~ Consumers are actively seeking out brands who tell stories. They want to EERaEEEmEmEzEs

believe in and be a part of something bigger than the brand. (.)

---------------- H Here are some stats that illustrate the difference in - IEEEEEEEEEEEEEE

i traditiunal advertising VS. sturytelling —frc:-rn a consumer's pﬂiﬂt {Jf view. i s s s s
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ALTERNATIVELY...
TELL THEM STORIES!

over half of consumers
feel it is very important
for brands to tell them
“why we should care
about them” *# % »
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THE RESULT?

1000s of brands create loyal followers with branded content

Translating a brand’s identity and promise into meaningful content impacts the
relationship a consumer has with a brand. Entertainment media has the ability to
uniquely transform transactions into experiences, and has the power to build
community, create fans, and connect brands and consumers on common ground.

* & hitp://www.thedrum.com/news/2013/08/20/infographic-78-cmos-think-custom-content-future-marketing

* https://www.distilled.net/blog/why-traditional-branded-content-isnt-enough-to-attract-consumers/
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