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Presenter
Presentation Notes
Brands used to rely heavily on the content from their websites, press releases and advertising. Today, the distribution channels are broader and bigger than ever before. Which means brands not only need to be in more places, but they also need to create relevant, engaging content for each of these places. ��Amanda will talk about more about how to create content for individual platforms. 
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EVERY COMPANY CAN BE A

MEDIA COMPANY

@jessclifton

#prdigital

* Edelman Digital


Presenter
Presentation Notes
While social media has given rise to an explosion of media channels and platforms, it’s also given every company the opportunity and the challenge to act like a media company.  I put a fine point on challenge because it’s not easy. 

The AP pushes 500,000 articles a day. They built a workforce of contributors. They have a process. And there’s little red tape to getting from story from publish. Content is ubiquitous. 

And most companies aren’t built to be flexible and real time (just talk to anyone who interfaces with a legal dept). 

But when operational challenges are overcome, companies can use their own websites, microsites, apps, blogs, videos, and slideshows to tell their stories.  They have myriad opportunities to create, curate, publish and distribute content directly to the audiences that matter most.  


BUT YOU MUST THINK LIKE A

MEDIA COMPANY

@jessclifton

Content: Media companies are content machines
with an “always on” mentality.

Relevant: They are relevant to someone at every
moment in time.

Recent: They are recent and in many cases, real-
time.

Omnipresent:. Media companies own search and
everything else.

Agile: Media companies move quickly when it comes
to content creation/distribution. *Edelman Digital
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Presentation Notes
So what can we learn from media companies? �
Brands doing this successfully are using the same principles of an established media company.
Red Bull – consistent paid, earned and owned
IBM – 50,000 journalists generating content on behalf of the brand
Adobe – Creative Newsroom
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SPONSORED

CONTENT YOUR BRAND DEEMS
OF HIGHEST VALUE TO CONSUMERS

CONTENT WHICH IS CO-PRODUCED EITHEF
PEER TO PEER OR BRAND TO PARTICIPANT

CONTENT PRODUCED BY THE BRAND
NOT TO BE FOUND ANYWHERE ELSE

CONTENT PRODUCED BY CONSUMERS
WITHOUT THE BRAND'S INVOLVEMENT

CONTENT THE BRAND INVESTS IN
FINANCIALLY OR LEVERAGES
PAID MEANS TO PROMOTE

* Edelman Digital
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Presentation Notes
Before you open 20 new reqs OR turn your content machine “on” – know there are a variety of ways you develop an EFFICIENT and RELEVANT content machine --// media company. 


CREATE A

CONTENT PLAYBOOK

Translate your brand identity for social/digital

Understand your audience, define content
themes and create a content strategy

Establish performance goals
Determine approval process

Operationalize your team

Q0O O

@jessclifton #prdigital
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Presentation Notes
Now that we’ve talked about media companies, and specific content types, you can start successfully executing quality, media-like content. But it’s important to first create a playbook for your brand or business so that everyone has the same understanding of your brand, content strategy, goals and process. 

Close with a tee up to developing a content strategy for Amanda.


ESTABLISHING

PERFORMANCE METRICS

Start simple

e Quality over quantity

* Make small bets

e Participate in the conversation

@

Report on

* Reach, impressions and total engagement, as a priority
* Measure likes, comments, shares

» Cross-reference fan growth and negative feedback

@jesscli fton #pr di git al * Edelman Digital
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Presentation Notes
Establishing performance benchmarks will allow you to understand relative performance and also provide signals to help identify content worthy of incremental, paid promotion.
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