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March/April 2011 | While it’s important to be aware of mega-trends like CITYSUMERS (see last month's
Trend Briefing), in business, execution beats everything. This is why an easy-to-apply consumer trend
such as RANDOM ACTS OF KINDNE R.A.K.) should be firmly on your radar in the coming months.

“RANDOM ACTS
OF KINDNESS"

Why klnd human brands will thrive in a connected economy
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With R.A.K. featuring prominently in our recent 11 Crucial Consumer Trends for 2011, here’s a full, in-
depth briefing explaining why practicing R.A.K. will be a winning strategy in 2011. First, our definition:

RANDOM ACTS OF KINDNESS | For consumers long used to (and annoyed by) distant, inflexible and
self-serving corporations, any acts of kindness by brands will be gratefully received. For brands, increas-
ingly open communications both with and between consumers (especially online), means that it's never
been easier to surprise and delight audiences with R.A.K.: whether sending gifts, responding to publicly
expressed moods or just showing that they care*.

* Just to be absolutely clear: R.A.K. are not about rewarding customers for tweeting / liking your product,

and not about giving away lots of free samples (that would be FREE LOVE), but about selected, random
acts of kindness (hence the name ;-)
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Now is the ideal moment to engage in some R.AK:

1. HUMAN TOUCH | Consumers increasingly wanting to
see the human side of brands (or if indeed a brand has
a human side at all ;-), making R.A.K. more welcome
than ever.

2. PUTTING IT OUT THERE | Audiences publicly disclos-
ing more and more personal information on Facebook,
Twitter and other social networks, about their lives,
moods and whereabouts, both current and intended,
enabling R.A.K. to be more relevant.

3. PASS IT ON | More consumers than ever are now shar-
ing their experiences with their friends and wider audi-
ences on social networks, meaning R.A.K. can spread
far beyond the original recipients.

Let's look at these three drivers behind R.A.K. in more detail:

Three trend drivers;

1. THE HUMAN
"TOUCH

R.A.K. appeal to the vast (and ever-growing) number of consum-
ers who make up GENERATION G (that's G for Generosity not
Greed). Disgusted with big, arrogant, sloppy and out of touch
institutions, fed-up consumers around the world increasingly ex-
pect businesses to be socially, ethically and environmentally re-
sponsible:

. 71% of people “make it a point to buy brands from
companies whose values are similar to my own.”
(Source: Young & Rubicam, August 2010.)

. In 2006, ‘strong financial performance’ was the third
most important factor for US consumers in determining
corporate reputation. By 2010, financial returns had
fallen to the bottom of Edelman’s rankings, while ‘trans-
parent and honest practices’ and ‘company | can trust’
were the two most important. (Source: Edelman Trust
Barometer, 2010.)

. 87% of UK consumers expect companies to consider
societal interests equal to business interests, while 78%
of Indian, 77% of Chinese and 80% of Brazilian con-
sumers prefer brands that support good causes.
(Source: Edelman, November 2010.)

The link with R.A.K.? Members of GENERATION G are also left
cold by old-school business priorities and formalities. With shar-
ing, creating, discussing and collaborating for many becoming a
way of life (both on and offline), people want and expect interac-
tions to be genuine and enjoyable. And yes, that includes interac-
tions with brands.

Meaning R.A.K. reach out to those consumers craving ‘human’
brands who show not generosity, but acts of compassion, hu-
manity, or even just some personality.
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2. PUTTINGIT
0UT THERE

_Evills yeah i started getting tired! | had a good night too not
‘ OUx ne ..... eekend but then I say that now haha x

n martynlesbirel A day off an too tired really to go anywhere and do anything

hunbear me too, so tired today~ | just came back~

ay52 | was tired from work went to sleep too early
1p haha...mayb wil do so.too sien d.. bt oso tired... .p

More people are now publicly and knowingly disclosing more
personal information than ever before: about their daily lives,
their moods or their whereabouts* (whether on Facebook, Twit-
ter, Foursquare, GetGlue or any other number of social apps).
Some numbers:

. Japan and Germany were the only countries out of 22
surveyed where a majority of online users did not use
social networking. (Source: Pew, December 2010.)

. Twitter boasts 200 million accounts, and 95 million daily
tweets. (Source: twitter.com, February 2011.)

. The Netherlands is the country with the deepest Twitter
reach, with 22.3% of online adults using the service.
Next up were Brazil (21.8%) Venezuela (21.1%) and Ja-
pan (20%). (Source: Comscore; December 2010.)

o The popular Chinese instant messaging platform QQ has
over 600 million active users. (Source: QQ, March 2011.)

o Foursquare saw 380 million check-ins in 2010, up
3,400% on 2009 (Source: foursquare.com, January
2011.)

o Just 33% of internet users say they worry about how

much information is available about them online, down

from 40% in December 2006. (Source: Pew, May 2010.)
All this personal information increasingly enables brands to actu-
ally know what’s happening in consumers’ lives (both good
and bad!).

In fact, it’s never been easier for brands to listen and react to po-
tential customers’ needs or desires in innovative or even person-
alized ways. As much of this happens in real-time, brands can
increasingly engage with consumers right at their moment of
need, making R.A.K. more relevant, and therefore better received.
Case in point: UK based cosmetic retailer BioTherm Beauty of-

fering free products to selected people who happened to be
tweeting about being tired. (For more RANDOM TWEETS OF
KINDNESS, see the 'Examples' section of this briefing.)

* Remember: R.A.K. are just a fun and light-hearted demonstra-
tion of how brands can access some of this publicly available in-
formation to brighten consumers' days. By no means would we
suggest that the implications for individuals, society and busi-
nesses of this increasing disclosure of personal information are
limited to a few fun marketing campaigns. So, for context-sake:

o Changing notions of social status, where status (espe-
cially online) can be increasingly derived from publicly
displaying and sharing knowledge, skills, influence and
popularity rather than pure wealth and power (STATUS-
PHERE).

. Consumers disclosing their intentions or whereabouts,
either to each other or to companies in return for better
offers and/ or service (CROWD CLOUT and PRICING
PANDEMONIUM,.

o Companies being expected to be more open with cus-
tomers as those customers themselves are very open
with everyone else, too. And those same companies
being able to react to (or even preemptively defuse)
complaints. (TRANSPARENCY TRIUMPH),

. Using crowd-sourcing techniques to create or improve
products and services.
. And of course, public disclosure has its dangers: from

the practical (remember Please Rob Me, a site that
(temporarily and glibly) drew attention to the risks of
over-sharing on Twitter and Foursquare?), to businesses
and governments (literally) abusing the endless flows of
individual data now being disclosed. Indeed, how con-
sumers, brands and governments wrestle with new pri-
vacy norms is one of online world's key issues. But that's
for a future briefing.
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3.PASSITON

Now, let’s not forget that brands have always been able to offer
R.A.K., whether informally or, for large brands, via heavily publi-
cized ad campaigns. But a R.A.K. strategy can now be cost-
efficiently applied by all brands, because the 'PUTTING IT OUT
THERE' effect also guarantees that many R.A.K. recipients will
share their experiences with an ever-wider audience.

After all, rather than having to call, text or even see people per-
sonally (oh the hassle!), social networks’ streams allow users to
easily broadcast information to a wide range of people without
interrupting or intruding. Just one more stat:

. The 500 million active Facebook users share over 30
billion pieces of content per month. The average user
has 130 friends. (Source: Facebook, February 2011.)
The explosion in both the volume and reach of connections cre-
ates huge opportunities for brands that create interesting, mean-
ingful, funny, uplifting moments that people love to share. Which
means that R.A.K. can now touch thousands, if not tens of thou-
sands of people, rather than just the original recipient.

R.A.K. 101

When done well, R.A.K. will bring unexpected glee to consumers
and truly enhance a brand’s reputation. Done badly, R.A.K. will
leave audiences unmoved (at best), or quite possibly annoyed or
even freaked out. A few tips on how to get it right:

Be genuine. R.A.K. should demonstrate a brand’s attitude, not
be a (temporarily) welcome exception to it. Any cold-hearted,
stuck-in-the-past brand who thinks it can fake it will be un-
masked in today's transparent marketplace. And the backlash
won’t be random.

Be personal, but not too personal. Audiences will like R.A.K.
that are aimed at their individual circumstances or needs, but
equally don’t want to feel like a brand has been stalking them.
However, brands should make sure they ensure that their R.A.K.
is appropriate. A light-hearted gesture at the right time will be
appreciated, intruding into personal issues certainly won't be.

Be compassionate, not crass. R.A.K. from 'human' brands are
welcomed because they are just that, acts of kindness, rather
than purely self-serving corporate marketing stunts.

Make it shareable. Give someone a reason to share their R.A.K.
with their friends and family (even better if they have something to
share, whether it be an extra ticket, or an online video).

Be generous. Yes, GENERATION G appreciate any brand gener-
osity, but better to be really generous to a few people, rather than
kind-of-nice to lots of people.

Have meaning and purpose. Encourage consumers to engage
in their own R.A.K. And then (publicly) reward them for it — leaving
them with a great STATUS STORY.

Get real. Want to really surprise people? Then deliver a R.A.K.
right to them, in their daily lives, surrounded by family, friends, or
colleagues. While people will share R.A.K. online, offline acts will
always have a big impact, too.

Don’t intrude, or be pushy, or sell. This isn’t about you or your
brand, it’s about the recipient.

Don’t make R.A.K. too frequent. Customers shouldn’t feel upset
if they don’t get a R.A.K. (See PERKONOMICS for ideas on how
to reward and delight existing customers on a less random basis.)
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EXAMPLES

As always, a quick round-up of the best recent R.A.K. Featuring
Twitter-inspired gifts, offline surprises, and brands helping other
people to be kind:

RANDOM TWEETS
OF KINDNESS

kelcarty
1 feel o tired today | think an early ish night is in order

i @BiothermBeauty

@kelcarty Hi Kelly we saw you're feeling
tired today and to help we'd love to send
you some free Skin.Ergetic if you like? x

Favorite © Retweet * Reply

J Mentioned in this Tweet

. The UK based division of BioTherm, the skincare brand
owned by L'Oreal, have been reaching out to tired Twit-
ter users and offering them free product samples of their
Skin.Ergetic anti-fatigue range from their @BioTherm-
Beauty account.

j‘;% InterfloraUK

@Han Sorry to hear you've had a horrible journey into work
Hannah! Would you like us to send you some flowers to cheer you
up? :-)

. In October 2010, flower delivery service Interflora
launched a social media campaign in the UK designed
to brighten up the lives of Twitter users by sending them
flowers. Interflora monitored Twitter looking for users
that needed cheering up. Once found, the users were
contacted and sent a bouquet of flowers as a surprise.

In November 2010, Dutch airline KLM ran an experimen-
tal campaign called How Happiness Spreads, where it
employed a "Surprise Team" to give passengers tailored,
unexpected gifts at the airport.

Combining with location-based game Foursquare, as
soon as someone checked-in at a KLM Foursquare loca-
tion within its network of airports the Surprise Team went
online to find more background information about the
person, decided upon a suitable gift and gave it them
before they flew.

For instance, one traveler tweeted he would miss a PSV
Eindhoven football game while he was in New York. The
Surprise Team, accordingly, gave him a Lonely Planet
guidebook of NYC with all the football bars highlighted
in blue.

\“\k\\il\\l

oA

In June 2010, US cracker brand Wheat Thins (owned by
Kraft Foods/Nabisco) launched their 'The Crunch is Call-
ing" campaign, featuring a Wheat Thins van tracking
down and surprising tweeters who had indicated their
attachment to the crackers. Each selected tweeter was
filmed being unwittingly greeted by a whole pallet of the
product. The videos were a success, with the cam-
paign’s YouTube channel receiving nearly 1,500,000
views.
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wall Secret - Top Posts ¥

Kimberly Elibol-carney

oh my goodness..i just got home and found a wonderful package full of

goodies. my girls dove right on in!l! the body sprays smell awesomee.
there is gonna be some bickering over them .lol. and my 9 yr old loves

M EAN the natural mineral - how perfect for my up and coming young lady!!! the
scent is light and not too perfumey for her. id recommend it for anyone

with a young girl just beginning her journey to womanhood. thank you

500000 much for the awesome suprise!!! we are totally loyal to secret!!

Y Jayne Isaacs likes this.

- R Bekki Jackson Lindow So, how did you get the goodies??
2 wan WA The girls at my house (inclusive) want some, too.

t ] Info

o

Mean Stinks Kimberly Elibol-carney a very kind soul from the secret
Make a Diff team saw a post i left and sent me the supriselll i wasnt
asking for anything, just made a comment. i certainly didnt

&

& Natural Mineral expect what i got and when it is all gone i will definately buy
finns Saltins somemore. the bgdy spray Is wonderful..everyone should go
o Proctor & Gamble-owned Secret deodorant has applied

R.A.K. as part of their marketing strategy to 'Blow Peo-
ple Away'. When someone wrote on Secret's Facebook
wall that she couldn't buy Secret in Spain, P&G weren't
able to just send her products from the US because of
customs regulations. However, an agency executive took
some to ltaly on an unrelated trip and then mailed them
to her from there. (Tip of the hat to AdAge.)

OFFLINE ACTS
OF KINDESS

But don’t for a second think that R.A.K. is an online-only trend.
Here are a whole host of brands that are bringing their R.A.K.

directly to delighted customers (who will share their good fortune
online anyway ;-)

U In December 2010, Spain based airline Spanair collabo-
rated with creative agency Shackleton Group to surprise
passengers on one of its late Christmas Eve flights. As
the passengers waited to pick up their luggage at the
carousel, the airline sent out personalized presents to
everyone who was onboard as a way of celebrating the
holiday.

- ‘! .
Vould you gojon‘i'ho]iday?"
In December 2010, Finnish travel company Tijdreborg, a
subsidiary of the Thomas Cook Group, picked a family at
random and flew them from the freezing Finnish winter
to the beaches of Phuket, Thailand with three-hours no-
tice. Videos of the family’s vacation were shown on TV
and online around Christmas.

Washington based eco-conscious restaurant
chain Sweetgreen employs a street team to perform
‘Random Acts of Sweetness’ for its customers. Previous
acts include covering people’s bike seats when it rains,
or leaving gift certificates for drivers who've received
parking tickets.
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CELEBRATE LIFE : y
RESPONSIBLY . As part of their Brighter Mornings campaign, the Cana-

In December 2010, Diageo owned Ciroc Vodka
launched a campaign in New York in association with
rapper Sean Combs and NYC Taxis. The Safe Rides
Program saw Ciroc staff teams distribute pre-paid gift
cards to consumers that could be redeemed for taxi
rides until the end of the month - working like mobile
credit, the cards could be used in taxis until the USD 25
credit had run out.

e
. \V ~Chocolote' 7"

M sy @ P BOUNTY QO(MM

Launched in Canada in March 2011 under the tagline
"an act of kindness, big or small, can bring a little joy to
someone’s day", the Random Acts of Chocolate cam-
paign from US confectionary behemoth Mars aims to
grow a community of kindness ambassadors in the
country. The campaign challenges Canadians to commit
to 50,000 acts of kindness, with each act measured by a
Kindness Meter that will serve as the kindness pulse of
the nation. Participants are encouraged to share their
stories of kindness with others and nominate local
community organizations for a chance to win one of
three CAD 10,000 donations.

dian division of orange juice brand Tropicana, the orange
juice brand, brought a 36-foot wide helium balloon ‘sun’
to Inuvik, an Arctic Town 200km north of the Arctic Circle
whose 3,500 residents face 31 days of darkness in win-
ter.

One Million Heineken Hugs

13 videos ¥  Subscribe

In February 2011, Dutch beer brand Heineken produced
a film entitled 'One Million Hugs' to celebrate reaching
one million ‘likes’ on Facebook. The film featured a
group of Dutch female models visiting bars in Amster-
dam and hugging male lager drinkers. The clip ended
with the line "Thanks a million".
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° Botany Town
mall, launched Freebruary in February 2011. Shoppers
who were 'snapped' by photographers as they were
purchasing something, could keep the product for free.

ntre, a New Zealand based shopping

o And of course, there’s Oprah. As someone who pio-
neered R.A.K., Oprah understands better than most the
power of this trend. Despite previously announcing the
end of her Big Give show, in September 2010, on the
first day of the final season of the Oprah Winfrey Show,
the host announced that she would take the 300 mem-
bers of her studio audience on a trip to Australia in De-
cember 2010. Then again, in November 2010, the
show's audience was given keys to the 2012 Volks-
wagen Beetle.

SHARE THE LOVE

Sometimes brands should simply help facilitate individuals who
want to send R.A.K. other individuals' way:

e RS RO Ry

. In February 2011, Spanish travel agency Atrapa-
lo helped Lucas Jatoba, a Brazilian creative who spent
three years living in Barcelona, thank the city for his
great time there. Attaching theater tickets to balloons, he
released them over the city hoping that they would find
their way to random people. The video has now been
watched over 350,000 times.

7

Enrgin]

It's easy to tell when a friend is feeling low energy, especially on Facebook where
people love to share exactly how they're feeling. Now, when your friends post that
they're falling asleep at their desks or are too lethargic to do anything, you can
share FREE Ernorgcm-(‘,o vitamin drink mix packets through our Share the Good
Facebook App. It's the perfect answer for tired status updates. Just click the
button below to

start sharing.

. Launched in August 2010, Vitamin drink Emergen-C's
"Share the Good" campaign is a Facebook app that en-
courages users to surprise their Facebook friends who
need a pick-me-up. Using the app, users "tag" a friend
who's having a bad day, and Emergen-C will mail that
person a free sample packet.
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o How Good Grows is a site from Yahoo! that allows us-
ers to post their good deeds online. Status messages
can then be shared across Facebook, Twitter and Yahoo!
for friends and family to see.

9 @0

. In September 2010, Kleenex launched their "Softness
worth sharing" campaign. Participants could send a
free packet of tissues, send friends a virtual Kleenex on
Facebook, or design and print a custom label to stick on
a box of tissues. One million packages were sent during
the promotion.

WHAT WILL YOUR
R.A.K.BE?

This is one of those consumer trends that doesn’t demand a
wholesale strategic shift, or long and expensive discussion, but
simply the right attitude.

For 'human' brands, the ever increasing volume of publicly ac-
cessible information and the ability for consumers to share their
experiences far and wide, create an environment in which a seri-
ous (and sincere) R.A.K. strategy may mean a brand is no longer
being seen as inflexible and unwieldy, but as more compassion-
ate and charismatic instead. Something which is, of course,
priceless and actually enjoyable. For customers and employees.

So learn from the above theory and the brands who are already
applying, and then turn RANDOM ACTS OF KINDNESS into an
effective, permanent part of your strategy!

Passionate about understanding and satisfying
consumers ever-changing needs in the new year?
Then you cannot afford to miss out on our

2011 TREND REPORT
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2011 Trend Report

Trend Database

Monthly Updates

2011 is around the comner. Which means you need to know about the consumer trends
that will make or break your business (and career!) in 2011. Luckily, our new 2011
Trend Report will do most of the work for you.

20+ Mega Consumer Trends, 40+ sub-trends, and a Trend Database with 4,000+
examples, all indexed by trend and industry. Don't wait too long; your competition may
have already purchased access!
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