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FIRST IT WAS AN UNBRANDED MARKET
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THEN BRANDS CAME TO IDENTIFY
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AND THEN TO DIFFERENCIATE | |
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WHEN COMPETITION CAME l
BRANDS STARTED TO COMUNICATE
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BRANDING 1.0 | ' |

CONTROL. EXPLICIT MESSAGES. ON-THE-FACE.
BRAND TALKS-CONSUMERS LISTEN
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BUT NOW THE GAME IS CHANGING AGAIN
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CARLOS COELHO

WORLD IS CHANGING
- F.U.D.

FEAR-UNCERTAINTY- DOUBT
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HOMARO CANTU
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MESSAGES
ARE CHANGING |
CHANNELS
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THE WORLD |
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BECAME A BIG NET '
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BRANDS

ARE NO LONGER

IN CONTROL

OF BRAND MESSAGES
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EVEN COUNTRIES
ARE NO LONGER
IN CONTROL

OF MESSAGES
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A NEW CONSUMER
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IT’S SOCIAL MEDIA
TIME
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FROM END USER TR
8 TO INFORMATION PROVIDER

FROM EXPLICIT = ° |

TO IMPLICIT od
FROM ONE BIG COMMUNITY

TO SEGMENTATION
FROM WEB PAGES

TO PEOPLE |




CARLOS COELHO

BRANDING 2.0

NOT ONLY LIKE/DISLIKE FEEDBACK
CONTENT AND USER

LIKE MINDED

NATURAL STRUCTURED COMMUNITIES
COLATERAL EXPERTISE

www.ivity-corp.com IVITY 2007© ALL RIGHTS RESERVED



BRANDING 2.0

PEOPLE KNOW
THEY ARE BEING MARKED |
AND LOVETO HATE BRANDS
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MARKETING IS NOW 1.5
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MIND THE GAP

-._h

THERE IS A GAP BETWEEN
o WHT BRANDS DO AND SHOULD DO
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INTERNET THE LEADING MEDIA- IS NOT
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MIND THE GAP

WORLDWIDE MARKETEERS SAY
THEY DON'T KNOW, IT'S A NEW
MEDIA FQR BRANDS
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BUT IT'S NO MORE A NEW MEDIA
FOR CONSUMERS SPECIALLY
YOUNGSTERS
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SO WHAT’S BRANDING 2.0?

ivity saao
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BRANDING 2.0
IS ABOUT _

'EN (S 1ap

" “’*""'r T

| 8
ISTEN. ENGAGE.\SHAR




BRANDING 2.0 L ! - ' r 9 , : > / CARLOS COELHO
° %/ . o ] f

BRANDING 2

IS ABOUT ZI!

MILLION Ci CHANNELS
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EPISODES WEBISODES f
MOBISODES. BLOGUISODES.
MUPISODES. PRINTYSODES.
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BRANDING 2.0
TUNNEL OF LOVE

Customers Write Better Copy

“These plants made it through
Hurricane Katrina. Hurricane Rita and
the hot weather that followed. We were
asked to conserve water so no sprinklers.
These plants were troopers with no
watering at all - thev bloomed their
hmttsom:whm evelyﬂnngelsewas
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BRANDING 2.0
UNBORING

SPORT LtFE.STYLE

in the
has been in _
‘:'\‘:l‘.:lz-You-Look-Good

-

pusiness since 1948.

49/ of people
regularly read
these things.
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BRANDING 2.C

IT'S ABOUT A NEW GENERATION
CONSUMERS PRODUCING,

CONTRIBUTING, ADDING,
SUGGESTING FOR

NON-MONETARY REASONS, LEAVING
ECONOMISTS

(AND WELL-KNOWN BRANDS)
IN SHOCK.
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IS NOT ABOUT
CONTROL

»
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BRANDING 2.C
IS NOT ABOUT
MASS MARKET
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OR CONSUMER
JAM
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ORTO CARVE FOR /
A TERRITORY 3
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THE FUTURE IS ABOUT
HIGH HEELS
BRANDING

www.ivity-corp.com IVITY 2007© ALL RIGHTS RESERVED



BRANDING 2.0

THE FUTURE IS ABOUT
‘GLOBAL PHYSICALITY'
BRANDING

COMPANY
INTANGIBLE

CONTROL

Glossary

ENGAGE

PEOPLE
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IT'S HI-TECH
BUT STILL HI-TOUCH
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for more info about Branding 2.0
askivity@ivity-corp.com
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