
What is the role of a 
brand within the  
networked society?

Central Proposition

This project aims to explore how a brand can find its place in today’s 

networked society, through facilitating conversations and enhancing brand 

consumption experiences to satisfy the individuals need for belonging. It 

will investigate how long-term designed initiatives can unite communities 

and develop self-perpetuating relationships between the brand and brand 

users. The exploration of how emerging technology and social structures 

can be harnessed to make these offerings transverse the users physical 

and digital selves in order to foster deeper relationships.

This has been explored through qualitative research: analysis of 

design precedents and leading literary texts. From this research, 

concept mapping as well as design and strategy experimentation 

has been undertaken. This research through design been used to 

investigate the potential of these concepts.

Social Context

Over recent years there has been a paradigm shift in the communication 

industry directed by social media structures. This has lead to a transfer 

from an attention economy to a conversation or participatory culture.

Consumers are no longer manipulated by what brands say but rather 

tactfully choose what messages to receive and participate with - this can 

be seen as a transition from consumer to brand user. 

The Internet has enabled people to act as individuals; however the “urgent 

social issue is not to celebrate freedom from social restraints, but to 

re-establish communal embededness” (B. Cova & V. Cova, 2002, p. 595). 

Therefore, there is now a growing desire among individuals for relationships 

to help define ourselves, as a result we are now “searching for alternative 

forms of belonging and support” (Aarts & Marzano, 2003, p. 219).

Cova & Cova (2002, p. 595)

The future of marketing is offering and supporting a renewed sense 

of community as “social and proximate communities are more 

affective and influential on peoples behavior than either marketing 

institutions or other formal cultural authorities”. 

What this means for brands

Brands no longer just trade tangible products or services, but can offer 

personal and socially transformative experiences. They are now more than 

a collection of perceptions in the minds of consumers (Ries & Trout, 2001), 

but a participatory culture where brand users increasingly see it as a 

collection of shared cultural property (B. Cova & Pace, 2006). 

The potential for brands is to become centres for communities to form 

around. Wiki-Brand theory suggests instead of ‘controlling the brand’, 

it should authentically present shared ownership between the brand, 

employees and customers (Moffit, 2007, p. 3). Consequently the goal 

should be to develop a media hub where real content, conversation, 

entertainment and information can be actively sought by users in a clutter 

free environment” (2007, p. 19). 

There are three key elements to Community; (1) a shared collection of 

rituals, beliefs (2) sense of belonging or imagined community, and (3) a 

commitment or duty towards the community, this becomes the accumulated 

knowledge of the community (Roll, 2002), (Cova & Pace, 2006).

In the networked society diversely motivated individuals can choose which 

communities they belong to. These communities of practice are formed 

through mutual engagements, shared interests, value, beliefs and even 

brand consumptions, (Wenger, 1999) rather than traditional community 

restricted by physical limitations.

From an increased interaction with these communities, there is blurring 

between the digital and physical self, suggesting that the strongest 

relationships between people, and therefore brands and people will 

transverse the digital and physical environments. This is potentially being 

accelerated by the increasing trend towards mobile or proximate access to 

communities and brand consumption (Safko & Brake, 2009 ). 

Transformational brand offerings that facilitate, enhance or extend 

moments in an individuals life, enable brands become a more sought after 

and permanent part of an individuals life (Pine & Gilmore, 1999).  However 

analysis of design precedents suggests; although consumers are content 

to develop deep relationships with a brand, facilitating consumer-consumer 

communication is essential to developing a full brand experience.

Martin Roll (2002) 

“Enhancing consumer experience … is possible by creating 

communities around brands whereby consumers have an opportunity 

to experience consumption not only with the brand but also with 

other users of the brand in a community setting” 

Design Precedent – Nike+

The success of Nike+ lies in its ability to enhance the consumption of their 

product by developing a brand experience that can stimulates, permits 

and supports social interaction (Himpe, 2008) & (B. Cova & V. Cova, 

2002). Nike+ has influenced this project by exemplifying the success of 

a community hub. It has demonstrated the way in which a brand can 

connect its users and offer them tools to interact within the community, 

forming mutually beneficial relationships.

Design Experiments – CraftBeerNZ

In addressing the potential of community hubs the CraftBeerNZ website 

explores how a social and personal offering could integrate within the 

users “online social fabric is by adopting the role of social facilitator” 

(Himpe, 2008, p. 323) . It connects drinkers and industry members to 

enhance the experience of consuming craft beers by offering tools for 

personal and social empowerment.

Design Experiments – Digital Graffiti

This experiment was approached as an exercise in exploring augmented 

reality as a means for transversing the digital and physical worlds, and 

creating a community and conversation around a common activity. Using 

Smartphone technology to create a socially acceptable way of adding 

beauty and artistic expression to the environment by allowing members to 

paint their landscape, visible to those who wish to engage with the art.

Design Directions, Matthew Mitchell & Robert Longuet-Higgins
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Declaration of Beer Independence

Signed:

I declare that these are historic times for beer, with today’s beer lover having inalienable rights, 
among these life, liberty, and the pursuit of hops and malt fermented from the finest of U.S. 
small and independent craft brewers with more than 1,400 of them brewing today, and,

Brewers Association
www.BrewersAssociation.org
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The outcomes of the project therefore need to be brand specific focused, 

facilitating moments and conversations in users lives, and engaging in 

these conversations. The outcomes need to unite/create a community 

transversing the users physical and digital selves, to foster deeper, 

mutually beneficial relationships between community members. The 

communication should also have a method of enabling the creation of 

brand ambassadors, encouraging positive conversations about the brand 

to occur in the users other communities. The execution will address 

adding digital layers to the physical world around brand users, assisting 

their interaction with the brands products or services to enhance brand 

experience. Augmented reality will be explored as an appropriate means 

to engage with this enhancement and digital overlaying, and as a means 

for transversing the users physical and digital communities.

Write a comment...
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In the buildup to the ceraton and 

launch of Marmite XO, Marmite 

sought out their most passionate 

consumers and enabled them to 

become brand advocates.

From the submissions 40 people 

were selected for the First Circle 

of the Marmarati to create the new 

product. This particapation created 

a sense of belonging and duty to 

the community.

Through pre-existing social networks 

they asked for submissions, to prove 

a passion for Marmite. 

When making artwork, users first 

define their canvas, aligned to a 

physical space. From here they can 

use their smartphone as a digital 

spraycan.

Users can view a map of artworks 

in their area, distinguishing between 

those they have and haven’t viewed. 

They can also choose to receive  

pings when new work is uploaded in 

their area.

Users can view artworks through 

augmented reality as if the work 

is in the physical space. The work 

can then be rated, commented on 

or photographed. Users can also 

recive notifications of new work by 

favourite artists. 

The Nike+ community facillitates 

users interaction with a common 

activity and the brands products.

It is formed around the common 

values of healthy lifestyles and self 

improvement. 

In the hub there are many parts that 

stimulate social interaction. Forums, 

challenges, goal setting and organised 

events (physical and digital).

Mapit facilitates the user to user 

interaction and enhances use of the 

product by transversing physical and 

digital communities. 

Brand hives are a form of “marketing 

without fingerprints”(Moffit, 2007, p. 19), 

they don’t invade peoples space until 

they are invited to. A brand hub can exist 

on social media sites (i.e.) Facebook or 

custom-built brand community websites. 
From the hub multiple conversations, 

narratives and participations can be 

played out. The drive Around the 

World campaign grounds this notion, 

as the rich participatory application is 

only one facet of Volvos hub.

This initiative ran for three months on  

Facebook and in a physical space, 

the result was to connect people who 

appreciate the consumption craft beer.

The goal was to unite a community of 

practice ad develop a sense of duty 

towards and an intrinsic connection 

between members of that community. 

This proves how a designed process 

can amplify a core belief structure, 

here being a dedication to superior 

quality beer.
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CRAFTBEERNZ Home

HOME BEERS & BREWERIES BEEROLOGY NEWS & EVENTS MY PROFILE

Dave Sharpe suggested 
Tuatara Helles to you.

Hey rob, I know you are 
really into your Tuatara 
beers, have you tried the 
Helles. I had it the other...

SEARCH

Account
Your beer list
Events
Friends
Mail

Suggestions

James Morgan
suggested Mike’s 
Original to you.

I tried this the other day, if 
you come across it, or 
chance by the occidental...

Suggestions

 1 beer shout
 3 beer suggestions

Robert Longuet-
Higgins

Edit profile

MY BEERS

Your beer list
Your Friends List
Sugested Beers

Limit by
Brewery

Style

Friends Ranking

Dave Sharpe shouted you and Matt Mitchell a Tuatara Helles,
Hey guys, Im just finsihing up work... keen for a brew, it’s on me! see ya at 
malthouse once your done then?

Industry News Your Faveroites Friends++ Friends+

SHOUT A 
MATE
A BEER

Shout a mate

When and where

Choose your beer

This hefe oozes all the classic characteristics that wheat beers have. 
Lovely bubble-gum, banana and cloves aromas and flavours It is a 
good looking pint too, with its lovely fluffy head and sexy bright yellow 
pour. I have no trouble in recommending this beer to friends and the 
family of my girlfriend (my own family are addicted to stout). Good 
publicity locally hasn’t hurt it either. 
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This tool investigates how users 

could navigate their way through the 

hundreds beers they may like through 

a social hub, where conversation and 

recommendations can occur.

A external hub can interact within a  

primary social media site. The site 

filters content relevant to craft beer  

from Facebook activity and CraftBeerNZ 

conversations thus building a specific 

communication value for the user. 

Investigating an enhanced consumption 

experience this experiment explores 

the notion of a ‘beer with mates’ 

as a conversation. This creates a 

consumption period spanning before 

during and after. By linking into the 

CraftBeerNZ Hub the conversation 

could then continue and expand online. 

Robert Longuet-Higgins, Design Intention

The intended outcome of this project will reflect that designed initiatives 

have become the most powerful tool in an advertising saturated era 

(Springer, 2007). Through the synthesis of three elements; the brand 

hub; activating an intrinsic sense of belonging; and developing specific 

transformational offerings, the end product should be an extended brand 

offering that locates the brand both socially and personally in the brand 

users’ digital and physical lives; and hence the networked society.

Emphasis will be given to offering more than a personal transformation 

by developing a socially transformative structure that offers a relevant 

communication value to the brand user. The most crucial component is 

that it should enhance the consumption of the brand through enabling 

consumption of other brand users as well as the brand (Roll, 2002). From 

the communicators perspective the desired result of this will be to gain 

meaningful, self-perpetuating relationships brand and user.
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