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'm hoping that we're at a stage
where we agree whal integration
mcans, We creale a communica-
tions idea that we then executs
through the various media chan-
nels, delivering a consistent 1im-
pression for the person at the other
end. We've all been happily blending
the art of big creative ideas with the
science of response for quite awhile
here’s a spectrum of different
methodologies that can create an inte-
grated campaign. There's the more
visual approach, where the same icon
or device 15 used across the board (for
example, Orange’s animal tariffs, Di-
rect Lines red telephione ). There’s the
maore philosophical approach, where a
thought 1= flexed to use the properties
of o particular medium to best advan-
tage (such as Adidas’ various Al
Blacks execulions or our very own
“brand action” campaign for The Ma-
tional Trust, “time well spent”™). And,
of course, there’s evervthing in
between and more. Bul the same prin-
L'i]'nl.l.' :|'|'|F‘.I||‘,:\. Fired the core communi-
cation wes and dnve 1 home wia
appropriale channels

Youwill no doubd have read how our
industry is in peril; that “the media™ 15
dying due to broken advertising reve-
nue models and that people are
increasingly adepl al screening out
communications psychologically and
physically (Lry the Adblock Plus Fire-
ok add-on). Nielsen research shows
Lt P wied consumer q.1|;1i|'||-.lr|\. are
cqually as imfluential as brand web-
sites. 3o, if the Cluetrain generation
has moved [rom “delérence 1o reéler-
ence” (a phrase shamelessly stolen
from the consultancy Opinion Lead-
erj and no longer istens Lo or beheves
communication messapges then where
doesintegration gonext?

Let's start with the fact that things
arent that broken, at least not yet
Creative communication ideas still
work (well. at least, MBA’s do: 1 don’t
know for sure about yours ). That sand,
wi do necd to address the marketing-
cynical culture we find ourselvesin,

Maturally, we wanl our work 10 be
talked about, inferesting, persuasive
and effective; good weas will always
form the heart of creating that. How-
gver, we need to look at how these
ideas are |'I-.|::g]l[ to life. We must be-
come bess reliant on pad-for media
channels and instead work out how we
can influenice the conversation in a
more human and interesting way.
Let's just say that no-ong 15 going o
re-Tweetastrapline.

Whichever way the fuiure unfolds,
the transmedia narrative will bea part
of it The term was comned by Henry
Jenkins in his book Convergenice Cul-
fure 10 describe storvielling across
numerous media, where each channel
adds a distinctive contnbution (o an
ultimately richer Gestalt. The maost
keenly referenced example of this is
The Marrie, where a more I."'I”'I'IF"IL'[I\.'
comprehension can be achieved
through takmg in not only the movies,
but also the comics, animated shoris
and much internet tomfoclery.

Srar Wars s another example—there
is much toread, play and listen to that
adds a richer texture tothe movies It's
warth noting that much of the story 15
developed from conviersalions among
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Advertisers must get to grips with consumers’ appetite for participation
as the influence of paid-for messages becomes skewed in the digital age

fan communitics We're soceal crea-
turesand love sharing this kind of stuff
with likeminded people

Ihe transmedia narrative augments
our existing model of integrabon as
the individual channels complement
gach other, building a narrative that is
bigger.more complex and much richer
than can be achieved by current meth-
odologies. The integration is left much
macre 1o the brain of the sentient per-
son al the other end.

Those who just see the core of the
narrative get it and are quite happy,
but those who experience the bigger
SUOTY Are enr iched as a result, If it 15
interesting enough, the story will
blossom in ways you can't control and
this is where the power comes [rom
letting other people propagate and
developthe story

Using this concept in marketing is
not a new idea. The cult of Apple is
built on a ransmedia narrative of the
[ounders and product development,
Yes, marketing communications form
a part of it with “1984" “think differ-
ent” and s0 on, but really it’s about
their keynole speeches (witness the
hvpe around the Apple co-founder

Hitis
interesting
enough, the
story will
blossom in
ways you can't
control and this
is where the
poOWer comes
from - letting
other people
propagate
and develop
the story’

Steve Jobs' recent return (o the stage
after illness). Apple is built on conver-
sations between geeks in Starbucks,

Marketing using a transmedia nar-
rafive can be seen in recent Sony cam-
paigns; a similar approach has been
used across “balls”™, “paint”, “foam”,
“rahbits™ and soon.

[he"zoetrope™ ad for Mobionllows
a pertinent example. The making of
the ad was turned into an event, with
the back-story being played oul across
various internel sites. Interviews with
Kaka were pul on YouTube, images
from the shoot were put on Flickr. and
it was all consohdated via a dedicated
blog. On its own, the ad would have
been preity cool. With this rich sup-
porting story, it was fascinating

The backchanngl (where many
smaller conversations occur 1n paral-
Ll with the main conversation - think
conferences with Twitter hashiags) is
an important clement of the transme-
dia narrabive. Take the TV senes Mad
Men, for example. Enthralled viewers
crealed Twitter accounts for the char-
acters and began creating their own
User-peneraled character

development! The show's creators

SIONGS

myopically clamped down on this hor-
rendous abuse of copyright until they
saw theeffect on ratings.

Isn't this another version of 360-
degree or media-neutral planning?
Well, no, because those both start
from an “ws-to-them™ communication
maodel. The transmedin  narrative
treats people as sentient and social
humanbeings recognising their power
in this conpected world, It starts with
building an mmteresting story that will
engage people and develop commu-
nity rather than trying (o find the best
way 1o interrupl, It creates things for
people to participate in rather than
simplyvtelling them what to think.

The transmedia narrafive is infegra-
tion for the Tewittering classes It's a
meéthodology 1o navigate the cymical
waters and deliver meaningful and ef-
fective work in a time when marketing
has |'||;|.‘|'-|'|'u; \l:-l'|'|l_"'.'|.'|1:|.[4'||'.| |.|i| |:|. l.h.nnl_
Yes, we necd big ideas; yes, we need Lo
use paid-for media channels; bul we
do need 1o be a lot more interesting
and textiured 1o,
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