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Spending on content-led marketing
continues to soar...

. budgets
creating more

= 69% 'l Marketing
N content | e +25%

*Content Marketing Association
B[B[C) #4US Content Marketing Institute 2015 ‘Benchmarks, Budgets and Spends’
-com *#4B| Intelligence 2015
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$21b

in 2018
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But a measurement gap means .
we aren’t making the most of it

THE WALL STREET JOURNAL = cwo roor £12 FOR 12 WEEKS TS

CMO R ‘Measuring the effectiveness of
content-led marketing is a challenge’

Apr 17,2015 AGENCES . PREVIOUS =) = N.EXT

i " < QR oy Ve e | Taplep i >
Native Advertising Measurement Is All Bundie Product Leadersip
Over The Map

ARTICLE COMMENTS

Al TISING
G v CACEEN

By JACK MARSHALL  connect

So-called native advertising is the shiny new object in digital media. Publishers love DO YOU KNOW WHAT 3
selling it, and marketers are increasing their investments in it. YOUR MARKETING IS DOING?

B[B|C] . '
US Content Marketing Institute 2015 E E .
‘Benchmarks, Budgets and Spends’ C Storyworks
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So we need to
understand .
ontent

th e fu I I effectiveness
Story...

Advertising Digital
effectiveness analytics

E1E[E StoryWorks
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What does this engagement mean for the brands involved!?

B [E StoryWorks
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Here’s the challenge

SUBCONSCIOUS

E1E[E StoryWorks

rt of BBC Waorldwide
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Which means we need to . .
unlock the unconscious mind

cr~wdem-=tien

¥ = 221,579
" MUSCLES

43 SURVEYED

FACIAL MUSCLES
PER PERSON

(B|B|C
.com
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Our approach

Digital consumers J Six markets -

of English language | Australia, Hong
international Kong, Singapore,
news |6+ US, Canada and

Quantitative
survey +
Facial coding

+ Implicit
Response
Testing

of | ST

5, I 53 respondents *&

BIB|C

.com

=O
Test and control approach u

B @ StoryWorks
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Hovy
facial

coding
works

ETe
B [E StoryWorks
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Understanding the emotional response

Above average
emotional response o
G
CGEED G
Below average
emotional response GRS
Happiness Surprise Puzzlement Fear Sadness Rejection

E1E[E StoryWorks
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The expert panel
providing the context

(v

O P
20 ‘ Rate the content for
. . Presence of ke
EXPE 'S "Media agencies t factors, merged v

from the media and academia eMmotional response

EMPATHY FUN AND EASY GOING NOVELTY DRAMA VISUALTENSION SIMPLICITY

E1E[E StoryWorks

BBC Worldwide
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The content

LIVE THE STORY

BRI TRAVEL

> ACYER ! ;
WERTISEMENT FEATURE™S
[T »

ISLAND-LIFE

All e sun, all the fun

HOME TO SOME OF THE BEST BEACHES IN CHINASHATNAN"HAS PLENTY FOR VISITORS TO SEE AND DO.

A LITTLE CORNER OF AMERICA IN HAIKOU

DISCOVER THE LITTLE CORNER OF AMERICA IN HAIKOU THAT IS
KEEPING FANS OF SEAFOOD HAPPY — AND FULL.

Hainan are very familiar with seafood

China Sea

hi the latest restaurant that has everyc
further afield

ican-style California Ferry Seafood Re

oad.

of a theme café on the Li

e world

anks to the bountiful South

urant in Haikou is located on the

hat’s in store from the photos of the

e notices explaining that fishing for it

HSBC <>

DS SiSTeres
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The main headlines

Properly executed,
content-led
marketing is

Heightened

engagement
where brand

trusted and
persuasive

involvement is fully
transparent

BIB|C

.com
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Referencing

the brand
within the

narrative works
harder for the
advertiser

E1E[E StoryWorks
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1

Heightened engagement where
brand involvement is fu |)’
transparent

v

Part of BBC Worldwide
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Higher levels of rejection when there’s no
brand transparency

ﬁ
Sumptuous Seafood
Ab rage
emotional
response CGEEED G — CO N TR O L
> essssw | GROUP (No
t G G i "
_______________ — e @ | branding, labelling or
‘ advertising)
G
Below average a o4
emotional | |
e e 9 9 ¢ |9 | b
All e sun, all b fun
Happiness Surprise  Puzzlement Fear Sadness Rejection
w

B[B|C]

Base: Sumptuous Seafood control group (n=267) B E Storyxyor ks
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Helghtened engagement and increased
receptlwty when brand involvement is clear

Above averag
oooooooo I
esponse CGENNND G
G
L)
G
—
_______________
‘ GED CGED
GNND G |
Below average
emotional
Happiness Surprise  Puzzlement Fear Sadness Rejection

(B|B|C
.com
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Sumptuous Seafood

TEST Grour

(Full branding,
labelling and
advertising)

g 78
HA VAN
—————
All thee sum, all e fn

sase sumpious setoo st grows 26ty A 123 (@ StOryVVorks
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Helghtened engagement and increased
receptlwty when brand involvement is clear

! Sumptuous Seafood

Above averag |
e(:;c;tlonjl | TEST GROUP
t =_ o j (Full branding,

— N __ labelling and
_______________ u
‘ ::ber | for fun advertising)
Belovtla erage bn easy gOIn - P
e e Y our experts HANAN

Happiness Surprise  Puzzlement

B[B|C]
Base: Sumptuous Seafood test group (n=261) BE.Storyworks
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Transparency is absolutely vital

Happy to read as long as it’s
2 /3 clear which advertiser/brand it
are... is presented by

Happy to read as long as it’s
clearly labelled

B|B[C]
Base: All respondents (n=5,153) E E Storyworks

Part of BBC Worldwide
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2

Properly executed, content-led marketing |
is trusted and persuasive

Part of BBC Worldwide
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People are receptive to

good quality content

54%

complements
editorial content

59% 57% 55%
informative would share interesting

NET AGREE %

BIBIC
.com Base: All respondents (n=5,153) E E StorYﬂgng
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Like core editorial con
content-led

marketing is trusted
and persuasiv

AVERAGE CH
OPINION IN.
STATEMENT

rrrrrrrrrrrrrrrr
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And they are much more trusting of this content
when on premium providers

+30%
@ o
more informative and
aCcurate than on non-premium

news providers
(B|B|C
Base: All respondents (n=5,153) E E Stor)’ﬂg&ﬂ&i
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Receptivity will become almost
universal over time

80% 80% [2=5|79% O

would plays a informative
share complementary and A
content role to editorial interesting

High awareness = greater receptivity

BIBIC]
Base: High f content-led keting (n=521)
ase: High awareness of content-led marketing (n ) E E St()r‘yWor‘I(sE

% Net agree with each statemen Part of BBC Worldwid
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But expectations around transparency
will be even greater

Elght INn ten are...

Happy to read as long as z Happy to see as long as it is the Happy to read as
it's clear which advertiser § s same standard/quality as the long as it’s clearly

brand it is presented by [ provider’s editorial content labelled

*

Read an average of 4.1 pieces of content-led marketing last month

B|BIC] Base: High f content-led marketing (n=521
ase: High awareness of content-led marketing (n ) EE Storyworks

% Net agree with statements et e
e
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3

A powerful emotional impacton
the brands

Part of BBC Worldwide
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)/
»
2/ 3 agrée |

innovative way to reach audiences

EEEEEEEEEEEEEEEEEEEEEEEEE
Base: All respondents (n=5,153



27

“I've learned that people will
forget what you said, people
will forget what you did, but

people will never forget how
you made them feel.”

MAYA ANGELOU
Author, poet & civil rights activist

(BIB|C]
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Content-led marketing shifts entrenched
implicit opinions of brands...

increase in |

% uplift between pre and

BIBIC]
Base: Test groups (n=793) E E Storypaworks

rt of BBC Warldwide
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It also increases positivity of
brands on an explicit level

increase in

It positivity

% UPLIFT BETWEEN PRE AND POST EXPOSURE

B|B|C] Base: Test groups (n=793),
Control groups (n=794) E E StOI’)’WOI"kS
Part of BBC Worldw ide
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enhances brand perceptions

+14%

average

Significant uplift for HIGH QUALITY and DISTINCTIVE

% UPLIFT BETWEEN TEST AND CONTROL

Base: Test groups (n=532), E E St oryworks

Control groups (n=527) OOty
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...and drives brand . .
amplification and consideration

rec tion consideration

% UPLIFT BETWEEN TEST AND CONTROL

B[B|C) Base: Test groups (n=532), E E .
Control groups (n=527) C Storngakds
31 LIVE THE STORY



A

Integrating the brand within the narrative‘
works much harder for the advertiser

Part of BBC Worldwide
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Heightened emotional engagement

B[B|C]

.com

LIVE THE STORY

Above average
emotional response

Below average
emotional response

Happiness

Surprise Puzzlement

Base: Exposed to integrated content (n=528) E E Storyworks

Part of BBC Worldwide



Drives implicit and explicit

brand positivity

IMPLICIT

Integrated

EXPLICIT

ot integrated Integrated

+32% 1 7% +109%

% UPLIFT PRE TO POST EXPOSURE

E d to int ted tent (n=528),
et B | B | C StoryVVorks



And further .
enhances brand image

+10% +33%

+12% +13%

Not integrated

¥ Integrated

Trustworthy High quality Innovative Distinctive

Base: Exposed to integrated content (n=528), E E St oryworks

Exposed to non-integrated content (n=267) OOty
rt ide
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And. call to
action measures

NOT INTEGRATED INTEGRATED

+14% vs. +21%

consideration

¢$

% UPLIFT BETWEEN TEST AND CONTROL

Base: Exposed to integrated content (n=528), E E .
Exposed to non-integrated content (n=267) C Storyworks
re

BBC Worldwide
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The main headlines

Properly executed,
content-led
marketing is

Heightened

engagement
where brand

trusted and
persuasive

involvement is fully
transparent

BIB|C

.com
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Referencing

the brand
within the

narrative works
harder for the
advertiser

E1E[E StoryWorks

Part of BBC Worldwid



Key content-led marketing guidelines

&/ Be transparent and educate your users

/] Match the editorial quality

&/ Be clear what your content is trying to achieve and how
the emotional engagement can support that

(v Integrating the brand within the narrative and supporting with
traditional forms of advertising will work harder for the brand

(& Placing in a premium environment will give your
content credibility and allow it to flourish

ey B [E StoryWorks

.com
Part of BBC Worldwide
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