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Active Engagement




WE ARE IN THE MIDDLE
OF RE:DESIGNING
HOW WE LIVE, WORK
AND PLAY ...




COMMERCIAL COMMUNICATION HAS CHANGED

Branding 2.0

Relevance and
value for the user

Dialogue

Adds

Information
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PARTIAL ATTENTION
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CONTEXTUAL COMMUNICATION

- — Responding not only to WHERE our audience is found but
to WHAT they are doing there, and what they want from
brands IN THAT CONTEXT




CASE: MoBILKA — THE BEST RETAIL OFFERS VIA SMS

WHAT IS MoBILKA?
Sign up
Weekly 5 spot-offers via wap-push
In addition: general customer service

WHY?
Address consumers who do not read
the weekly catalogues
A reminder

TRY
RESULTS MoBILKA

25.000 sign-ups in 4 months SMS: BILKA
Next step: how much sale does TO: 1220

MoBILKA drive




You cannot interrupt for what people are interested in.
You need to be a part of or to be , what they are interested in!

Frank Striefler, Brand Communications Director,
Media Arts, Los Angeles




CASE: SONY ERICSSON MY TRACKS RUNNING UTILITY

http://www.sonyericsson.com/mytracks/



THE VALUE TRANSACTION

Branded Utility is a software or a
service, connected to a product or a
brand, which creates useful value
for the consumers and commits
them to the brand

Mobile marketing becomes part of the
product offer:

To create a longterm relationship
beyond the physical product
To become part of consumers

daily life
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