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Publishers balance needs Dates back to invention of
of advertisers with needs

News without fear or
display ads in late
of readers

Deliver audience to
favour advertisers
19th century
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oublishi tin th More choice, more
ublishing put in the technology, more

The birth of the Internet hands of the many data

“The mix’ is always up for
discussion
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Companies taking more
work in-house

How to build road maps
together

How to divvy up
responsibilities

It’s time for a reboot




WORKING
WITH PUBLISHERS



THE GLOBE AND MAIL*

E < CANADA  WORLD  BUSINESS INVESTING OPINION POLITICS SPORTS LIFE ARTS DRIVE REAL ESTATE WATCHLIST > Q

PLATFORMS

SINO-CANADIAN RELATIONS

China sentences second
Canadian to death over
drug offences

Fan Wei was sentenced amid growing
tensions hetueg

Brand name recognition

Trusted by their users and alignment

FLOODING

SUBSCRIBE REGISTER & LOGIN [> Adchoices

HUAWEI P30P30 Pro

Rewrite the Rules of Photography

Leica Quad Camera | 10x Hybrid Zoom*

'T’i

VACCINATIONS

Authorities set to Patchy vaccination rates
ation raise measles outbreak
iy 0 Qraa o o -

premium
quality

Expectation of

Native advertising best of
both worlds




OFF-PLATFORM

filipajackson

1,555 70.2K

Message

Filipa Jackson +Travel

B3 Yorkshire Lass, UK born & raised

Orlando Punta De M... Paris

Organic combined with
paid social

Expertise improves
influencer content

Content can be licensed
or white labelled

Publisher ad networks
reduce fraud



Newsletters and

Hunger for Subscriber models
other extensions

Arrives specifically information and oanen o oting

to consume content )
recommendatlon




f First-party data informs content i

Benchmarks across multiple
topics
{ Optimization in rea| time i

Shared metrics to apply to future
campaigns




Content is the core competency
Dedication to research and
accuracy
|

Content marketing a natural
progression

How to weave effective
storytelling with brand




Quick to ideate and speed to
market

Ability to customize

Expertise across topics and
sectors

Full transparency on fees




Do you have a valye b H_°W can Vg:l SOlve_th Who is your target
proposition? usiness problems wi

content? audience?




Direct access to insiders

In-depth knowledge of business
objectives

Full sightlines on both sides

Always-on versus campaign




Close collaboration in content
development

Highly vested interests

Streamline approval process

Potential to share data




Have faith in the storytelling and
creative

Headlines and other display best
practices

Best to ‘ditch the pitch’ to engage
audience

Care more about the idea than
the money




as -
Sun !%//
Life Financial

Strongd collaboration
start to finish

Year-long program

- - - . igh-visibility an
Single and happy ... but has How finances play into A tour of hidden Montreal, Superfan goes to all 82 Leafs Ig

society caught up? Canadians’ happiness set to music games to find out what

makes L‘m\‘liul\ frequency

Aim was to convey a
‘brand story’



as -
Sun !%//

Life Financial Exceeded targets on all

fronts

One of the highest-
performing native
campaigns

Brand lift survey
positive results

Single and happy ... but has How finances play into A tour of hidden Montreal, Superfan goes to all 82 Leafs
society caught up? Canadians’ happiness set to music games to find out what
makes fans tick

Renewed to extend
campaigns



Emerging brand
establishing a market

Competitive space

First time working with
with big players

Lengthy discussions
content on product and goals

Reengineering loyalty



Strategy shifted over
time Learn as we go

Cashless Society Sponsor Content to

sponsorshlp for boost consideration
awareness

Reengineering loyalty



Two centres of creativity are
better than one

Ideation and brainstorming
collaboration

Know your client and deliver
knowledge

Be each other’s champion




Here to make you look good

Audience ang business expertise

Brand ang access

Get all three parties together to
sell through




Rethink concept of one-and-done

Rolling campaigns for maximum
effect

Integrated communications
planning

Data collection and optimization
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INFINITI

Driving the Future

THE
CANADIAN
HEART OF
INFINITI
DESIGN

Started with
insights Higher-level business
objective Long-tail thinking from

the start Engaged client

after combineq
Planning
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INFINITI

Driving the Future [ad
THE [ il

CANADIAN a B | & “
HEART OF LW

INFINITI ,

DESIGN . i-f'

Karim Habib

fv
Content Praise from top Viewership benchmarks
exceeded by 4X

executives in Asia

development in
lockstep

GV

INFINITI

Interest from Globe
and social
platforms



% MONICA BIALOBRZESKI Q > Adchoices

ADVISOR INSIGHTS

When mutual funds make more sense than ETFs

BRENDA BOUW TRENDING

1 Jason Kenney sworn in as Alberta’s
18th premier, names UCP cabinet

2 For Quebec flood victims, life
changed in a minute

With lives at stake, Canada's
misguided vision of China demands a
careful reboot

4 Five important things to put on your
résumé

Several years into
the relationship

Brings client to the

table when warranteq Strong understanding

of the business

Free and frank

discussions
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ADVISOR INSIGHTS

When mutual funds make more sense than ETFs

BRENDA BOUW TRENDING

1 Jason Kenney sworn in as Alberta’s
18th premier, names UCP cabinet

2 For Quebec flood victims, life
changed in a minute

With lives at stake, Canada's
misguided vision of China demands a
careful reboot

4 Five important things to put on your
résumé
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but lines in the could have eroded

' Maintained Challenge us to keep
Very collaborative cartnership that doing better
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Fresh ideas and

new formats
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TRENDS

CONVERSATIONS ABOUT THE FUTURE



TREND #1

Brave and the Basic Attention Token



’ brave
FASTER SAFER DEVS ABOUT BLOG

The new Brave brow.
ser au T
el er automatically blocks ads and trackers, makingiit faster and safer th
browecar e an your current

Supports Chrome Built-in ad and

extensions because it’s
based on Chromium

Prioritizes
speed
and privacy

tracker blocker

You can ‘lower shields’

Browser with nearly six
million monthly users,
Chrome around one billion

for permissions to
individual sites




Users paid

BAT also available on
with crypto

Now: Pay
Coinbase for about 20- Publishers ang
(BAT) to cents each (market cap Creators for
watch ads near $240-million)

Premium content

Why you
need to pay
attention

Coming: Rewards
from the likes of
Amazon, Nike, Uber
and Starbucks

This Is Brave

Brave 1581

i 2

9

Changing
relationship between
advertisers and
consumers

puld forever alter



TREND #2

Long-term influencer relations



2,102 214K

Extensions of a : fi b Message
marketing team 3

Isabelle Cheng © Travel © Food

? New Zealand (currently)/Toronto, Canada (home)

Travel & Food Photographer/Content Creator
allons.y.450@gmail.com

Website:

Long'term I'e'ationShipS theallonsy.com/kitten-and-the-bear-dundas-west-toronto/ filipajackson
more rewarding (Tinder troy_brooks, edwardrow, theknotgroup + 92 more
vs Match) Y. o a0 & R 1,555  70.2K

Message

Plane NOMS Disneyland Gala

More trust for aniab . Filipa Jackson «Travel
Consu mel'S than — A B8 Yorkshire Lass, UK born & raised
~ L =) ? #Orlando
One'Offs 3,720 116K - *Married to my High School sweet @ O@playingwithapparelmen

¢ filipa@playingwithapparel.com

playingwithapparel.com/

Message / ontsouthwest, genesismotorsca, deckagency

Tie back to themes ania boniecka
and goals Of Iarger FASHION | TRAVEL | LIFESTYLE : ‘ :
- : aniaboniecka@live.com : % \ . 7
Strategles #ANIASTAMPEDE s g s N -
#ANIABSKI & “

#ANIABATHOME
for photo tips, tutorials + more follow @stalman
bit.ly/2H6B9bJ

tourismcalgary, genesismotorsca, deckagency + 47

more

Reduces workload

and uncertainty ‘ ’

SEDONA H&M STUDIO  STUDIO SEATTLE ®3 FLORH

Email
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Influencers often deal
in exclusivity
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Despite what you may
hear, influencer use is
growing
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~— — : i et Average annual spends
| & &= FoAY — BT in range of $25k-$100k
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Brands willing to give
more creative license
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Continuity and
familiarity are habit
forming




TREND #3

Voice search



Quick querijes over
Personal (where js the
Nearest restaurant?)

Devices ang Smart
Speakers both have
functionality

Early stages of
change with high-
Speed growth

Fewer
results

Shift in Marketing
Mmindset, like
desktop to mobile




Optimize for

Basic business Long-tail keywords
How would your .
work best (phrases not multiple platforms,
customers talk? .
not just Google

one or two words)

Requires
changes to type-
based SEO

information must be
up to date




TREND #4

5G — aricher social web



Major brands like Samsung,
Huawei and OnePlus are set to
offer 5G devices but still in
early stages

Significant increase in
downloads, upload speeds and
very low latency

Less time wasted on browsing

social media = increased

consumption of even richer
media in more engaging ways

Making online and social video
more enjoyable

Make social VR and AR a viable
reality, which wil| appeal to Gen Z
who look to drive adoption as
technologies mature
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Requires change in
content consumer
interactions and

experiences
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Transmit data fast
enough to make this
entirely viable
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Availability of data will
grow for marketers

Catalyst of innovation
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Bring new opportunities
for social platforms —
more videos which
means more content

- /




TREND #5

Creativity in accessible design



More than 1.85 mm

Design not for Sstereotypes but for

and 4.4 mm People in Canada have a the needs of aj| potential users (i.e.
disability. This Number is rising as

our population ages (w3)

people in Ontario

Creating a web
of equal access
users with visual, motor, auditory,

tive disabilities)

Addressing needs
without undermining
and equal

the quality of the
Opportunity content or creative

Speech or cogni




Accessibility is
no longer an
option — it's a
necessity

Making work
accessible brings
a better
experience 10
everyone

Upfront
accessibility
research can
save on extra

costs later

Accessible websites have better
search results, they reach a bigger

audience, they’re SEO friendly, have
faster download times, they encouragé
good coding practices, and they
always have better usability (w3)

Creativity and
accessibility go
hand-in-hand




Thank you

Sean Stanleigh
Head of Globe Content Studio
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