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A brand should be honest and true to its brand mission above
anything else... this should be its guiding force when it comes to
engaging with people, no matter the platform, it guides everything
that the brand does, from CRM to point of sale, to above the line
and social media activation.

What is Mastercard's brand vision:
A World Beyond Cash



You used to tell your story to the ones you reached.
They used to digest it and came to conclusions.

Storytelling has a well developed method - as a brand it feels
intuitive to focus directly on the people you want to influence,
i.e. your audience.



The conventional storytelling method
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The AUDIENCE watched the story that was told to them



But then something happened

Storytelling no longer meant that the BRAND tell stories and the
AUDIENCE listens



Today your audience’s audience is just as important as your core
audience. This, collateral audience is open to real stories
involving their friends, stories they can react to - but they are
less inclined to care when it comes to simple, passive story
consumption.



The question today:

As a brand, how can you help your audience look cool in front of
their friends? How to give them content that THEY ACTUALLY
WANT TO SHARE because it says something smart or funny about
them to the people they care about? How can you give them
offers and promotions that allow them to treat their friends?



And a platform that helps to deliver this
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Instead of observing the stories told, they should become
participants in the stories they can tell. This means they have
meaningful stories connected to the BRAND, but also about
themselves to SHARE.

,Consumers value experiences more than material goods.” (Raja
Rajamannar — Chief Marketing & Communications Officer and
President, Healthcare Business, Mastercard)



The post-storytelling era’s method

Social content example
Priceless Surprise

A small surprise goes a long way.

By surprising 150 people at a concert venue
we were able to reach them again days
after the show and even get the attention of
their audiences.

Key data:
Limited to 150 participants on location
1M+ Reach / engagement 100k+

The medium: Facebook Photo album

Mastercard
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Mastercard’s Cannes Film
Festival sponsorship
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THANK YOU..!
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