PLANNERS Our Marcomms Twin

How will |[As Work with Advertising as Marketing Communications become more integrated

Planners _ .
Tactical 1A Strategic |A/ Planner

VS IAS S User Experience

Wh d h d ? Classify and organise information on websites and Define experience of interacting with company Combine attitudes and interests of consumers, clients &
at O t ey O - intranets to help people find and manage information and it's products across all online channels creatives to help produce effective advertising

Content Audience analysis Audience Analysis
R e S p O n S i b I I i-ti e S Navigation Interaction design Proposition for brand online

Search User flow Brand strategy online
Experience strategy

Account team Senior clients Everyone from cleaners to chief executives

Deals with: o e

D | - . Taxonomy Experience concept I'm the Creative brief No! I'm the
elivers. Sitemap LEINIER representative Target audience voice of the

Detailed Wireframes Scenarios of the user consumer

Wireframes online! online!

etc

How has the relationship evolved?

1) TVis King - Internet is for nerds 2) TV is still king, advertising is coming online

Offline Account Planner Information Architect Account Planner Digital Planner Information Architect

<

| represent the user at an advertising
agency

| identify the resonance between the
brand, the product and the audience
then brief creatives to create the ads

TV Adverts
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Websites

| represent the user on the web | represent the user in
the advertising agency
| figure out how people think about
information and make it easy for <
them to find it
| don't really think about brand
TV Adverts

| represent the user in an online
marketing agency

Although I'd probably rather be
working in TV

Online Ads
Online Marketing ideas

3) Now: Line between channels is blurring, there are no kings

Offline Account Planner

I'm scared, where's all our
money going?
| don't understand

web 2.0, erm....myspace...erm...

Integrated Campaign Ideas

(TV Led)

Digital Planner

UX/Strategic I1A

Finally some campaigns are being led by
digital! | am IT baby!

| set the strategy for all online
interactions with the brand moving
beyond marcomms into applications and
other areas

Finally companies are spending
good money on design!

| set the strategy and design for
all online interactions with the
brand moving beyond web-apps
into general online experience
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Integrated Campaign Ideas
(Digital Led)

What can we learn from
Planners!

Loads!

- They're fascinating people, a hugely diverse bunch, mostly lovely & clever
- They've been doing strategy for 40 years
- Great structured real world focussed education & respected awards
- They have a better understanding of business
They are better at commissioning research

READ THESE BOOKS: “Truth, Lies & Advertising” by John Steel, “How to plan advertising”
READ THESE BLOGS: adiliterate, russell davies, fallon planning, scott wiesbrod

SPEAK TO THEM!

[ s

== Hil
Hi!
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Russell Davies

He's lovely!

B ° He's won ablogging award!
M4 He set up a conference for general
I interesting stuff!

http://russelldavies.typepad.com/advertising_practitioner/
http://russelldavies.typepad.com/
http://www.adliterate.com/
http://fallontrendpoint.blogspot.com/
http://www.scottweisbrod.com/

TN UE Read this, it's fascinating
' http://tinyurl.com/2lcocn
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Integrated Online Experience

Territorial fights?
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Get off my land!

Created by: David Carruthers

What's the future?

Shared deliverables?

AN

Let's

-
/

both contribute

to personas!

-

| represent the user on the web

| figure out how to give the
audience a seamless experience
across the various online channels

I'm starting to ask stuff like “Can
an interaction be branded?”

Websites

Mobile

Online Experience

Deep IA/Specialist

boxes...arrows...boxes...arrows...
boxes...arrows...boxes...

IxD

Planner & |A teams? New Role?

david.carruthers@twentysixlondon.com

http://allshirt.blogspot.com

Experience Planner?

55
>
>

twentysix

LONDON



