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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-transcript 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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CHRIS’S JOURNEY IN MEDIA
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BEGGA'S JOURNEY IN SOCIAL & PR
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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 media and PR, exploring the key

distinctions between Paid, Owned and Earneo
fouchpoints, and uncovering how they collaborate to
create a comprenhensive strategy.
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POll #1

HOW FAMILIAR ARE YOU WITH THE DIFFERENGES BETWEEN
PAID, OWNED AND EARNED MEDIA?
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30 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 and warm up 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.
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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



WICKED MOVIE MARKETING MASTERGCLASS
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Elphaba’s Green Elixir

This thrillifying creation features
Starbucks Cold Brew sweetened
with Peppermint syrup, topped

with sitky-smooth Nondairy Matcha
Cream Cold Foam and colorful candy

ELPHABA

sprinkles for an Oz-dusting of magic.

Starbucks Partnerships - h]l[:](ﬂ]

Starbucks is partnering ..ith Universal Pictures to celebrate the upcoring release of
Wicked. Starting Tuesday, 10/22, Starbucks customers can experience the magic of
the collaboration with two new handcrafted beverages inspired by Oz’s iconic duo,

Glinda’s Pink Potion

This fantabulous creation features a
Mango Dragonfruit Refresher hand-
shaken with creamy coconutmilk,
ice and a scoop of real dragonfruit.
Topped with silky-smooth Nondairy
Strawberry Cream Cold Foam and
colorful candy sprinkles for an Oz~
dusting of magic.

PAUL - "™
TAZEWELL

An exclusive fashion & home collection
from the costume designer of Wicked.”

wickedmovie & m Message  +& eeo

55 posts 417K followers 17 following

Wicked Movie
(@ wickedmovie

In Theaters November 22, 2024
@ www.wickedmovie.com + 1

Followed by michelleyeoh_official, panginaheals + 4 more
BB POSTS ) REELS @) TAGGED

EVERYONE DESERVES THE CHANCE 10 FLY
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The Béis & Wicked Luggage
Collab Is Here To Make Traveling

More Magical

VENUS WONG

LAST UPDATED OCTOBER 1, 2024, 2:24 PM

All linked products are independently selected
our editors. If you purchase any of these produc
we may earn a commission.

When it comes to de
luggage inspired by
one is doing it like E
Mitchell). Last sum
x Barbie the Movie (
memory, and the br
another heavy hitter
time, it’s more bubb
with tons of green tl
we're talking about
hotly anticipated cir
season.
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TV MOVIES Music WHAT TO WATCH BINGE CELEBRITY THE AWARDIST BOOKS FALL TV PREVIEW

answers. roblems. inspired. Learn More 3
B & p P 5
MOVIES

Wicked director Jon M. Chu previews key
scenes: 'Dancing Through Life," Wizard's
lair, and more (exclusive)

Keep dancing through...

By Maureen Lee Lenker Published on September 19,2024 09:00AM EDT f X ®

We help people.
answers.

problems.
inspired.

How the Set Design of the New
Movie Wicked Ventures Off the
Beaten Yellow-Brick Road

2l

THROPP

Foregrounding built environments, the film’s production design blends architectural

references to defy expectations
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IS GHANGING

MEDIA LANDSCAPE
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ON AVERAGE,
INTERNET USERS =
WORLDWIDE SPENT
.31 HOURS EVERY DAY
ONLINE IN 1 2024.




ADVERTISING SPEND BY CHANNEL
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ALMOST ALL MEDIA TOUGHPOINTS ARE GONNEGTED
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SOGIAL MEDIA IS A GROWING NEWS SOURGE

52% 30% 11%

of UK adults use social media for Of UK adults still use Facebook of UK adults use TikTok for news,
news, up from 47% in 2023 and it remains the most popular up from 1% in 2020
social media platform for news
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WHICH IMPAGTS EARNED MEDIA

Shrinking newsrooms mean journalists are
looking into social trends and content to

fuel articles
In 2020 In 2023
20% of TikTok users 43% of TikTok users
accessed their news accessed their news

through the platforms through the platforms

FASHION

The Vogue Business
TikTok Trend Tracker

Vogue Business brings you weekly exclusive data from TikTok, unpacking the

lEltﬁSl' creators El_lld biggest tI’EHdS SWEGPiI‘lg its Gen Z user bElSE.

What is 'whimsigoth', TikTok's favourite
interiors trend for AW24?

By SCARLETT DARGAN FOR YOU MAGAZINE
PUBLISHED: 18:00, 30 September 2024 | UPDATED: 18:01, 30 September 2024
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HOW DO WE FIND THE RIGHT
AUDIENGES?
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WE'VE COME A LONG WAY

Have you ever clicked —— |l

your mouse right HERE? — Will

AT&T on HotWired.com, 1994

SITE DEMO DEVIGE TIME/DAY
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OVER THE COURSE OF ONE

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

EQUAL 569,555 SHEETS
OF PAPER




FAGEBOOK GAN
CLASSIFY ROUGHLY
52,000 TRAITS OF
EAGH OF ITS USERS




THE POWER OF BiG DATA

—— e PURCHASE CONTENT
HABITS VIEWED
How Target Figured Out A @
Teen Girl Was Pregnant Before dah
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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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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WE CREATE CONVERSATIONS WITH
GLOBAL SCALE & LOGAL IMPACT

DATA, STRATEGY, CREATIVE, DESIGN
CONSUMER PR

GLOBAL COMMUNICATIONS
B2B, C-SUITE & BUSINESS
REPUTATION MANAGEMENT & GRISIS COMMS
SOCIAL, INFLUENGE & ADVOCACY

EXPERIENTIAL & EVENTS

M&G SAATCHI GROUP




CONVERSATION SETS & FOLLOWS THE AGENDA
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CONVERSATIO




SEPHORA

CONVERSATIONS BRING A
BEAUTY GIANT TO THE UK



MEASURING

CAMPAIGN SUCCESS _{
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PAID MEDIA REPORTING

Pages

I Performance Overview
Performance Focus
Creative Reporting
Pacing

Data Table

[ File ~
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REACH
FREQUENCY

COST-PER THOUSAND IMPRESSION (CPM)
CLICK-THROUGH RATE (CTR)

COST-PER CLICK (CPC)

COST-PER ACQUISITION (CPA)

RETURN ON INVESTMENT (ROI)

RETURN ON AD SPEND (ROAS)

LIFETIME VALUE (LTV)

INCREMENTALITY
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ACTIVATIONS OUTPUT
HOW DID WE PERFORM?

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

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

ﬁ?ﬂﬁﬁ#}ETGONVERSATmNS AUDIENGE OUT-TAKE

As part of our strategy development and objective setting, we HOW DID AUDIENCES REACT?
establish benchmarks for the brand and their category. Tracking change by understanding what
audiences think, feel and do.

Working from these means that measurement is ongoing

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

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

Fewer reports. More insights.

Fewer surprises. More effective conversations. BUSINESS OUTCOME

HOW DID THE BUSINESS BENEFIT?

Creating accountability for commms by understanding
the conftribution fo revenue and equity.

Long-term KPIs of SOC (media, search and social) against SOM and revenue.
Close collaboration with agency partners for clear attribution. Post purchase
surveys are common ways to tie in social/organic attribution.
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PAID MEDIA

PRIVAGY FIRST FRAMEWORK PLATFORM AUTOMATION & Al ADVERTISING OPPORTUNITIES IN Al

With privacy at the . .
P y . As touchpoints with Al
forefront of the tech Ad platforms are leaning : L
. . . . start to increase, with it
space, data restrictions Into machine learning and .
. . comes the opportunity to
will force platforms and Al to dynamically serve to .
. . . . serve ads in new formats.
tools to operate in a audiences amidst privacy
. . o Expect to see sponsored
privacy first framework, blockers and reduction in : .
. content in alongside Al
data fidelity. .
content in the future.

aggregating insights and
solutions.
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MICRO AND NANO-INFLUENGERS
GAIN POWER

As brands prioritize
guality over quantity,
micro and nano-
Influencers will dominate
Influencer marketing,
particularly for localized
or niche campaigns.

SOCIAL MEDIA

RISE OF VIRTUAL INFLUENGERS
AND Al GENERATED CONTENT

The use of virtual
characters and Al-
generated content will
Increase as brands realize
the potential for
customized, scalable
content that doesn’t rely
on human limitations.

SHIFT TOWARD AUTHENTICITY AND
LONG-TERM COLLABORATIONS

The focus on authentic,
values-driven content and
meaningful brand
partnerships will
dominate, leading to more
sustainable, long-term
collaborations that
resonate deeply with
audiences.
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KEY TAKEAWAYS
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PERSONALISATION

Audiences respond to well-tailorea T
ads that speak to their needs and
oreferences. Al & Automation will

lead the charge to bring this
change at scale to users
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& 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
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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
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CREATIVE TASK RESULTS

STOCKED

Thank you to everyone who submitted an idea — 476 of you!

There were so many good ones, here are just a few that Matt Lee

and the team picked out to share

We will celebrate these on the Open House website too.
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bon't y
wish ' XYour

Fr'eezer @ wWas
stocked hike Me

Amandeep Dhillon
Made us chuckle.
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Everything frozen but time.

STOCKED

Amari Dahlhaus
This would be better if it was a kids” product so if and when Stocked does kids’ meals this is perfect. Nice.
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STOCKED BLOCKS |
ARE SO DELICIOUS, |

{STOCKED]

DON'T EXPECT

CACCIATORE

ANY WASTE. =~ .
- 2N C 0 NOT BIN APPETIT.

Chris Miller
Wrong angle but interesting thinking.
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TACO
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Hamza Yusef
Nice visual. Would be good if their range was foods
of the world
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CHEF MADE FREEZABLE RECIPE BLOCKS, FOR MOUTHWATERING MEALS. STOCKED

Matt Ennion
CHEF MADE FREEZABLE RECIPE BLOCKS, FOR MOUTHWATERING MEALS. STOCKED NI CE, SiImp I € VviSua I .
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Make mealtime
CHILD’S PLAY

Rosie Ashworth
STOCKED Really nice visual if Stocked was aimed at children you
wouldn’t need the headline. Like the simplicity of it. I\O,IF%EchlA;‘\\’)TSyEI




We Provide Healthy
Square Meals.

Literally.

STOCKED

Rugaiyyah Patel
Headline should be - We provide healthy square meals. Okay they’'re oblong.
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FROZEN
NEVER
IASLEL

Chef-made meals, ready in minutes.
,'///

Sean Massey
Nice and simple. Well done with execution.
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WHAT DO YOU MEAN... FROZEN?
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STOCKED

Sonia Czyzynska

Nice, if you know who he is. M&GSAATGHI
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LOVE FOOD?

Pre-prepped delicious meals in ready-to-cook frozen blocks.
When your freezer’s stocked, your life is sorted.

Tony Blow

Really simple, nice art direction. M&GSAATGHI
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WEEK 6: MEDIA & PR TASK

WHAT CONVERSATION WOULD YOU CREATE TO GET PEOPLE TO TALK
ABOUT STOCKED AND ON WHAT GHANNELS?

Optional. Submit via the Open House site by 5pm Weds 16 Oct.

STOCKED
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WHAT'S NEXT?

16 OCT: ADVERTISING GAN CHANGE
THE WORLD

How we partner with governments, foundations and non-profits to
harness the power of communications to tackle the world’s most
challenging problems and help make it a healthier, safer and more
equitable place.

Marcus Peffers, Founder & Chair M&C Saatchi World Services and
Alice Marsh, Business Director, M&C Saatchi Global & Social Issues
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