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  ENGAGING 
 THE 
 UNENGAGED

Yoyo Presents, our event series, is about 

bringing people together to share thoughts 

and ideas on a variety of topics around 

digital and present an agenda that is 

insightful, creative and inspiring.

CUSTOMER ENGAGEMENT 2019 – 
MARKETERS’ VIEW

Tim Bond, DMA 
Group Head of Insight

EMOTIONAL ACUPUNCTURE: 
WHY PEOPLE REACT TO 
YOUR CONTENT 
(AND WHY THEY IGNORE IT)

Simon Lamey, Yoyo Design
Senior Strategist

STOP THE PLASTIC TIDE

Jack O’Donovan, 
Marine Conservation Society
Campaigns Officer

RECONNECTING WITH A 
DISCONNECTED AUDIENCE - 
IS ANYBODY OUT THERE?

Rachael Tyler, 
University of Southampton
Engagement & Campaign Manager

Speakers:
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Head of Insight at the DMA, Tim, a social scientist by training 
and a communications professional by trade talks us through 
a recent report they’ve completed: Customer Engagement 
2019 - a marketers view. 

Tim dived straight into the facts and figures 

that the recent report had gathered. 

 The report asked a series of questions 

to marketers around a number of topics; 

engagement channel usage, trusted 

channels, loyalty, winning brands & the 

impact of GDPR.

This was the first time they had ever looked 

at these topics from a marketers point 

of view. The report focused on loyalty 

and acquisition and involved over 200 

marketers. Throughout the report the term 

“customer” was meant in the broadest 

sense - this could be anyone from a paying 

customer, to a volunteer or supporter. It 

was quickly established that there was a 

disconnect between how marketers think 

compared to what consumers think.

The first set of data Tim shared was with 

regards to which channels marketers used 

as part of their customer engagement 

programmes, for either retention or 

acquisition. No real surprises here, email 

and social media were both the top two 

channels followed by face to face and 

online. It was suggested that marketers are 

potentially over-using social as a channel in 

place of the more traditional channel, post. 

Post was quite low in the list - with only 

30% of marketers saying they use this. A bit 

of good news - the junk mail generation is 

over - studies have shown that the younger 

generation actually do like direct mail. 

With the rise in the use of messaging 

apps over the past years it was interesting 

to see that marketers don’t really adopt 

this channel as part of their engagement 

campaigns. 

Next up we looked at channels that 

marketers felt were most relevant for 

consumers. Face to face was up top, 

followed closely with email and social. 

Both email and social are quick channels 

for marketers to use and for consumers 

to engage with. Post, once again was 

quite low in this list, however, it looks as if 

marketers are missing a trick here, because 

looking at the most trusted channels from 

consumers, post was the second highest 

just behind face to face. It is suggested that 

marketers look at the use of post and how 

this could be adopted into their engagement 

programmes.

Customer loyalty, a theme every marketer 

is interested in and rightly so! Around 50% 

of consumers said they felt that they were 

loyal, however, would look or shop around 

if needed. It seems that marketers may 

be underestimating the power of breaking 

loyalty. The highest factor for a consumer is 

the lack of trust but marketers felt that this 

was the least likely reason why consumers 

are now less loyal, instead they felt that 

this was down to the amount of choice 

consumers have. It is slightly concerning 

that marketers aren’t recognising trust as 

a huge factor as to why a consumer may 

break they’re loyalty with a brand.

CUSTOMER ENGAGEMENT 
2019 – MARKETERS’ VIEW

Tim Bond, DMA 
Group Head of Insight
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When it comes to loyalty, the DMA were surprised to learn that almost half of the companies 

involved didn’t have any kind of loyalty scheme in place and those that did, felt pretty 

confident that their consumers were happy with the promotion/rewards that they receive on 

their loyalty programme. The good news - 69% of consumer are very happy and value the 

rewards they receive.

Priority access to offers or exclusive products and free gifts were also high up on the list for 

what consumers look for in a loyalty scheme.

Tim quickly took us through why some brands are winning. Functional, self-fulfilment and 

brand charisma were marketers top three reasons why brands like Amazon are doing well. 

However, for consumers, these three were still high factors, although financial, CSR and 

service were just as high for them. Again, it seems that marketers and consumers are 

disjointed when it comes to why brands are doing well. Marketers would benefit if they 

looked into these three factors (financial, CSR and service) and how well they are doing 

here. 

In general, marketers felt that limited budgets and the fact consumers want to interact more 

with people were two of their biggest challenges to improving customer engagement. 

To conclude we briefly touch upon the impacts of GDPR which came into force in May 2018 

and the good news, over 60% of marketers haven’t seen a huge impact across the running of 

their engagement programmes, public trust in their brand and consumers trust on how their 

data is being handled. Both open and click rates are increasing and although you may have 

less, it is more lean data.

In summary:

 -   70% of consumers prefer personalised 

rewards over generic. They like it to be 

tailored to them. 

 -   Marketers are overvaluing some channels 

(the new shiney ones) and missing out on 

the channels consumers want and trust. 

 -   Brands focus on the elements they think 

are valued, however, should start to look 

at the elements their consumers value 

(financial, CSR) .

 -   Post isn’t a hated channel, consumers 

trust this over email and social.

-   Point schemes are one of the main drivers 

for consumer loyalty - 77% of consumers 

look for point schemes.

 -   Marketers should carefully consider 

how they retain their consumers loyalty 

especially when it comes to trust.

 -   Exclusive and personalised rewards are 

what consumers are looking for from a 

loyalty scheme.

“Great variety of useful 
insights at @yoyodesign 
session this morning - 
‘Engaging the Unengaged’. 
It’s interesting to 
hear about how other 
organisations approach 
their campaigns and 
customer engagement 
#yoyopresents”

@PippaEDavies
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As a Marketing and Comms Strategist, Simon drew upon his 
14 years of experience across over 220 brands to talk us 
through “Emotional Acupuncture” and how to use it to grab 
the audience’s attention and maximise actions.

Simon opened his talk by revealing that in 

a couple of weeks his wife is going to be 

giving birth to identical, twin girls and he’s 

pretty sure his normal structure will be 

going out of the window for a little while. 

Without structure life becomes chaotic 

but this doesn’t just apply here this also 

applies to your content. Without structure 

your brand and messaging will be seen 

as chaotic, which will ultimately become 

confusing for your audience.

According to Havas 
Meaningful Brands, 2017 - 
60% of branded content 
is “poor, irrelevant or fails 
to deliver” 

We quickly understood that our content 

needs some kind of structure but how 

does this help to encourage our audience 

to act? Simon went on to explain that we 

need to create a structure that taps into 

psychology. A system that we can apply, 

based on science, a system that makes our 

audience sit up and listen, a system that 

uses behaviours to stimulate some sort of 

action from our audience - from donating 

and volunteering to simply just reading and 

acknowledging our marketing efforts.

EMOTIONAL ACUPUNCTURE: 
WHY PEOPLE REACT TO 
YOUR CONTENT 
(AND WHY THEY IGNORE IT)

Simon Lamey, Yoyo Design
Senior Strategist

This system is the “Emotional Acupuncture” 

- the reason why people react to your 

content (and why they ignore it) .

The Emotional Acupuncture is made up of 

three needles; message, emotion and brand. 

-   The message is what it is we want to 

say. This is made up of 5 key factors; 

connection, result, uniqueness, proof 

and push.

 -   The emotion is how we say it and how you 

present the message. This is made up of 

3 key factors; intensity, positivity and, the 

roller coaster effect

-   The brand is who says it - this is made 

up for 3 key factors; visual, timing and 

tone of voice.

So, what does this all look like in practice? 

Simon proceeded to break this down 

further, taking us through some case 

studies and allowing us to see this 

process in action.
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The first was a video case study of a lady called Reshma. “Beauty Tips by Reshma” was a 

tutorial for the perfect red lips, however, the uniqueness wasn’t about perfect red lips it was 

actually a powerful message to raise awareness and ban acid from being easily accessible 

on the market.

Next up was the emotion needle and Simon 

showed us two short videos:

1.  Heineken - “Men in the Fridge” - 

this was an exclusive clip from Neuro 

Insight Marketing Agency which showed 

the engagement peaks from the audience 

throughout the advert. The engagement 

peaked the highest when the brand 

was shown.

2.    Manboobs4boobs - this was a short 

video to raise awareness of checking 

your breasts regularly. The video starts 

with the intensity element where you 

see a woman unbuttoning her shirt. The 

whole video has the use of upbeat music 

and a positive tone of voice.  

Finally the rollercoaster - throughout the 

video you are taken through the ups and 

downs - with, an intense start, a serious 

message presented through a positive 

tone of voice and slightly playful manner.

The final needle was the brand needle.

It is important that your brand is present 

throughout your marketing. Your brand 

should be mentioned within the first 4 

seconds (video & social especially) of 

your marketing activities. From the use of 

language and your tone of voice to your 

colour palette and your visual identity. 

 

Key take outs/checklist:

The message:

1.  Are you connecting and relating to your 

audience? 

Reshma had a tiny media budget and yet she managed to reach over 2.6 millions views and 

gain over 300K signatures to her petition to ban the open sale of acid. It was an incredibly 

powerful and successful campaign. You can watch the video here.

 -   The connection - the video opened with 

Reshma simply saying hello

 -   The result - Reshma quickly tells us that 

from watching the video we will know how 

to get the perfect red lips

 -   The uniqueness - the fact that this is also 

about banning the open sale of acid

-   The proof - “this is the reason why, 

everyday a girl becomes a victim of an 

acid attack”

 -   The push - #ENDACIDSALE & a push to 

click on a link

“Most ads are a total waste 
of money, not because the 
media choice was flawed 
or the creative was poor 
but because almost no one 
knew the ad was from the 
sponsoring company.... 
you must still double, 
triple, quadruple down on 
it [your branding] in all 
your executions. What you 
think internally is overkill is 
noticed by only 12% of your 
customers, once.”

Marketing Professor Mark Ritson, 

January 2019

2.  Are you showing them the result? The 

benefit for them connecting to your social 

ad, DM or video. Think about what they 

will gain from it.

3.  What makes YOU different to your 

competitors? Are you promoting your 

uniqueness? 

4.  What is your proof and are you 

highlighting this? 

5.  Finally, what is your push? How are 

you “pushing” for your audience to 

take action?

The emotion:

1.  Have you included a few moments of 

intensity? (be careful to not add too many 

as people get tired)

2.  Does your marketing have some level of 

positivity? People disengage if something 

is too negative.

3.  Have you got the rollercoaster effect? 

You need this up and down as this 

contrast will capture and keep the 

audience’s attention.

The brand: 

1.  Is your brand present within the first 4 

seconds?

2.  Is your TOV clear and shining through?

3.  Have you used your visual identity 

through the use of colours, logo, visual 

cues? 

Finally, without a good system to create 

content, all you will have is chaos. 

https://www.youtube.com/watch?v=ZXPf0dpCh6M&feature=youtu.be
https://www.youtube.com/watch?v=A4B6YJkeuGk&feature=youtu.be
https://www.youtube.com/watch?v=-MhbULUd-KE
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Having travelled all over the world on field research 
expeditions, Jack has settled down recently as Campaign 
Officer for the Marine Conservation Society. They work 
tirelessly to reduce pollution, stop overfishing and, protect 
areas of our seas and shores. 

STOP THE PLASTIC TIDE

Jack joins us today to talk us through their 

recent campaign “STOP the plastic tide”. 

STOP the plastic Tide was launched late 

2017 with the goal to raise the awareness 

of the rising tide of plastic pollution in our 

oceans. 

Plastic and the impact this has to our 

environment has been a hot topic and has 

seen huge exposure in the media in the past 

couple of years, however we’re finding that 

this is still a huge problem.

The Marine Conservation Society goal is 

to radically reduce the plastic pollution 

from our oceans and recognised that more 

needed to be done to raise awareness of 

the issue. They found that a lot of people 

were talking about this but using the same 

imagery - and we know that when people 

become accustomed to seeing the same 

“shock” imagery and content it becomes 

boring and loses its impact. MCS knew they 

needed to reach more people.

MCS paired stark messaging with shocking 

images to create a lasting impact. The 

campaign message was “Would you care 

more if it was you?” and the campaign 

visuals were images of humans with either 

plastic jarred in their nose, or mouth or 

stuck wrapped in plastic. The idea with this 

concept was to tie this back to the audience 

using the classic “how would you feel if you 

were in their shoes” metaphor. This helped 

to evoke an emotional connection with 

the campaign. 

Jack O’Donovan, 
Marine Conservation Society
Campaigns Officer

The bold and striking imagery caught the 

audience’s attention and its sole purpose 

wasn’t to shock the audience and instead to 

bring the plastic pollution matter closer to 

home to make people think more. 

To help get the reach the campaign needed, 

MSC partnered with a media agency which 

allowed them to reach those who weren’t 

engaging and those that they simply 

wouldn’t normally reach. This meant that 

their campaign was advertised in airports, 

huge shopping centres to bus shelters and 

billboards across the UK. They focused on 

Facebook and Instagram for their social ads 

and made sure they constantly filled their 

channels with content. 

The campaign got a huge amount of media 

attention, however, and naturally this did 

start to slow down. This is when Jack and 

his team started to look at what people 

were saying, looking at the comments on 

their social ads and analysing how they’re 

engaging with the content. 

This allowed them to take a step back 

and look at how the campaign was being 

received by the audience. Jack explained 

how MSC took their big launch piece of 

content, learnt from it and built on this. 

They started to go left and right with their 

communications - go left, go extreme and 

go right, go subtle and analyse how the 

audience is engaging with each type of 

content.
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Key take outs:

 -    MSC looked into what people were 

already talking about and doing around 

“stopping” plastics. This allowed them to 

make sure they didn’t produce the same 

content which had started to lose its 

impact.

 -    In order to gain a bigger reach they 

needed to look at their advertising plan by 

partnering with a media agency.

 -    They wanted to trigger an action and 

emotion from the audience by bringing the 

matter closer to home.

 -   When their big piece of content started 

to die down, which will naturally happen 

with any campaign, they went left and 

right with their content - offering extreme 

vs subtle content for their audience to 

digest.

     -   They analysed the conversations that 

were being had and studied how their 

audience were perceiving the campaign. 

This allowed them to serve up different 

content based on these insights to 

maximise engagement. 

The campaign saw a 40% growth on social, over 160K responses to their call for evidence 

on single-use plastic waste which is the largest response to any governmental treasury 

campaign and saw over 2 million people engaging.

Engaging new audiences allows MSC to start new conversations, especially over their social 

channels which in turn helped to spread the message further. 

When you get people talking with one another over social this is where you can learn and go 

left or right with your next piece of campaign content.  

Get involved and help to #STOPtheplastictide 

“Great morning so 
far @yoyodesign’s 
#YoyoPresents Engaging 
the Unengaged event. Lots 
of ideas to take back to the 
office! #contentmarketing”

@AbbieHettle
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Rachael, Engagement and Campaign Manager at 
the University of Southampton talked through the 
challenges of re-engaging with a disconnected 
audience through the use of music. 

Rachael began her career working within the charity sector in a number of roles. Her 

experience gives her insight into the complexities of trying to engage donors, supporters and 

givers for the future.

Sitting within the Office of Development and Alumni Relations, Rachael led the Universities 

first ever data-led engagement campaign. A campaign whereby they listened to their 

audience and understood their thoughts and behaviours. The University of Southampton 

were facing a number of challenges - a plateauting 2% engagement rate, a one size fits all 

approach with one-way communications that wasn’t working, internal inconsistencies and 

activities being worked on in isolation and, they simply weren’t in people’s minds. 

To rebuild the lost relationships with their alumni UoS knew this had to start with a campaign 

that involved purely engagement activities. They wanted to give their alumni something fun 

to get involved with, to rebuild the emotional bonds and make them sit up and take notice 

of the university again. They also knew that their one-size approach wasn’t working and an 

engagement campaign allowed them to be data and audience led, segmenting and targeting 

their audience effectively. Investing in a discovery piece of work to understand what their 

audience looked like, what they thought about the university and finally their behaviours, 

likes and barriers to engagement was an integral part of the campaigns success. 

Rachael took us through a whistle stop tour of the steps they carried out with Yoyo to deliver 

a successful engagement campaign:

-   Step 1: analysing the audience 

- this was completed through qualitative 

and quantitative research activities; 

review of previous research and surveys, 

1:1 interviews along with internal and 

external questionnaires. Following this the 

audience was segmented into three core 

personas and the target audience was 

selected. They decided to focus phase 1 

on 20-39 year olds. The reason for this 

was because the research uncovered that 

20-39 year olds have more of an affiliation 

with the university and are potentially in a 

period of their lives where they would like 

to connect. 

-   Step 2: choosing the creative concept 

- the fun part! The creative was led by 

key insights from the first step. One 

huge piece of insight that came from the 

research is alumni didn’t feel like there 

was a brand to hook onto therefore it 

was clear that UoS needed to create 

something that was going to stand out, 

had clear branding and made their alumni 

sit up. To ensure the right creative route 

was chosen a “creative checklist” was 

created from the key insights. 

RECONNECTING WITH A 
DISCONNECTED AUDIENCE - 
IS ANYBODY OUT THERE?

Rachael Tyler, 
University of Southampton
Engagement & Campaign Manager,
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So there we have it, another 
Yoyo Presents event concludes 
and we all go away a little 
wiser than we were before.

 -   Over 400 tracks added

 -   Open rates ranged from 21.9% to 73.6% 

 -   Click rates ranged from 2.3% to 23%

A huge insight that quite simply formed the campaign was that no one’s experiences, stories 

and memories were the same. To create a fresh brand, their communications couldn’t give 

the feel of a generic memory. Whatever they did their alumni had to reconnect with their own 

memories. 

Music was the creative key that allowed their alumni to remember and share these memories 

by UoS simply asking them ‘which track takes you back’. The campaign was executed 

through email and organic social for the first phase and saw a huge rise in their open and 

click rates.

A microsite was created whereby alumni were asked to upload their track(s) that take them 

back and any memory associated with it. The site was bright and powerful and the audience 

could also immerse themselves in others tracks and memories. All email and organic social 

drove traffic to the microsite.

To conclude, Rachael shared some of the campaigns incredible results so far: 

It doesn’t stop here, UoS are working hard to plan and execute phase two of the campaign - 

so watch this space!  

-   1,211 new engagers

-   40% of previous non-engagers 

took some positive action

-   Over 16K alumni opened one 

of the campaign emails.

Until next time...

See how we’re helping 

charities get more from digital.

“Fantastic space for the 
event, really informative 
content and very relevant 
for my work. Thank you!”

- Event feedback

-   Step 3: strategy & journey - full user 

mapping for the campaign. Email and 

organic social were the channels that 

had been decided and now this step was 

about working out what this looks like 

end to end, defining the journeys and 

the frequency of comms. The research 

revealed that your marketing efforts are 

often seen 9 times before your audience 

acts and therefore UoS were mindful of 

this when mapping the campaign.

-   Step 4: finally the campaign was 

launched - the easy part right?! The 

launch consisted of two phase; tease and 

then full launch. The tease phase allowed 

UoS to go out to an exclusive pool of 

their warm audience and ask them to 

engage with the campaign ahead of the 

full launch. This allowed them to test their 

communication plan and also get any 

early feedback.

 

https://yoyodesign.com/digital-agency-for-charities/
https://yoyodesign.com/digital-agency-for-charities/

