MEDIA GROWTH TRENDS

Canadian Entertainment and Media Outlook 2008-2012
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NEW AUDIENCES, NEW CONTENT, NEW PATTERNS

*  Freedom - of market, of choice
« Customization

- Scrutiny - “B.S. detectors”
* Reliance on complete strangers for content/relevance — not vetted

« Integrity
« Collaboration and entertainment
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TWO BIG TRENDS - MARKETING

Communitarianism
— (hommage a Dr. Alan Middleton, Schulich School, York)

The new “Brand Ecology”
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COMMUNITARIANISM
BUILDING STRONG BRANDS IN 2010

In a commercial world where:

At-home media is increasingly fragmented and questionable in trust
and effect

Peers are more credible than ads (eg. Kraft and P&G’s housewife
opinion leaders)

Direct experience with products and services increasingly important

Product/service information (features, costs, reviews) is so easily
found

Big brands such as Tim Horton’s, Canadian Tire, BMO have grown
through an understanding of local area and communal values vs.
demographics




COMMUNITARIANISM

2006
1.  Mass media launches
2. Emphasis on in-home media

3. Frequency and impact of
message

Authority figures
Purchaser target group identified

6. Build through “fame”and
awareness

7.  Marketing department only
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COMMUNITARIANISM - IMPACT

2006
1.
2.
3.

Mass media launches
Emphasis on in-home media

Frequency and impact of
message

Authority figures
Purchaser target group identified

Build through “fame” and
awareness

Marketing department only

2010

1.  Targeted, integrated media
launch

2. Mix in-home, at-purchase and
in-street

3. Continuity and emotional
connection/response to
message

4. Influencers
5. Early adopter as “conduit”

6. Build through WOM powered by
customer satisfaction

7. Brand promise critical in HR,
operations




THE NEW BRAND ECOLOGY

PR TOUCHPOINTS

SOCIAL CAPITAL INTERNAL CULTURE

NEW ROLE
FOR THE
BRAND

SHARED VALUES AND MEANING




THE NEW BRAND ECOLOGY

VICE-PRESIDENT, MARKETING

|

CHIEF CONVERSATION OFFICER

|

“If you can’t be different and better, you’d better be
cheaper.”
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HOW TO COPE WITH THE
TRENDS: FANTAIL’S TOP TEN
BEST PRACTICES
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10. FIND THE GAP

Every product/service/organization/issue has a gap between what
they WANT to say and what IS said about them

Plot where brands fit — find the unique message and stick with it
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9. DON’T DO PR IN ISOLATION

PR works best when it’s integrated into a marketing and

communications program

Most award-winning campaigns are on- and offline, working together
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8. CREATE THOUGHT LEADERSHIP

“Own” customer and prospect education — don’t talk about your
product or service. Talk about why your organization is smart and

worth dealing with.
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7. WRITE FOR YOUR AUDIENCE

“Walk in their shoes.”
Use examples and stories, make it interesting
Emotional sells, rational proves
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6. TELL ME WHAT | DON'T KNOW

*  News is discovery
- Tell me stories to engage me
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5. PAINT A PICTURE

Engage and entertain, the world is niche-driven and suffers from
ADD

The internet has created a visually-driven communications world
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4. PROVE IT

Traditional and New PR both demand that you prove what you are

saying:

— Facts and figures
— Third party research
— Analogies

— Examples
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3. BLOG WHILE YOU WAIT

While you’re waiting for traditional media to buy/pick-up your story,

be out there blogging and creating some awareness
Links, links, links
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2. YOUR CUSTOMERS AND PROSPECTS
ARE IN A FOCUS GROUP

- Find out what they think in real-time; spend 30 minutes/day with a
dozen sites/blogs that keep you current




1. GIVE “STORYTELLERS” WHAT THEY
NEED

Reporters, editors, bloggers, photo bloggers, online news sites
Multi-level, cross platform links, roadmaps

PR does not = Press Release

Democratize access

Ensure accuracy

Embrace context

Build community

Be findable
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At Fantail, we find that unique gap
and exploit it to create change,
growth and results.

MMMMM

lllll




DISCUSSION and QUESTIONS






