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Attendees at the NYC Branded Content Innovation Mission. 

Introduction 
By Julia Campbell • The Branded Content Project 

 

Why did we plan a hyper focused branded content 

innovation mission? 

Because it combines what publishers and local newsrooms 

do best, storytelling and helping businesses grow. These two 

things will help our communities, help our advertisers, and help our media 

business models succeed. 

Branded content can help our audiences understand WHY someone is in 

business, HOW those businesses solve problems and WHEN and WHERE they 

can provide solutions. In this era of advertising interruption, branded content 

doesn’t have to distract from the action but instead will serve its place as 

important and relevant information. 

So the big question has become: How significant can this revenue stream 

become for media organizations? To find out, we embarked on 9 innovative 

missions to learn from the most innovative minds in the branded content 

industry. 
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About The Branded Content Project 
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Mission Possible: the 9 missions we chose to accept 

What did we discover? 

We uncovered three main themes throughout all our visits: 

 

1. Opportunity is growing for branded content 

2. Evaluating your team structure is crucial 

3. Examine content outside your core 

 

Let’s get started! 
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Discovery #1   
Opportunity is growing … quickly 

A consistent theme we heard in meeting after meeting during our visits in 

New York City is that there is growing opportunity and revenue potential with 

branded content. That message was clear at IAB when they shared a few 

numbers with us.  

 

● Native Advertising makes up 63% of display ad spend 

● $44B will be spent on native advertising in 2019. That’s up $8.66B from 

2018 

● 70% of consumers want to learn about products through content than 

through traditional ads 

● People view native ads 54% more than banner ads 

● Native ads are viewed for the same amount of time as editorial content 
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Julian Soler shares best practices on definitions and disclosures from IAB 
 

And it wasn’t just IAB that sees content marketing as a big opportunity for 

media organizations. Vox Media, Digiday’s 2019 content studio of the year, 

sees on average a 30% increase in brand resonance after engaging with Vox 

content and an average of 4:00 engagement on their Explainers. Vox realizes 

there is a huge amount of opportunity for client success with their unique 

brands like their Explainer Studio, Eater and Curbed. 
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Wavemaker tells the story of branded content opportunity by first 

showing the negative landscape of traditional digital advertising. They then 

transitioned to the opportunity for publishers and advertisers by engaging 

audiences in different ways.   
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However, the conversation didn’t remain focused on the inefficiencies and 

troubles with traditional digital media advertising and consumer behavior. 

 

 
 

The conversation quickly turned to the solutions that Wavemaker 

provides for its clients and how local media can follow their advice. The team at 

Wavemaker recommends that activating beyond ads is the only way to 
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connect throughout the consumer journey. It is time to go where traditional 

ads can’t. 

 
 

Noah Mallin, head of content and experience at Wavemaker, explained 

that they “meet with consumers at their pace — ‘slow connections' with 

immersive storytelling, 'fast connections' with experiences that give quick 

ideas, answers in short form.” Mallin stressed that “ads alone can’t be the only 

way we make connections with the audience.” 

 

 
Noah Mallin mixes Wavemaker’s strategy with humor and a dose of reality 
Mallin believes that this is the future of media and in order to take “a brand 

from awareness to affinity, I don’t think you can do that programmatically.”  
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Social opportunity 

 
Apryl Pilolli give mission attendees a crash course in branded social strategy 
 

The opportunity in front of all local media publishers was again proven 

when looking at social media campaigns. Apryl Pilolli, head of innovation at 

Social News Desk, explained to our group that a social post performs between 

25% and 55% better when posted by a publisher than posted directly by the 

brand. 
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And we’re again seeing data that proves that brand affinity and recall are 

higher with branded content than with pre-roll advertising. 

 

 
 

Jason Whitney, director of sales, and Ian Ettinger, pre-sales product 

consultant for Tubular Labs, shared even more proof of growing opportunity 

with branded content video. According to their data, social video is a major 

distribution platform for branded content with many publishers seeing 

estimated prices for branded content at $0.10 cost per view. 
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There are also new opportunities to reach new categories of advertisers 

with branded content. After reviewing the top advertisers listed from an 

LMA/LMC white paper produced from findings from applicants of the Branded 

Content Project, Tubular dug into their data. 

 

 
 

Tubular cross referenced the LMA/LMC application survey categories 

with their own video data to find new categories of opportunity and highlight 

those that are in line with the LMA/LMC top categories of business. 
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With pink showing categories we see as opportunity and gray showing 

businesses outside our typical categories, we can start to see new avenues and 

areas to focus on for branded content video.  

 

 
Lunch and learn - monetizing social video with Tubular Labs 
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Our attendees also saw massive opportunity growing with branded 

content. Amber Aldrich, senior advertising director for The Seattle Times, 

noted “Brands are investing more in content vs. traditional display advertising, 

and we need to get out in front of the trend. Branded content performs better, 

shows brand authenticity, and is accepted better by readers. The opportunity 

is tremendous for local media to position ourselves as local experts and 

storytellers, and to guide brands on how to best connect with local audiences.“ 
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Facebook and Crowdtangle 

 

 
We also spent time talking branded content with the New York City and 

Austin, TX teams at Facebook. We dove into their new Quick-Start Guide to 

Branded Content and explored opportunities available to them - for free! - by 

utilizing a tool already embedded in their newsrooms: CrowdTangle. By using 

the branded content filters inside CrowdTangle, a sales executive can see what 

other campaigns are being sold in their market, what advertisers are buying, 

identify trends, discover best practices and generate reports through email, or 

even slack, of successful campaigns. 

Many of our attendees agreed that a big action item when they returned 

home was to gain access to their organization's CrowdTangle accounts and get 

that data in front of their sales teams. 
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Discovery #2   
Who’s on your team and where do they sit? 

The second theme we heard throughout the meetings was the importance 

of team structure and the place that creative teams should be taking during the 

sales process. We heard from multiple teams that it is crucial that someone 

from the creative side gets a seat at the table when meeting with clients. Their 

perspective, creativity and focus on implementation, needs to be brought in 

early to conversations to help clients realize the possibilities and ensure that 

what gets sold will be effective and successful. 

  

 

Vox Media’s In Real Life Strategy 
 

Alexandra Hartz, senior account director, enterprise and Sara Reinis, 

associate director of creative strategy at Vox Media explained to the group 

how Vox segments their teams around their content verticals and filters them 

into two groups:  

 

● Enterprise: Major Accounts 

● Growth: New Business 
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They also have an interesting and effective strategy for their editorial 

partnerships. Branded content is released in tandem with an editorial package. 

They ask themselves “What’s the dream stuff editorial would like to do but 

doesn’t have the budget for?” and then create plans to help editorial obtain 

those goals. They designate a sales liaison with their editorial teams and they 

have created a guide on how to work with editorial. Another success story and 

suggestion for our group is to provide documentation of what concepts are 

available via an editorial calendar. This helps sales and editorial see potential 

campaigns that could support the editorial goals. 
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Vox Media’s Value Proposition Slide 
 

 

 

At the New York Times T Brand Studio,  Adam Aston – vice president / 

executive director, editorial for T Brand Studio at The New York Times, 
reported that a creative strategist attends all sales calls with account 

executives. This helps them determine the best plan for their advertisers and 

allows them to consider all their channels, from email, to print, to podcasting, 

to apps and even to TV, while keeping the storytelling process and strategy as 

the core of the campaign. 
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View from above - The New York Times 
 

Wavemaker has created a structure to avoid, as Mallin referred to it, “RFP 

Roulette.” Instead of meeting initially with a client, then sending out RFPs to 

creative studios hoping they develop the perfect pitch with very little 

information to work with, Wavemaker pushes creative concepts 70-80% of the 

way BEFORE bringing in the creative houses, thus ensuring the client will have 

better creative options to choose from.  
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Our attendees were intrigued by the team structures and efforts to break 

down the old “church and state” walls between the newsrooms and sales. 

Paul Turkavage, national digital sales strategist for Philadelphia Inquirer, 

shared two top takeaways that focused on working with both sides of the local 

media aisle. 

“Successful Branded Content Campaigns need to be long term strategic 

partnerships involving multiple internal stakeholders from publishers. Sales, 

strategy, and creative need to work together to articulate a vision to the client. 

The foundation of a long term partnership is built on trust. If a client trusts a 

publisher they will be open to a creative strategy that works best for them and 

not what they think works best for them.”  

Turkavage also said, “There is a need for a liaison between editorial and 

business side. This can be a cross-department team similar to what Vox uses 

where there is not a singular job duty, but acting as a conduit between the two 

departments that allows revenue opportunities based off of editorial initiatives 

without sacrificing the well known separation between church and state.” 

Discovery #3   
Building content outside your core  

The Dallas Morning News — FWD DFW 

Another theme we heard multiple times during our visits, was the 

importance of building content outside of your traditional news, weather and 

sports brands. From our first visit, through our last we heard about the success 

of content verticals and revenue opportunities in softer or non news content.  

We kicked off the innovation mission with one of the alpha partners from 

the Branded Content Project, Rachel Watkins, senior marketing manager for 

Belo Media Group / The Dallas Morning News and their cause marketing 

platform, FWD DFW.  
FWD>DFW is a forum for connection to critical issues impacting the 

Dallas-Fort Worth area (DFW) — and how people and businesses can make a 

difference. At its core, it is a cause-marketing platform of The Dallas Morning 

News used to share the impact and stories of other companies’ 

cause-marketing initiatives. 
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Watkins explains that “Together with The Dallas Morning News, 
FWD>DFW sparks awareness, conversation, and measurable improvement in 

the equitable education, health and wellness of the community, and reaches 

more than 1.6 million people every week. This platform uses the power of The 

Dallas Morning News to make a difference with the best tools they have: 

storytelling, audience and relationships.” 

 

 
 

 
 
FWD>DFW provides a customized, multi-year cause-related marketing 

(CRM) campaign for leading brands to leverage their corporate social 

responsibility (CSR) platforms across DFW through the power of The Dallas 

Morning News, dallasnews.com and the greater digital marketplace. 
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They are focused on three key pillars — Education, Health, and Wellness — 

which impact economic advancement to make the community stronger. 

“Custom stories, innovative messaging, and strategic targeting all can 

amplify CSR initiatives while generating a significant halo effect and driving 

competitive advantage, brand awareness, consumer acquisition and loyalty, 

and targeted business results,” Watkins said. 

Full report on The Dallas Morning News and FWD>DFW 

Graham Media Group — Taking Off 

Another one of the alpha partners from the branded content project, Mike 

Katona, director of digital operations from Graham Media Group, presented 

their new travel initiative called Taking Off.  Taking Off is a campaign that 

features regional destinations as well as content categories determined by the 

company’s data-driven approach to high-value sponsored content. The 

elements in production will be a combination of video features for digital, 

social and OTT, as well as creative writing of branded content articles. 

Graham‘s testing plan centers around data. Team members are tracking 
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programmatic advertising targeted on categories of content created for the 

Taking Off site, and other categories determined by data insights. 

 

 

 

Comparing content category data from Trove, their internal content 

categorization tool, and impressions, reach, and engagement from Google 

Analytics and Google Ad Manager, Social News Desk, and Tubular Labs, they 

determined how to best place, distribute and target content and sponsored 

advertising. 

Using data, Graham Media Group recognized a significant opportunity in 

creating more travel content for their users. Graham was garnering the highest 

eCPM (effective cost per thousand impressions) for travel content, yet they 

were producing the least amount compared to their cohorts. 

The team from Graham created a comprehensive branded content travel 

franchise at their Detroit station, WDIV-TV and ClickonDetroit.com. The new 

franchise focuses on engaging travel content and branded content 

opportunities for their advertisers. TAKING OFF highlights valuable content 

that captures the joy of travel with ease and curiosity. New travel content is 

featured both online and on-air in their lifestyle program, Live in the D. 

 

What were the results? Graham saw a programmatic eCPM increase of 

more than 65%. 
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Graham also created significant new business revenue for Taking Off, 

bringing in four new advertisers to the Detroit station. 
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Full report on Graham Media Group and Taking Off 

 

Tubular Labs was able to help Graham determine that travel was a content 

category showing great opportunity. And with their new view on content 

performance, Graham is planning on building new franchises like Taking Off, in 

other high performing content areas. 

 

Tubular also explained to the group about the importance of producing 

content in the “white space”. White space is defined by the Tubular team as 

areas where there isn't much content, but the content that is available sees 

significantly higher than average performance. Tubular showed us where 

content opportunities lie within that white space and helps publishers quantify 

the opportunity for content ideas.  
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Tubular gave us some advice on selling digital sponsorships and branded 

content and discovering the best content to create in order to monetize. 
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Of course, the best example of creating content where audiences and 

advertisers go may be with the Vox family of brands and studios. 

 

And the reason they have become a content and marketing powerhouse 

can be summed up in this slide:
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Once you have built that amazing content, don’t forget about 

opportunities to distribute, reuse and redeliver in different ways. Wavemaker 

takes the original asset and finds new ways to use them for any and every 

platform or outlet. 
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Quotes from the hosts 
We talked with the branded content experts and hosts of our innovation mission 

and asked them a few questions about trends they are seeing, why branded content 
should be a part of future business models, and areas of focus to consider. Here are a 
few responses from our mission’s industry leaders. 

Trends 

“The space is evolving on multiple fronts at once. In strategy, our brand 

partners are expecting to see increasingly sophisticated, omnichannel 

proposals from us. Executions may still be centered around branded content at 

nytimes.com, but they’re often extended into live activations, out of home, and 

for longer flight durations. In format, the buzz is growing around branded audio 

content, mainly podcasts but also interactive voice skills. And in targeting and 

promotion, our first-party data capabilities are becoming more important, as 

we’ve become more subscriber-first, and more privacy-conscious in the wake 

of GDPR.”  – Adam Aston – vice president / executive director, editorial for T 

Brand Studio at The New York Times  

 

“The biggest trends are around creating branded content that can be 

distributed in many different places and is built from the outset to be featured 

in social, digital, on-demand and streaming video, and even places like airplane 

seat backs. We are also seeing a desire to be able to better understand the 

impact of branded content on audiences through measurement and even 

sequential messaging.” – Noah Mallin, Wavemaker’s head of content and 

experience 

 

“There is a lot of buzz about influencers — micro-influencers, 

nano-influencers, etc. Media organizations need to remember they are also 

influencers, and they need to position their brands as such. The same piece of 

content marketing distributed in partnership with a TV station or newspaper 

versus just from the brand itself will from perform two to four times better 

with the influence of the media company.” –  Apryl Pilolli, Social News Desk’s 

head of innovation 
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“Content for the sake of content isn’t enough. Advertisers, especially those 

working on branded content for the first time, really want to know the why. 

Insight-driven strategy should be behind all branded content campaigns you 

pitch—whether that’s surfacing cultural trends, performance metrics from 

your site, or finding unique audience overlaps.” – Alexandra Hartz, senior 

account director, enterprise at Vox and Sara Reinis, associate director of 

creative strategy at Vox 

“Brands are leveraging branded stories to establish and cement a positive 

social position. With millennials increasingly turning to products that align with 

their own beliefs, branded content is the most effective channel to express a 

brand’s values.” – Zoe Soon, vice president, mobile center of excellence, for IAB 

“The platforms want media companies to put out entire slates of video 

programming that look a lot like television programming. When we look at our 

video performance data, we can see that longer videos are getting significantly 

more viewership on average, even on Instagram. So, when you go to figure out 

your content strategy, don’t think that crazy cat videos are going to move the 

needle for you. Focus on the story arch, the on-air talent, and other factors that 

make great TV.” – Jason Whitney, director of sales, Tubular Labs 

Future business models 

“The strength of local news sites is in their content and ability to tell 

stories, and branded content allows us to put that strength at the forefront and 

better gain control of the monetization in ways that have been lost on the 

internet.” – Mike Katona, Graham Media Group’s director of digital operations 

“When a brand’s messaging is based on things that really matter, 

consumers engage differently and even volunteer their attention. It’s a move 

from ad interruption to ad attraction.” – Rachel Watkins, senior marketing 

manager, Belo Media Group and The Dallas Morning News 

“For the print and broadcast folks out there, branded content can be a key 

product for solving demographic gaps in your ads offering. I’m 30 and I don’t 

watch the 5 o’clock news. I never will. I have a Sunday-only delivery of the NY 

Times print edition and it piles up next to my cat’s litterbox. For contrast, I just 
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checked my iPhone and I spend about 90 minutes every day on social 

networking apps. Building audiences on major apps and selling branded 

content against those audiences is the most straightforward way to create 

advertising products for targeting working-age consumers.” –  Jason Whitney, 

director of sales, Tubular Labs 

“If you are a media company, storytelling is the very heart of what you do 

well. You get what it takes to engage an audience. What we know is that ads 

alone are having a harder time impacting and even reaching audiences, and 

that this gap increases as we go further down the audience age bracket. For 

brands to reach an audience effectively they must include a strategy that goes 

beyond ads and embraces compelling narratives that people will choose to see 

and not skip. Media companies are uniquely positioned to help create this and 

distribute it efficiently.” – Noah Mallin, Wavemaker’s head of content and 

experience 

“Consumers are increasingly demanding that advertising be personalized, 

relevant and authentic. Branded content supports meeting those objectives by 

delivering content to consumers that is beneficial to them and that they find 

value in. This leads to increases in brand affinity, trust and recall. Branded 

content is also more effective than traditional display advertising. Branded 

content video, moreover, outperforms pre-roll in nearly every category.”  – Zoe 

Soon, vice president, mobile center of excellence, for IAB 

“Consumers have grown uncomfortable with their advertising experiences 

due to intrusive formats and privacy-invading practices. That is why we see an 

increase in people using ad blockers. However, they are much more accepting 

of branded content formats that educate and don’t just sell products. This is 

why media companies need to invest in creating quality branded content.” – 

Apryl Pilolli, Social News Desk’s head of innovation 

“When done right, branded content can be an effective tool for marketers 

looking to grow an engaged audience, shift perceptions, or generate awareness 

for a new product or service. Based on brand study results, we’ve found that 

memorable branded content can sometimes achieve better results than 

standard display advertising as it can capture attention in different ways and 

bring an advertiser closer to an editorial voice, building trust with the 
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audience.”  – Alexandra Hartz, senior account director, enterprise at Vox and 

Sara Reinis, associate director of creative strategy at Vox 

New focus areas 

“Branded content is a growing segment in audio advertising. According to 

the IAB/PwC FY 2018 Podcast Revenue Report (PDF), branded content 

campaigns in podcasting grew nearly 65 percent to 10.1 percent of all 

campaigns executed via podcasts. 

Influencer marketing is another growing area in branded content. While 

traditionally considered two separate channels, they do share similar qualities. 

Paying a YouTube influencer to create a branded video isn’t much different 

than paying a publisher to create a branded video, for example. Instagram’s 

recently launched branded content tool also allows advertisers to promote 

organic influencer posts as ads.” – Zoe Soon, vice president, mobile center of 

excellence, for IAB 

“Advertisers come to media companies to leverage their unique 

connection to audiences. So, take advantage of what you do best and what 

audiences love about your work. Is there a niche type of content that works 

particularly well for your audience? That’s exactly where you should focus.”  – 

Alexandra Hartz, senior account director, enterprise at Vox and Sara Reinis, 

associate director of creative strategy at Vox 

“Media companies should analyze what industries and verticals their 

clients belong to and focus on content strategies that align. For instance, if you 

have a large contingent of health care service, clients creating segments and 

content around health and fitness would be a perfect fit.” – Apryl Pilolli, Social 

News Desk’s head of innovation 

“The most profitable branded content businesses will integrate the most 

valuable group of advertisers’ products into the best performing content 

themes.” – Jason Whitney, director of sales, Tubular Labs 

“Custom stories, innovative messaging, and strategic targeting all can 

amplify CSR initiatives while generating a significant halo effect and driving 
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competitive advantage, brand awareness, consumer acquisition and loyalty, 

and targeted business results.” – Rachel Watkins, senior marketing manager, 

Belo Media Group and The Dallas Morning News 

“The ability to create great content is a great way to add value to on-site 

events and activations, whether it’s a food pop-up or a financial conference – 

putting on events that can be amplified for brands with content that highlights 

their participation and turns that into stories is effective and smart.” – Noah 

Mallin, Wavemaker’s head of content and experience 
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Takeaways roundup 
In their own words, attendees shared some of their biggest takeaways from the 

New York City Branded Content Innovation Mission. 

Apryl Pilolli, Head of Innovation, Social News Desk 

1. Good content is good content, whether it is 

branded content or not. 

2. I love what Vox said about inspiring audiences to 

take action with their content. Local News is so 

pivotal for that. Maybe something to look at in a 

survey? 

3. In tandem with the item above, People are losing 

trust in traditional influencers. Only 4% of people 

trust them according to a recent study. Can local media fill that gap? Is 

there a study to research if local media is more influential than today’s 

“influencers.” 

4. Lastly, there are several opportunities to build additional resources and 

training in this space: 

○ Playbook for creating branded content products 

○ Getting started guide 

○ Policies and best practices 

○ Case Studies by Industry and thoughts starters by Industry 

Lindsey McCallum, Client Solutions Sales Manager, 

LNP Media Group 

1. I think my biggest takeaways were learning of the 

importance of the collaboration/relationship between 

sales and editorial. Definitely want to work on that. 

2. CrowdTangle!! Can’t wait to dive into that! 

3. I want to chat with my digital team about dark posts for 

sponsored content. We hadn’t done that before and it’s 
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limits the amount we can promote in addition to news (which is priority) 

but I think that will solve that! 

4. I also want to take back some ideas for series of sponsored content 

(something targeted for majors to discuss the good they do locally, 

similar to Rachel from The Dallas Morning News’ presentation). Along 

with a couple other possible ideas that I can incorporate into the 

sponsored content of our new print publication.  

Paul Turkavage, National Digital Sales Strategist, 

Philadelphia Inquirer 

1) Successful Branded Content Campaigns need to be long 

term strategic partnerships involving multiple internal 

stakeholders from publishers. 

● Sales, strategy, and creative need to work together 

to articulate a vision to the client. 

● The foundation of a long term partnership is built on 

trust. If a client trusts a publisher they will be open 

to a creative strategy that works best for them and not what they think 

works best for them. 

2) There is a need for a liaison between editorial and the business side. 

● This can be a cross-department team similar to what Vox uses where 

there is not a singular job duty but acting as a conduit between the two 

departments allows revenue opportunities based off of editorial 

initiatives without sacrificing the well known separation between 

church and state.  

3) Publishers of all sizes need to have direct relationships with brands/ 

agencies 

● We have the distribution channels on our O&O website, social 

platforms, and brand extensions. Both creative agencies and media 

buying agencies do not have this and need us for amplification of any 

content marketing strategies. Creative agencies do not have the 

storytelling DNA we have as well. 
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● We have tools such as CrowdTangle that is exclusive to publishers and 

give us a unique selling proposition 

4) All branded content campaigns need to be multiplatform, and multi-channel 

while matching a clients KPIs 

● It is no longer best practice to just look at amplifying the content on a 

publishers website. We need to leverage all social platforms (mobile 

first), audio capabilities, programmatic, and traditional media to tell a 

client's story 

● Organizations need to do a better job of showing ROI from top of the 

funnel tactics by measuring brand lift and in some cases if it makes 

sense using conversion pixels to optimize towards a client’s CPA or 

revenue goal. 

5) Branded content is still a confusing process for everyone including IAB and T 

Brand Studios 

● Publishers need to find the right mix to streamline workflow fulfillment 

and sales so that each department has buy in and do what’s best for the 

client. 

Michelle Liddy, Director of Digital Sales, Heartland Media  

1. Info from Rachel --- Go after cause marketing and 

PR departments for business.  Promote the part of 

a business that people are not aware of, not 

necessarily their product but what they will be 

doing for the community that most people are not 

aware of.  Join business looking to help the same 

cause. 

2. We need to get Apryl from Social News Desk on 

the line with both our DSMs and DCMs to join forces on the endless 

possible we have to generate revenue by using SND. Apryl is a huge 

resource for us and we need to use her more. 😊 

3. Get our sales teams involved in using Crowd Tangle to prospect clients 

for Sponsored Content. 
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Amber Aldrich, Senior Advertising Director, 

The Seattle Times 

1. Brands are investing more in content vs. traditional 

display advertising, and we need to get out in front 

of the trend. Branded content performs better, 

shows brand authenticity, and is accepted better 

by readers. The opportunity is tremendous for local 

media to position ourselves as local experts and 

storytellers, and to guide brands on how to best 

connect with local audiences.   

2. These national agencies like Vox, T Brand and Wavemaker are 

tremendous examples of creativity and storytelling across platforms. 

We need to think of our audience and beyond and be prepared to build 

content for multiple platforms (written, video, audio, events). Using 

data, as guided by Tubular and Facebook’s Crowdtangle, lends a 

strategic approach to the creative strategy. 

3. Like Dallas with cause, Graham with Travel, Vox’s specialty verticals 

and TBrand “influencing the influential,” there’s opportunity in finding a 

niche within branded content. This has generated conversation with our 

team on what makes us unique, and where we can show expertise in 

content development.  

Penda C. Howell,  Vice President  Sales, Advertising, 

Partnerships,  New York Amsterdam News 

1. Being properly structured to compete, internally with 

your platforms, and externally with being in line with 

industry standards and norms. 

2.  Understand your data and know your prospects data 

and key pain points before finalizing and presenting a 

proposal. 

3.  Be prepared and completely consultative in your 

approach. 
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Phillip Kumar, Digital Advertising Sales Manager,  NBC4 | 

WCMH-TV | Nexstar Digital  

One of my top takeaways came from our session at 

Facebook. Seeing Facebook’s commitment to improving tools 

for publishers in the branded content space and 

understanding the value of BC for both Facebook, publishers, 

and our brand partners. Hearing from Facebook that they 

see the future for BC as a lead generation tool and that they 

are aware that brands want leads, sales, downloads and that 

they are testing ways to show conversions on client’s web-sites. This gives us 

as publishers a greater value in the relationship with FB and that it is not just a 

one way relationship. 

Marianella Orlando, Content Marketing Manager, The 

Philadelphia Inquirer 

1. The New York Innovation Mission trip was everything 

I could have hoped for, and more. Being able to meet 

large companies that are producing high-quality, 

innovative branded content pieces is not only 

insightful but inspiring. I learned a lot of key points 

that I was able to share with my team at The 

Philadelphia Inquirer. The most impactful to me was 

the structure of these organizations. Many had dedicated teams to each 

process of a branded content campaign, from sponsored editorial 

editors and content strategists to an experiential events team and 

group of videographers. Each department is essential in fulfilling an 

advertiser’s request, allowing room for creativity and experimentation. 

As a result, they’re able to create amazing works that don’t even feel 

sponsored. 

2.  I also learned how beneficial it is to have support from a company as a 

whole. It was breathtaking to know that companies like Vox, have this 

support from all departments outside of branded content, and as a 

result, are able to bridge the gap between their sponsored content and 

editorial content teams. This support is crucial for the success of 

branded content in a company, as all parties have to be on board to 
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grow a new mission. So much so, that trust is established with all 

departments. Vox’s branded content team has a say in all proposals that 

account executives want to pitch, have a good portion of control over 

what is produced and sold to a client, and are even present during these 

pitch meetings. Seeing the branded content team as an ally and 

resource can open a myriad of opportunities for sales reps who are out 

there in the field selling it. 

3. Lastly, I was able to bring back many new tips and tricks in expanding 

branded content formats, such as: the creation of experiential events; 

the benefits of social media influencers who can help promote an 

advertiser’s product; new formats, like Facebook Live, that will bring 

content to life; and the success of post-campaign studies as an add-on 

for higher level clients who would like to know how influential their 

branded campaign was. 
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Make marketing the mission 
An important part of a successful branded content initiative is supplying slides 

that sing to your advertisers. Not only do these examples show off some incredible 
information, but they demonstrate the power of amazing marketing materials. Here 
are a few fantastic slides to inspire you! 

Vox Media 
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Wavemaker

 

The Dallas Morning News — FWD DFW
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Tubular Labs 

 

Social News Desk 
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Capability pitches 
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The importance of definition 

There are challenges with branded content. Julian Soler, director, Mobile 

Marketing Center of Excellence at IAB, explains that “When thinking about 

branded content, it's important to not break down trust.” IAB realized their 

first challenge with branded content or native advertising is creating a 

standard definition. Including a slide with a definition may help advertisers 

understand the opportunity with branded content campaigns but also help 

your teams define what is and is not included in an initiative. 

 

Facebook has their own definition of branded content: 

● Creator or publisher content that features or is influenced by a 

business partner for an exchange of value. 

And the Branded Content Project has our own: 

● The LMA and LMC define branded content as any sales initiative 

that uses content to engage the user and is paid for by a client 

who participates as part of the content, helps supply the content, 

or sponsors the content that is distributed across any platform. 

We’ll end this report with a recommendation on where you should start: 

create an individualized definition of what branded content means to you, your 

team and your advertisers. 
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For more information about building better branded content 
initiatives visit our site: 

sellbranded.com 
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