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STORYTELLING IS NOT J"U'ST Q

FOR CAMPFIRES
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- Swati Geriani, PGPI

With the average attention span of online
visitors shrinking to about eight seconds,
marketers are trying hard to uncover how to
build immediate connections. “Brand Story
Telling” is currently the biggest buzz trend in
marketing. Stories have enthralled us all

across the world timelessly. Since the time turned 5!

- . . i belole the age of 5 dne to
immemorial, story tellers have been honing e
the art of creating compelling content that | \aRR———="

immediately hooks people in. Though Social
networks have become the virtual campfires
we sit around to tell our tales, some of us are
better at spinning yarns & holding audience’s
attention and it’s same with brands. Stories
are powerful in creating the connections and =
they reach to a larger crowd. But it’s not about shoehorning a story into multimillion dollar
TV ad, it’s about crafting that 3-4 minute video that rhymes with minds of audience that
invokes them to believe that “Life is like this”.

One and a half minute of Google Chrome video “Dear Hollie” shows a father using its
products to share the memories with his daughter as she grows up. It mustered
overwhelming response from the audience because it stirred the emotions & everybody
could see themselves as the central character. The 3 minute ad campaign “Help a child
reach 5” by Lifebuoy was a viral in 2013. The FMCG Giant made such a strong emotional
connect with the masses that it raked in 1.5 million views in first three weeks of being
launched.

How does it pulls your mind? Brand story telling is part art and part science. When reading
straight data, only the language parts of our brains work to decode the meaning but when
we read a story not only do the
THE SCIENCE oF language parts of our brains light up,

B o but any other part of the brain that
STO RYT E L LI N G we would use if we were actually
e S g e sl Sl Baet i
becomes activated as well. What this

means is that it’s far easier for us to
remember stories than cold hard
facts because our brains make little
distinction between an experience
we are seeing and one that is

digital words are consumed of consumers want brands to rate at which

by the average US citizen make ads that feel like processes images in actually happening.

every day astory comparison to words

Media can create these massive story
, , telling arcs that provoke much more
Keep it short (and Deliver content == Show, don't tell. & -
have a great title that is linear and Use images for emotion than any of the SpeCIal
to grab readers’ 0—0 expresses a clear o more compelling
attention). narrative. content. offers or the announcement of a new

store opening. And it is heartening to

see brands adopting storytelling because a story that delves into customer’s personal life
and challenges will stick with viewers long after they move from the marketing materials.
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The A-CGClass HMarketing

- Srikkanth Sridhar, PGPI

themselves as a younger, dynamic brand. Dave George, Marketing director of
Mercedes Benz UK said, “It's a modern Mercedes-Benz that encourages people to d
what we know they enjoy - to get involved. In doing so, we hope to really cut through, and
create a positive, lasting impression on their view of the brand.”
To launch its new A-class, Mercedes came up with

W ith the launch of A-class, their new hatchback, Mercedes wanted to portray

an interactive TV ad campaign which invited the yYwy
audience to complete the story via Twitter. e R Sacasis e ADvens
Mercedes effectively took story-telling based mar- % @HARILAOSMICHAEL

keting to a whole new level. The ad started off with ¥ F R

a 30 second clipping during the first commercial of MERCEDES-BENZ A-CLASS

“The X-factor” in UK on 6th October 2012, whic
showed a TV music star aided by a female
accomplice driving in the A-class being chased by
cops. Viewers were then invited to visit the
Mercedes’ YouTube channel and choose between
different scenarios and how the story could be
driven. During the second commercial of the show,
the scenario which received the most votes was . 4
broadcasted. For the final ad, viewers could?* | &
customize the ending of the ad online, and the most A s EOTR.’{ )
popular scenario was aired the next day. o
By using this technique, Mercedes effectively .
captured a younger generation of audience Whj\ >
were tech-savvy. Mercedes was targeting a much - 7
younger audience for the A-class, than those who
would normally be driving an Audi or a BMW. It
A\ a_lso the first time a Twitter (Eampaign was used @H AR"I'I:‘ RB'SEEM"(;H AEL
to drive the story of an advertisement. While TV

based advertising had been steadily losing out

when compared to social media advertising, the BURING L P L eTOR
#youdrive campaign combined both forms of

media by allowing the users to create a narrative.
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There’s a competition to win an A-Class GO TO COMPETITION >
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MASHTRIX

Yet another kaboom from
MaSh. Not trying to blow one's
own trumpet, but the hooting
and cheering that prevailed all
throughout the event is testi-
mony to the success of the
event. While the sections
engaged in a war of brands,
sledging their opponents mer-
cilessly, this could not have
been more entertaining. Be it
an improptu display of skill in
the adcharades or the thought-
ful execution of excellent skits,
we could not have asked for
more. Although it was "SecC",
that won in the end, it was
actually a win for all of us. I
believe this event reinforced
the bonds between section-
mates and that they will
cherish these wonderful mem-
ories throughout their lives.

MaSh JCs - 2015
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