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Digital marketing has a lot of new opportunities for audience engagement. But in the
end, success usually comes back to good storytelling. Here are four helpful tips.

Digital campaigns require a strategic and thoughtful approach to be successful. In the early days, they were more or less the
same old tactics wrapped up in a new digital packaging. For example, many brands or agencies used to simply drop a
marketing website into an iframe on any social networking site and call it a day. This left much to be desired.

We know the digital social landscape is always changing, and in order to flourish, brands and agencies should be able to
navigate those changes, but without losing center. Terms like “mobile first design,” “social currency,” and “responsive
layouts” come to mind as a part of that change. But new technology alone won’t engage your audience — they need a reason
to be there and to be a part of what you’re doing. So, what is that central element that can determine the success or failure of
a campaign?

The answer: Great storytelling.

To do this digitally, we need to go back to the basics and rethink how we accomplish this with new technology. There are
four key pieces that can help a story succeed in our digital world.

1. You need to know your audience.

To inspire people to participate with you, good storytellers must know their audience. Knowing them allows you to create
tailored content and to meet them on their turf. Here at Deloitte Digital, we have an Intelligence capability that brings us
close to our audience. Their work helps us get to know the people we’re talking to. We study various metrics and social
conversations to understand them, speak in their language, and give a voice to their priorities and interests. Once you
understand who your audience is, you can design a campaign experience that produces real value and resonates with them
as individuals.

2. Your story needs a well-designed concept.

A good storyteller who knows the audience can design a strong and effective concept. The concept is the core of the story.
The concept is the content, the positioning, the engine in the car.

To employ another metaphor: think of a concept as your favorite dish. You take the necessary ingredients (e.g. value
proposition, brand, market, audience research, goals, etc.) and combine them in a certain way to create something unique
and delicious. With a strong concept, your audience will likely delight in the dish and come back for more. The concept
might be the most important piece in all of this. To borrow from Aristotle, we might call it the sine qua non ‘without which
there could not be.” If you have a strong concept, your audience will likely want to engage. They’ll follow through because
they’re recognized as individuals, rather than merely targets.
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3. Your goal is to inspire engagement.

A good storyteller must also inspire engagement. Direct involvement from your audience means valuable actions such as
sharing with their friends or remembering the brand’s message just a little more clearly.

Each decision made on a campaign — from research, ideation, creative, design, through to development and promotion —
must be carefully calculated, all of it done to enhance the experience for the audience. However, don't confuse taking a shot
in the dark with taking calculated risks based on Intelligence.

For us, successful campaigns result from the marriage of compelling technology and good storytelling. If you want to
inspire engagement, you need to be sure your content, your story, is something your audience cares about. You can
accomplish this goal through intentionality in each decision with a focus towards enhancing the story and a quality
experience.

4. Quality execution is essential.

Your worst enemy often isn’t your competitors; it’s your execution. Depending on the campaign, execution means
developing in a way that the tone of voice and visual language enhance each other so your audience feels at home with the
brand. If the user experience isn’t intuitive, then your audience can become frustrated with your product, and in turn the
brand. Industry-leading execution requires not only the aforementioned elements and others, but also a strong team who is
fully invested in the project from the start. Some form of agile workflow, fitted for the project and team members afford
flexibility and fluidity. And finally, a quality product. If it’s full of bugs or not device agnostic, then your audience won’t
stick around. Any campaign is made up of many moving pieces, and it takes only a few broken ones to turn a good thing
into a bad thing.

Good storytelling lies at the heart of successful campaigns.

The ubiquitous nature of social media and mobile devices has forced a significant shift in the landscape. There are
staggering statistics about web-enabled mobile device, social media adoption, and usage rates. Billions of pieces of content
are shared and engaged with across the web every day.

The way your audience wants to experience your brand is changing. We must adapt to new technologies and new media, but
some things won’t change. Good storytelling still lies at the heart of what we do. We will still tell great stories, but in a
smarter, more effective, and more measurable way. Knowing your audience is increasingly important, and so is delivering
relevant, tailored content and experiences. Deliver your audience something they connect with and delight in, something
that will last. Otherwise, you may fall short.

Joe Register is a Quality Assurance Engineer at Deloitte Digital's Pioneer Square Seattle Studio.
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Using positive messages to bring people into action for nature

The IUCN Commission on Education and Communication (CEC) wants to promote the idea that when
communicating about nature to the general public, we should not use messages of habitat loss, or species
extinction. Such messages lead to apathy instead of action.

Positive messages are much more effective. People have an innate connection with nature. Deep down, most of
us have a feeling of awe and wonder. Connecting with these emotions is the best strategy to bring people into
action for conservation.

Reaching out to conservationists and communicators
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The campaign is meant to raise awareness and change practices among conservationists and communicators.
CEC wants as many people as possible to see the campaign’s videos. However, they’ll be particularly relevant
to biodiversity communicators and scientists working in areas of climate change, conservation, habitat
management, ecology and wildlife. People who work:

as scientists

at nature NGOs, charities or lobbying groups

at government or UN agencies relevant to nature and conservation

media organizations

museums/zoos/other institutions

individual science communicators

Personlize, humanize and publicize

Appealing to positive emotions is much more effective in communicating nature, than providing facts and figures
about loss and extinction. The way to appeal to positive emotions is by personalizing, humanizing and
publicizing nature.

Telling a love story instead of a story about the end of the world

To explain what it means to personalize, humanize and publicize nature, the campaign uses the metaphor of
‘telling a love story’. The text below is from the campaign video. In the next topic you will find more more
campaign tools and videos.

Once upon a time, nature and people were in love.

We lived close together — making the wild a part of our lives.

We loved the characters we found — we’re all animals after all.

And we talked about nature all the time — sharing stories of experiences and encounters.

But then something happened.

We lost our connection with nature.

Right now, we’re at a crossroads.

Either we carry on moving further and further away from nature, or we fall in love with it all over again.

It’s decision time.

The best way to rekindle a lost love is not to talk about what went wrong — extinction, habitat loss or resource
scarcity.

It’s to remember what we loved in the first place.

The question is: how do we help people fall in love again?

Well, some nature organisations have already worked out how to tell love stories ...

In Nicaragua, the local market demand for turtle eggs is threatening the survival of the specific species. Fauna &
Flora International’s national collaborative media campaign | don’t eat turtle eggs, is solving this by taking
children to the beach to release turtle hatchlings, and running a publicity campaign to make it feel unpatriotic to
eat the eggs. This campaign is personalising nature. By building a personal connection between people and
animals and making the issue locally relevant, the campaign has shifted public attitude across the country.
Tigers in the Sundarbans forest in Bangladesh are under threat from poachers and loggers. Wild Team’s
solution, a campaign called Motherlike Sundarbans, repositions the forest as a mother figure for local
communities. The campaign uses real stories from people who live in the area to show how they depend on the
forest for food and protection. By humanising nature — talking about the forest in human terms — the campaign

helps people to relate to it and the challenges it faces.



The UK is famous for its garden birds but many species are in decline. How do you engage people with
something that’s getting harder and harder to see? The Big Garden Birdwatch gets the nation nature spotting
together for one weekend in January. Using its huge network, The RSPB mobilises over five hundred thousand
people to survey birds and in doing so raises awareness of millions more. The campaign works because it
publicises positive actions to protect nature.

So what happens next in our story? Do people and nature fall back in love? It's up to all of us to write the last

chapter. If you want a happy ending for nature and people, it has to be a love story. Personalise. Humanise.
Publicise. Starting now.



