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THE	  ADVERTORIAL	  BOX	  
	  

Like	  with	  many	  innovaGons,	  
our	  legacy	  past	  oLen	  blocks	  
our	  ability	  to	  take	  advantage	  
of	  the	  new.	  We	  lock	  ourselves	  
in	  a	  comfortable	  old	  box.	  
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This	  is	  the	  key	  to	  understanding	  
business	  in	  the	  21st	  Century.	  
Hierarchies/Stages	  don’t	  belong	  in	  
the	  Network,	  so	  what	  do	  we	  do?	  

MASS	   NET	  



	  The	  greatest	  cultural	  shiL	  since	  Gutenberg.	  Its	  
disrupGon	  of	  hierarchies	  alone	  will	  change	  

things	  forever!	  	  



•  Content	  markeGng	  is	  comparable	  to	  what	  
media	  companies	  do	  as	  their	  core	  business...	  

•  Content	  MarkeGng	  is	  owning,	  as	  opposed	  to	  
renGng	  media.	  	  

•  TradiGonal	  markeGng	  and	  adverGsing	  is	  telling	  
the	  world	  you’re	  a	  rock	  star.	  	  Content	  
MarkeGng	  is	  showing	  the	  world	  that	  you	  are	  
one.	  

DEFINITIONS	  





YouTube,	  the	  hub	  of	  the	  Great	  Horizontal	  
•  More	  than	  1	  billion	  unique	  users	  visit	  YouTube	  each	  month	  
•  Over	  6	  billion	  hours	  of	  video	  are	  watched	  each	  month	  on	  
YouTube—that's	  almost	  an	  hour	  for	  every	  person	  on	  Earth	  

•  100	  hours	  of	  video	  are	  uploaded	  to	  YouTube	  every	  minute	  
•  80%	  of	  YouTube	  traffic	  comes	  from	  outside	  the	  US	  
•  YouTube	  is	  localized	  in	  61	  countries	  and	  across	  61	  
languages	  

•  According	  to	  Nielsen,	  YouTube	  reaches	  more	  US	  adults	  
ages	  18-‐34	  than	  any	  cable	  network	  







“Sure,	  it's	  an	  hour	  and	  a	  half	  of	  adverGsing	  for	  Lego,	  
but	  if	  this	  is	  the	  future	  of	  markeGng,	  sign	  me	  up.”
	   	   	   	   	   	   	   	   	   	   	  David	  Pierce,	  The	  Verge	  



	  
	  

“Everyone	  is	  a	  	  
publisher	  today.	  
Brands	  are	  now	  the	  	  
new	  publishers.”	  
	  
	  
	  



	  
	  

“So	  what	  happens	  
to	  us	  ‘old’	  
publishers	  then?”	  
	  
	  
	  



A	  DUAL	  PATH	  FOR	  NEWSPAPERS	  
	  

•  Where	  it	  mimics	  advertorial,	  it’s	  Content	  
MarkeGng	  as	  a	  sustaining	  innovaGon	  

•  But	  the	  real	  growth	  is	  in	  Content	  MarkeGng	  as	  
a	  disrupGve	  innovaGon	  



SUSTAINING	  INNOVATION:	  
•  Sponsored	  posts	  
•  NaGve	  adverGsing	  
•  Ads	  as	  items	  in	  a	  news	  stream,	  grid	  or	  gallery	  
format	  

•  Any	  piece	  of	  content	  that	  exploits	  the	  legacy	  
media	  audience	  model	  





DEMANDS	  A	  USER-‐FRIENDLY	  UI	  
•  Stream/Feed	  (Twiier,	  Facebook,	  Tumblr)	  
•  Gallery	  (Pinterest,	  Chill,	  Digg)	  
•  Grids	  (Devour,	  Etsy,	  Imgur)	  
•  Each	  of	  these	  is	  very	  responsive	  design	  
friendly.	  









	  “Once	  you	  slip	  into	  
the	  advertorial	  
vortex	  at	  Buzzfeed,	  
everything	  that	  is	  
adverGzing	  appears	  
as	  non-‐adverGzing.”	  

Andrew	  Sullivan	  





•  Uphold	  your	  content	  standards.	  
•  Would	  I	  consider	  running	  this	  content	  if	  it	  
wasn’t	  sponsored?	  

•  If	  adverGsers	  want	  the	  advantage	  of	  playing	  in	  
your	  content	  space,	  they	  ought	  to	  rise	  to	  meet	  
the	  higher	  standards	  it	  demands.	  

•  Telling	  stories	  requires	  story-‐tellers.	  
•  Do	  you	  have	  the	  imaginaGon	  to	  run	  a	  naGve	  
adverGsing	  infrastructure?	  



CN	  AS	  A	  SUSTAINING	  INNOVATION	  
•  Create	  a	  naGve	  adverGsing	  friendly	  UI	  for	  our	  
websites	  

•  Become	  a	  form	  of	  naGve	  ad	  agency	  
•  Create	  content	  (pages)	  for	  the	  local	  business	  
community	  

•  Sell	  our	  reach	  and	  SEO	  for	  their	  content	  



CN	  AS	  A	  DISRUPTIVE	  INNOVATION	  
•  The	  people	  formerly	  known	  as	  the	  adverGsers	  
behaving	  like	  media	  companies	  

•  Establishing	  their	  own	  niches	  and	  audiences.	  
•  UpdaGng	  their	  own	  websites	  
•  Blogs	  
•  Social	  media	  
•  What	  role	  can/do	  we	  have	  with	  this?	  









	  Everybody’s	  a	  media	  company	  
today,	  including	  adverGsers.	  
Who	  best	  to	  show	  them	  how	  
than	  a	  legacy	  media	  company?	  







•  Teach/consult	  with	  local	  businesses	  on	  how	  
to	  be	  a	  media	  company,	  best	  pracGces,	  etc.	  

•  Create	  smart	  aggregators	  in	  a	  variety	  of	  
niches.	  

•  Link	  their	  content	  efforts	  together	  via	  
adverGsing	  

•  Define	  the	  local	  web	  and	  create	  a	  local	  
search	  engine/website	  

•  Turn	  our	  employees	  loose.	  Their	  Personal	  
Brands	  can	  be	  acGve	  where	  we	  cannot.	  	  



Example:	  WSPA-‐TV,	  Spartanburg,	  SC	  

Amy	  Wood	  

Twiier	  



Example:	  WSPA-‐TV,	  Spartanburg,	  SC	  

Amy	  Wood	  

75,990	  likes	   104,474	  “subscribers”	  
	  

Facebook	  







The	  most	  significant	  new	  revenue	  
opportuniGes	  are	  in	  providing	  the	  
mechanisms	  that	  businesses	  and	  people	  
can	  use	  to	  share	  their	  media	  with	  others.
	   	   	   	   	   	   	   	   	   	  	  	  

Infrastructure	  is	  where	  the	  new	  money	  
can	  be	  found,	  not	  the	  content	  itself.	  



Upworthy	  -‐	  a	  year	  old	  smart	  aggregator	  with	  a	  mission	  to	  
provide	  content	  that	  its	  editors	  deem	  important.	  



Vitaminl.tv	  owns	  none	  of	  its	  content	  
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So	  open	  any	  boxes	  that	  
may	  be	  holding	  you	  back	  
from	  fully	  embracing	  a	  
prosperous	  future	  with	  
Content	  MarkeGng.	  	  



Terry	  Heaton	  
Reinvent21,	  an	  Affiliate	  of	  AR&D	  

2355	  Lebanon	  Rd/5303	  
Frisco,	  TX	  75034	  
214-‐385-‐0445	  

terry@reinvent21.com	  
@terryheaton	  



My	  14-‐month	  old	  
granddaughter,	  Alina,	  
called	  me	  at	  6:30	  one	  
morning	  a	  few	  weeks	  
ago.	  


