those who embrace and 
participate in as many communities as they 

possibly can in credible ways. 


