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https://docs.google.com/file/d/1uVYOjzAFSyh32cELH52Wo5YLB05zp5b9/preview



https://docs.google.com/file/d/1Tjsx6G-bfJC6d8qGR_5eMS1B5n6L9Jjg/preview



https://docs.google.com/file/d/14pKStkHYobC55vcj6rC0BdNkvsZ_xQLx/preview
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& https://www.skitaos.com
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Dests  Groups &Weddings  RealEstate  Taos Air

SKI & RIDE TICKETS & PASSES THINGS TO DO LODGING DISCOVER TAOS

better, we're letting our values guide us.
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Thé search was for endless
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@ lululemon

6 lululemonto
Torento

YOUR
TRAINING ®
STARTS

NOW

LET'S' DO THIS

TOR @ 10K

QY W
945 likes

lululemonto Mark your calendars—your 10k training
begins April 22

We've come up with a simple, balanced and
rewarding 8-week training plan, perfectly timed to hit
your prime on June 16, And it gets better. We have
launched the ultimate Toronto @strava run club to
compliment your |ra|nmg Joumey This club is the hub
for all things # r k (including the training
plan). Plus—it connects yon with local run events and
other runners in the community. Want in? Join the
club via the link in bio.
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Welcome

What we'll
look at today

01

What's changed?

02

How we address the
changes

03

The importance of
content distribution

04

Q&A



Content Marketing

What's changed?







The privacy, accuracy, and ethics of
nearly every social network was
called into question in 2018
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| am unlikely to become
emotionally attached
to a brand unless we
are interacting and
communicating via
social media



Social Media at the Heart of
Today’'s Consumer Relationship

Percent who say the following are among the best and most effective
ways for brands to be using social media to reach people like them

Deliver customer service — 60”

Introduce new products [IIIEEEEEEEEGEE_— 517
Advertise their products [IIIIEIEGEGGGEG—_—_—N 457

Give people the opportunity to I /4 4%

interact with a brand directly

Communicate their purpose and values — 43%
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What a brand says
in its advertising
and marketing
materials

59"

What a brand says in
direct communications
with you over email,
Instant messaging or in
response to a comment
you posted
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Deploy Credible Expert and Peer Voices

Percent who rate each spokesperson as very/extremely credible for information about a brand
Experts, peers statistically
tied in credibility
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Source: Edelman 2018 Trust Barometer Special Report: Brands and Social Media.
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Generation Z
quitting social
media permanently

35%

saying there's
too much
negativity

29”%

stating that it
“tears apart their
self-esteem”




Social well-being

Y -

Time to take a break?

You've been watching for 5 minutes. Adjust or turn off this
reminder in Settings.

%

< Screen Time

Elizabeth's iPhone

SCREEN TIME

2h45m

- Hl-iilii-u i} g-

Social Networking
1h13m 50m 18m

Longest Session

After Bedtime Use

LIMITS

@ Instagram




What's Changed?

70”

More than 70%
of digital users
access the
internet across
multiple devices

Multi Screen Content
Penetration by Age

AN\

67* 78”% 80" 62”
18-24 25-49 25-49 50+
(Men) (Women)



What's Changed?

Growth in audio
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Put strategy first.
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Content Pillars / Topics



Establish
Editorial Process
& Workflow

v

L

Content Hub
& Channel

Distribution
Plan

v

o
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Measurement &
Optimization



Put strategy first.
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Put strategy first.
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Put strategy first.

@ Evernote

Tip of the Month

One more way Evernote can simplify your life.

Top Articles

Evernote for Small

"] NEWS & STORIES Business

Looking ahead: Evernote’s
priorities for 2019 E Voot aubergtion

vernote subscription

Sixty days in, Evernote’s new CEO, lan Small, reviews the state of the
company and outlines a path for the year ahead. His goal? Delivering on our
core promise of making it easier for you to focus on what matters.



Content Strategy

PERMISSION

New
Consumers

Existing
Consumers

Communication
Continuum

TRUST
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Collaborative

Put strategy first.
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Personalization

NIRED

DONE



Personalization

StumbleUpon



Personalization

Home TVShows Movies Recently Added My List Q «kps ow g M.

Because you watched The Ranch

THROW TEA OVER COMPUTER

1
1
1

© Netflix \ )
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Move beyond your product
N\ o~ S\

MON

“g HADLEIGH WATER TO
LOXWOOD HEAD

00T  603am

t8G&e -

Distance Elevation Avg. Pa
83.9KM 1,345M 26.5KPH

LONDON CHAPTER

L6868

UPCOMING RIDES

MON

ﬂ HADLEIGH WATER TO
LOXWOOD HEAD

06T Greenhill Road, Hadleigh




Personalization

Here are some tips:

Be a partner, Create Move beyond
not a vendor interactive your product

content and add value






Belief is the new benefit



What is a belief?



Belief'is the new benefit
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Welcome Wellness
to Toothpaste




Originality of thought will win



Lauren Chanel Allen @
w. @MichelleHux
what's an adult problem nobody
prepared you for?

[ Keep Blackness Black.
@Mayhemmyles

Fruit and vegetables expire faster

when you're the one paying for them.

WHOLESOME 3 CULTURE

Originality of thought

wholesomeculture « Follow
New York, New York

wholesomeculture Who can relate? &

#healthy #vegetarian#plantbased #organic
#veganfoodshare #whatveganseat #food
itfitness #foodporn #veganfood #eatclean
#glutenfree #cleaneating #health #love
#crueltyfree #raw #healthyfood #breakfast
#govegan #instafood #foodie #fitfam
#horse #love #smoothie #coconut
#fruitbowl #fruit

Load more comments

kiaragallagher @noconatucker

@elizawalden @kvrabromfield 225

oQd W

16,531 likes

JANUARY 14

Add a comment...

Vie watching the Starbucks empioyee
0 make sure she uses Almond Milk

My only regret
about going
vegan is not

doing it sooner.




Strike a chord



Strike a chord

wholesomeculture « Following
New York, New York

wholesomeculture Wishing the world
could see this powerful story @ See the
joy on a cow's face during its first taste of
freedom, running in the grass.

Wishing all animals could have za friend like
Lincoln. This story gets to the heart of why
we are vegan. It shows there is no
difference between a dog and a cow - they
can be part of the same family.... and even
live the same life, if given the chance. V
@totes.the.goat

thealthv ffuenetarianiinlanthaced #nrnanic

oQd A
48,523 views

4 DAYS AG

Add a comment...
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Content Strategy

PERMISSION

New
Consumers

Existing
Consumers

Communication
Continuum

TRUST



Content Distribution

LOYALTY
TRIAL

VALUE

ENGAGEMENT

PERMISSION

INTEREST

TRUST



Content Distribution

PERMISSION

Goals

ENGAGEMENT
INTEREST
Information
sharing and
interaction
Quality traffic

TRIAL
VALUE
Visitation/
purchase
Efficiency

LOYALTY

In-market
tags, reviews,
testimonials,

repeat
purchase

TRUST



Content Distribution

PERMISSION

Measurements
ENGAGEMENT
INTEREST .
Likes,
comments,
shares,
People spendir increase in
time with time spent on
your content, site, video
increase in Views

pages viewed

LOYALTY
TRIAL
VALUE = # of tags/
< roduct
Site search, P Sqes .
decrease in . Pag i
customer |
service i
requests i
_ !l Conversion: !
Micro-conversion: . Efficiency Conversion:
Repeated i1 gndimprove ! product |
engagement with ! customer ! ourchase
yourcontent 11 oyperience ! :
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How do you
build trust?

To recap:

How do you
adapt to the
always-on
culture of your
consumers?

©

What's your
strategy?

How do
you get
personal?

{5

32

How is your
distribution?
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