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Brief: future of brands in digital media

• How is the web changing the way that marketing works?

• Understanding the role brands play in networks

• Learning from the success of search and social media 

• Developing new thinking and models



The shift to open networks

• Content limited by space, bandwidth 
and distribution network, 

• Power and influence lies with owners 
of distribution infrastructure. 

• Brands buy attention.

Open networksOpen networks

• Superabundance of content. 
• Networks become marketplaces 

where attention is competed for. 
• Search engines and social media 

are the arbiters of success. 
• Brands earn attention.

Channel Media Open Networks
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Speed of media has accelerated

Geography of communities is global

Scale of available content is vast

Interaction is preferred to one-way

Stability has given way to complexity
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All metrics point to evidence of a

in media and (therefore) marketing



What does success look like in network?

Where are our networks?

How can I attract attention from our 
networks?

How can I be useful to our networks?

Questions we need to ask...

How do I maximise visibility?
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Looking for sources of 
inspiration and 
understanding



Imagine you could see your brand through 
Google’s eyes?



Google sees web as it 
really is: networks
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Research: Mapping the network

• Our technology allows 
us to visualise the 
networks around the 
themes and topics we 
are interested in.

• Relationship between 
sites becomes readily 
apparent
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Visualising brands in networks

Popularity, influence, communities, context
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How popular are these sites in Social Media?

Tesco
5,240

M&S
2,521

Woolworths
2,134

Argos
1,833

John Lewis
1,679

Waitrose
1,317

Debenhams
971

Sainsbury’s
892

These are weighted scores based on the presence these websites have on the top social media websites
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Reality check! Tesco v’s Amazon

Tesco
5,240

Amazon.co.uk
330,712

• Here we compare Tesco 
to Amazon.co.uk on the 
same scale

• Amazon’s social media 

score is over 60x 
higher than that of 
Tesco’s



14

Amazon.com: The hardwiring was already in place

“… businesses have the opportunity to develop very deep relationships 
with customers, both through accepting preferences and then observing 
their purchase behavior over time, so that you can get that individualised 
knowledge of the customer and use that … to accelerate their discovery 
process.

…they are going to be able to get a personalised service, a customised 
website that takes into account the years of relationship we’ve built with 
them.”

Jeff Bezos, founder of Amazon (1998)
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Other examples



Competing in attention markets
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Platforms, process and being live
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Dell’s journey
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Being useful
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www.spannerworks.com/ebooks



20 © Copyright Spannerworks 2007. All rights reserved 

Take centre stage in your network



If we were only allowed to say three things

1. Understand our networks

2. Be useful to our networks

3. If in doubt, pull don’t push
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www.spannerworks.com/ebooks
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Thank You

Contact:
Dean Harvey, Director Client Services, Spannerworks/iCrossing 
Europe
dharvey@spannerworks.com
Email: dharvey@spannerworks.com
Join-in : www.spannerworks.com/searchsense 


