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 Doug Simon  

President & CEO D S Simon Productions 
Twitter: @DSSimon 
 
Allison Robins 
Director of Global PR, Zumba® Fitness 
Twitter: @allison28 or @Zumba 
 
Dane Wiseman 
Digital Marketing Manager 
Critical Mention 
@criticalmention 

    

Case Studies in Successful Visual 
Storytelling 
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2009 
TV 79% 

Radio 59% 

Magazine 53% 

Newspaper 53% 

Web Media  70% 

Average 63% 

2012 
TV 95% 

Radio 78% 

Magazine 69% 

Newspaper 69% 

Web Media  92% 

Average 81% 

D S Simon Web Influencer Survey 
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 #prnbig3 D S Simon Web Influencer Survey 

Yes No 

TV 85% 15% 

Radio 76% 24% 

Magazine 74% 26% 

Newspaper 93% 7% 

Web Blogger 94% 6% 

Average 84% 16% 
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 #prnbig3 D S Simon Web Influencer Survey 

Facebook Twitter You Tube Google+ Pinterest LinkedIn 

Television 95% 93% 60% 23% 14% 35% 

Newspaper 93% 79% 57% 36% 36% 57% 

Radio 93% 80% 57% 21% 16% 30% 

Magazine 83% 86% 58% 16% 39% 30% 

Website 
Blogger 

81% 91% 60% 22% 22% 38% 

Average 89% 86% 58% 24% 25% 38% 



6 

 
 

•  
 

    

CASE STUDY 
Lactaid Viral Video 
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CASE STUDY 
B2B, B2C, Happy B-day 2 U  
Waldorf Astoria Luxury Manifesto 
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CASE STUDY 
Nintendo Internet Media Tour  
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CASE STUDY 
LEGOLAND® Hotel Grand Opening  
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“Content Creation and 
Distribution to Key Publics to 
Change Behavior in a positive 

way” 

1. Identify the behavior you are trying to change 

2. Identify the people who you are trying to reach and where they consume 

content 

3. Create content that will be effective in changing their behavior 

4. Place the content where they will find it, view it, share it, etc. 

5. Measure, assess and revise 

 



11 

 
 

 
Visual Storytelling Tips   
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• Elevator Pitch  
 
• Script Web  
  
• Tell a Story  
  
• Avoid one-sided scripts 
 
• Open with compelling content 
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• Production Quality = Brand Image 
 
• Prepare the Talent 
  
• Pre-Production Plan 
  
• Proper Equipment 
 
• Don't Overlook Audio 
  
• Plan Moments and Elements 
 

• You Can't Always Fix It In Post 
 



13 

 
 

• Zumba is mentioned once every 11 seconds in social media 
(socialmention.com) 

• Named by Mashable as "one of the top fitness brands kicking butt 
on social media" 

• 5.7+ million Facebook likes (launched Oct. ‘10) 
• An average of 23k “Engaged Users” per Facebook post 

 

    

Zumba® Fitness  
Social Media Engagement 
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Emotional 
 (freeing, electrifying, joy ) 

Social 
(belonging) 

Physical 
(fit) 

Brand Triangle 
Value Proposition 
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Spotting opportunities for storytelling: 

 Analyze company goals 
 Identify areas of business that need improvement 
 Meet with relevant departments to strategize 
 Develop a PR plan with social media elements that 

will move the needle 
 Recognize stories within your community 
 Activate! 

Visual Storytelling  
in your organization 
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What value can you bring to the media? 
 What is the number one thing any media outlet 

wants? 
 How can you help them achieve their goals? 
 Partnering with publishing houses and providing 

digital content 
 How social media and online content plays a role 

Visual Storytelling 
**Added media value 
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Zumba® Partners with SHAPE 
Magazine 
• Onsite marketing integration at 

Zumba Convention 
 
• Fitness-Concert livestream via 

SHAPE’s Facebook and SHAPE.com 
 
• SHAPE’s social media channels saw a 

21% increase in new visitors to the 
site and nearly 50k unique visitors 
with 220k total streams! 

 
• Added bonus: SHAPE added 

personalization and included in-book 
coverage 
 
 
 
 

 
 
 
 

CASE STUDY 
Media Partnerships 
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Vanilla Ice “Ice Ice Baby” 
Remix campaign 
 Take something iconic that your 

audience already connects with 
 Develop the plan 
 Find the right partner 
 Exclusive video debut with Billboard  

Case Study 
The 360 Experience 
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Quick stats: 
• Top streamed video on 

Billboard.com 
• 70k shares in one week 
• 620k+ YouTube views 
• Spurred thousands of 

Zumba remix videos on 
YouTube 

• Bonus: performance on The 
View 



Lil Jon Zumba® Nightclub Tour 
 Turn a concept into an experience 
 Began as a music inquiry; evolved into a 4-city, sold 

out tour 
 What is the best strategy to launch/announce? 
 Set goals: What is the dream media hit? 
 The role of digital (promo video, teasers, e-blasts, 

splash page, FB/Twitter) 
 How did video tell the story? 
 Results: 45 hits; 100mm+ impressions 

Use Visual Content for  
Media Relations 
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Use Visual Content for Media 
Relations 
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Visual Print Content 

 #prnbig3 



Inc. Magazine “Company of the Year” 2012 
 Securing a cover through storytelling 
 It’s a two-way conversation 
 Brand immersion 
 The 360 experience 

 One page becomes a multi-layered feature 
 Cover and COTY 
 Digital stories 
 Resulted in 30 TV and major print features 
 Internal marketing/social media 
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Making The Connection: 
Written & Visual Storytelling 

 



 
Making The Connection: 
Written & Visual Storytelling 

 
 Inc. Magazine attended the Zumba Instructor Convention in 2012 

to experience the brand 
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YOUR MASTER CHECKLIST: 
 ALWAYS define your objectives / goals 
 Develop your message / experience 
 Will this impact ROI / drive sales? 
 What department(s) are required to execute? 
 Create a timeline & budget 
 What can you add to make the story more visually 

compelling? 
 Is there an exclusive opp for media? 
 Accomplishments jar! 

STORYTELLING IS UNIVERSAL 
The Checklist 
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Douglas Simon  
President & CEO  

dougs@dssimon.com  
212.736.2727 

Allison Robins  
PR Director Zumba Fitness, LLC 

allison.robins@zumba.com 
954-925-3755 x244 

 

Dane Wiseman  
Digital Marketing Manager 

dwiseman@criticalmention.com 
212-398-1141 
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