
Talking 'bout brand regeneration

The UK mobile phone market has become commoditised with companies
increasingly using price-led messages to attract new customers. Seeing the
short-termism of this trend, Orange wanted to re-ignite its original brand
identity as being an inspirational talking point for people rather than simply
being seen as a producer of mobile phone services.

As part of this re-positioning a website called 'Talking Point' was developed
that provided a point of reference and connection to the ATL activity where
Orange is acting as a stimulator and facilitator to discussions and debate
about the pros and cons of mobile phones, music downloads and other issues.

WHAT WAS THE BRIEF

• Drive opinionated, opinion-leaders to visit www.orange.co.uk/talkingpoint

• Create synergy with and extend the reach of the ATL messaging.

TARGET AUDIENCE

We identified two audiences that would be both opinionated and able to influence the brand choice of people 
around them:

• Young Experimentalists – 15-24's, still in education, heavily into music and entertainment and open to new ideas.

• High-flyers – ABC1 25-54, career oriented, family lifestage, time-poor, early adopters.

OBJECTIVE

Stimulate debate about mobiles and music.

HYGIENE FACTORS

• Cost per arrival – under £4.

• Visits – At least 125,000.

MEDIA AND CREATIVE

i-level and Poke worked closely together throughout the 
planning process and implementation of this campaign. 
This manifested itself in three ways;

1. The joint brainstorming of overall Communication strategy.

2. The joint presentation to Orange of recommendations.

3. The ongoing production of new creative treatments driven 

by 'the debate'.

STRATEGY

A three-tiered approach was taken, based on the ON/OFF
theme of the ATL work:

1. Campaign reach was built quickly through the use of

high volume sites using standard formats.

2. High impact creative formats were used on:

a. Specific music/entertainment sites skewed towards young experimentalists. 

b. News and current affairs sites (e.g Guardian Unlimited and Skysports) skewed towards 'High-flyers'.
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3. Bespoke site-centric creative treatments 

were supported in two ways:

c. Frequency capping/sequential 
targeting ensured optimum exposure 
to ON/OFF message.

d. Site specific in line with creative topic 
e.g. “What is the future of music?”
on Kerrang.com, Aloud.com etc.

RESULTS

Hygiene factors were exceeded during this 
campaign:

• Cost per arrival at 'Talking point' over 
58% lower than target.

• Arrivals at 'Talking Point' exceeded the 
target by over 170%.

Most importantly, the campaign achieved its objective of stimulating debate:

On/Off

“wired: I feel wired, hooked up to the world. I can organise things, share my thoughts feelings and events.
Not just with friends and family, but potentially the whole planet.”

“chatty: chatty is a good fing 4 a person. Having a phone wivout being chatty just wont go. Keep it up Orange.” 

Music

“mp3s: Mp3s allow us to download, share and listen to music wherever we are using many forms of
technology including phones, computers, Media players. But, this does not mean that we wont buy cds,
records.”

“goths: Goth music is great, instrumental is mental and the screamers are awesome, soon as some more 
great bands emerge like Diecast (not gothic but still great) gothic music will rule the world AGAIN!!!“

Children  and Mobiles

“Worrying: It's totally unnecessary. I was happy slapped on the way home by a gang of teenagers.
If that's all they want a video phone for then they don't have the maturity to own one.”

“Bullying: Children get bullied far too much by mobile, there should be more done to stop this kind of thing.”




