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01 / pages 03 - 04

Before the mass adoption of digital technology, the world was 
a simpler place. People watched TV on TV, and saw movies at 
the cinema. To watch them at home, they bought grainy VHS, 
or even, god forbid, Betamax. Pixellated games were played 
at arcades and sparingly at home. Books were just books, 
and music in the form of shiny hard plastic was something 
we happily paid for. 

Similarly, the marketing of these properties was also a fairly 
straightforward proposition. For a film, take out an ad in some 
magazines, hammer a trailer on TV and in movie theatres. For a 
TV show, do an interview with a TV listing magazine (remember 
them?) and repeat your promo ad infinitum. If in doubt, throw in an 
enormous poster. For games, rely on word-of-mouth and pester-
power, with an occasional dollop of pre-Xmas TV. Music, take the 
radio producers out to lunch. And for books, go the poster route 
and keep your fingers crossed for a good review.  

It would be willful understatement to point out that this is no 
longer the case. The sudden explosion of digital channels  
afforded by the internet has left movie studios, TV networks and  
producers, publishing houses and games developers alike 
gasping to keep up with the pace of change. Now we have 
more platforms, more consoles, more hobbies, more means of  
communication, and much, much more content. The biggest en-
tertainment releases of all times are no longer movies like ET and 
Star Wars. They are games like Halo 2, the Grand Theft Auto 
franchise and most recently Call of Duty: Modern Warfare 
2, which sold 4.7m copies in the US and UK in one day of re-
lease, amounting to an estimated $310m. TV shows are broad-
cast, not only on a plethora of cable networks but via dedicated 
web platforms like Hulu. This ad-funded service which streams 
popular TV shows and numbers Fox, NBC and Sony Pictures 
amongst its partners has seen impressive growth in the last year. 
comScore’s most recent figures indicate that some 38m people 
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HBO’s True Blood & Gillette, BMW/MINI,  
Harley-Davidson, Monster.com and Geico / 

To promote the second season of the vampire-
drama, HBO created a campaign featuring fic-
tional products aimed at vampires. The ads for 
MINI, for example, carry the tagline ‘Feel the 
wind in your fangs’. As well as traditional out-
lets, the ads ran on microsites created at the 
show’s launch such as www.bloodcopy.com, 
www.fellowshipofthesun.org and www.ameri-

canvampireleague.com. (See also the case study 
on page 36.)
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -
MTV’s The Hills & ASOS.com /	
This tie-up offered fans of the show the chance 
to win a Hills-style night out for a winner and 
four friends. ASOS furnished the winners with 
free outfits for their night out. ‘This kind of tie-
up allows people to build a community, creating 
content around nights out. For us, this is a really 
good brand fit which profiles really well with The 
Hills,’ says Kerry Taylor, VP marketing, creative 
and consumer press, MTV. 
www.mtv.co.uk/shows/the-hills 
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -

ABC’s FlashForward & Sprint /	   
To create buzz around the US network ABC 
drama, telecoms company Sprint sponsored 
‘keywords’ hidden in the end credits of the first 
13 episodes of the series. Viewers - and Sprint 
mobile users - could text the keyword to receive 
access to exclusive content as well as string 
the words together to create a sentence that 
would solve the mystery at the heart of the plot.   
http://abc.go.com/shows/flash-forward

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 
AMC’s Mad Men & Banana Republic / 

The partnership saw the launch of a competi-
tion where participants could win a walk-on 
role in an episode of the drama. The cloth-
ing store also created a window campaign 
in the run up to the launch of the show’s 
third season with mannequins dressed in 
1960s style to reflect the style of the show.   
www.amctv.com/originals/madmen
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -

ITV’s The X Factor & TalkTalk / 

In the UK, broadband provider TalkTalk brought 
its sponsorship of hit ITV talent show The X 
Factor to life with a campaign based around 
‘bright dancing’, using light to create graffiti pat-
terns. The company gave viewers the chance 
to get involved by creating their own light graf-
fiti ‘bright-dance’ which could appear on prime-
time TV during The X Factor idents. The X 
Factor / TalkTalk microsite gave viewers tutorials 
on how to ‘bright dance’ and submit their clip. 
http://xfactor.talktalk.co.uk
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -
Summit Entertainment’s Twilight & Volvo / 

Volvo extended its partnership with cult movie 
series Twilight, in which the central character 
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