
Your  
Story 

Find 
Create 
Share 
Validate 
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The Perfect Storm 

People want stories (for/about them) 
not fairy tales. They look to brands for 

a greater purpose 

Technological 
enablement is outpacing 
marketing approaches  

Content consumption behavior and 
expectations are channel and time 

agnostic 
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Only 1% of 
Millennials surveyed 
said that a compelling 
advertisement would 
make them trust a 
brand more. 

Forbes / Elite Daily 
1/20/2015 
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Always 
commissioned a 
study of the ad and 
says that 76 percent 
of young women 
ages 16 to 24 said 
they no longer saw 
"like a girl" as an 
insult after watching 
the ad. 

of young women 
ages 16 to 24 said 
they no longer saw they no longer saw 
"like a girl" as an 
insult after watching 
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Always 
commissioned a 
study of the ad and study of the ad and 
says that 76 percent 

the ad. 



7 

This Is Coke 

Humans are wired to listen to stories, love stories, and tell stories. 

Content about Brand Story Telling 
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Flonase: UGC, Driving the Campaign By Connecting   

TV Facebook 

Campaign 
Site 

Mobile 
Site 

Syndicated Content 
Twitter 
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How Does Your brand Story End? 
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How Does Your brand Story End? 

“People have forgotten 
how to tell a story. 
Stories don’t have a 
middle or an end 
anymore. They usually 
have a beginning that 
never stops beginning.” 

  —Steven Spielberg 



Find  
your story 
 



“marketing used 
to be about 
creating a myth 
and selling it 
and is now about 
finding a truth 
and sharing it” 
Unilever Senior Vice-
president of Marketing Marc 
Mathieu  

12 



                     

Business 
Reality 

 
An analysis of key 

business drivers designed 
to define, measure and 

ensure success 
 

 

Customer 
Reality 

 
A multimodal approach  
to understanding how 

customers seek, understand 
and solve health and 

healthcare issues 

 
BrandFit™ 

Creating breakthrough  
performance by optimally  

aligning value for the customer  
with value for the brand

 

 

Somewhere Between Experience and Science 

Digitas Health LifeBrands 
CONFIDENTIAL 2015 
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Your Story is in the Data 

Social 
Listening 

RX and Dx 
Trends 

EMR 
Data 

Programmatic 
Insights 

Consumption 
Trends 

Talk to 
Customers 





Craft  
and Tailor 
your story 

 



Understand 
Engage 
Solve 
Celebrate 

17 

Content Must Have a 
Defined Purpose 
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Voice and Tone 

›! Clearly Defined and 
Universally Understood 

›! Consistent 

›! Authentic 

›! Crafted 

›! Passionately Managed 

›! Responsive 
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Video Articles Infographics Tools 

Stories from the Consumer 

Content engine 

The Outcomes The Experience 

Process and Partnerships 

Find Your Story Where it is Being Told 
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Your Story Will Not Come From What You Make, It Comes From 
Why You Make It 
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Samuel Hulick. Portland, OR, US 



Share 
your story 
Share
your story



Some Important Trends Some Important Trends 
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As An Industry . . .  

TV 

MEDIA 

SITE 

KPI 

KPI 
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Make traditional launch the climax, 
expand the role of the customer 

With Content Strategies, we can build community as we build the 
campaign 

 

Act 1: Invite Act 2: Reward Act 3: Celebrate 
and validate 

Campaign 
launch 

Influencers to create The best behaviors 
through commenting, 
voting, sharing 

The audience by giving 
people ways to consume 
content to imitate 
behavior 
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A Different Lens on Rollout 
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AdReaction 2014  
 

DAILY SCREEN 
MINUTES VS. 
MEDIA SPEND 

There is still a significant gap 
between time spent on mobile 
devices and mobile media 
investment levels in the U.S. 

Roughly how long did you spend yesterday... 
*Source: 2014 predicted Media Spend data : eMarketer 

August 2013 34)

DAILY 
SCREEN 

USAGE  
(minutes) 

147 
(33%) 

103 
(23%) 

151 
(34%) 

43 
(10%) 

U.S. 
MEDIA 

SPEND 
(projected 

2014) 

$68.5B 
(59%)* 
(39%)** 

$34.5B 
(30%) 
(19%) 

$13.1B 
(11%) 
(7%) 

* Multiscreen spend share 
** Total ad spend share 

#5) ,6789:;<=>)(7:9<:) #7?@>9)

0>ABC>)D>E)
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Media is Mashed in the 
Matrix 

Consumers draw 
no lines between 
your digital and 
terrestrial brand  
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Solid – Stationary content that is contained in a single form, 
separation causes fragmentation of the story (a one-off 
broadcast spot) 

Gas  Content that is cross channel, but becomes separated from 
the narrative and purpose when distributed (banner media, 
emails) 

Liquid – Elements of content that move freely among 
themselves, but remain connected in theme and purpose and 
where contributions become part of the whole (Think story 
versus message - a conversation versus script) 

The Biology of Content 
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Syndication  
Trumps  
Destination 

You don’t need a 
website, you need lots 
of them - - - some of 
them yours. 



Make 
your story  
true 

 

Make
your story  
true
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Measure What You Set Out to Change 

›! By Content 

›! By Channel 

›! By Segment 

›! By Time/Location 

›! MVAs 

Optimize Continuously 

›! Evaluate 

›! Enhance 

›! Eliminate 

Digitas Health LifeBrands CONFIDENTIAL 2015 



Getting It 
Done 
(process, people 
and new ways of 
thinking) 



34 34 Newscred 
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Content Strategy: Getting Started  

•! Conduct formal social listening  

•! Identify and recruit influencers  

•! Gather and assess customer data points 

•! Formalize content strategy and calendar 

•! Define Voice & Tone and produce content  

•! Craft distribution plan in paid, earned & owned venues where 
customers already are 

•! Craft KPIs and measurement plan   

•! Monitor and adapt (ongoing) 
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Fund it 



37 

Story Leader 

Customer Culture Steward 

Data Science and Visualization 

A creative leader that understands the aesthetic perspective on video and TV as 
well as UX, platforms and code.  

Linking anthropology, cultural trends, business planning, and behavioral data to 
facilitate social, mobile and content teams through insight. 

Making big data sets small and personal to provide new insight to how people connect with 
business, and effectively visualize those connections for predictive decisions by analysts 

Distribution Strategist (earned, paid, owned) 
What was PR is now about making connections among influencers in every sphere that 
matters to the brand, and assuring that brand personnel are visible to many new industries 

Editor-in-Chief 
Operations / business management / MRL lead that facilitates the entire team operating 
fluidly and effectively. 

Staffing for Content Strategy 

Digitas Health LifeBrands CONFIDENTIAL 2015 
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Lessons 

1.! Think bigger than what you sell. Help people with their problems 

2.! It takes time to get it right, you need to find the authentic  
intersection of your purpose and what people need 

3.! This is a job for a different group of people 

4.! Find your story 

5.! Think and act like a publisher with a purpose and a POV 

6.! Understand, Engage, Solve, Celebrate 

7.! Know your customer’s digital DNA  

8.! Be shareable and share worthy 

9.! Engage the Influencers 

10.!Optimize Continuously: Evaluate, Enhance, Eliminate 
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Thank You 
 
Richard Schwartz 
SVP Marketing and Connected Health Partnerships 
@rschwartz001 


