
Bringing 
You the 
Unexpected
and why this newsletter 
exists
As Fabian of Eyequant 
noted when I first met him 
a couple of years ago in 
London “the amount of 
information increases 
exponentially, but our 
attention span stays the 
same”. 

The goal of this newsletter 
is precisely to help alleviate this challenge. Every month, my 
contributors and I will sift through as much information as possible 
and present it to you if it meets the following requirements.

It must be unexpected, in other words, not something you are likely 
have come across in the popular or even specialised press.

It must be inspiring. Even though what you read here might not be 
directly relevant to your company or campaign, we hope it will 
stimulate your creativity.

It must be useful. In the best of cases, what you read will turn into a 
tangible benefit for you.

Finally, I invite you to contribute to this newsletter; feedback, pictures, 
links, events and even articles are welcome.
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Burger King Temps Fans With a BigMac
It’s quality not quantity that counts says Sven Hars Marketing Director of Burger King 
Scandinavia.
by Nadiya Alinejadchatli
TO GET RID of the “free riders” from their 
Facebook site they put the fans loyalty to the 
test.

All 38,000 fans of the Burger King Facebook 
page in Norway were given a voucher for a 
BigMac. Those who came back with the 
vouchers were “true fan” and have the privilege 
to “Like” the company’s new Facebook Page. 
The others would be branded as “sellout” and 
banned from the new Burger King facebook 
page. 

We went to the source and Sven Hars, 
Marketing and Communications Director, from 
Burger King Scandinavia answered some of our questions to confirm the campaign. 

How long ago did that campaign happen? 

The campaign was officially launched on the 24th of April 2013 and ended in May 2013. 

Where did the idea come from? 

We discussed the race for Facebook fans with our marketing agency DIST. They felt this had been going 
on for way too long so together we decided to find out who just “like” the Whopper and who actually 
"love" the Whopper, by offering them a free Big Mac. The campaign Whopper Sellout was then born. We 
took the idea to MSLGROUP, the agency responsible for our Facebook page, and they made it go live. 

What were your goals for it? 

First of all, the old Facebook Page had a name that made it hard to find. We wanted to switch to Burger 
King Norge, which is more obvious. We also wanted to have a page dedicated to our true fans who love 
the taste of our grilled burgers. The campaign gave us the possibility to get rid of all the fans that just 
liked us because of freebies and gather all our true fans.

We stopped focusing on how many likes we had, and put time and resources into finding out what to talk 
about and how to engage our fans. In retrospect, it all worked out pretty well. We have a good presence 
and a very loyal fan base filled with true brand fans. We don’t really mind that the new page at this 
moment got 28,000 less likes than the old one had. 
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When it comes to social media, why should brands focus more on the quality of its followers 
over quantity?

We encourage all brands to focus more on quality, rather than spending time and resources only focusing 
on building the biggest fan base. The new community with a smaller fan base is much more intimate with 
a more engaged audience. There are so many more conversations going on between both us and the fans, 
and the fans in general. Focus on quality for us has led to a dedicated and loyal fan base, and has also made 
it easier for our fans to connect to the brand. 

And was there any backlash in the organization over this approach?

Not really. We have all liked this idea ever since DIST Creative approached us with it and were glad that 
we had the change to actually execute it. The whole campaign and change of activity level has also led to a 
bigger part of the organization being interested in what’s going on with our Facebook page.

For us, the most important thing is to communicate with our fans, no matter if we have 1.000 or 100.000 
fans. We are there for them to share news, to listen to their ideas and respond to their complaints. We 
wanted to create a hub where our fans get a positive impression of the brand with tailored content. We 
want them to get the perception that we know what they like, that we produce content that engage them 
and that they are listened to. Engaging fans is all about creating good brand ambassadors.

http://www.fastcocreate.com/3023025/should-you-be-ditching-a-ton-of-your-facebook-fans-heres-why-burger-king-did-just-that

http://politiken.dk/oekonomi/virksomheder/ECE2187269/burger-king-unlike-vores-facebookside-og-faa-en-big-mac/

http://www.socialbakers.com/facebook-pages/131195130399652-burger-king-norge

http://adage.com/article/creativity-pick-of-the-day/burger-king-tests-fan-loyalty-giving-big-macs/245490/ 

http://kreativtforum.no/arbeid/2013/04/burger-king-frister-"-tilhengere-med-big-mac

                                                                                                                                                    London  February 16, 2014

                                                                                                                                                                                                    3

http://www.fastcocreate.com/3023025/should-you-be-ditching-a-ton-of-your-facebook-fans-heres-why-burger-king-did-just-that
http://www.fastcocreate.com/3023025/should-you-be-ditching-a-ton-of-your-facebook-fans-heres-why-burger-king-did-just-that
http://politiken.dk/oekonomi/virksomheder/ECE2187269/burger-king-unlike-vores-facebookside-og-faa-en-big-mac/
http://politiken.dk/oekonomi/virksomheder/ECE2187269/burger-king-unlike-vores-facebookside-og-faa-en-big-mac/
http://www.socialbakers.com/facebook-pages/131195130399652-burger-king-norge
http://www.socialbakers.com/facebook-pages/131195130399652-burger-king-norge
http://adage.com/article/creativity-pick-of-the-day/burger-king-tests-fan-loyalty-giving-big-macs/245490/
http://adage.com/article/creativity-pick-of-the-day/burger-king-tests-fan-loyalty-giving-big-macs/245490/
http://kreativtforum.no/arbeid/2013/04/burger-king-frister-fb-tilhengere-med-big-mac
http://kreativtforum.no/arbeid/2013/04/burger-king-frister-fb-tilhengere-med-big-mac
http://kreativtforum.no/arbeid/2013/04/burger-king-frister-fb-tilhengere-med-big-mac
http://kreativtforum.no/arbeid/2013/04/burger-king-frister-fb-tilhengere-med-big-mac
http://kreativtforum.no/arbeid/2013/04/burger-king-frister-fb-tilhengere-med-big-mac
http://kreativtforum.no/arbeid/2013/04/burger-king-frister-fb-tilhengere-med-big-mac


Stickers Are About To Go MMOG
Stickers meet chips and go massively multiplayer online game
by Tabatha Schmidhauser

THERE WAS A TIME when children bought 
adhesives on which were glued pictures of football 
players, cartoon characters or celebrities, when hands 
smelled like glue and albums were frustratingly 
incomplete and so 2-D.

This may be about to change and the challenge for 
Panini comes from French footballer, Mathieu 
Bodmer under the name of Plug-Foot.

The concept transforms a sticker into a SmartCard similar in shape to a credit card. It takes advantage of 
the storage capacity of microchips as well as geolocalisation. 

With these two ingredients magic happens. The picture of the player is no longer static but comes to life 
once the USB portion of the card is inserted into the computer. Users then log on to update their current 
collection rather than sticking adhesives on an album. 

Unlike adhesives, Plug-Foot knows where their users are because they need to log into the Plug-Foot 
portal. Data such as players names, their past current performance and the gamers location are combined 
to offer a multitude of possibilities.

For instance, it is possible to create one’s own team, in a fashion similar to football-fantasy, and compete 
against other players.

In addition, and with the help of geolocalisation, gamers are given the chance to meet a player of their 
local team.

So far, Plug-foot is available only in France. 
SmartCards are available for purchase in more 
than 1000 locations from bars, to sportshops. Yet, 
the Plug-foot twitter account is stuck at 298 
followers for now.

Should Plug-foot encounter success, it may go 
international. In which case, the gaming 
possibilities become even greater. If you wanted 
to know how Barcelona might fare in the 
Premiership you may simply need to complete 
your Barcelone set and play against England-based gamers.

www.plug-foot.fr
https://twitter.com/PlugFoot
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CEO To Counterfeiters: 
“This Is How You Can Imitate My Luxury Leather Satchels!”
by Sean We!s
LUXURY brands seem to be caught 
in a desperate battle to fight 
counterfeit. Fake Fendi or Gucci bags 
are available not only in most city 
centres but also online. Even eBay has 
a guide devoted to “DETECT 
AUTHENTIC COACH vs FAKE 
COACH”. 

Amidst the conventional approaches 
of carrot and stick employed by the 
luxury industry, arises a surprisingly 
refreshing approach. 

Saddleback Leather’s CEO Dave 
Munson decided to broadcast the secrets of production of one of its flagship products; the Classic 
Briefcase. Initial reactions to the sheer existence of the video range from disbelief to questioning of the 
author’s intelligence; why would anyone in his right state of mind post on youtube the secrets to the 
manufacturing of a key product? 

Yet viewers quickly realise that behind this seemingly foolish stunt, lies a simple but effective marketing 
strategy. The step by step breakdown of the process of manufacturing and selection of materials serves the 
sole purpose of transmitting the company values to the viewers. As Munson demonstrates how a classic 
briefcase is manufactured, he also describes how counterfeiters must compromise on quality in order to 
cut costs.

 The concept behind the video is twofold. First it annihilates the perceived “value” that costumers of 
counterfeits might have had. Second, it reassures existing and potential clients they are paying for value 
and an ethical management team. 
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Going against the grain, seems to be in the DNA of the company. Would you like to know who Saddleback 
Leather’s competitors are? 

Find them at http://www.saddlebackleather.com/Our-Rivals on the company’s own website.

F o r z i e r i ,  G h u r k a ,  M u l h o l l a n d ,  H a r t m a n ,  P a p w o r t h ,  e t c

www.mediacodex.com
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Charge The Product or Charge Time?
A Russian Entrepreneur Knows The Answer
by Henriette Brons-Poulsen and Mattia Rosati

IVAN MITTIN is a name probably unknown 
to most people outside Russia just like his 
Ziferblat “social club” in London. 

Things however might change and Ivan’s 
innovative and counterintuitive concept might 
soon be on the mouths of every Londoners 
and from there spread across the world. 

In order to get there, you have to make your 
way through the alleyways of East London’s 
very own emerging startup scene. 

Tempus fugit

Ziferblat, is a café, where instead of waitresses politely trying to signal you to leave, you are 
invited to stay for as long as you have time for. A café where “everything is free inside except the 
time you spend there”. 

For 3p a minute or £1.80 an hour, customers can drink as much coffee as they want and eat the 
available snacks. They are even able to cook their own meals in the kitchen. It is a pay-as-you-go 
café.

Time, time, time, what has become of me?

Upon arrival you receive an alarm clock, where the time is noted. There is no minimum time and 
once inside, customers are encouraged to take out their laptops and work, socialize with one 
another and just enjoy the experience. As stated by the owner, Ivan Matt, “we think of our guests 
as micro tenants, all sharing the same space”. 

Yet, Ziferblat is more than just this- it becomes a community where people pay to socialize. 
There is a tense sensation in the air of working minds, a bubbling atmosphere of new 
possibilities. As stated by Johan Arndt, “informal conversation is probably the oldest mechanism 
by which opinions on products and brands are developed, expressed, and spread”.

Listening in on conversations, people are discussing new mobile apps, how their businesses are 
going and what issues they are faced with. Conversation that raises the question: are places like 
these overtaking work-designed spaces like the Google Campus?  With the busy café, people are 
essentially queuing up outside for the experience of cooking their own food and washing dishes. 
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Two concepts city life has abandoned since the invention of take-out food and longer working 
hours.

Perhaps it’s the likeminded community, or the thrill of finishing your tasks before the clock ticks 
out. Maybe it’s the coffee (although, seemingly nothing special), or the comfortable atmosphere 
reminding you of your couch- but at least one thing is clear, something about Ziferblat is 
kindling the potentiality of new great ideas and driving regulars in. A fact that perhaps cannot 
compete with the space provided at the Google Campus. 

Only time will tell.  

Multiplying the number of people by the time they spend at 0.03 pounds per minute we obtain the 
following revenue table.
Number of people 10 minutes 30 minutes 60 minutes 2 hours

1 0.30 0.90 1.80 3.60

10 3.00 9.00 18.00 36.00

20 6.00 18.00 36.00 72.00

30 9.00 27.00 54.00 108.00

40 12.00 36.00 72.00 144.00

Ziferblat
388 Old Street, Shoreditch, London, EC1V 9LT
Telephone: (+44) 7984693440
Email: ziferblat.london@gmail.com
Opening hours: daily 9am - 11pm
facebook.com/ZiferblatLondon
twitter.com/ziferblatlondon
instagram.com/ziferblatlondon

Sources:
• http://www.telegraph.co.uk/travel/travelnews/10576734/Ziferblat-Londons-pay-as-you-go-

cafe.html
• http://www.theguardian.com/travel/2014/jan/08/pay-per-minute-cafe-ziferblat-london-russia
• http://gigaom.com/2013/06/21/londons-tech-startup-scene-is-hot-just-dont-compare-it-to-

silicon-valley/
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EVENTS IN FEBRUARY
by Janika Co!atz

17-21 

Various Locations & Livestreams: Social Media Week (socialmediaweek.org)

5 continents = various possibilities to see, understand and share social media counterintuitive trends 

and strategies. 

20

London: #TechStartupsJobsFair London 2014 (http://techmeetups.com/event/techstartupjobs-fair-

london-2014/)

Only 3 years running and present in 7 cities, it brings together startups and talents. Over 120 jobs are 

looking for suitable candidates and over 20 startups showcase their work.

20

London: Going Global 101 (http://techcitynews.com/event/going-global-101/)

If the US still seems too far away, this event may help to close the gap: 4 executives from US tech 

startups talk about how they brought their companies to London. 

24 

Paris: Show Me The Money 2014 (http://techmeetups.com/event/show-me-the-money-paris-2013/)

Startups need funding. This event shows opportunities of where to look for it to get startups running 

and to survive.
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24-27 

Barcelona: GSMA Mobile World Congress (mobileworldcongress.com)

Mobile technology is changing quickly but this event is a chance to stay on top. You'll see the newest 

developments and have a chance of listening to keynote speakers. 

26

Barcelona: Mobile App Startup Clinic (http://techmeetups.com/event/mobile-app-startup-clinic/)

Whether already active in a startup or wanting to start one, support can always help. Experts in the 

field and mentors provide insight and your ideas are constructively debated with people in the same 

situation as you.

25-27

London: BVE The Essential Broadcast & Production Technology Event (http://

www.bvexpo.com/)

Get a first-hand look at new products in technologies for broadcast and film and TV production. 

Keynote speakers talk about cinematic techniques, commissioning trends and the use of IT in the 

industry among many others.

26-27

London: Cloud Expo Europe (http://www.cloudexpoeurope.com/)

Suppliers and experts showcase new developments concerning cloud technology and talk about the 

challenges they faced and how they overcame them.

To list your event: contact info@mediacodex.com
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Job listings provided by:

EMEA Diagnostics Marketing 
Manager

Location: Not Specified   |   Salary: £ 
57274.00   |  

My client is a global company 
specialized in molecular diagnostics 
and covers various therapeutic areas. 
Being part of a growing company 
with numerous opportunities of 
growth, you shall enhance your 
skills ...

Account Manager

Location: North London   |   Salary: 
£40000 - £50000 per annum + Banding 
agency guideline. Salary DOE   |   Job 
type: Permanent

Account Manager The Company: Our 
client is a successful womenswear 
supplier to the UK high street, with an 
exciting opportunity for an experienced 
Account Manager to join their growing 
team.

SAS Technical Consultant - Growing Company

Location: England   |   Salary: £ 45001.00   |  

As SAS Techincal Consultant you will ensure the 
optimum and timely implementation of SAS 
computer systems and applications the clients of 
a reputed company in the IT Consultancy 
industry. 

Contact: mediacodex.com / @mediacodex / info@mediacodex.com 
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