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You are not able to be seen or heard by the panelists or other participants

Please be respectful of the speakers and of each other when using the
communication features

We will disable the chat function shortly after starting the meeting

Please use the Q&A function to ask any questions and we will do our best to
answer as many as we can

Please use the Polling function when directed to by the Speakers

Please use the auto-franscript function in zoom if you need to

This session will be recorded and upload to the login site following the session,
so don’t worry if you miss anything!
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LAVINEA’S JOURNEY IN MEDIA
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ADRIENNE’S JOURNEY IN MEDIA
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CHLOE’S JOURNEY IN PR

Jennifer Matthew

LOPEZ McCONAUGHEY

A romantic comedy about
love, destiny and other events
you just can’t plan for.
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WHAT WE WILL TALK ABOUT IN THIS SESSION

The everyday consumer is constantly bombarded by
advertising messaging. Today, we're diving into the
dynamic world of mediq, exploring the key
distinctions between Paid, Owned and Earned media
fouchpoints, and uncovering how they collaborate to
create a comprenhensive media strategy.
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POll #1

HOW FAMILIAR ARE YOU WITH THE DIFFERENGES BETWEEN
PAID, OWNED AND EARNED MEDIA?
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S0 WHAT ARE THE
DIFFERENGES?




THE OPENING ACT

Think of Paid Media as the opening act at a
concert. You pay to have atalented 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.
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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.

MECSAATGHI

OPEN HOUSE



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.
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Poll #2

WHICH DO YOU THINK IS THE MOST EFFECTIVE AT BRAND
BUILDING?
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CREATING CAMPAIGN



Integrated
Messaging

Coordinated
Content
Calendar

Measure and
Adjust

WHEN PR AND PAID MEDIA
COLLABORATE, THEY CREATE A
STORYTELLING POWERHOUSE.

Shared Data

Collaboration and Insights

CAMPAIGN
SUCGGESS

Shared Goals Leverage PR
and KPls Coverage

Storytelling
Across
Channels

Influencer
Partnerships



BARBIE MOVIE MARKETING MASTERGLASS

Margot Robbie and Ryan Gosling hit
the boardwalk in WILD pink outfits and
rollerblades while filming new Barbie
movie in Venice Beach

By PAUL CHAVEZ FOR DAILYMAIL.COM
PUBLISHED: 23:26 EDT, 27 June 2022 | UPDATED: 13:43 EDT, 28 June 2022

Share ° @ DL < !gk
FiES © EIEL =S How did Barbie do it? Warner’s head

Margot Robbie and Ryan Gosling rolled up in matching wild pink outfits o Of marketing on Cl'eating : | ‘pink
while filming Barbie on the beach in Los Angeles. movementr

The 31-year-old Australian actress wore a colorful unitard with neon pink s Lois Beckett in Los Angeles
rollerblading with Ryan, 41, in the Venice Beach area.

Greta Gerwig’s smash summer hit took the doll where nobody
Margot sported a visor that matched her top and had her long blonde haii expected it to go, and banked hundreds of millions in return
high ponytail. -
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0 Barbie's $356m opening weekend was an unqualified success. Photograph: Pictorial Press
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IS GHANGING

MEDIA LANDSCAPE
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ON AVERAGE,
INTERNET USERS =
WORLDWIDE SPENT
399.5 MINUTES EVERY
DAY ONLINE IN 2022.
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ADVERTISING SPEND BY CHANNEL
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ALMOST ALL MEDIA TOUGHPOINTS ARE GONNEGTED
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news penetration

on social media o
those aged 18-24

Half of adults

now get their news
from social media
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TikTok and Reddit are

the fastest growing

social sources of news

Of tha social platforms, Facetboak
continues o lead as the key channel for
news consumption. Howaevar, as ovarcall
usars of the platform dacling in rumbear,
fewer adults are using Facebock as a
source of news in 2021, droppeng 5% anthe
Dravious yoor.
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HOW DO WE FIND THE RIGHT
AUDIENGES?
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WE'VE COME A LONG WAY

Havg yc 1 EVear C“Ckéd ,.—"""’v 'ﬂ“

your mouse right HERE? — Wil

AT&T on HotWired.com, 1994
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OVER THE COURSE OF ONE

YEAR, GOOGLE COLLECTS
mmm  ENOUGH PERSONAL DATA
EEm  FROM ITS USERS TO

EQUAL 569,555 SHEETS
OF PAPER
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THE POWER OF BiG DATA

—— o PURCHASE CONTENT
HABITS VIEWED
How Target Figured Out A @
Teen Girl Was Pregnant Before ah
Her Father Did ID: 123456789
LOCATION DEVIGES
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Poll #4

WHAT IS MORE IMPORTANT TO YOU: PERSONALIZED ADS OR
KEEPING YOUR DATA PRIVATE?
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WE BELIEVE WE ARE
_~BONVERSATIONS

SPEGIALISTS IN THE
HAVE THE P()WER '|' ART OF GONVERSATION

2 | 8 ' .. We blend creative simplicity, fechnology of change and
! ANGE E l B, the heart of culture to help brands be seen, shared and
'i . N talked about.
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Make your
conversations
matter

WE “ NGOVER THE Now LONG LIVE EARNED CONVERSATIONS.

We help our clients stay at the forefront of culture by
regularly working with audience and channel specialists to
understand where and how conversations are taking place.

DISCORD:

THE COMMUNITY
CONVERSATION /
REVOLUTION? I P




WE ARE CONVERSATION-FIRST

We combine human insight and experience with
data from tools and services to better understand
the conversations that matter - and place brands
at the heart of them.

WHAT WHO

|dentifying and analysing the Hyper-targeting
conversations that matter to influential voices that are
the task leading conversation
WHERE WHEN
} }
Finding the channels and Picking the moments the
platforms where conversations audience is talking
take place about our topic
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THE ART OF CONVERSATION

Delivered through:

UK CONSUMER PR
GLOBAL PR
B2B & BUSINESS

REPUTATION MANAGEMENT & CRISIS GOMMS




CONVERSATION SETS & FOLLOWS THE AGENDA
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Poll #4

HOW OFTEN DO YOU START A CONVERSATION BASED ON
SOMETHING YOU HAVE SEEN ONLINE?
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MEASURING

CAMPAIGN SUCCESS
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PAID MEDIA REPORTING
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AND CREATE CONVERSATIONS
WITH IMPACT

As part of our strategy development and objective setting, we
establish benchmarks for the brand and their category.

Working from these means that measurement is ongoing

rather than retrospective, and enables us to constantly test,
measure and optimise our work.

Fewer reports. More insights.
Fewer surprises. More effective conversations.

AGTIVATIONS OUTPUT

HOW DID WE PERFORM?

Understand how assets perform against benchmark o
fuel creative testing and optimise investment.

Short-term KPIs of direct media, social and search performance (unique
reach, engagement, views, clicks,).

AUDIENGE OUT-TAKE

HOW DID AUDIENGES REACT?

Tracking change by understanding what
audiences think, feel and do.

Mid-term KPIs of salience and sequential actions following campaign
exposure (mentions, associations, search intention).

BUSINESS OUTCOME

HOW DID THE BUSINESS BENEFIT?

Creating accountability for comms by understanding
the confribution to revenue and equity.

Long-term KPIs of SOC (media, search and social) against SOM and
revenue. Close collaboration with agency partners for clear attribution.
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PAID MEDIA

LIVE Shopping Shoppable Video Store

Following For You

, Sakura Cosmetics >

Message
5.0

Products Reviews Categories

Recommended Best sellers New releases

Sakura solid lipstick 70...
$20.00 $24.00
6 New customer dea
2| Merina & 2063
17;; + Do you ship to Ohio ?

Ailina

Sakura matte rose red i ...
"That sound is so nice!

W Miles Morales § joined via shak ) BB shop - Sakura matte rose lip gloss

Pink liquid eyeliner : @Sakura_cosmetics @
- L

$12.00

Makeup sponge droplet ... Pink liquid eyeliner

MECSAATGHI

OPEN HOUSE






KEY TAKEAWAYS
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PERSONALISATION

Audiences respond to well-
failored ads that speak to their
needs and preferences




" '\\V( ‘
& USE ALL YOUR TOOLS

There aren’t just 10 targeting options
anymore — with thousands of datao
points, build audiences that use all

the data you have access to
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OPTIMISE, OPTIMISE,
OPTIMISE

Profiles are constantly changing -
media buying needs to adapt in real
fime to the ever-changing audiences

and learnings

b




" DISCOVER UNTAPPED
" MEDIA OPPORTUNITIES

Digital now goes beyond just online
display channels — OOH, Audio, TV can all
be accessed through digital mechanisms

Data will also tell you where your ads can
go and who you should be speaking fo
that might completely change your

campaign approach




EARNED
CONVERSATIONS CAN
START ANYWHERE

'l

.J A LD L R
I

Earned media spans across
multiple platforms and is no longer
just about coverage In
newspapers.




SIMPLE, SHAREABLE,
MEMORABLE

Don’t overcomplicate your story,
the best conversations are simple,
shareable and 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.
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YOU COULD PROBABLY PASS BOTH ON
TO YOUR FUTURE CHILDREN.

Time to get

Madeleine Hughes

Nice way of describing the longevity of the product and the benefit. Don’t need the word future (or probably). M&GSAATGHI
OPEN HOUSE



&

@ Lives in London

@ less than a kilometre away

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

MECSAATGHI

OPEN HOUSE



Refillable,

natural deodorant

Marina Koemtzopoulou
Using Mr Fussy could be a neat idea.
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WE DON'T THINK
DEODORANTS SHOULD
RUIN THE PLANEL.

CALL US [FUSSY.

Harry Salmons
Nice line.
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Ellen Jackson
Quite a funny way of getting across all the benefits.

MECSAATGHI

OPEN HOUSE



Help the planet
without breaking
a sweat

Daisy Dean

Nice writing. M&GSAATGHI
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Choose which to refill

Smell good

Do good
Feel good

Clare Reeves
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Smart, simple and tied to the product benef



for you.
for earth.

Merryn Haller
Simple visual device. We saw two versions of this.
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WEEK 6: MEDIA & PR TASK

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.
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WHAT'S NEXT?

GLOBAL & SOCIAL ISSUES

How we harness the power of communications to tackle the world’s

most challenging problems and help make it a healthier, safer and
more equitable place in partnership with governments, foundations
and non-profits.

Katie Gilbert, Managing Director, & Maya Rampal, Strategist, M&C
Saatchi World Services
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