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Brand creation in the social era

the social era is more 
than social media...

Brands are Becoming 
windows, not walls
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Brand creation in the social era

what is 
the social era?
The Social Era, sometimes called the 
sharing economy, collaborative 
consumption, the peer-to-peer movement 
or the circular society denotes the business 
landscape of the now. A landscape that 
facilitates a two-way conversation between 
brands and ‘consumers’ instead of the 
traditional, one way communication of old.

Sharing, openness, honesty, collaboration, 
trust, participation, facilitation and 
dialogue all lie at the very foundation of 
the social era. This foundation allows an 
earned trust and subsequent loyalty to be 
built between brands and consumers. 

Platform providers such as Facebook, 
Google, Youtube and eBay sparked this 
cultural shift with their content sharing 
capabilities.

Businesses that are born in the social 
era have the ability to thrive as they’re 
naturally more responsive and alert to 
consumer dialogue. Unfortunately we’ve 
seen large multinationals suffer due to 
their inability to embrace the social era. 

If you want to go fast, go alone.
If you want to go far, go with others.

African Proverb

Brands still need to create great content 
but importantly the ability to inspire 
consumers to create and share their 
own content is becoming vital. Brands 
are the enablers.
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Brand creation in the social era - trends

dis-ownership

social inspiration

community equity

windows not walls

social era trends

The social era is a global movement and we’ve 
identified four trends that are gaining traction 
due to this new open and social economy. 

1

2

3

4
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community equity – Brewdog

There is no better way to bring customers 
closer to your brand than allowing them 
to buy equity in it.

More and more, fledgling businesses are 
reaching out to their community of customers 
to invest in their products or services. 

Crowdfunding allows the business to grow 
far more organically than perhaps venture 
capitalist would allow. This community 
funding holds a group of people so tightly 
to a brand that they’re likely to never let go, 
creating uber ambassadors.

equity for punks iii is the uk’s most 
successful ever crowd-funding project

Brewdog 
Scottish duo, James Watt and Martin Dickie 
set up BrewDog, with its Beer for Punks 
motto, in 2007 because they were tired of 
‘boring, insipid, tasteless beers by 
multinational conglomerates that 
dominated the UK market’. 

BrewDog has raised money through a series of 
‘crowdfunding’ offers that give subscribers an 
equity stake, and a host of beer-based perks, 
in exchange for the money.

Their latest round of crowdfunding, ‘Equity 
for Punks III” generated an unprecedented 
amount of support. The company reached its 
£4.25m target one month before their official 
deadline with over 10,000 ‘punks’ investing 
an average of £426 each.

community 
equity
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community equity – Brewdog

the story so far
BrewDog is the fastest growing food &  
drinks company in the UK (Sunday Times 
Fast Track 100 List data 2013).

The company now has significant expansion 
plans - even with a recent move to a new £7m 
state-of-the-art facility, which produces six 
million bottles a month, the firm is struggling 
to keep up with demand and plans to add 
to the 12 bars they have in the UK and  
open globally.

The craft brewery, are known for its distinctive 
and instantly recognisable bottles, has pro-
duced the world’s strongest beer and packaged 
it inside taxidermy animals, brewed a pint un-
der the sea and driven a tank into Camden to 
celebrate the launch of their first pub in Lon-
don – not bad.

BrewDog puts its success down to the 
relationship with its customers. The Equity for 
Punks initiative along with instant feedback 
from social platforms such as Facebook allow 
the relationship to be seamless.
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community equity – Brewdog

£4.25m
The most any UK company
has raised through 
crowd-funding, 
and the initiative closed 
over a month early.
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community equity – zopa

peer-to-peer 
Zopa launched in 2005 and is Europe’s 
largest and most established peer-to-peer 
lending platform. The business has thrived 
in this budding community centric and 
social environment.

Instead of going through traditional banks, 
borrowers looking for low rate loans are 
matched with savers looking for higher
interest on their savings.

A mistrust of our largest financial institutions 
have opened the door for other lending and 
investment initiatives. 

We’re starting to see a cultural shift away 
from centralised programs. Bitcoin, a form of 
digital cryptocurrency, provides an example of 
decentralised finance. It’s structured as a 
many-to-many (peer-to-peer) service, rather 
than a traditional centralised, one-to-many 

banking system. Although there is a long way 
to go for Bitcoin, peer-to-peer schemes have 
certainly been a success in western economies 
and is a cornerstone of our social era.

don’t join, create
communities

community equity

insight
The power in inclusiveness can 
build businesses and brands faster. 
Those involved have a stronger 
belief in the brand or business.

Direct consumer to consumer 
action builds trust and embassa-
dors / influencers.

inclusion
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social inspiration – instagram

Instragram is the latest platform to grow into 
a culture influencer of note, and early adopter 
brands such as Jamie Oliver, Red Bull and 
Playboy have long been taking advance of its 
popularity and reach.

Brands with strong visual content thrive on 
this platform. Fashion labels have the perfect 
product to inspire Instagram users and put 
themselves at the front of the consumer’s mind.

For me it’s far more compelling than Twitter, 
but being a visual person that’s 
understandable, however  people like looking 
at pictures. We are all far more visually  
literate than ever before. A theory exists that 
our photographic memories are developing 
because of the abundance of imagery we see 
on a daily basis.

Seeing an image and thinking ‘I want to look 
like that’ or ‘I want my living room like that’ is 
very powerful, but also inspirational as well as 
aspirational. 

Interesting developments are occurring all of 
the time. The pulling power of visual platforms 
like Instagram and Pinterest means that its 
content stream is never static.

social 
inspiration
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social inspiration – instagram

Levi’s campaign reached

7.4m
target audience in 9 days

Ben & Jerries reached

9.8m
target audience in 8 days

influence 
If your business already uses Instagram  
to communicate with customers, these numbers 
ought to give some idea of the effectiveness of the 
messages you share.

Certainly the reach claimed for Instagram’s initial ads is 
impressive. Levi’s reached 7.4 million over a nine-day 
campaign that targeted users between ages 18 and 34 yrs, 
while Ben & Jerry’s reached 9.8 million over an eight-day 
campaign targeting users between 18 and 35 yrs.

Of course, for ordinary business users this kind of reach 
would only be possible with a more expensive advertising 
campaign. (You probably don’t have 9.8 million people
following you on Instagram!)

However, the most interesting insight comes from the 
Ben & Jerry’s campaign. On a recent post on the official 
Instagram blog, the company explained:
“In particular, seventeen percent of people who saw a 
single ad for Ben & Jerry’s Scotchy Scotch Scotch-flavored 
ice cream not only became aware of the new flavour, 
they also associated it with the brand.”

The results suggest that, for those followers with 
whom you share images, the message does have an effect.
Bottom line: there seems to be some firm evidence that 
Instagram can boost your brand message.
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social inspiration – instagram

this girl’s Behind has 

2,449,217
followers

power to the people
Let’s take the very pretty Jen Selter who has 
built up a considerable following because of the 
way she looks. She has 2,449,217 followers in 
just under 2 years. 

She is followed by the likes of Rihanna and 
can regularly be seen posing and wearing  
Nike gear in her shots, but Adidas and 
Converse are there too. It is unclear 
whether this is official on any level, 
but if it isn’t it may well soon be.

It’s a similar idea to the brand sponsorship / 
celebrity endorsement model –  David 
Beckham, Michael Jordan etc. These platforms 
are manufacturing local celebrities to be 
admired and aspired to. 

Once someone has a following of a certain 
threshold they become attractive not just for 
their looks, or what ever it was that got them 
the following in the first place, but as brand 
ambassadors and influencers.

For sure, deals like this are always a two way 
street, and why not? At least it’s not the old 
way of the hard sell – these are the best 
trainers you will ever own; guaranteed...

social inspiration

Be platforms
and enaBlers

insight
Allowing everyone to be content 
creators, doing it for ourselves, 
gives a sense of fulfilment – the 
new value.

Not brands telling us what to 
aspire to, or what to be like. 
So, authentic self image, not a 
‘marketing’ version.

empowerment



12Issue 19

© Copyright Identica Limited 2014

dis-ownership - task raBBit

task raBBit
Neighbours post tasks they may need doing on 
the Task Rabbit website and neighbours help 
them in exchange for money.

If you don’t have a lawnmower or power tool, 
you can negotiate a fee to lend a neighbours 
and perhaps have them cut the grass or put 
up the shelf aswell.

Consumer attitudes and behaviours 
surrounding renting, borrowing, and 
leasing items, versus ownership are  
changing significantly.

New start-ups born in the social era have 
made it far more convenient, trustworthy,  
and cost effective to share rather than own  
and we’re really starting to embrace it.

dis-ownership

Trust has been a critical issue for brands 
recently and smart companies recognise that 
their success hinges on their customers’ trust 
and confidence. Task Rabbit founder Leah 
Busque says “Telling people about the times 
when you fell short and learned something 
substantial is very effective. It shows that 
you’re working hard to do better.”
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dis-ownership – airBnB

changing industries
Airbnb is a marketplace where guests can 
book spaces from hosts, most frequently 
spare bedrooms or unoccupied apartments 
for city breaks. 

The business’ popularity has skyrocketed of 
late as consumers have gained faith from a 
trusted market leader. Airbnb realise that 
confidence and trust are of huge importance 
when with peer-to-peer platforms. 

Airbnb cares about the quality of content that 
is posted on their site. That is why they have a 
network of over 3000 freelance photographers 
in six continents. Anybody listing their space 
can request a free photographer to come in and 
take pictures of the accomodation.

Many critics have been silenced by a recent 
survey that uncovered that Airbnb had a 
positive impact upon the local economy. 
Because an Airbnb rental tends to be cheaper 
than a hotel, people stay longer and spent 
$1,100 in the city, compared with $840 for 
hotel guests; 14% of their customers said 
they would not have visited the city at all 
without Airbnb.

Airbnb have disrupted the hospitality market 
by giving power to the people. Great customer 
reviews have sparked remarkable brand loyalty.
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dis-ownership – airBnB

300%
increase in the number of 
nights booked in an AirBnB 
listing in 2013 over 2012.

dis-ownership

don’t fear
consumer control

insight
Taking out the middle man, going 
straight to the source can get 
things done.

Making your own choices often add 
value, aside from money, and also 
gives greater depth of experience.

freedom
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windows not walls – Bodyform

Be smart, Be reactive 
‘Bodyform Responds: The Truth’ is a two 
minute clip in which the company directly 
respond to a negative Facebook comment 
they received on the Bodyform fan page.

There are many businesses that go to great 
lengths to cover up negative brand messaging 
but Bodyform have embraced it and spun it 
into a positive.

Watch the video below...

Corporate transparency has traditionally 
scared business owners as it can leave 
them feeling vulnerable and exposed.

Peer-to-peer reviews have improved the 
quality of product and service across the 
hospitality market and it’s doing 
the same with nearly ever other industry. 
For brands, simply having a social media 
presence isn’t enough. They need to interact, 
create a dialogue, initiate conversation  
and embrace honesty. 

Hi , as a man I must ask why you have lied to us for all these years. 
As a child I watched your advertisements with interest as to how at 
this wonderful time of the month that the female gets to enjoy so 
many things ,I felt a little jealous. I mean bike riding , rollercoasters, 
dancing, parachuting, why couldn’t I get to enjoy this time of joy and 
‘blue water’ and wings !! Dam my penis!! Then I got a girlfriend, was 
so happy and couldn’t wait for this joyous adventurous time of the 
month to happen .....you lied !! There was no joy , no extreme sports 
, no blue water spilling over wings and no rocking soundtrack oh no 
no no. Instead I had to fight against every male urge I had to resist 
screaming wooaaahhhhh bodddyyyyyyfooorrrmmm bodyformed for 
youuuuuuu as my lady changed from the loving , gentle, normal skin 
coloured lady to the little girl from the exorcist with added venom 
and extra 360 degree head spin. Thanks for setting me up for a fall 
bodyform , you crafty bugger

windows 
not walls
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windows not walls – honest By

honest By
New clothing label ‘Honest By’ is pioneering 
a refreshing approach to product by divulging 
100% of its production costs to potential 
customers. They highlight how an item is 
priced including the mark-up from 
manufacture to retail.

Each garment’s components are listed 
right next to the product online so  
consumers can buy wisely.

This level of transparency is appreciated by 
customers. Humans buy from humans and 
when a business acts honestly and ethically it 
unveils itself from the opacity that businesses 
all too choose.

As we know, trust breeds loyalty and this level 
of honesty in the fashion industry, when so 
many questions are asked about product 
sourcing, is revolutionary.
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windows not walls – honest By

sold out
Admittedly still a small 
fashion brand in comparison 
to its competitors, 
Honest By’s collection 
sold out in two weeks.  

move from a
‘closed’ Brand

windows not walls

insight
Tell people what you are doing... 
how and where it was made, source 
materials, who made it.

Agility and responsiveness builds 
trust through open dialogue, 
therfore building brand strength.

transparency
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a future outlook

what is this 
telling us?
The Social Era brings new opportunities for 
brands to get up close to their users, and 
convert them from consumers to fans. 

Enabling technology means that closer 
involvement range from of content co-creation 
to direct investment, and creates the feeling of 
complete control that consumers increasingly 
want to feel.

Active involvement including direct 
investment builds a different sort 
of loyalty. Shared values and an 
identification with the brand’s purpose 
is important, but being obviously 
influenced by consumer preferences, 
for example through crowd-sourcing 
models, really puts the customer in 
control. What can other brands with 
more conventional operating models 
learn from this?

Going direct and/or bypassing 
conventional distribution not only 
creates additional value for customers, 
it allows gives them the control they 
desire. Social Era commerce also creates 
new communities who share common 
interests and needs – perhaps a 
peer-group of preferred brands will 
also emerge in parallel. How can brand 
owners benefit from this?

Transparency is not to be feared.  
History tells us that attempting to 
dissemble and not face up to issues 
will lead to certain disaster.  Your 
customers have the means to find out 
about you and so being open as you can 
be would seem to be a sensible strategy. 
Tone of voice and brand personality will 
therefore more and more important in 
the social era, so that even when you 
are dealing with negatives, you are 
building your brand. 

In an increasingly visual and 
screen based world, enabling and 
encouraging visual participation and 
co-creation will become increasingly 
important. Having a rich and deep 
identity, that inspires creativity, 
is clearly vital. 
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thank you 
for your time


