branded content
marketing association

BRANDED CONTENT MARKETING
ASSOCIATION (BCMA)

Promofting the value of branded confent

www.thebcma.info
@thebcma
#LOVEBRANDEDCONTENT




LEADING THE CONTENT DEBATE
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CHAMPION BEST PRACTICE
LATEST THINKING, CREATIVE EXCELLENCE AND EFFECTIVENESS
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WHY JOIN?
campaign "Branded content is
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What the Golden Age of TV Means for Branded AdvertlsmgAge i

Video Content Takeaways from Vice's TV
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MEMBER BENEFITS (1)

v A unigue global perspective of the |latest branded content:
@ a) market datqg;

) developments;
c) effectiveness;
member d) research
branded content
marketing osociafion e) trends;
f) best practice
Exclusive access to full contfentmonitor case studies
Access to contentmonitor measurement tool af significantly
discounted rate
v Recommendation for speaker engagements and panels at
BCMA and partner events
v 'BCMA Accreditation’ scheme and use of logo on all
material, including, welbsite, social media, documentation

ANERN




MEMBER BENEFITS (2)

v' Discounted (and in some instances), complimentary
b@ enfrance to partner events, conferences, seminars, summits
m@ v’ Priority to host BCMA Leadership/Insight Series events or
create bespoke events
Q?&Eg v' Priority to feature articles, white papers, thought-pieces on
markefing association BCMA website and social channels
v' Priority to feature video show cases on BCMA website and
social channels
v' Advertising on BCMA Home Page and BCMA Weekly Digest

(subject fo availability and format)



THE STATS
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Source: eMarketer
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Source: Altfimeter Group

(Watch content on
a mobile device)

(Marketers see content
as top priority)



THE CHALLENGE FOR BRANDS

““The audience is in
control now; they are

tThe commissioner DAVID
144 BLACK

and the kingmakers. MD Branding
GOOGLE




WORKING IN PARTNERSHIP

PROMOTING BEST PRACTICE & THOUGHT LEADERSHIP
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RESEARCH & MEASUREMENT

CONNECTING & COLLABORATING
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THE SUCCESS
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+9% ‘is a credible bank’

+2/% "actively addressing future energy needs’

+12% "advising your family across generations’
66% ‘makes me think more positively about them’

+12% ‘leads the way in tackling environmental issues’

+14% “would learn something’
@ eontentmonitor



MEASURING EFFECTIVENESS

“It's usually very hard fto refrospectively determine the
Impact of a campaign when the farget audience, like
ours, is so difficult to reach. What this research has
given us is redl insight, not only into whether our
target audience liked the campaign or not, but how
different elements made them feel towards our

pbrand, and which messages were coming AcCross
sfrongest.”

HSBC Group Head of Marketing Insight & Planning

@ contentmonitor



SUPPORTING EDUCATION

PROMOTING AND SUPPORTING THE TEACHING OF BRANDED
CONTENT MARKETING IN HIGHER EDUCATION

* First Post-Graduate course at Senac (Sao G
Paolo) instigated by BCMA South America Senac

« 'BCMA Academy’ setf up with the Carlos lli N
University, Madrid and the Madrid School of Carlos Il de Madrid

Marketing through BCMA Spain

 Partner for Arts and Humanities Research UEL
Council funded '‘Branded Content Academic
Network” with UEL and Bournemouth

Univeraity of
East London

Bi;‘l Bournemouth
e University

University OXFORD_
BROOKES
«  BCMA partnering with Oxford Brookes UNIVERSITY

University on academic study



DEFINING BRANDED CONTENT:
THE CHALLENGE

“It's like frying to
define Love. It
means different
things to different

people.”

until now



ACADEMIC STUDY

« Phase 1. Analysis of practitioner and
academic literature/publications
regarding the conceptualisations of the

IDEFINING RNED _ term Branded Content
M CONTENT FOR THE

« Phase 2&3: To conduct interviews with
industry experts (i) regarding the
conceptualisations of the term Branded
Content and to develop a new definition
of the ferm

« (i) To define the integral key components
of Content Marketing as a new emerging
marketing discipline based on expert
inferviews
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NEW MANAGERIAL DEFINITION FOR
BRANDED CONTENT

Branded confent is any output fully/partly
funded or at least endorsed by the legal
owner of the brand which promotfes the

owner’s brand values, and makes audiences
choose to engage with the brand based on
a pull logic due to its entertainment,
information and/or education value.
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Source: Defining Branded Content For The Digital Age: Phase 2&3



SOME BRANDS GET IT

€€ \+'s really about creating o
three-way match befween
the consumer, the content
and the platform ”

Catherine Balsam-
Schwaber
Chief Content Officer,
Mafttel




NEW BRANDED CONTENT FORMULA

Vec = Vgea + Vo + Vip

BRANDED CONTENT DELIVERS VALUE FOR THE AUDIENCE,
BRAND OWNER AND PLATFORM/CHANNEL SIMULTANEOUSLY

V = value

BC = branded content

BCA = branded content audience

BO = brand owner

CP = content platform/channel b .

. . @ II\UH'\I\
Source: Defining Branded Content For The Digital Age: Phase 2&3

nnnnnnnnnnnnnn




GET INVOLVED - EVENTS

leadership

il

Focuses on current issues
affecting the branded
content industry. The briefing-
type format, normally take
place over Breakfast and

offer members the
opportunity to hear from
those companies leading the
branded content industry.

Hear from thought leaders on
various key themes related to
branded content. These
networking events are
designed to provide insights
intfo the branded content
market place in an
atmosphere that is conducive
fo networking. information
sharing and forging new
partnerships.

We are creating the definitive
branded content marketing
event: BC World Live. This new
one-day summit in London wiill
bring together a key group of
agencies and brands to do

business and debate major
themes, placing branded
content at the heart of every
marketing strategy and setting
the industry agenda.



BCMA HOME PAGE: EXCLUSIVE
BANNER AD

¢ branded content 822
marketing association Transforming brands for a multiscreen world

BRANDED CONTENT IS AWESOME!

N.B. All content and timing subject to confirmation and agreement



BCMA WEEKLY DIGEST: EXCLUSIVE
DISPLAY AD
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BCMA Weekly Digest
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N.B. All content and timing subject to confirmation and agreement



EDITION DIGITAL: CONTENT HUB

E THE EDITION Strolght from the experts

BONKERS MAGAZINE

Always Weird. Always Wild.

.
How to measure your Bonkers Future of digital
B content ROI QR v rarencx aseen publishing: Continuous
BY ANDRIW CANTER - - -
Reod on iepiring story we obsoletely multi-platform publishing
Meosuring o content marketing/anded love obout Bonkers Mogozine! Legrn model
content campaga can be the marke! what & 1okes to stort your own BY MATES VIDVAR
resecrch equivalient of putting together publcation from scrotch, what 10 be
folpock flursitere - simple In conceopt, corefyd about and olsd fnd o trick or two
Bt surpelsingly diffcutt s practice for funding A continuous styte of publishing is key to

DULENG O Loyal readership

_E READ ARTICLE READ ARTICLE

S0 READ ARTICLE

NEWSLETTER

f Focebook

N.B. All content and timing subject to confirmation and agreement



ANNUAL MEMBERSHIP FEES

Membership Individual* Small Corporate Large Corporate
(1) (2-5) (6+)
UK GBP£750 GBP£1,250 GBP£1,750
First & Last Name: Date: France EURE995 EURE1,650 EURE2,350
Germany EUREL,250 EURE2,100 EURE2,920
Company Name:
USA USD$995 USD$1,995 USD$2,995
Address: Spain EURE250 EURE1,250 EURE1,750
Teleoh N Rest of Europe** EURE200- EURE1,000-€2,100 EURE1,500-€2,920
elephone No: €1,250
. EMEA GBP£1,500 GBP£2,500 GBP£3,500
Email Address:
MENA AED4,000 AED8,000 AED11,000
Company Type:
Academic GBP£1,500 N/A N/A
Institutions
Job Description:
Student GBP£100 N/A N/A
Signature: Global GBP£2,995 GBP£4,995 GBP£5,995

Additional Colleagues:

* Does not apply to ‘Individuals’ in 'Small Corporate’ or ‘Large Corporate’ companies. For BCMA Spain

only - It is designed for freelancers, teachers, consultants, and so on. Not eligible for persons acting
on behalf of their companies.

** Rates will vary by Country

N.B. Rates are subject to change without prior notification




THANK YOU e

branded content
marketing association

BRAﬁBED C@Tﬁ\lﬁs KWESOME”

WE VALUE MEMBERS ABOVE ALL www.thebcma.info

@thebcma
#LOVEBRANDEDCONTENT




