
The Hive Mind
Credit to the book Hey, Whipple, Squeeze This: The Classic Guide to 
Creating Great Ads by Luke Sullivan and Edward Boches



Con



Concepting for 
the Hive Mind



“The new ideas come from culture, not commerce.”

Get inspired by the world. Don’t just rely on the brief, the 
presentation deck, and existing product conventions.



“The new ideas improve people’s lives.”

Inspire, provoke, entertain, provide opportunities for status among 
the consumer’s community, give them something that makes their 
lives easier, and/or give them access to something they can’t get 
elsewhere. 

Lean in to, “brand generosity.”



“The new ideas are shareable and participatory.”

Everything needs to be social regardless of the medium. Seize every 
opportunity to get people involved.



“The new ideas don’t fill a media space; they create one.”

Consider creating your own media space instead of buying one. This 
could be in the form of your own social channel, blog, podcast, etc.



“We are storytellers in service of brands.”

Even with the emergence of new media, storytelling remains 
essential. Storytelling is a great way to involve an audience. Humans 
have always been drawn to stories and their characters. Because 
people speak in stories, so should advertisers.



“Social should run through all of it like a thread.”

The social media component should not be disparate element. It 
should connect all elements of a campaign. The goal should be to 
connect with consumers in the way print or TV can’t, not to simply 
advertise and speak at the consumer.



“If content is king, conversation is queen.”



“Establish what kind of community your brand’s best suited for.”

Five types of social media users: joiners, spectators, creators, critics, 
and collectors. Understand which group(s) your audience falls under 
to better tailor your content.



“Map out a conversation strategy.”

What do you want the conversation to be? Having a general idea of 
what you want engagement to look like will help determine what 
questions to ask and what type of content to put out. 

Always be on brand.



“Share everything you know.”

Let loose a little. Don’t be a stick in the mud. People can tell when 
you’re holding back anyway.



“Experiment constantly and polish what works.”

If it ain’t broke, fix it a little bit. Watch your Google Analytics and 
performance metrics. The more things you try, the more things you’ll 
discover. 



“Provide content worth sharing.”

Entertaining is great, but strive for conversations that are long lasting 
and that build the community you want. Beware the fizzle.



“Create ideas that let people create their own ideas.”

People want to be involved. Let them. People want to feel special. 
Let them. Plus, they’re more likely to share and be excited about 
something that they were involved in. Ah, the draws of fame.



More tips:

Consider the relationship you want the brand to have with its 
community

Determine the benefit consumers will get from their relationship with 
the brand and its content

Involve the audience/ community in a creative way. This encourages 
them to share and tell the brand story for you

Don’t count Facebook out. It’s a giant.



Fin.


