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The overwhelming majority of both brands and agencies participating in the April 2013
State of the Industry Survey on Branded Content Marketing — 70 percent and 77 percent
respectively - say they have used branded content for marketing or advertising purposes
in the last year. Even with the self-selective nature of such a study;, it is clear that branded
content marketing is enjoying great popularity and adoption.

Yet, how well understood is this emerging tactic, and how sustainable is it in the overall
digital marketing mix?

MailOnline, the world’s most widely read news and entertainment website and a
publisher that offers branded content integration to media buyers and planners,
and Digiday partnered to shed more light on what defines branded content as an
effective media marketing tactic, and what factors will shape its future.

We reached out to and heard back from over 600 readers of Digiday publications, past
attendees of Digiday events on digital media and marketing practices and trends, and
prior survey takers in an effort to determine:

. What defines branded content marketing from the perspective of both the buyers
who practice it and sellers who often help create it??

. What are the most important attributes for the successful application of
branded content?

. [s it likely to increase? If so...
. What will drive its growth?
. How do its practitioners know that it’s working?

. Who is shaping the future of the tactic, and

. How is branded content likely to evolve?
Methodology

The majority of the respondents to the survey, were media buyers - 17 percent brands
and 47 percent agencies — with the remainder (36 percent) being publishers.

Depending on how the respondents profiled, they were asked between 15 and 25
questions. The survey was fielded for three weeks and combined both qualitative

and quantitative research. Among buyers, the majority of brand participants were in
marketing; the majority of agency contributors were either media buyers or planners.



Advertisers & Agencies: Job Descriptions
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Among survey participants:

. Greater than 70 percent of media buyers say they’ve used branded content
marketing for advertising purposes in the last 12 months.

Have you employed Branded Content
Marketing for advertising purposes in the
last year?

Brands Agencies
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Among agencies, approximately 1/3™ of their clients included branded content
executions in their media mix in the last year.

Agencies: What percentage of your
agency's client base included branded
content executions in the last 12 months?
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When asking brands specifically what form their branded content advertising has
taken, 83 percent said they’ve used it for their website or email. But more than
two-thirds have partnered with content providers to create and distribute
branded content beyond their own websites.

Brands: Have you...

Created branded content for your website or e-mail

0,
marketing 83%
Distributed branded content in digital media beyond 0
- . 69%
your own website or emails
Purchased placement for branded content as a form of 67%
advertising J
Partnered with content providers to create branded 67%
0

content for your company

Created branded content for other partners outside
your company

28%
Sold advertising on your branded content as a
publisher (e.g. created a content site upon which you 14%

are also able to sell advertising)

All of the above 8%
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. And, it seems to be working, particularly as a brand-building mechanism.
When asked to “rate the following tactics for their ability to achieve your
branding objectives,” brands cited Branded Content as amongst the most effective,
virtually tied with Video as either “most important” or “more important” than
Social, Search, Email, Mobile or Display advertising.

Brands: Rate the following tactics for their
ability to achieve your branding
objectives?

Video —

Branded Content ‘ 25%_
Social — vl
Search —TER) i Most Important/Critical
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. Among brands, 15 percent on average of their digital advertising budget goes to

paid distribution of branded content.

. 72 percent of brands say spending on branded content increased in the past year,
and

. 69 percent predict a budget increase in the next year.

. Among agencies, 71 percent said their clients spent more in the last year on

branded content marketing and 73 percent said that spending will increase over
the next 12 months.

. 57 percent of brands who haven'’t yet paid for branded content distribution plan to
in the next 12 months. For agencies, that number is 84 percent.

. When asked “How important do you consider branded content to your marketing
mix?,” 66 percent of brands and 65 percent of agencies described it as
Very Important or Most Important.

Why will spending on this tactic increase? Agency responses could be categorized as one of
the following reasons:



. Money follows success

. Popularity / awareness / client comfort

. Expanding digital budgets will move in more creative directions

. Clients are seeking differentiation / “to stand out in the marketplace”

. Clients are seeking to integrate more with daily life

. Wider publisher adoption

o Lower production costs

. Novelty / “an emerging and powerful trend”

. Programs that started with social media will grow into paid content, and
. Engagement / “you get more face time with the consumer if you provide

branded content.”

Why will budgets increase?
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Challenges To Using Branded Content

Among all the brand and agency survey responses, there were a few hurdles that were most
commonly cited.

First, most brands, and many agencies, lack the resources to develop the content and
the creative that can be most compelling in a Web or mobile environment. Product manu-
facturers are not, by nature, content developers. True, there’s a history of legendary brand
marketers like Unilever and Procter & Gamble who have created engaging content (or more
accurately contracted for others to create sponsored content for them), but creating great
content is a very distinct skill-set — one that a scarce few can claim.



Addressing the “resource” issue appears to be the role of media partners. Asked where they
acquire their branded content, agencies’ first response is media partners. Some 71 percent
said they partner with the publishers from whom they purchase their media placements.
This tactic leads all others, perhaps because only 35 percent of agencies in our survey said
that they have a separate entertainment or content division to help their clients produce
and distribute branded content.

Where do you acquire your branded

tent?
conten Agencies
Publishers From Whom We Buy the Media | ‘ | . | 58%
The Client | | | | 49%
Third Party Content Producer | | ‘ 37%
Our Entertainment Division | ‘ 23%
All of the Above o 13%
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The second hurdle to greater use of branded content marketing is distribution

or “reach.” Product manufacturer websites are typically not content destinations for
consumers. Most brands have websites, and many of them are extremely robust. But the
volume of traffic reaching those sites pales in comparison to that generated by the online
publishing giants.

Note that 17 percent of agencies and 24 percent of brands said, “Nothing — We're fully
committed to branded content marketing.” Interestingly, the same number of brands
asked to say what would keep them from investing more in branded content marketing
said “Nothing,” as said scale or reach. But for agencies, the player most often tasked with
distributing their clients’ content, ranked it third among difficulties that could retard the
growth of branded content marketing.



The final hurdle to further adoption of branded content marketing is repeatability, which in
turn rests on marketers being able to demonstrate the ROI of branded content marketing in
areliable way.

Said one agency respondent who couldn’t report that his clients’ budgets would increase,
“They see the success and want to see if it'll maintain before they put more money into it.
(i.e. not a ‘one hit wonder’).”

This is a fair expectation, but not just of content marketing. All marketing efforts aim for
repeatable success.

[t will be difficult to address this final hurdle, however, without better agreement between
brands and agencies on the KPI's that should be applied to determine the success of this
form of interactive marketing. The number one preferred method of measuring the
effectiveness of content marketing programs? For agencies, number one is “brand lift” at
30 percent; for brands, number one at 32 percent is “sales lift.”

Below is the full roster of measurement methods cited by buy-side respondents in our
survey and their relative preference by both marketers and agencies. A brand respondent
commenting on what one thing could most improve his/her experience

What is your preferred »
method of measuring WS
the effectiveness of 3
your content \
marketing programs?

#1 for Agencies:
Brand Lift (30%)

N\
#1 for Brands: b
Sales Lift (32%)
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with branded content marketing said, “Better ability to measure success / ROL” Another
that doesn’t use branded content marketing, when asked what one thing might induce the
practice said, “Proof that it could drive sales or at least a large lift in purchase consideration
within a certain time frame and using 3rd party tools to measure...”, and a second in this
camp cited, “case studies from industry peers.”

What is your preferred method of measuring the
effectiveness of your content marketing programs?

Increased Sales 20% 32%
Click-Throughs to Branded Website | 8% 13%
Proven Reach of our Target Audience [ 9% 13%
The Number of Times it is Clicked On or 6%
Watched 13"/% P
We're Just About the Thought Leadership So 5% .
We Don't Measure It 10% “ Agencies
Brand Lift 10% 30% Brands
The Number of Times our Branded Contentis s 14%
Shared or Tweeted 7%

Share of Voice on our Media Partners' Websites |~ 1%_3’%

Downloads of our App or Subscriptions to our [y 294
Regular Content Feed 0%

0% 5% 10% 15% 20% 25% 30% 35%
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The bottom line for brands and agencies asked what will drive the adoption of branded
content marketing was “Performance,” followed by “Client adoption” in the view of agencies,
and “Banner Blindness” in the view of brands.

What factors will drive continued
adoption?

62%
Performance ' ”70%

Client Adoption [“ s 30%

. 24%
Banner Blindness . 30%

A i Agencies
Market Adoption 2362/°

Brands

Drive to Exhaust Every Means of [ /9%
Revenue Generation 10%

None of the Above; Branded Content | 3%
is a Fad

0 0.10.2030405060.708
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Significantly, what others in the marketplace do or don’t do with branded content market-
ing is less important to practitioners than whether what they themselves are doing works.
And, no brands were willing to call branded content marketing a fad.

Defining Branded C Marketi

The fact that branded content marketing has taken hold still hasn’t answered the question
of what it is. One agency respondent said that it would help tremendously if there were just,
“better definitions between branded and editorial content. Our clients are very confused.”

The definition of branded content seems to vary by who is using the term, but generally
speaking, respondents on both sides of the buyer/seller equation view content marketing
as a kind of marketing that takes advantage of a key difference between marketing and con-
tent: content is intended to engage the customer with information or entertainment, while
advertising is driving towards a more immediate purchase.

Marketers who employ branded content view consumers as being more guarded against
marketing messages. Many brands are, in effect, becoming more adept at publishing infor-
mation and entertainment content, and tapping into the more “trusted” nature of this con-
tent vs. that of advertising. One brand called it, “the intersection of advertising and enter-
tainment,” and one fan termed it, “god’s gift to advertisers.”

A useful tool to create a brand image virally
and with buzz. / Advertorial / Connecting Digital to retail /
whitepapers / Content created by the brand for any purpose. / Content
produced by the brand of produced by the editorial services of a publisher

that is funded and directed by the brand. / The intersection of

advertising and entertainment. / Descriptive material that supports
the image a company is trying to portray. / Digital advertorial, where the line
between edit and paid content are more blurred than in print. /

Engaging rich media that featured the brand in a compelling story, a
complement to a good piece of narrative. / Generating your own content /

god's gift to advertisers / The intersection of

entertainment and advertising reaching consumers
during engaged moments.

MailOnline




Many buyers that were asked to define branded content focused in on the format that such
content could take in trying to define it. Some harkened back to a term that it has been used
for many years in print: the “advertorial.”

But with the onset of social media - which is viewed as one of the chief stimuli for
circulating branded content - it has garnered new descriptions like “native advertising,’
“content hubs,” “branded entertainment” and even “custom video.”

Above are some of the more ways agencies defined it. Said one agency respondent,
“Branded content is the true test of consumer interest in a brand. If it’s worthy of genuine
sharing and consumer interest, it's worthy to be called branded content. Otherwise, it’s just
glorified advertising.”

Attril (G c Marketi

Since branded content marketing is an emerging medium, it may be easier to describe by its
attributes — what it is and is not - than to define it outright. As cited by survey respondents,
one of the first attributes of great content marketing is that it delivers more value to the
consumer than what would have been delivered by either the marketer or publisher if the
collaboration had not occurred. In other words, great content marketing is self-selected;
consumers choose to engage.

Another attribute of great content marketing is that it can, and does, go viral. The best
content marketing is shared through social media. This greatly extends the campaign’s
reach - and thereby increased ROI - for no additional investment.

A third is appropriateness. The most compelling content doesn’t oversell. All consumers
want to buy, but they also resist the impression of being hard-sold. An agency rep alluded
to the fact that brands shouldn’t always need to see their shiny product in an ad to consider
themselves part of the conversation. Another said flatly that what would most improve the
environment for branded content marketing would be “ideas that drive business results,
not egos.”

And, while there’s a range of opinion on this subject, if editorial resides within a publisher’s
environment, most advertisers agree it should clearly be marked as “sponsored.”



As one agency rep put this principle: “Tricking consumers is a bad strategy. It will backfire.
And if we do it we will kill branded content as an effective channel - and WOM as a result.
Yikes!” Said another, “Transparency and relevance are key.”

The dissenting view may be summed up by this agency comment:

“Consumers just want good content. Who cares if it's sponsored or not.”

Observed one agency participant giving voice to the conflicting emotions a few
marketers have towards branded content: “Consumers can sniff our marketing in a
heartbeat so I do not think it is necessary to point it out. That said, the acceptance of it
highly depends on whether the integration is cohesive with the content it is embedded
into... whether it is a logical place the consumer would expect the brand to be. If the right

/" “Consumers can sniff our
marketing in a heartbeat so | do

/,//”Tricking consumers is a bad not think it is necessary to point
/' strategy. It will backfire. And if it out. That said, the acceptance

content as an effective channel
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place the consumer would
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| sponsored or not?”
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combination of these is achieved, then the content is more likely to be accepted and
hopefully enjoyed by the viewer.”

Most would agree that compelling branded content is relevant to consumers who discover
it in the context of other content that they like. [t may sound basic, but a key to the success
of branded content is for it to be relevant to the surrounding content and the audience that
consumes it.



[t should be informative, engaging and entertaining. Otherwise, why would anyone want
to engage with it? Think of this as the “golden rule” of branded content marketing:
“Great content marketing should be able to stand on it’s own.”

Who Does It Well?

The run-away winner, by number of mentions at least, among admired practitioners of
branded content was Red Bull. Few actual URL examples were used, but American Express
was cited for its “approach to producing branded content mechanisms that have grown to
become indispensable in their utility,” and for content that is both “valuable and authentic.”
Nike’s “Kobe” short subject videos were popular mentions.
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AT&T was lauded for http://www.awaywehappend.com & www.whenitcounts.com, and
Toyota for www.toyota.com/oneandonly. Dodge received a nod for, “So God Made a Farmer,’
and Porsche for Boxster Roadtrip with Men’s Journal.


http://www.whenitcounts.com
http://www.toyota.com/oneandonly

One liked http://www.nowness.com/, LVMH’s branded publication about fashion, because
“you have to dig a little to know it's sponsored — which is not great for a brand like Target
or Converse, but because Siemens and LVM are already trusted sources in their area of
expertise and because the content is robust, rich and meaningful, it makes sense.”

Another cited “K-Swiss x Funny or Die - The campaign was a great piece of content that just
happened to feature a product. http://www.funnyordie.com/videos/634f52e7d2 /kenny-

powers-the-k-swiss-mfceo-uncensored.”

MasterCard Business Network http://www.mastercardbiz.com was lauded in the same
breath as McDonald’s Canada www.youtube.com/mcdonalds.ca and www.mcdonalds.ca/

yourquestions.

One brand, perhaps not appreciating the pun said, “Oreo’s. They crush it,” and another liked
the Patagonia Channel.

How Do Publishers Market Branded Content?

Some 76 percent of publishers who participated in our study have sold branded content
inclusions in the last year. Asked how they market the capability to their customers, one wit
said, “Carefully”

Because there were so many variations on this response, we’ve resorted to a word cloud to
depict the answers.

For most publishers, the form of branded content inclusions still take the form of a spon-
sored content area or video, with mobile tablets a surprising third. Branded content may
thus be automatically segregated for most content providers.

Most commonly agencies said their clients have used online video (64 percent), branded
content areas (48 percent) syndicated content to a branded website (43 percent) and pro-
duced branded content for mobile tablets (42 percent). In the coming year, they plan to
increase their focus on social networks (60 percent), online video and mobile tablets (55
percent) and smart phones (46 percent), in that order, which will undoubtedly push pub-
lishers to think outside of the sponsored content area box.

The conundrum is that, because branded content inclusion typically is custom - something
creative publishers and agencies craft for their most favored brand clients - it’s less likely
to be standardized. But to become more prevalent, at least a few standard executions must
emerge.


http://www.funnyordie.com/videos/634f52e7d2/kenny-powers-the-k-swiss-mfceo-uncensored
http://www.funnyordie.com/videos/634f52e7d2/kenny-powers-the-k-swiss-mfceo-uncensored
http://www.youtube.com/mcdonalds.ca
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Examples:

Here are a couple more examples to help less familiar marketers visualize how some of Mail
Online’s branded content it works.

Native Advertising, as a form of branded

T e . ” ~content, adopts the appearance of the

MWailOnine o e lon ‘I surrounding website or other context in

e LSS L S S S .. which it appears, and seeks to be consumed
M i R @eos S aseamless part of what the consumer does

on a particular site.
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. developed by Volkswagen for MailOnline.com,
. o kK that is clearly sponsor-driven, but is “native”
4 k4 : to the web site’s navigation.
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Content Hubs have been a popular flavor of
online Content Marketing for years, and offer
the opportunity for an advertiser and a
publisher to collaborate on exclusive real-
estate within the publisher’s site which can
combine product information along with

curated content from the publisher, as well as —I'f—'w_-_ b

other interactive and social media elements. In B e T Ll B :
the example above at right, Olay collaborated ; WIN--OLAY i T
with MailOnline to develop a destination that -~ QR ===

was featured as a content hub within the
publication’s existing navigation.




nclusion

The growing marketing challenge is that, since consumers are more guarded against
marketing messages, they need to be created and delivered in an authentic, relevant
manner - and one that could drive shares and likes organically.

Well-executed content marketing enables a marketer to check off all three boxes of the
modern-day media mix model:

. Paid: where the marketer targets the most appropriate audience
. Owned: where the content is customized to a brand’s best customers, and
. Earned: where it is dynamic and compelling enough to draw fans

Marketers who say they’re increasingly committed to branded content marketing are
partnering strategically with publishers who can complement them in both content de-
velopment and distribution. The strategic advantage here is the ability to simultaneously
increase the quality of their content while gaining distribution to an existing audience.
By partnering with publishers of socialized content specifically, marketers say they enjoy
the benefits of socialized marketing.

Ultimately, Branded Content Marketing is enjoying a renaissance, being driven by digital
media innovation. Like all things in digital, this tactic is sure to evolve. But one thing is
certain, Branded Content Marketing is becoming a standard tool in the online marketing
kit.

About MailOnline:

UK-born MailOnline.com is the world’s largest news and entertainment site with 54
million monthly unique visitors globally, and one of America’s top online newspapers
with U.S. traffic of 20.2 million monthly unique visitors (comScore Jan2013). Itis also
ranks as having the #1 most social engagement in its category (Tynt, Mar2013), and its
readers spend the most minutes-per-visit of sites in its category (comScore). MailOnline
has one of the web’s most advanced advertising programs incorporating nearly every
form of advertising; from mobile, social and video, to native and ecommerce, with plans
for more. MailOnline delivers a highly desirable audience with visitors 22% more likely
to live in households with income over $100k a year, and the site has the highest
concentration of upper-income men ($75k+) of any news site in U.S.

www.mailonline.com/advertising


http://www.mailonline.com/advertising

Digiday is a media company and community for professionals who work in the digital
media, marketing and advertising industry. Our mission is to connect that industry with
insightful analysis and perspective, as well as each other. We provide key insights and
unbiased information through our online publications and conferences that cover the
changes and trends shaping digital media - and why they matter. Digiday’s focus is on
quality, not quantity, and honesty instead of spin. We cover the industry with an
expertise, depth and tone you won't find anywhere else. The entire team at Digiday

is driven to produce the highest quality publications, conferences, research and
resources for our industry. See Digiday.com to read or subscribe to our publications or
for information on events or feel free to join our LinkedIn or Facebook group. Follow us
on Twitter @Digiday, or tune into the video from our conferences and content series via

our Vimeo Channel (https://vimeo.com/digiday/videos/)


https://vimeo.com/digiday/videos/

