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Introduction
This year, the Liquid Brand Summit took place on February 26, at the 
Four Seasons Hotel in Palo Alto. Organized by Liquid Agency, the Brand 
Summit is an opportunity to discuss trends in brand marketing for tech-
nology companies with the goal of identifying some of the best practices 
in use today.   

About 100 marketers participated in nine round table discussions mod-
erated by respected brand and marketing executives (session leaders) 
from the top brands in technology. The topics included such relevant 
and timely topics as �How green is your brand?� to �Co-Creation�, all of 
which were packaged under an umbrella theme of �What�s Next?�. 

This document provides highlights of the �ndings from the day with an 
overview of the best practices identi�ed by the session leaders after the 
discussions. 
  
If you have any questions, feel free to contact us. 
 

Scott Gardner	 Alfredo Muccino
CEO and President	 Chief Creative Of�cer
Liquid Agency	 Liquid Agency
scott@liquidagency.com	 alfredo@liquidagency.com



Trend Insights

Although we intentionally selected topics  
of a very diverse nature, a few common 
themes emerged during the discussions. 
We�ve organized the trends under the  
following categories:

 
playing �eld.

  

Blog:  
In the spirit of continuing the dialog started at the Brand Summit,  
we certainly hope to be reading your feedback and ideas on our blog.
Just visit www.liquidbrandexchange.com and search under the Liquid Brand 
Summit category.

The Liquid Brand Summit 2008
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The Liquid Brand Summit 2008: Conclusions

Show customers some respect! 

One of the important trends that we noticed across most of the topics dis-
cussed at the Brand Summit is that successful tech marketers are �nally fo-
cusing on treating customers with more respect. Here are some examples: In 
terms of mobile marketing, brands have found (not surprisingly) that custom-
ers would rather not be constantly receiving marketing information (it is not 
helpful...it is annoying). So, smart brands are providing valuable and practical 
content to their customers - and, as a result, they are building better relation-
ships. In another example, progressive brands are realizing that co-creation 
(inviting customers to participate in the product development process) can 
yield a much greater level of innovation than traditional product development 
models (where the innovation tasks reside within the business). One last 
example: Summit participants seemed to agree that leveraging the �green� 
trend only makes a difference if the brand is being true to its brand essence 
- and not simply using �green� because it is a popular sociopolitical issue. In 
conclusion, we found that tech brands are becoming keenly aware that be-
ing honest, providing true value, and listening to customers is more important 
today than ever....and, as basic as this may sound, it�s not always what tech 
brands have done.
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Dare to be different. Really different.
Another theme that seemed to cut across several of the discussions involved 
the need to truly differentiate. Tech brands have become keenly aware that 
the competitive landscape is getting more and more crowded - and that 
consumers are becoming increasingly more confused by the proliferation of 
choices. The brands that will emerge as winners in the long run are the ones 
that take differentiation seriously and make it a priority at every stage of the 
brand building process and incorporate this philosophy into the brand rela-
tionships with their customers. We found out that this is true of co-marketing 
programs as well as any program aimed at helping create a connection with 
customers - and it is especially valuable if you�re a challenger brand going 
up against more established competitors. The key to success lies in identify-
ing the true differentiating attributes about the brand and focusing on those, 
instead of trying to be all things to all people. 

Technology keeps changing the playing �eld.
New ways to communicate and connect with consumers keeps proliferat-
ing at an ever increasing pace, leaving marketers with the challenge of how 
to best leverage the new technologies. Co-creation, participation programs, 
mobile marketing, widgets, communities, etc. The list of possibilities keeps 
growing and brand marketers need to know which tools are the most appro-
priate for their audiences and how to best use them in ways that create posi-
tive brand experiences...and, ultimately, results. Once again, this issue cuts 
across many of the different topics that were discussed at the Brand Summit 
- and brand marketers that want to succeed in the long run need to embrace 
the new marketing landscape, understand the choices, select the ones that 
make the most sense given the way that their audiences connect with infor-
mation, and become experts in the use of those technologies and communi-
cation vehicles.



Summary

In the following pages we�ve included 
a summary of the best practices identi�ed 
during the Liquid Brand Summit.

The Liquid Brand Summit 2008
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The Liquid Brand Summit 2008: Best Practices

Session Topic 1 
How �green� is your brand and why should I care?

Top Best Practice:
As more companies adopt environmentally sound practices, being 
�green� will lose value as a brand differentiator. In order for �green� 
to be relevant from a brand perspective in the long run, it must be 
expressed through the personality of the brand and should be closely 
connected to the brand experience. 

There are a lot of reasons to be �green�. More and more, companies are becoming acutely 
aware that being �green� is not a marketing initiative but a fundamental business requirement.  
This is especially true in the technology sector. Today, tech companies are bound to do the �right� 
thing because of ethical and social responsibility mandates as well as pressure from the board, 
from regulators, from employees and shareholders, from customers, from the investment commu-
nity�and from the community at large. Incorporating �green� practices in their operations can also 
translate into cost savings (in terms of lower energy consumption, recycling and reuse programs, 
etc.) therefore every smart company is looking at being �green� as a business necessity. 

�Green� is becoming ubiquitous. Additionally, because of the heightened awareness about envi-
ronmental impact issues, many brands have made it a point to promote their social and ecological 
responsibility efforts - consequently, being �green� is starting to become ubiquitous and will con-
tinue to lose value as a long term differentiator.

Express �green� in your brand�s unique manner. So, the only way to effectively leverage be-
ing �green� is by expressing it through the innate personality of the brand and by being honest in 

example. If companies �nd ways to connect the brand experience to the idea of being �green� in a 
way that is true to the brand, then it is one more weapon in one�s marketing arsenal. So, it is best 
to focus on developing vehicles to communicate the brand�s commitment to �green� by involving 
customers and employees in active and participatory manners. As an example, some companies 
are polling their customers to �nd out how they would react to changes that would help the com-
pany be more eco-conscious - and then they�re acting accordingly.

In conclusion, if your brand is about innovation, �nd �innovative� ways to be green. If your brand 
is about being �fun�, engage people in fun ways to promote green. If your brand is about being 
ef�cient, then it should be quite natural to be green.
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The Liquid Brand Summit 2008: Best Practices

Session Topic 2 
Extending brands in new digital media.  
How to take advantage of mobile marketing?

Top Best Practice:
Treat mobile marketing as a part of an integrated digital strategy,  
and use it to build one to one relationships with customers.   

Provide relevant information and people will appreciate it. There�s a whole new world out 
there � a generation of consumers who have moved from text messaging to emailing to gaming to 
accessing deeper forms of content on their cell phones. According to Nielsen Mobile, in February, 
58 million mobile subscribers in the US reported that they�d been exposed to mobile advertising. 
There are regions in the world that may never use a PC � skipping over that technology for the 
simpler more ubiquitous one of mobile phones. Mobile marketing has the potential to create true 
one-to-one experiences and extend a brand to new customers.  But to do this, marketers must 
strike a balance between intrusive messaging that turn customers off, and providing relevant con-
tent they will accept and seek out. 

Make mobile marketing part of a bigger strategy. Think about the mobile device as a key com-
ponent of an overall digital strategy � one that offers a very personal way for users to experience 

also link back to websites for additional information. Most importantly focus on creating content 
that adds value - thus creating a positive experience. Invite consumers to participate, then reward 
them with the information that they seek in the form of updates, news, promotions, etc. 

Other ideas that should be kept in mind when considering mobile marketing include: 
� ��Learn from global counterparts. The mobile market outside the US is much more  

advanced and may provide valuable insight to opportunities and pitfalls. 
� Trends show that consumers are OK with ads as long as they offset their mobile bills. 
� �Games seem to be a growing component of how brands are using mobile devices to reach and 

engage consumers. 
� Some brands are sponsoring services such as �nding the nearest Starbucks. 
� �Work with 3rd parties to best target the audience with relevant content,  increasing  

success rates 
� Create a consistent customer experience from web to mobile phone 
� �Carriers must be convinced that the content is valuable to existing and new subscribers 
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Session Topic 3 
Are tech brands ready to invade the living room?  

Top Best Practice:
Don�t plan to invade the living room, just snuggle up on the couch.  
Offer an experience (not just a product or service) and focus on  
communicating that it is simple to use, personal, easy to control, 
trusted, relevant, and delivers an emotional connection.

Homes are about comfort, not productivity. The living room is only the beginning of the relation-
ship, and as technology becomes more and more integrated in the home life, it must connect with 
consumers on the basis of what people expect from their home experience. In other words, focus 
on the intrinsic qualities of the brand and deliver marketing materials that translate those qualities in 
a visual and verbal language that connects with audiences in an intimate and warm manner. Tech 
companies are all too used to focusing on ef�ciency and productivity, instead at home the drivers 
are comfort and warmth, and the tech brands that recognize this will be more successful than the 
ones that don�t.

Be a part of the ecosystem. Technology brands are already in the living room and have been for 
some time. The living room is currently seeing a collision of multiple types of technology and will 
continue to see this more and more. Expecting to be able to enter the living room and dominate all 
other brands is not realistic. The key to success lies in the understanding that each solution is part 
of an ecosystem, and that interoperability will be key. The brands that will succeed are the ones 
that focus on creating a positive and personal experience - one that stretches beyond the features 
and bene�ts of any product or service, but connect with audiences in a relevant and emotional 
manner. 

Other ideas that should be kept in mind when entering the living room include:

� �Technology usage will not just be limited to the living room, but the entire house and  
mobility will become more and more important.  

� �Trying to be the one brand for everything will not work (has failed so far) because so many differ-
ent technologies offer better experiences than trying to be an all-in-one. 

� �The living room will be a constant source of change and a brand that is not �uid to adapt with 
change will struggle.

The Liquid Brand Summit 2008: Best Practices
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Session Topic 4 
Challenger brands: The David and Goliath story.  

Top Best Practice:
Challenger brands must have the courage to take calculated risks  
to disrupt the leader.

How do we de�ne a challenger brand? -
ria that help de�ne a challenger brand.  

Here they are:

� They must be an innovator � both in product development and brand communications.

� �They have to be going after a category 800 lb gorilla or displacing an entire mature category while 
creating a new one. 

� They have a higher capacity for risk and controversy.

Dare to be different. In fact, �daring to be different� emerged as the key Best Practice for chal-
lenger brands. To succeed, challenger brands must be willing to be different than the leader. The 
leader usually has to be safe, so the challenger should take calculated risks - and executive man-
agement and the marketing leadership must be very clear on this. 

Stay focused and targeted. Additionally, as leadership brands continue to grow they have to ad-
dress a growing variety of audiences, and as a result they often end up with a more compromised 
brand position. Challenger brands can deposition the leader by delivering a much more targeted 
and speci�c brand experience to the right audiences. And, if consistent and authentic with their 
brand they have the ability to be highly disruptive.  

Other ideas that should be kept in mind as a challenger brand include: 

� Use the strengths of the competitor against them (judo marketing).

� Have one strategy and stick to it. Stay committed and adjust when necessary.

� Be consistent, authentic and original in all aspects of communications.

� Focus on selling service and experiences more than just a product.

� �Internal Brand Alignment: Make sure all employees understand the brand strategy so they can 
become evangelists for your purpose.

� Build a community you can own at an emotional level.

� Pull rationally loyal customers from Goliath with the right hook.

The Liquid Brand Summit 2008: Best Practices


