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THE AGE OF BRANDED CONTENT 

SIR PETER BAZALGETTE 
CHAIRMAN, ITV 

This is the age of 
branded content. 
“	 “	



BRANDED CONTENT: FROM HUMBLE 
BEGINNINGS BUT STILL RELEVANT TODAY 

1895 Present 



LEADING THE CONTENT DEBATE 
The BCMA is designed 
for anyone involved in 
branded content. It is 
the leading global 
member association. 
Through best practice it 
leads the debate on 
what makes g reat 
branded content and 
how brands, producers 
and agencies can 
engage audiences for 
maximum benefit and 
payback. 
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Research&Measurem
ent

Measure it and they will come: 
increasing investment in 
branded content
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By Stewart Thomson, 
Client Services Director,
Tapestry Research

 

The branded content marketing sector is experiencing terrific growth. A growing 
number of advertising campaigns incorporate elements of branded content and 
some of the most successful are centred on – or even wholly composed of – 
advertiser-produced content. The creative work involved becomes ever more 
impressive, whether through a greater beauty in simplicity or breathtaking ambition. 
There are many fine examples in this third annual global edition of the BOBCM.

Despite this impressive progress, some in the sector express their frustration at the 
ongoing struggle for branded content to emerge from the shadow of more traditional 
advertising. On the surface, it’s hard to see what’s holding it back: consumers tell us 
that they appreciate getting entertaining or informative content in return for corporate 
involvement, with no sign of any backlash to come. 

As we’ve said, this content is sophisticated and rewarding, with some of the finest 
creative minds in the business involved in its production. Marketing departments are 
on board, with numerous requests for branded content elements in their campaigns, 
and media owners are happy to incorporate these elements on their platforms. 

Strategysection

The art and science of a branded 
entertainment strategy

#

S
tr

at
eg

y

By Elena Grinta, 
Founder & General Manager, 
Osservatorio Branded 
Entertainment (OBE), 
a Branded Content Marketing 
Association (BCMA) Affiliate Partner

 

The reduction in consumer attention towards traditional 

advertising makes it extremely difficult for advertising 

messages to cut through and be effective. 

This is due to growing fragmentation in media consumption, a 

substantial paradigmatic change in the relationship between 

consumer and brand – made possible and accelerated by the 

increasing literacy of Web 2.0 (not only in young adult niches, 

but throughout the entire population) – and the introduction of 

new technologies and new media devices that allow the user 

to be reached by commercial communications all the time 

and everywhere. 
Doug Scott 
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GLOBAL PHENOMENON 
BCMA CHAPTERS + AFFILIATE PARTNERS 

CHAPTERS: 
UK 
USA 
Canada 
Russia 
Scandinavia 
South America 
MENA 
Spain 
South Africa 
France 
Hungary 
Germany 
Austria 
Switzerland 

AFFILIATE 
PARTNERS: 
Australasia 
Adriatic 
South Korea 
Italy 

EXPANSION 
PLANS: 
China 
Ireland 
Portugal 
India 



CUTTING THROUGH THE CLUTTER 
GIVING MEMBERS A VOICE & PLATFORM TO DO MORE BUSINESS 



CHAMPION BEST PRACTICE 
LATEST THINKING, CREATIVE EXCELLENCE AND EFFECTIVENESS 
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Strategic Considerations of Branded Content

WHAT is being created or co-created with WHOM, WHEN and 
WHERE, HOW and even WHY? 



WHY JOIN? 



MEMBER BENEFITS (1) 
ü  A unique global perspective of the latest branded content:  

 a) market data;  
 b) developments;  
 c) effectiveness;  
 d) research  
 e) trends;  
 f) best practice 

ü  Exclusive access to full contentmonitor case studies 
ü  Access to contentmonitor measurement tool at significantly 

discounted rate 
ü  Recommendation for speaker engagements and panels at 

BCMA and partner events 
ü  ‘BCMA Accreditation’ scheme and use of logo on all 

material, including, website, social media, documentation 



MEMBER BENEFITS (2) 
ü  Discounted (and in some instances), complimentary 

entrance to partner events, conferences, seminars, summits  
ü  Priority to host BCMA Leadership/Insight Series events or 

create bespoke events 
ü  Priority to feature articles, white papers, thought-pieces on  

BCMA website and social channels 
ü  Priority to feature video show cases on BCMA website and 

social channels 
ü  Advertising on BCMA Home Page and BCMA Weekly Digest 

(subject to availability and format) 



$118,400,000,000 

27,000,000 
Source: AOL/Nielsen 

57% 
Source: Altimeter Group 

75% 
Source: Ooyala/Ipsos 

94% 

Source: MSL Group/BCMA 

$863,000,000 
Source: Box Office Mojo 

THE STATS 

Source: eMarketer 

(Consider content an effective  
way to engage the audience)  

(Pieces of 
content shared 

each day) 

(Watch content on 
a mobile device) 

(Marketers see content 
as top priority) 

(Lego Movies 
Box Office 

takings) 

(Annual 
Spend) 



THE CHALLENGE FOR BRANDS 

SCOTT WILKINSON 
HEAD OF VOOM, BRAND 
ACQUISTIONS & DIGITAL, 
VIRGIN MEDIA BUSINESS 

Everything is going to 
become branded 
content. 

“	 “	



WORKING IN PARTNERSHIP 
PROMOTING BEST PRACTICE & THOUGHT LEADERSHIP 



MEASURING EFFECTIVENESS OF 
BRANDED CONTENT 
NEW GLOBAL DEAL AGREED 



+9% ‘is a credible bank’ 

+27% ‘actively addressing future energy needs’ 

(Private Bank) +12% ‘advising your family across generations’ 

(Commercial Bank) 66% ‘makes me think more positively about them’ 

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

+14% ‘would learn something’ 

THE SUCCESS 



MEASURING EFFECTIVENESS 
“It's usually very hard to retrospectively determine the 
impact of a campaign when the target audience, like 
ours, is so difficult to reach. What this research has 
given us is real insight, not only into whether our 
target audience liked the campaign or not, but how 
different elements made them feel towards our 
brand, and which messages were coming across 
strongest."  
 
HSBC Group Head of Marketing Insight & Planning 



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

•  ‘BCMA Academy’ set up with the Carlos III 
University, Madrid and the Madrid School of 
Marketing through BCMA Spain 

•  Partner for Arts and Humanities Research 
Council funded ‘Branded Content Academic 
Network’ with UEL and Bournemouth 
University 

•  BCMA partnering with Oxford Brookes 
University on academic study 

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



BRANDED CONTENT EDUCATION 
TEACHING CORE SKILLS OF BRANDED CONTENT MARKETING 



DEFINING BRANDED CONTENT: 
ACADEMIC STUDY 

•  Phase 1: Analysis of practitioner and 
academic literature/publications 
regarding the conceptualisations of the 
term Branded Content  

•  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 term 

•  (ii) to define the integral key components 
of Content Marketing as a new emerging 
marketing discipline based on expert 
interviews 



Source: Defining Branded Content For The Digital Age: Phase 2&3 

	
	
	
	
	
	
 

NEW MANAGERIAL DEFINITION FOR 
BRANDED CONTENT 

Branded content is any output fully/partly 
funded or at least endorsed by the legal 
owner of the brand which promotes 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. 



SOME BRANDS GET IT 

LEAH DAVIS 
HEAD OF MARKETING 

TEAMGB 

All content starts with a 
great insight. It is then about 
building a proposition and 
story around that insight to 
ensure the most effective 
campaigns. 
 

“	
“	



Source: Defining Branded Content For The Digital Age: Phase 2&3 

	
	
	
	
	
	
 

NEW BRANDED CONTENT FORMULA 

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

VBC = VBCA + VBO + VCP 
  

V = value 
BC = branded content 
BCA = branded content audience  
BO = brand owner  
CP = content platform/channel 



GET INVOLVED - EVENTS 

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 into 
the branded content 
market place in an 
atmosphere that is 

conducive to 
networking, 

information sharing 
and forging new 

partnerships.  
 

We created the 
definitive branded 
content marketing 

event: One 
Extraordinary Day in 
Branded Content in 
partnership with BVE. 
We brought 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. 

@	

One Extraordinary Day in 
Branded Content - 2017	

The Great Content 
Revolution will be an 
exceptional 2-day 
immersive branded 
content experience. 
We will once again 

host our major event 
at BE the leading 
production and 

entertainment show at 
ExCel. The first day will 

be a learning and 
workshop experience. 
The second day will be 

for C-Suite/Decision 
makers – Join the 

Revolution 

The Great Content 
Revolution - 2018	



GET INVOLVED - EVENTS 



BCMA PLATFORMS: EXCLUSIVE FOR 
MEMBERS 

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



BCMA WEEKLY DIGEST: EXCLUSIVE 
DISPLAY SPACE 

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



AMPLIFY YOUR THOUGHT LEADERSHIP WITH 
EDITION DIGITAL: CONTENT HUB (60,000+) 

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



JOIN US 

 

  
 
First & Last Name:      Date: 

 

  
 
Company Name:  

 

  
 
Address: 

 

  
 
Telephone No:  

 

  
 
Email Address:  

 

  
 
Company Type:  

 

  
 
Job Description: 

 

  
 
Signature:  

 

  
 
Additional Colleagues:  

 

  
 
  

 

ANNUAL MEMBERSHIP FEES 

Membership Individual* 

(1) 

Small Corporate  

(2-5) 

Large Corporate 

(6+) 

UK  GBP£750 GBP£1,250 GBP£1,750 

France EUR€995 EUR€1,650 EUR€2,350 

Germany EUR€1,250 EUR€2,100 EUR€2,920 

USA USD$995 USD$1,995 USD$2,995 

Spain EUR€250 EUR€1,250  EUR€1,750 

Rest of Europe** EUR€200-

€1,250 

EUR€1,000-€2,100  EUR€1,500-€2,920 

EMEA GBP£1,500 GBP£2,500 GBP£3,500 

MENA AED4,000 AED8,000 AED11,000 

Academic 

Institutions 

GBP£1,500 N/A N/A 

Student GBP£100 N/A N/A 

Global GBP£2,995 GBP£4,995 GBP£5,995 

 

* 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 

www.thebcma.info 
@thebcma 

WE VALUE MEMBERS ABOVE ALL 
JOIN THE REVOLUTION 

BRANDED CONTENT IS AWESOME 


