
2011  

WHATõS 

NEXT?  

Produced by Chemistry Communications Group, for more information please contact Omaid Hiwaizi, omaid.hiwaizi@chemistrygroup.co.uk 



2011. A year of further experimentation with a variety of 

platforms and experiences that enable brands to form 

even closer bonds with consumers | Creative ideas will 

be about delivering brand experiences that people want 

to engage with and share, and media should be planned 

around extending the narrative of those experiences | 

Digital campaigns will begin on any one of a multitude of 

screens and drive people away from their desk tops, 

their lap tops, out their homes and into the real and 

augmented world for rewards, prizes or enhanced status 

| But as the web becomes even more social, niche 

applications will help consumers retreat from the 

overload and regain their privacy | Hacktevism has made 

us question internet security, and more people will  think 

before clicking, submitting, subscribing and sharing. | 

Brands will have to stop adding to the noise and seek 

new ways to add value to consumersô lives.  



 
Three rich 

themes 

1. Rich experiences are 

the best advertising 

2. The internet gets a lot 

more social 

3. Mobile bridges the 

digital and real world 

divide 



 

Not content with the 30 second ad 

anymore, brands are venturing into 

more interesting territory that 

generates word of mouth, 

spreadability or enhanced 

experiences. We expect this is just 

the beginning of far more 

experimentation - and imitation - as 

brands seek to cut through the clutter 

and make their messaging stand out.  

Rich 

experiences  

are the best 

advertising  



  

 

 

Fun 

experiences 
 

Volkswagenôs Fun Theory campaign 

is based on the idea that behaviour 

can be changed for the better by 

engaging people in game-like 

mechanics that make changing 

behaviour fun. From turning stairs 

into piano keys and bottle banks 

into arcade games to rewarding 

people for obeying the speed limit 

through a lottery, Volkswagen has 

shown that inducing people to 

modify their behaviour with fun 

mechanics is an effective and 

engaging approach.  



 
Cinematic 

experiences 
 

BMW delivered a cinematic 

óafterimageô in its latest big screen 

commercial. Using the concept of 

the afterimage that occurs when 

you stare into the sun and then 

close your eyes, the BMW logo 

flashed at the end of the ad as it 

instructed the viewers to close their 

eyes. The BMW logo was 

emblazoned onto the audienceôs 

inner eyelids.  

 



St Johnôs Ambulance relied 

on theatrics to dramatise the 

importance of knowing first 

aid, with a ómemberô of the 

audience rushing down to 

the front of the cinema and 

the appearing in the film to 

save the life of a young child 

choking on popcorn.  



Digital 

projections 
 

Ralph Lauren delivered the 

óWorldôs first 4-Dimensional 

experienceô on its flagship store 

building in Bond Street (72 000 

views of the official video on 

YouTube to date), while the 

Toyota Auris Hybrid had a digital 

3D make over in front of a live 

audience in Shoreditch (130 000 

views of the official video on 

YouTube to date).  

 



Social media 

experiences 
The Old Spice guyôs video responses to a range 

of high profile Twitter users was a pioneering,  

real-time, social media campaign that  

generated over 100M views in a week,  

and was the only branded video  

content to make it into  

YouTubeôs Top 10 Most  

Watched Videos in 2010.  



 
Hot on the heels of the Old Spice guyôs video responses 

was Skittles Mob the Rainbow, who used Facebook as 

a platform for their  Super Mega Rainbow Update 

experience that saw operators reading out Facebook 

status updates that had been submitted. Orange 

followed suit shortly afterwards with their singing 

Tweetagrams. What next we wonderé  



 

Video on the internet is not yet 

delivering the interactive experiences 

that other formats are. But with the 

rise of clickable video, and a few 

interesting (creative and commercial) 

applications of the technology in the 

past year, we expect to see more 

commercial and creative executions 

appearing. Clickable video offers new 

opportunities for extended narratives, 

deeper interaction and better insight 

into those interactions.  

 

One excellent example is Tipp-ex, 

who gave viewers of their óHunter 

Shoots Bearô video the chance to 

change the outcome.  

A richer 

video 

experience 
 



 

Other good examples of brands 

using clickable video: Hot Wheels 

enabled viewers to customize a 

car while the video progressed, 

Google Chromeôs Fastball game 

allowed participants to interact with 

a video that incorporated Twitter 

and Google Maps, and French 

Connectionôs YouTique lets you 

click to buy from their style guide 

videos.  



Delivering a rich experience 

 

ÅHave a clear view of what youôre trying to achieve 

ÅAlign with commercial objectives 

ÅEmphasise the human aspects of the brand essence  

(if these donôt exist, it wonôt work) 

 

ÅDeliver an experience that your customers will actually want 

to engage with 

ÅAt least two of Entertaining, Interesting and Useful 

ÅMake it easy to engage and share 

 

ÅIt doesnôt have to be big or expensive, but rich and 
rewarding 

 



The internet 

gets a lot more 

social  

Everything is social now. From the 

ubiquity of the Facebook Like 

button and our reliance on 

Youtube for bite-sized 

entertainment and information to 

the pricing pressure brought about 

by social shopping and the 

mobilising effect of platforms like 

Twitter, the social web is part of 

our lives and, like it or scared of it, 

it isnôt going anywhere. On the 

contrary, the party is just getting 

started. 



Google has had varying levels of success with its attempts to get social. Google 

Wave has been shelved for the moment, but Google Real Time Search is proving 

to be a useful tool. Earlier this year Mashable predicted the search giant would 

launch its own social network, Google Me, although the caveat was that it might 

just add a social layer to its existing products and services. At the same time, Apple 

has incorporated its social Game Center on the iPhone and Ping (óa social network 

for musicô) into iTunes 10. As the web gets even more social, the opportunities for 

brands to connect one-on-one with consumers become even more exciting.   



 Social 

browsing 
 

Whatôs next in the evolution of the 

social web? Rockmelt thinks itôs social 

browsing. The new social browser is 

designed to let users share everything 

they do with the friends on Facebook 

and Twitter. According to the company, 

'Today, the browser connects you to 

your world. Why not build your world 

right into your browser?ô Use Facebook 

Connect and Rockmelt together and 

you can see all your friends online and 

share with them in a single window.  

 

Aside from being social, Rockmelt 

wants to help you managed the 

information you receive by serving you 

up only a limited number of Google 

search results (ten).  



 

Bing & Facebook 

hope to make search 

social 
 

Itôs not just new players trying to influence the way we 

navigate the web. In deals struck last year,  Facebook and 

Twitter data will be fed into Bing search results, where 

appropriate, to deliver a more personalised search 

experience based on what a searcherôs friends have liked. 

The move is likely to boost ósearch underdogô Microsoftôs 

share of search and usher in a new way of searching the web 

for users.  



  

 

 

Pricing 

Pandemonium 
 

Thanks to group buying, member sales, 

local discounts, flash sales and dynamic 

pricing, everyone from the global 

supermarket chain to the local 

hairdresser can inject some fun and 

sociability into their price promotions, and 

everything from cars to cardigans can be 

sold at a discount commensurate with the 

interest generated. Consumers win, 

businesses win and brands win.  

 

Expect bigger and better things from 

Groupon 2.0, including stores setting up 

their own presence on the site and 

DealFeed, allowing users to set up 

personalized deal alerts based on what 

theyôre interested in. 



 

Member sales from websites 

like vente-privee bring 

affordable luxury to 

consumers. Walmart offers 

flash sales on Facebook if 

enough people click the like 

button. And sites like 

threadless.com are using 

Twitter and Facebook to 

promote limited time deals.  

 

 


