

















When what we now call “the social web” was in its infancy, I had taken a keen interest in the
changes that were happening right in front of my eyes.

I was also well aware of the need to surprise and delight our customers with unexpected
developments; and my early interest in blogging allowed me to connect with people who
were early blogging innovators.

At that stage, one of the emerging brand challenges (and this challenge continues),
was the way in which brands were being incorporated in user-generated content.

As a way to surprise and delight the assembled crew of marketing directors,
I would ask a leading question. What do you think your customers think of
your brand? Generally, people would respond with the key elements of

their messaging: the three pillars, the four core messages and

so on. The more enthusiastic would refer to focus groups

or market research.

I would then ask other questions. What do you think your
customers would write about your brand on the web?
What stories do you think they’d tell their friends

when discussing your brand? Again, the

response would be on-brand, on-message.

“Shall we take a look?” I'd ask.

I'd type in a few brand keywords and
sit back. But rather than look at the
screen, I'd watch my clients— their
eyes widening. I'd watch their
mouths gape. I'd watch them

reel back in their comfy

boardroom chairs.

There’d be outrage. There’d be
shock. And then it would
transform into fascination There’d
be calls to “shut it down” or “refer
it to legal.” But the great human
folly written large is a compelling
thing to observe. Pretty soon, we’d
compare photos, stories and
anecdotes—all with brands,
products and logosthere

on the center stage.

Social media—it’s a circus without a
ringmaster—and maybe, even for the
most conservative brands, that’s part

of its attraction.



On Avvo.com, you can find more than a thousand
lawyers rated with a prominent EXTREME CAUTION....

And in a litigious society, sometimes if you
provide ratings, you get sued. Just nine days

Today, 65,000 of the practicing attorneys in the
country have engaged with Avvo—still the only legal

We rate lawyers. And if they have been disciplined by after launch, Avvo was sued by a sanctioned directory that rates lawyers on a platform where .

their state bar, we bring that information to light attorney who was aghast that we had the lawyers cannot censor negative reviews. And they

in bold orange text. temerity to rate him with a CAUTION. Instead are getting more business than they can handle. s
of folding, we went to court. The case was

Prior to Avvo, the legal directory business model was thrown out by a judge. Turns out, we—like If that’s not a case for authenticity, what is?

dominated by pay-for-play advertisingthinly veiled as everybody else—have the right to provide

a superlative directory. A small group of “elite” authentic ratings on any product ...

lawyers, who were willing to pay the most, touted even attorneys. -

their “Best” or “"Super” designations. Avvo turned this

model upside down by providing detailed profiles of Our users know they can get guidance

all lawyers, showcasing the good, the bad and untainted by financial influence. The end result?

(occasionally) the horrendously ugly in the Avvo is now the largest, most trafficked legal

legal profession. directory in the world—surpassing established

competitors (with lawyers who all seem to be
great) with multi-million dollar
advertising budgets.
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www.peasofmind.com

Healthy Branding for Small Fries
Jill Litwin, Founder
Peas of Mind

Q. R,

When Jill Litwin began cooking meals for her friend’s son as an alternative
to canned green beans, she had no idea she was on the path to launching a
business. Her goal at Peas of Mind is to “better feed kids today.”

That’s why today you’ll find Peas of Mind creating foods that are a spin on
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childhood favorites. Realizing kids will be kids, this San Francisco-based ; 3 . crus, mf?”rnrf PIE
company develops new products that creatively blend (some might even say B SRR broceoll, carrgyg g

disguise) healthy ingredients in familiar foods such as fries and pizza.

“You will never get your kids to stop eating fries and pizza,
that’s why we’ve made them healthy and nutritious!”

It’s no wonder parents are stuffing Peas of Mind products into lunchboxes.
And it’s no wonder kids are stuffing their faces with something that is ac-
tually good for them—whether they know it or not.

So here’s some food for thought. Sometimes, branding is not always about
changing behavior, but discovering new ways to leverage existing behavior.
You just may have them eating out of your hands.






