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Lets talk Content… 
• The average attention span in 2013 was 8 seconds; down from 12 

seconds in 2000 (Harald Weinreich, Hartmut Obendorf, Eelco Herder, 
and Matthias Mayer) 

• Interesting content is a top 3 reason people follow brands on social 
media. (Content+) 

• 78% of CMOs think custom content is the future of marketing. (Hanley-
Wood Business Media) 

• 73% of B2B organizations have a person dedicated to overseeing 
content marketing strategy. (Content Marketing Institute) 

• 44% of B2B content marketers have a documented content strategy. 
(Content Marketing Institute) 

• Facebook Admits Organic Reach Is Falling Short, Urges Marketers to 
Buy Ads (AdAge) 
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http://www.statisticbrain.com/attention-span-statistics/
http://www.statisticbrain.com/attention-span-statistics/
http://www.inboundwriter.com/content-marketing/infographic-the-anatomy-of-content-marketing-2/
http://cdn2.content.compendiumblog.com/import_uploads/8574d69b-b83b-102a-92aa-669ad046edd4/cfb36615c266b9e40d9e1b1f0eb9e567/custom_solutions_brochure.pdf
http://cdn2.content.compendiumblog.com/import_uploads/8574d69b-b83b-102a-92aa-669ad046edd4/cfb36615c266b9e40d9e1b1f0eb9e567/custom_solutions_brochure.pdf
http://contentmarketinginstitute.com/wp-content/uploads/2013/10/B2B_Research_2014_CMI.pdf
http://contentmarketinginstitute.com/wp-content/uploads/2013/10/B2B_Research_2014_CMI.pdf
http://adage.com/article/digital/facebook-admits-organic-reach-brand-posts-dipping/245530/


The right content 

To the right people 

At the right place 

Content Objective 

At the right time 
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Telling the Brand Story through Converged Media 
 

PAID MEDIA 
TRADITIONAL 

EARNED MEDIA 
WORD OF MOUTH 

 

OWNED MEDIA 
CORPORATE CONTENT 
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 Two or more channels of paid, earned, and owned media.  
 All channels work in concert, enabling brands to reach 

customers at the moments of truth 
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A closer look into each media type  

Source: Society of Digital Agencies  (SoDA) via eMarketer, 2012 
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Stock 
Stock is the durable stuff. 
It’s the content you produce 
that’s as interesting in two 
months (or two years) as it 
is today. 

Flow 
Flow is the feed. It’s the 

posts and the tweets. It’s 
the stream of daily and 
sub-daily updates that 

remind people that you 
exist.  

& 
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Stock Content Comes from Your Brand Narrative 
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Seed, Lead, Foster & Grow Social Conversations 
 

Seed. Participation in the conversation through social listening insights and a deep 

understanding of the business imperative landscape. Storytelling commences with 

a seeding strategy. 

Grow. Foster connections and grow the spread of ideas and the creation of new 

ones through social activations.   

Foster. Tell brand stories and incite conversation through those who participate, 

influence and advocate. 

Lead. Create shareable content that brings the brand to life at scale using the 

power of data, and forward leaning ideas.  

Seed 

Lead 

Foster 

Grow  
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Keep the Flow Going: Watercooler Content  

Holiday Sunday Quiz #SharkWeek Throwback Thursday 

Seasonal Call to Action Humor Inspiring 

Pop Trends 
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Converged Media Example: Earned + Paid 
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Converged Media Example: Earned + Paid 
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Converged Media Example: Earned + Paid 
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Converged Media Example: Earned + Paid 

13 

Paid Earned 
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Real-Time Marketing:  
Bieber Malware 

 Real-time marketing response to Bieber DUI 
and Grammy’s combined with our “Alert” 
posts warning users not to click a link that 
might be infected  

 10% spike revenue during the two days when 
the post had its highest engagement 

10% spike 
Direct Revenue 

$0 
Avg. Acq. Cost 

1.4M 
Post Reach 



Content Marketing #FAIL 



Creating branded ‘surround sound’:  
how media types influence and enable each other  
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PAID 

OWNED 

EARNED 
Drives volume  

Instructs where to amplify 
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Key Takeaways 

• Stock & Flow = Brand Story + Real-Time 
•Content Types that Deliver: Educational, Emotional, 

Funny, Inspirational, Timely 
• Experiment, Have Fun – But Remember the Purpose, 

and the Brand 
•Converged Media Imperative 



Thank You! 
@LaSandraBrill 
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