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Digital ated a new breed of have an

standards and strong mune to

traditional adve hey don't want their conte rupted. They no

s — where, when and how it suits them . They want to
Ik about. They want to share something that, in the ve

are. They want to change it, mark it, ma

wers; they are pa rtainment is no longer it's an

ay’s media consumer ha

ection with its audience, t e storyteller, the studio, the

s referenced in our previ dia,” even the distributor
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*esult is an entertainmen gage the Brand's

ore relevant and meaningfu ore.
xamine the new face of branded entertainment, the importance of great
storytellind; oles the Brand can play in the entertainment experience and bezt practices

for using new media to distribute the st
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y execute branded entertainment efforts is
posable content. Advertising is disposable

it's supposed to be. Its singular purpose is to

_aven tive, a

.*t a marketing challenge:
product. The content in adve

e a brand, to try a product, to buy a
anism and whether or not that

advertising result. & f":
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content lives on is secondary

However, when a Brand crea aining advertising, there

opportunity for the Cons xperience. Consumers

nect with content whe n emotional impact and when

s a tangible value - pra ainment or social currency. When
iteria are met, the Consu ack for more. Again and again. If that

nection is strong enough, they along with them. If executed responsibly,

the Brand can participate as well. A ns with a great story.

Story is the fundamental component to ntertainment. Just ask Pixar. Director John

Lasseter explains “The Rules” of the studig like this: A
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_Tell a compelling sto ‘and heart that keeps people

.-~ondering what wil

Populate it with me icters. If audiences invest in your main
character, they'll tra: cter's journey. Even the bad guys have
to be likable.

Finally, put the story ar ters into a believable world.
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ion, or audience target, a commitment to these rules
jce success for Pixar. There is no exception to the

o branded entertainment.

: the Consumer wonders “w
ce. For the Brand, this can re
erience.

When the situation, she is much more likely to
connect with the ay. In the context of the Brand, the character

can establish a relevance and pathos that gives the Consumer the sensation that “they get

me ”

elievable world or immersive environment provides the Consumer with new and
actful ways to engage in the story. The Brand deploys its story in the new media

iverse, and the number of touchpoints becomes infinite.
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It doesn't

perience can

truly be dramatic.
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ive way the Brand can pr
Boonsor's “brought to yo
unded. But just as ent

gs sponsorship. The pr of cable

ed t‘tWectrum of content sponsorship
tedn\Jdimcgs with relevant content.

options, allowing Brands to eMg

Branded entertainment in the digita 5 even more opportunities for the Brand

strengthen its position with the d

of the series was originally launched

orship, but after gaining a sizablel

a e of its spot-o online

gaming, it was a perfect fit for

elivering millions

The second and third

seasons of "The Guild”
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While the series certainly generated successful business results, the return on

investment for Microsoft is the goodwill generated for supporting and sustaining a

rtainment property.

ead Character
lays a characte| allenging

way that is

t. Unless the Bra
e whole thing can

d and embraced by the
ceived as one big, long commercial. One of the

immediately believable

ve a problem or “save the day.” While the
d Character

stink of advertising

misconceptions ig
Brand can someti of “hero,” the rol

means that the

fundamental t

'Y

le" series, benefactor

In the case of |l
alls of their

is natural

jnsor,

S

ess. Most important
er engage in truthful observations about the |
avorable, sometimes satirical - that make the integration that m




The Brand as S
What if a Brand cr

spirator EBJ
ent property and completely disa

from the result

anonymous

below the sy

their Stevi
entertain

Architect.”

become
the typi

isio

TIBCO's “Greg the Architect




SOANo
impres
imple
Subssg

made

SOAT

O
BAREFOOT
proximity

endrick of ZDNet,
\ d his challenes’
) h approach.

: something

evaluating

he Brand is

Dle to leverage

may find the
Sure. Regardless

e at the genesis
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THE OTHER EQUAL PARTNER

ologies

vement, and so it's highly important

ost storytelling quality.

t a number; she great deal of power. She has

choose now much or how little to watch. She has the power to rate, to

“like.” And most importantly, she has r to share. The fate of a pro

in the ha ers, and power to wield.

The C Co
The moment Consumer sh of content, she has become a

And her act of passing the experience along to a friend in an emajl or pos{

one of the characters on Twitter, her vote for a story

up of video clips - all forms of personal expression that, simultaneo the

greater e t experience. And when guided and rewarded by , the

even more powerful.

ce, Consumers can bec 50 inspired or

incented t pate that they become Champions and begin doing
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Brand. For instance, an educational web experience with a
astablishes a social ranking syst
a certa \ points and a certai
a Champion level @ eate

and publish her own videos ent, but as a qualified

part of the corg dd e within

re, she typre

the a3 =
Bader/key influencer for the exXphs

"

tems' “Agenc
tertainment ex”

Cons " Dartic

*.

This intera

of advertising ight of their

careers and &gl Aand as Lead Chafa

with the ig o]

of "re fow tﬁ‘e.w‘c:rl

infor ach episode wa

Have and Rick and their deSig

sach time. Early in the series, the"igal
Story and executed as screencasts of AdoD@

e audience began to grow, and as Sienna’s exaspera



itted creations
the word

for eager

currency and become'a

story.

The Consumer is a endent player in the experience, and her role is
. However, the Brand can

influence the choices the

a more meaningful role.
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and the roles

Degin to answer

and it's often
anded

s for the

" Or “l just had my socks knocked' s a quality

was delivered

as highly relevant to t e has a reason to

mer because she

B experience.

something as

These compone ent. A great

story is the founda ee ingredients
- entertainment, emo create the most

effective experience.
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tive space for several -
e bosom of broadcast

Struggling to understand

what the web video-watching market will baal.', mediagiants have created hit-or-miss

business models, most of whi

e apps, even Twitter
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In early 2008, a video created by this document’s author Troy Hitch entitled “You Suck

at Photoshop” made a splash on Digg.com, spearheading what would become a web

twenty episodes, three Webby awards, one of Ti

ces of all time.

with a charac

AN UNF

rable world behind, Donnie uses Photoshop's vanishing p

remove himself from existence. Season Two followed a similar plot: failing to prove that
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o Voiceover,
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of social media intera
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CE ARI

e departure
photo to
e video,
what
ades
w
set piece in the
Donnie Hoyle, % .
episode, over 50,000 viewers
visited the eB “seller”
questions. ere
hundreds g ing
for the
the ride
im the
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Donnie using Facebookgs

fays of Sandy’s first appe

and Donnie collected

3 friends each. While
:‘ &
- | . series characters is
‘ which viewers arrived {
they weren't driven or
i .
H\, r n curiosity to discover if it was
A :
¥

icipate in the story.

Similarly, Donnie’s

Sn4tchBuckl3r o z :
™ 73 €9 00:18 | Call with snétch..4
via Skype calls. AT
yP : iade 4 sndtchbuckir
chance and B if SndtchBuck!3r

was really out \ gre floored to find

that he really w 1g the character

would man the SK 4 hg 03

and would engage \/ers

ans. It's clearly not a on, but

of brief convers 5 converted quickly into
nd thousands more views from new fans

ht the fever first hand.
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with a photo of a sperm (which he name
following episode, Donnie
opens by warning that some

overzealous vie

[himis Wt ARGt AL AR Wl C st Th Vinai Original ldr. Thr Maar (wigha sles 1dia Rperma
by hahiwre by L P ey bkt

through a .

that's been proof

and then, in an effort to stem

any further-digital vandalism,

commands “Please don't

download Ronnie. Dot com.”

urious users navi
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shed the lig

ponse te

e beliey cret to delivering unique
and effect entertainment is to
partner v nd, together, foster®
its developr i start to finish. To that
end, our agehcies are evolving. In some
offices, we've employed a hybrid agency/
studio.model that allows us to underst-n

» Brand' "and ri.r.a;rralop =
ineir=* ‘
ans
as
apprue : fulltin
branded entc
“inning filmm: ers, pro

achn (1w also have ex.
sRperieri ivertising creatives
hee==taly are able to create work ti
tory and the Brand.
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you and your Brand have begun to explore th

gan
ce into

y Branded

| is a creative director at Barefoot Proximity and leads the
branded entertainment practice. As the founder of new media studio Big Fat
‘ Brain, he created the hit series “You Suck At Photoshop” and the breakout
branded entertainment successes TIBCO’s “Greg the Architect,” Adobe
Systems' “Agency of Record,” Autodesk’s “Teknochronicles of Z,” among
others. Troy is a three time Webby Award-winner, and his work has been
featured in Time, Wired. The Washington Post and The LA Times. He can be

reached at thitch@barefootproximity.com

“LL is the founder and CEO of Barefoot Proximity and the
chief architect of the firm’s transition from a traditional agency model to
one focused on content. He idéntified the white space opportunity for the
firm's ManOfTheHouse.com property and several other content plays now in
development. He has earned many creative honors and has been featured
in Fast Company, Advertising Age and The Wall Street Journal. He can be

reached at dworple@barefootproximity.com
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