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“For the first century of mass media, marketers 
had essentially to rent space on publishers 
pages and interrupt their content with 
advertising … companies today are 
increasingly owning the media that distributes 
their messages and creating the content that 
people want to read.” 
 
Skift Oct 2013 



Our approach 

PR 

Paid 
Media 

Social/
Digital 

CRM 

― Empathy with our 
customers? 

― Does it move the 
needle on the brand? 

― How does it support our 
revenue goals? 

― Will we be able to sweat 
the idea across lots of 
channels? 

― Is there a strong 
narrative that will yield 
earned media 
coverage? 
 



 
SoLoMo 2013 
 

― Boston 
― Vancouver 
― Chicago 
― Washington DC 
― New Jersey 
― NYC 

 
“A splash of red in 
a weary world of 
grey” 



  
No Ordinary Park Bench 

Corporate clients Social audience 

Consumer media Creative media 

Flying Club Travel Agents 



http://www.youtube.com/watch?v=VVg82RHZoiU


BBC America Content Partnership 

― Jointly established with BBC 
America to reach the 678,000 
British expats living in the 
USA. 

― 66% likely to choose VAA for 
next flight.  

― Over $1m revenue in year 1 



NFL Red Hot Reporter 

115m social & media 
impressions in 1 week 



Measurement 

Brand 

Earned Media 
Coverage 

Social Engagement 
Metrics 
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