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Crowd -Sourcing Workshop

AHow to use a network and source ideas
from the crowd

A A chance to address some of your own
challenges



What does 100%0Open do? .

Open innovation. Nothing
more, nothing less
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Where 100%0pen comes from

AA new open innovation agency spun out
from NESTA, the UKOs Nat
Endowment for Science, Technology and
the Arts

AA NESTA strategy to accelerate uptake of
Its new open innovation models

ASince 2006 we have worked with some of
t he worl dos most 1 nnovat
overcome the barriers to open innovation
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Our Network

Corporate Project Partners

3M, ARUP, Astrazeneca,Astrium Ltd, Aviva, BAA Ltd, BAE Systems, Barclays, BBC,
Boots, BP, British Council, BSkyB, BT, Bupa, Cadbury, Cambridge University
Cancer Research UK, Catapult Venture Managers, Cobalt Corporate Finance LLP,
Copland, Crown, Deloitte MCS Ltd, Diageo, Discovery Channel , Dow Corning,
Dresdner Kleinwort, EADS, EDF, ELLION Group, Glaxo Smith Kline , Google, The
Guardian , HP Labs, HSBC, IBM, Infineum, Intel, InterfaceFLOR, IPSO Ventures,
Johnson & Johnson, Kimberly -Clark, KPMG, lastminute.com, Lilly, Linde, Lloyds
Banking Group, Logica, LSE, M&G Investments, Mars Europe, MBDA Systems,
McGraw Hill, McLaren , Microsoft, MITIE, MOD, Mozilla Foundation , MTI
Partner, NCVO, N M Rothschild & Sons, NATS , News International, NHS , Nokia,
Northgate, Oracle , Orange ,, Ordnance Survey , Oxfam, Oxford Technology,
Pfizer , Philips, Procter & Gamble , PWC, Qalcom, Qinetiq, Reckitt Benckiser, RM,
Rothschild, Royal Bank of Scotland Group, Royal Mail Group, Sabre Inc, Samsung
Electronics, Seedcamp, Seraphim Capital, Shop Direct , Siemens, Solvay, SSL, Sun
Microsystems, Telegraph Media Group, Tesco, Thomson Reuters, Travalex, Tube
Lines, Unilever, Unipart , Virgin, Virgin Atlantic , Vocalink, Vodaphone, Yahoo,
Zag, Zurich
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What is open innovation?

Innovating with partners by
sharing the risks and the
rewards



A NEW YORK TIMES BUSINESS BESTSELLER

“As entertaining and thought-provoking as The Tipping Point by
Malcolm Gladwell. . . . The Wisdom of Crowds ranges far and wide.”
—The Boston Globe

THE WISDOM
OF CROWDS

JAMES

SUROWIECKI

WITH A NEW AFTERWORD BY THE AUTHOR
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ULUDE

Crowd -sourcing anything

® Feature, page 24

ShouldPeperami go crowd-sourcing?

Unilever has ditched the brand’s agency in favour of user-generated ads. Matt Williams reports

eperami has never been
L afraid to stand out from the
"~ crowd with its advertising
regularly decapitating your
brand spokesman 1 not a strategy
adopted by many

But then again, neither 1s dump
ing your advertising agency of 15
yvearsand asking the general public
tocreate your next TV ad using the
latest fad - crowd-sourcing

From now on, the FMCG giant
says.itsad bniefs will be available to
anyone whoregisterson ldeaboun
tv.com,awebsite intermediary that
aims to match ad bnefs with cre
atives. Unilever will then turn the
best idea into a TV ad, using the
production specialist Smartworks
with the creator winning $10,000

“Crowd-sourcing gives brands a
huge number of different ideas
from a vaniety of backgrounds
Nic Ray, the founding partner ol
Ideabounty.com, says. “That diver-
sity of choice is appealing to chients

PRIV T\ ey

Peperami. .. hopes the Animal character inspires the public 1o be creative

And Unilever is not alone in this
approach. Brands such as Bud-
weiser and Cadbury’s Wispa are
also jumping on the bandwagon,
meaningcrowd-sourcing is making

a bid to become mainstream.

Dt af wibhat mnet 0 tha heand?

‘In the Animal character, Lowe
created something so defined that
we're confident creatives will be
able to approach the briefs and
take it somewhere special each
time,” Matt Burgess, the managing
Aivanctnne of Chrveahic 1 'K the ;h\l’

established benefits that an ad
igency brningstotschient

“To even produce an average ad
idea, you need a group of talented
people with different abilities and
interests who are willing to have
arguments duning the process
Alasdair Graham, the creative di
rector of Ogilvy Advertising, says
“Youwon'tgetacollaborative pro
cess by sending a creative away on
a brief and not heanng from them
until the finalideais pre sented

There’s no denying that success
ful usergencrated campaigns
such as Walkers' “do us a flavour
and Dontos” “free Dontos™ have
proved popular in the past. But
these campaigns make no excuses
for being a one-off stunt - and are
overseen from the beginning to the
end of the creative process by the
brand’s agency

here will be plenty of adland
eyes cager o track the success, or
otherwise, of this campaign. And
Penerami 1s a relatively uncomopls-



Crowd sourcing

Commercial applications

Spot the odd one out
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