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Compared to banner ads or other options, these consumers respond better
when they can read an informative article, evaluate it, and then decide to click
through for more information.

E 2= tweets Build brand storytelling into every tactic

The survey found a correlation between article-based ads and search: 57
percent of adults said they initiate web searches "very frequently™ or
"somewhat frequently” for products and senvices they read about in online
articles. Younger and high-income people are even more likely than the rest of
the population to conduct a search after reading online articles. These
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speech and long-form articles are an excellent method of not only boosting search, but also
making phone calls of telling your brand story. It's also possible to integrate brand-focused

while chillin in the messaging into nearly every tactic, online and off, as consumers engage more
hallway. Mobile deeply with messages that feature rich, impactful content.
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These integrated tactics require an integrated measurement system. Counting
clicks alone doesn't cut it anymaore. In addition to traditional ad and digital
metrics, you'll also need to rely on or develop softer methods of measuring
impact on your brand, and gauging customer engagement via social media.

e noahelkin Great
conversation
yesterday with
@sknitter about
Cars.com's mobile
initiatives. Lots of
best practices for

Pay attention to attribution
It's easy to attribute a sale to Google after someone visits your landing page,

upcoming but what other media exposure actually inspired the user to search for your
@eMarketer report product? In order to truly attribute customer action to the right tactic, make
52 minutes ago sure to keep an eye on the interplay among all of your media, and how each
Mook CED channel supports the others. We often hear from our clients that their other
uwehoo 5 say o : - 3 . :
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growing business branded-article campaign.
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As the lines continue to blur among marketing disciplines, pros can bank on
this here-to-stay trend: A combo platter of improved measurability, better ROI,

faster action, and a stronger connection to constituents.
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