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Engage. Activate. Measure. 
 

Scott Kellner 
Director of Client Services
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PARADIGM SHIFT 
In the 21st century, connections are powerful. Connections between people, 
gadgets, ideas, businesses and even countries have given real meaning to the 
idea of a “small world”. But the smaller the world gets, the noisier it gets. Each of 
us is inundated with thousands of marketing messages each day. In this noisy 
environment, our behavior as consumers has shifted. Consumers tune out, fast 
forward, place shift and generally ignore the traditional means of reaching them. 
This is well documented.  

For marketers this paradigm presents a problem. For smart marketers, however, 
it presents an opportunity. 

 

POSSIBILITIES 
The opportunity is this: the convergence of advances in technology, changing 
consumer behavior and a psychographic shift in how people interact has resulted 
in an environment in which many forms of human communication and interaction 
can be measured, analyzed and acted upon. 

This is not as Orwellian as it may sound. In fact, it’s quite helpful to the busy 
consumer. After all, most marketers wish to inform, drive awareness and 
influence consideration, not irritate folks. The promise of the Web then, can 
finally be realized: control over information flow, measurement by marketers 
followed by course correction and data tailoring. But why now, as opposed to 
1997? 

Because the power of the Web has evolved and opened new channels of 
communications. The consumer’s office, home, mobile phone, TV, automobile, 
PDA, and laptop are now connected. Each has become a touch point through 
which they can be informed, on their own terms. 



 

 
Proprietary and Confidential  |  ©2008 Design Reactor, Inc. All Rights Reserved. 

655 Campbell Technology Parkway, Suite 250, Campbell, CA 95008   |   P 408.341.1190   |   408.341.8777   |   www.designreactor.com 
 

Page 3 of 4 

 

CONNECTED LIFE 
The connected life is one in which email is checked on the smart phone, at any 
hour, the work desktop and local area network is accessible from home, the car’s 
GPS can be driven by directions found on the Internet, in-depth information on a 
particular product can be “downloaded” to a DVR for later viewing, and previously 
processor-heavy applications can now be viewed on the go via laptops and even 
3G phones. 

But enough of features, what of benefits? To marketers, they are many. 
Consumers utilize the gadgets at each of these touch points for different reasons. 
Home computers are more often used for speculative data gathering, office 
computers for decision making, smart phones for convenience and quick 
information, DVR content for time shifted information and consideration, etc. 
Understanding of each touch point’s role in the marketing communication 
process enables 21st century marketers to take consumers on a journey with a 
story’s arc. The connected life means that you can author chapters in this story, 
controlling the plot line’s unfolding. 

ENGAGEMENT 
Furthermore, the processing power now available in each of the touch points 
means that rich media messaging is now ubiquitous. That’s important because 
rich media is more engaging, which leads to higher recall, more activation and 
better results. 

So what does the savvy marketer do with this? Seek out a marketing services 
partner that understands integrated digital communications. Understanding touch 
points goes beyond the requisite technological expertise, however. Digital 
agencies that are successful with multi-touch point programs must also have a 
deep understanding of human behavior, persona development, proven user 
engagement principles and information systems across multiple types of 
“screens” and, of course, world-class design. As you might expect, these 
agencies are few and far between.  

From a strategic perspective, applying your messaging to multiple points in the 
connected life of your consumers results in a correlation to your brand that runs 
deeper than traditional marketing.  Instead of running the risk of irritating 
consumers by interrupting them, marketers can play a role in the consumer’s 
lifestyle. 
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HOW TO APPROACH A CONNECTED LIFE CAMPAIGN 
You must first understand what we call the “digital values” of your audience(s). A 
full-scale persona study is not always required, but an in-depth understanding of 
how and when your target constituents would like to interact with your messaging 
is imperative. The results will inform which touch points should be utilized and the 
emphasis that should be placed upon each.  

To take full advantage of the benefits of digital marketing, it’s important to define 
your initiative’s key performance indicators at the outset. This not only ensures 
that the data gathered and analyzed fits your needs, but also makes certain that 
the user experience is tailored such that prominence is given to your success 
metrics via the user interface and information architecture. 

DESIGN REACTOR 
Design Reactor’s approach to integrated digital marketing programs features the 
resources and horsepower of a large agency with the focus and agility of a 
boutique. Our focus on digital communications enables us to concentrate our 
efforts on the connected touch points in a way that enables our clients to be 
exciting while creating programs that are measurable. We provide digital 
marketing programs for the connected life.  


