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THE GENESIS OF
BRANDED CONTENT




WHAT THE WORLD WHAT WE CALL BRAND
CALLS BRANDED COLLABORATIONS
CONTENT

SPONSORED CONTENT ~ SPONSORSHIPS
A CREATOR'S OR PUBLISHER'S CONTENT THAT

FEATURES OR IS INFLUENGED BY A BUSINESS PARTNER
FOR AN EXCHANGE OF VALUE

NATIVE ADVERTISING BRAND FUNDED CONTENT
PRODUCT PLACEMENT ~ CO-PRODUCED CONTENT

BRAND INTEGRATION INFLUENCER MARKETING

acebook Branded Content Policy




INFLUENCER | nour

Definition of influencer:

1. CAPACITY OR POWER OF PERSONS OR THINGS TO BE A COMPLELLING FORCE ON
OR PRODUCE EFFECT ON THE ACTIONS, BEHAVIOR, OPINIONS OF OTHERS

Source: Merriam-Webster Dictionary, 2019
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INFLUENCERS CO-CREATING PRODUCTS FOR CAPSULE COLLECTIONS

sl Bouygues = 3, 15:54

< tommyhilfiger

2986 11,™M 659

Tommy Hilfiger &

L rang
Welcome to the world of #TommyHilfiger. Fresh, fun,
sharp styles and exclusive videos from around the
globe. More from the feed:
tom.my/TommyJeans
v bermudaisbae lilmiquela, love.watts + 2 more
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blumarine &
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Posts Followers  Following

Blumarine

Clothing (Brand)

Romantic and feminine with a sensual, ironic and
vibrant twist.

#Blumarine

www.blumarine.com

Followed by giuliadelellis103
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INFLUENCERS CREATING THEIR OWN BRANDS

; . alessiamarcuzzi 2
estetistacinica @

4697 45M 2,277

Posts Followers  Following

1,268 461k 1,512

Posts Followers  Following

Alessia Marcuzzi
My bags: @marksandangels
Beauty Pa-Guru®d. www.marksandangels.it/

Elargisco consigli beauty non richiesti ‘ Followed by milaura.milano, anna.s.33
Ho un master in cellulite | and 23 others

Vado alla tv ma resto una ragazza semplice... more
veralab.it/

Followed by emmors, lalindaa and 7 others

See Translation

Cristina Fogazzi

Following v Message

Following v Message

Brownie ¢  New M&A lene 2019/20 TIvV




MAY THE BEST STORYTELLING WIN

ol

of marketers report
that influencer content

outperformed brand
content’
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Influencer
content Brand
content

2x more engagement from users for

40%

of 13-17 Yo will trust a
paid recommendation
as much as an unpaid

one 2

influencer generated content (%)

Sources: (1) Linquia Influencer Marketing Study (2019) - (2) US study (CPC Strategy, 2018)



THE RATIONALE FOR BRANDED CONTENT

EXTERNAL ENDORSEMENT

Brands can deliver, reinforce
and validate their external
narrative

SENSE OF BELONGING

Brands can capitalize on
tastes, lifestyles and shared
values to activate consumers



CREATORS HELP US
TAPINTO INTERESTS

b87% b9%

of people come to of people come to

Instagram to interact Instagram to interact
with Influencers with celebrities

Source: “Project Instagram” by Ipsos (Facebook-commissioned survey of 21,000 people aged 13-64 in AR, AU, BR,
CA, DE, FR, IN, IT, JP, KR, TR, UK, US and aged 18-64 in Japan), Nov 2018. All participants said they used Instagram
at least once per week. Survey response styles might vary across countries due to cultural differences, but scale
anchors remained fixed within each country.




INSPIRE THE

INSTAGRAM
COMMUNITY TO SHOP

Source: Retail Fashion Consumer Journey Study by Accenture (Facebook — commission online study of 1,729
respondents, ages 18_, USA November 2018 — February 2019).

027

of fashion consumers aged 18-34
that follow fashion influencers
have purchased an item after

seeing an influencer post



BRANDED CONTENT
HAS BECOME A

CRITICAL COMPONENT
OF THE MEDIA MIX

Source: Instagram internal data, Apr 2018

6670

use branded
content

with a greater shift from
tactical and sporadic to more
strategic and always on



RULES OF ENGAGEMENT FOR THE CO-CREATION OF BRANDED CONTENT

Se2 ) @
ELEVANGE UTHENTICITY RANSPARENCY

ONE MUST TAKE ADVANTAGE OF THE KNOWLEDGE INFLUENGERS HAVE

UPON THEIR AUDIENGE AND BRANDS' PRODUCTS



RELEVANCE:

WORH WITH THE
RIGHT PARTNER

» Work with Branded Content partners
who fit within your brand's identity
and who genuinely enjoy your
product




AUTHENTICITY:

LET THE PARTNER EXPRESS
THEIR OWN VOICE

<

‘ paperboyo
Paid partnership with hotelsdotcom
Basilica de la Sagrada Familia
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Video

« Make sure posts are relevant to your
partner and show something
authentic to their own brand

 Trust your partner's intuition on
which creative best practices
resonate most with their audience in
their organic posts

193,406 views - Liked by sebjewell and
bartvandevel

paperboyo | am loving this city, it's so much
fun to play with! I've been racing around getting

AR TN - R T




TRANSPARENCY:

GOOD FOR THE COMMUNITY,
GO0D FOR BUSINESS

» Ask your partners to use the Branded
Content tag in all relevant posts to ensure
transparency

* The tag enables businesses to access

Reach and Engagement metrics for these
posts







BUT MARKETERS FACE
MANY CHALLENGES

SELECTING THE LACK OF JUDGING
RIGHT PARTNER TRANSPARENCY EFFECTIVENESS

Hard to ascertain audience fit Limited clarity around what Difficult to measure how
Not easily comparable is being paid for activity is affecting
business metrics

Potential brand safety issues Creators sometimes aren’t clear

with their audiences about the
nature of partnerships




Home Search Lists  Project Briefs  Brand Deais [

Brand Collabs
Manager

Connect your brand with Food Steez
publishers and creators

Apply as a creator:

facebook.com/ ﬁ\ﬁm\NDAPlLLEK

i ‘5
NIJL ‘?

Shawn Johnson East !
S0-100% Match - BM Followess - L ifestyl

collabsmanager/start sttt S [ o S 2

other fresh ingredients.

§ +egh Engageament



BRANDED CONTENT IN A
FULL FUNNEL STRATEGY




Meet people
where they are

2.7B

people use Facebook,
WhatsApp, Instagram or
Messenger each month

80%

of Instagrammers
follow a business

1in5
minutes on a mobile phone are
spent on Facebook or Instagram

Source: “Facebook Newsroom” Company Info 2019..



Creators help us 68%
tap into interests of people come to

Instagram to interact
with influencers

69%

of people come to
Instagram to interact
with celebrities

Source: “Project Instagram” by Ipsos (Facebook-commissioned survey of 21,000 people aged
13-64in AR, AU, BR, CA, DE, FR, IN, IT, JP, KR, TR, UK, US and aged 18-64 in Japan), Nov 2018. Al
participants said they used Instagram at least once per week. Survey response styles might vary
across countries due to cultural differences, but scale anchors remained fixed within each country.




WHICH SOCIAL
PLATFORMS GENERATE
THE MOST
ENGAGEMENT?

Source: Reech 2019 study (1381 influencers interviewed)

WITTER PINTZEEEST m: ;DH SNA{LEHAT
3% BLogs

5%

FACEBOOH
%

YOUTUBE
9%

INSTAGRAM
2%



v»@ | EN GAG EM EN'I'I is currently the only metric to measure brand success, but we
“ know it doesn’t correlate to branded content effectiveness

Engagement rate and ad recall lift Engagement rate and message association lift
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HOW CAN BRANDS SYNCH THEIR OBJECTIVES WITH
BRANDED CONTENT?

FAMILIARIZE AUDIENCE ‘W
GENERATE INTEREST e Q@RHILBEE NIl
ACTIVATE CONVERSIONS <—W




MANY FORMATS, MANY LANGUAGES

Foto Link VOD Testo

TR
n - \/
_ _ ) Instagram
Live Instant Article Video 360 (Feed, Stories, IGTV)
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‘ songofstyle @

Paid partnership with armanibeauty

2N 4 A

Liked by jessicaanerella and 51,866 others

songofstyle We're all so busy with so many things to
do and it's easy to forgetto t... m #saysitopassion

|

coach We're all a flutter U &
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|G FEED

ORGANIC BRANDED CONTENT

Tryitig out new lipgloss

ARethyst_grl 1d »
Vedpanng " spell
et

Tunisia for vacation!!

|G STORIES IGTV

91147 "

facebook Q o

. StyleNow Feed with Jasper's Boutique
N @

Getting ready for the rainy season with some super
cool apparel!

9)
1

s
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© 7% Q John Evans and 23 others 2 Comments

oy Like () comment (> Share

", @ 8 ® & =

FB FEED



Target using our ads
system

Amplify creative to a
broader audience

Measure real brand and
business results

Test and learn what works
and how to optimize

Run ads from your
partner’s authentic voice

BRANDED CONTENT ADS

94 all T -

© Instagam 3 V

@
Sponsored

PV N

Paid partnership with jaspersmarket

Always stop by Jaspers when I'm in town, dhe best

quality locally sourced products.

", TR = S 2 T AN

Shop Now

|G FEED

|G STORIES

91147 o T .

facebook Q e

b StyleNow Feed with Jasper's Boutique

Getting ready for the rainy season with some super
cool apparel!

©7% Q John Evans and 23 others 2 Comments

o Like () comment (> Share

B @ B ® L =

FB FEED



HOW CAN BRANDS SYNCH THEIR OBJECTIVES WITH
BRANDED CONTENT?

REACH
BRAND AWARENESS e
VIDEQ VIEWS
ENGACEMENT CONSIDERATION
TRAFFIC
01— @
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BRANDED
CONTENT IS AN
ART FORM

Creators make and
share content for
brands that inspires
audiences

Photo

. kendalljenner
Paid partnership with danielwellington

@D Liked by _theblessedone and 4 190 112 others
kenda II] ner want some advice on xmas shopping?
@Danielwellington has the pe f ct gifts d b dI

for everyone #ad use KENDALL at checkout to get
15% off. link in bio




BC VIDEO IS
ATTRACTIVE

Branded content gains

more 3-second video views
than non-branded content
advertising videos

Source: Facebook Internal Data. Aggregated and Anonymized. North America, ages 18+. NDA Only.
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“In a recent Nielsen study,

Source

marketers that distributed
their branded content in
partnership with a
publisher saw a higher
brand lift—50% higher, on
average—than those who
published content on

their own.”

—Harry Brisson
Director of Lab Research at Nielsen

: www.nielsen.com/us/enfinsights/news/2016/quality-branded-content-outperforms-pre-roll-advertising.html




CONSIDERATIONS




»

{EEP IT SIMPLE
_00H NATIVE
-0R
CONSIDERATION
JBJECTIVE

Jstagom. &V

livialatimer
ponsored

©

Y
/) S

Q1Y N

1,671 likes
Paid partnership with abercrombie

alivialatimer » sun’s out, shorts on %
there’s something about sunshine... more

A Q @ O @

© Instagam. @ V7

fﬁ snatchedbyjake

/ Sponsored

Learn More >

& QYW N

Liked by ryry, cheryl and 51 others
Paid partnership with benefitcosmetics

snatchedbyjake BROWS @& always using my
@benefitcosmetics precisely my brow pencil in shade

Alllaiin lha ;meanaina i ane e volhila dalce e leacos o






CUSTOMER JOURNEY

BRAND LIFT /REACH PERFORMANGE

|

v

Br?ndt, St”OIrytTIIIﬂg,t Call-to-action,
contextually relevant, product testimonial,
brand and product .
conversion

integration )
uplift/sales



ANNOUNCING SHOPPING
FROM CREATORS

©) | Instagram



BUILDING A
/ERO-
FRICTION
SHOPPING
EXPERIENCE

Stories

Your Story

0 sb415

derekchan

hazeljennings

3 100% w=m

BV

» Watch All

‘* camilacoelho 54m

& RUNWAY SMARTWATCH

ree Day in LA but always
onnected with my)
‘michaelkors Access
[Runway Smartwatch §ad]




INTRODUCING SHOPPING
POSTS AS ADS

© Instagrom

revolve
Sponsored

REVOLVE

Liked by gk3, cheryl and 51 others

revolve & our cup of tea {J @aimeesong in her
@songofstyle lyric top + mini skirt - tap to shop!
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BRAND CONSIDERATION DRIVE SALES

eee0C 9:41 PM -
q lewishamilton
i oiobamin © Jnstagram vV

£ camilacoelho
« Paid partnership with michaelkors

xfactoritalia @
Partnership pubblicizzata con maccosmeticsitalia

Ny

r

Runway Rose Gold Tone
Smartwatch michaelkors >

Qv

95,258 likes
Piace a Iriganello e migliaia di altre persone camilacoelho The @michaelkors Access Runway
xfactoritalia Ma quanto hanno spaccato i @ Q V m Smartwatch helps me jumpstart my day in on
@booda.real ieri sera? Ecco il look esplosivo /7
creato da @maccosmeticsitalia per Federica! Piace a vincenzopanzuti e altri 159.072

#XF13
: Partnership pubblicizzata con yoox “ O\ @ f-oﬁ
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