
WELCOME TO WEEK 6
Media Performance & PR



hello



House rules



LAVINEA’S JOURNEY IN MEDIA

Materials Science & 
Engineering



Adrienne’s JOURNEY IN MEDIA

Media studies
art history

Grey SF
True North Inc.

Yango media
Carat Australia

Southeast Asia 
Travel

M&C Saatchi 
Performance



Chloe’s Journey in PR

Event Management WORK EXPERIENCE Agency EXPERIENCE



WHAT WE WILL TALK ABOUT IN THIS SESSION



Poll #1

HOw familiar are you with the differences between 
Paid, Owned and earned media?



So what are the 
differences?



The opening Act

Think of Paid Media as the opening act at a 

concert. You pay to have a talented performer 

entertain the audience with a captivating show. It's 

a deliberate investment to grab attention and set 

the stage for what's to come.



The Main Event Venue

Owned Media represents the main event venue. It's 

your stage, where you have complete control over 

the production. You decide the setlist (content), the 

atmosphere, and how you interact with the 

audience. It's where your core fans gather to 

experience your brand in-depth.



The Roaring Applause
As the opening act (Paid Media) captivates the 

audience and piques their interest, their applause 

and cheers (Earned Media) become the real 

indicator of success. The crowd's enthusiasm 

spreads the word, creating a buzz about the main 

event (Owned Media). Earned Media is the genuine, 

spontaneous appreciation that fans share with 

their friends and on social media, amplifying the 

concert's impact.



Poll #2

Which do you think is the most effective at brand 
building?



Creating campaign 
synergy



Campaign 
success

Integrated 
Messaging

Coordinated 
Content 

Calendar

Shared Data 
and Insights

Leverage PR 
Coverage

Influencer 
Partnerships

Storytelling 
Across 

Channels

Shared Goals 
and KPIs

Collaboration

Measure and 
Adjust

When PR and paid media 
collaborate, they create a 
storytelling powerhouse.



Barbie movie marketing masterclass
paid earnedowned



Media landscape 
is changing



On average, 
internet users 

worldwide spent 
399.5 minutes every 
day online in 2022.



Advertising Spend by Channel
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Almost all media touchpoints are connected
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How do we find the right 
audiences?



We’ve come a long way

AT&T on HotWired.com, 1994

SITE demo DEVICE TIME/DAY



Over the course of one 
year, Google collects 
enough personal data 

from its users to 
equal 569,555 sheets 

of paper



Facebook can 
classify roughly 
52,000 traits of 
each of its users



The power of big data

Purchase 
habits

content 
viewed

Geo-
location

smart 
devices

ID: 123456789



Poll #3

What is more important to you: Personalized Ads or 
Keeping Your Data Private? 



the Art of 
conversation



change The world
Have the power to

conversations
We believe we are

Specialists In the
art of conversation



WE UNCOVER THE NOW
& NEXT OF CONVERSATION



WE ARE CONVERSATION-FIRST

WHAT WHO

WHERE WHEN



THE ART OF CONVERSATION

UK CONSUMER PR

GLOBAL PR

B2B & business

REPUTATION MANAGEMENT & crisis comms

SOCIAL

INFLUENCER

EXPERIENTIAL



CONVERSATION SETs & FOLLOWs THE AGENDA



JOIN



change



START



CONVERSATIONS help people understand
THE IMPACT OF E-WASTE



Poll #4

How often do you start a conversation based on 
something you have seen online?



Measuring 
campaign success



Paid Media Reporting

▪ Reach
▪ Frequency
▪ Cost-per thousand impression (CPM)
▪ Click-through rate (Ctr)
▪ Cost-per click (CPC)
▪ Cost-per acquisition (CPA)
▪ Return on investment (ROI)
▪ Return on Ad Spend (ROAS)
▪ Lifetime Value (LTV)
▪ incrementality



and create conversations
With impact.

Activations OUTPUT
How did we perform?

Audience out-take

How did audiences react?

Business outcome
How did the business benefit?



the Future of 
advertising

Talk

Brand and Reputation 

Management

Or to be replaced by any 

preferred slides!



Paid Media





Key Takeaways



Personalisation



Use all your tools



Optimise, Optimise, 
Optimise



Discover untapped 
media opportunities



Earned 
conversations can 

start anywhere



Simple, Shareable, 
memorable



CREATIVE TASK RESULTS

Thank you to everyone who submitted an idea – over 270 of you.

There were so many good ones, here are just a few that Matt Lee 
and the team picked out to share. 



Madeleine Hughes
Nice way of describing the longevity of the product and the benefit. Don’t need the word future (or probably).



Carl Awity
It still needs work. But the thinking isn’t bad. List of things deodorant looking for because they’re fussy. 



Marina Koemtzopoulou
Using Mr Fussy could be a neat idea.



Harry Salmons
Nice line.



Ellen Jackson
Quite a funny way of getting across all the benefits.



Daisy Dean
Nice writing.



Clare Reeves
Smart, simple and tied to the product benefit.



Merryn Haller
Simple visual device. We saw two versions of this.



What conversation would you create to get people to talk 
about FUSSY and on what channels?

Optional. Submit via the Open House site by Weds 18 Oct.

Week 6: MEDIA & PR Task



WHAT’S NEXT?
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