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What is content marketing?

It is an approach that strategically uses content to provide
insights and information to an intended audience. Content
marketing can be used by marketers and PR professionals alike.

The content can be an article, a video and/or a photo published
on your website, social media property or a news publication.

The purpose of the content is to establish trust and rapport with
the audience so that they become familiar with the brand in
relation to the topics covered in the content.

What does a content marketing agency do?

They help you determine the best course of action to reach your
intended audience, help you choose the right channels and
create the right assets, and measures results to evaluate
success.

Awareness

Interest
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https://vimeo.com/368878292/600e26aa20
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Reaching
Canadians in 2021 O

Audience data and measurement
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Media
Ratings
Poinis

An online, subscription-based
service to help communications
professionals measure, evaluate
and report on earned, paid,
shared and owned media
resulting from media relations
campaigns.

Learn more at mrpdata.com

Win a
6-month
subscription!

Data suppliers include:

i comscore

Media measurement and analytics Canada's authoritative source for
company providing marketing insights on multi-media and
data and analytics. consumer behaviour.
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About MRP

Introduced in 2006 to
fill a need for media
analysis in the PR
industry.

o

Managed and governed
by the CPRS

Support and data
provided by
Fifth Story.

Created by the
industry for the
industry.

Measurement Committee.

Created by the CPRS

and endorsed by the

Canadian Chapters of
IABC and the

Canadian Council of
PR Firms.

Continues to evolve and
improve in response to
industry needs.

S FIFTH STORY



Newspapers On a weekly basis,
reach 3 out of 5 adults across Canada.

Source: Vividata Winter 2021 Study https://vividata.ca/insights/audience-reports/ S FIFTH STURY



Print vs digital Gen X, Y and Z have greater
than older generations.

Source: Vividata Winter 2021 Study https://vividata.ca/insights/audience-reports/ S FIFTH STURY



Newspapers achieve the highest
weekly & monthly reach in British Columbia.

Source: Vividata Winter 2021 Study https://vividata.ca/insights/audience-reports/ S FIFTH STURY



o Year over year, AM/FM radio’s reach (AMA '000) remains
qu 10 consistent and is returning to pre-COVID levels.
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Source Radio Connects to Canadians: Numbers PPM /AW /Total Radio /NC Canada/Weekly Reach (000)/12+ /Sept 2020 S FIFTH STGRY



R d o Nearly 7 in 10 (68%) Canadians report listening weekly,
adio including 4 in 10 (39%) who listen daily.

Source: CRTC Dec 2020 Report “Attitudes and opinions towards commercial radio in Canada” - https://epe.lac- S FIFTH STuRY
bac.gc.ca/100/200/301 /pwgsc-tpsgc/por-ef /crtc /2021 /090-19-e /POR0OP0-19-Final-Report.html#fig01



cues and frequency messaging connect with
consumers.

o Radio listeners are engaged consumers. Audio
Radio

RadioConnects (March 2021) The Sound of Success for Business: https://radioconnects.ca /2ddownload=5009 s I:IF'I'H STURY



The top methods for accessing news online

[
remain visiting specific sites, Google searches
o n I ine and Facebook.

Source: CIRA Factbook 2020: https://www.cira.ca/resources/factbook /canadas-internet-factbook-2020 S FIFTH STURY



Trends

newscanada b

Earned distribution
service to over
3,000 media across
Canada in English
and French including
newspapers,
websites, blogs
and broadcast
outlets. A source for
articles, radio and
videos.

The

. Real estate /

Home and
garden

. Automotive

. Financial advice

. Seniors

the Canadian media

%

®

\ 4

are looking for in 2021:

5. Agricultural

6. Newcomers

7. Seasonal
content such

as Valentine’s
Day and bridal

Source: Fifth Story Fall 2020 Media Survey
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Trends “Shop local”

Canadians like to give HOW IT IS TRANSLATING INTO

a home advantage CONTENT

when shopping

online. * 4 ways to build a stronger

Two thirds of neighbourhood in 2021
Canadians prefer e Community connections are key to

making online
purchases from
Canadian retailers
when they have o
choice.

recovery for local businesses

* Experts say knowing six neighbours
can reduce loneliness

* 3 ways to discover local businesses in
your community

Source: CIRA Factbook 2020: https://www.cira.ca/resources/factbook /canadas-internet-factbook-2020 S FIFTH STURY



Home and garden

Trends

NEWS CANADA
TOP CONTENT BY PICKUP IN 2020 (5,000+ clips)

e  Online shopping now the “new normal”
PRINg m Home

* Continued growth in search interest for home and

OFFLINE CATEGORIES HAVE GONE ONLINE

garden products traditionally bought in store. For DIY home improvements

2. 3 things to know before you reno

example, search interest for “buy seeds online” shot up
3. Small budget, big impact: 3 powerful, low-cost ways

by 8x last spring and has continued to grow this year.
to update your space

RECOMMENDATION 4. 5 tips for creating your own gallery wall
Easy ways to improve your indoor air quality

d

* Use high-quality photos, videos, bundles and immersive
experiences to help curate an online experience that
resembles the in-store one.

Sources: Think With Google (March 2021) Spring shopping came early; Fifth Story /News Canada (March 2021) S FIFTH STURY



Integrated Content
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WHAT is an integrated content marketing strategy?

* An integrated content marketing strategy works towards
the well-coordinated use of different promotional
methods that are intended to reinforce each other.

* It is crucial to tell your story consistently across every
channel and platform for it to be effective, or you run the
risk of committing random acts of content.

* A well-integrated content marketing strategy today requires
well-defined messaging, adaptation to the context of each
platform you use, and unified goals to measure the efficacy
of your program as a whole.

S FIFTH STORY



W H Y is it important?

An integrated content marketing strategy ensures that you are
broadcasting a clear, consistent message across all marketing
channels.

It establishes authenticity and builds trust with your audience through
consistency.

It eliminates confusion. When you pull your campaign into one nice,
tidy cohesive package that has a clear message and clear objectives,
your customers will be clear on who you are and what you have to
offer.

It puts your brand top of mind by building brand awareness and trust.

It builds internal morale. Integrated campaigns require your internal
teams to pull together to share talent, resources and communicate
clearly, and work collaboratively towards a successful campaign.

S FIFTH STORY



H OW to launch a successful integrated campaign

1. Define your goal and KPlIs @/

2. Build out consumer o/a\y
‘QQ
personas N~

3. Map out the buyer journey

4. Identify core promotion
channels and create content

5. Launch, measure and iterate/.
your campaign ol

I
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H ow to launch a successful integrated campaign

Awareness

1. Define your goal and KPlIs @

Each piece of content that you create must have a

Consideration

purpose in the marketing funnel.

E.g.
Brand awareness 2 Reach = Impressions
Conversion =2 Lead generation > Conversion rates

S FIFTH STORY



H ow to launch a successful integrated campaign

2. Build out consumer ‘Q‘.
personas N\

Define different audience segments by understanding
their objectives, problems, questions, information
sources and preferred content form.

S FIFTH STORY



H ow to launch a successful integrated campaign

3. Map out the buyer journey ¢

Review the different stages of the buyer’s journey and
highlight different types of content that will appeal to
them at that stage: awareness, consideration and

conversion.

S FIFTH STORY



H OW to launch a successful integrated campaign

4. Identify core promotion )
channels and create content

Your integrated marketing campaign should include a
variety of marketing channels, following the PESO model.
In order to reach the widest audience and drive home

your campaign message, share content on:

Paid media such as digital advertising, radio ads, print ads

Earned media such as articles, news releases

Shared media such as organic social media, partnerships and tie-ins
Owned media such as your website, blogs, whitepapers, emails

S FIFTH STORY



H OW to launch a successful integrated campaign

5. Launch, measure, I]/ﬂl[lﬂ
and iterate your campaign

Launch and track metrics each week, month and quarter
(depending on how long your campaign is running) to see

how successful it is at reaching your goal.
Take what you learn from each integrated marketing

campaign and apply it to future campaigns.
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CASE STUDY: o

Elevating a
FUNCTIONAL BRAND TO
AN ASPIRATIONAL ONE
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CASE
STUDY

Category:

Home building
material

We spearheaded a shift in brand perception from a

FUNCTIONAL BRAND TO AN ASPIRATIONAL ONE

by engaging with our audience in a more meaningful way and
establishing thought leadership.

We built a holistic marketing plan that included:

* Developing new content that leads with inspiration prior
to educating

* Exploring strategic partnerships and earned distribution
* Social media posts including user-generated content
* Inspirational blog posts

* Granular and hyper-targeted digital advertising tactics

S FIFTH STORY



CASE STUDY

Category:
Video
content Home building material

Influencer Article
marketing distribution

Marketing
strategy

'

Creative theme
Social media Blog posts

Digital
advertising

S FIFTH STORY



CASE STUDY 0RO

CONTENT

WHAT

* Collaborated with industry experts to
create inspirational content on renovation
advice

WEB

e A series of "How-To" videos to serve as
educational content

WHY

* This type of content helped establish our
client as the market leader by building n
trust and authenticity

RESULTS
* Total views of 280,000+ and counting

S FIFTH STORY



CASE STUDY ARTICLE DISTRIBUTION

AND BLOG POSTS

WHAT

* National outreach of article content in the spring and fall
to drive awareness through earned and paid amplification.

* A series of 12 blog posts (700 words each) produced and
published throughout the year to boost consideration.

WHY

* This helped the brand reach local communities across the
country, elevate awareness and heighten credibility by
having the brand and company story shared by respected
media outlets based on the merits of the content.

newscanada b I’i
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CASE STUDY

RESULTS
* Articles — 366 clips, 24M+ audience reach
* Blogs — 30M+ impressions, 386,555 click throughs

S FIFTH STORY



CASE STUDY JIeITAL

ADVERTISING

WHAT

* Paid digital efforts to amplify the
content in front of a hyper-targeted
audience based on geo-fencing and
footprint tracking tactics.

* Digital marketing technique and
analysis.

RESULTS
e 70% uplift in sales

S FIFTH STORY



CASE STUDY sociaL

WHAT

* Diverse mix of content formats — user-generated content
(UGC), videos, contest and infographics — to reach the
largest number of consumers possible.

* Complementing UGC with very brand-centric, high-quality
content focused on brand education and FAQs

* We've also balanced the paid amplification over different
streams of content including UGC and content developed n
through Fifth Story for the brand, for more overall brand
recognition and a new customer development approach.

RESULTS

e 1.5M+ impressions and an engagement rate of 4-7%.
(Average rate is 0.89%)

Source: Hootsuite https://blog.hootsuite.com /social-media-statistics-for-social-media-managers/ S FIFTH STURY



CASE STUDY INFLUENCER

MARKETING

WHAT

* Influencer marketing campaign that included collaborating
with industry experts.

WHY

* Great top-of-funnel PR initiative to increase brand awareness,
audience, website traffic, leads, and drive potential sales.

* It has helped the brand establish itself as a pioneer in the

industry by partnering with top influencers who amplified the
brand.

RESULTS

* 9M+ impressions, 25% increase in website traffic and
78% growth in followers

S FIFTH STORY



KEY LEARNINGS

* Your audience is always on the hunt for relevant, interesting and high-
quality information, and there are some serious perks that come with
being associated with lots of value-rich content being distributed across
different promotional channels.

* Through curation of content, you capture consumers at an early adoption
phase and retain consumers throughout the various stages of their
home-owning journey.

* Because integrated content reflects the brand across different touchpoints,
great content establishes the company as the market leader.

* If you consistently share quality content, you will come to be known as a
go-to source for industry information through thought leadership.

S FIFTH STORY



Questions?

Win a 6-month subscription to MRP! Value of $1785
hitp://bit.ly/MRPcontest



http://bit.ly/MRPcontest

Thank

e. info@fifthstory.com | t. 416.599.9900 | t.f. 1.888.855.6397
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