WHERE'S THE

STATE OF THE GOING?

BIG DATA. WHAT'S
THE BIG DEAL?

Contrary to popular belief, the “big idea” isn't

the be-all and end-all of great advertising.

There's merit in numbers too, according to

Bruce Neve, CEO, Starcom MediaVest Group.

“Data fuels consumer insights, experiences and

content creation,” he says. “So rather than being

Content something on its own, it's becoming a lot more of
the engine behind everything else.”
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Every year, strategy takes the pulse of the marketing community to get feedback on everything from job
satisfaction to agency relations to budget allocation. This year we learned that branded content and Instagram are Mobile
hot, while job hunting and commuting are not. This infographic, by designer Sandra Tavares, breaks down what
else is on the radar of marketers this year.
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This year's survey polled over 300 Canadian marketers. As in past years, respondents skewed female (64%), with the majority under the age of 45 (77 %). The most commonly held title was that of marketing manager (38%), with VP/director of V?é’Q QS’&$

marketing coming in second at 24%. Salaries were healthy, with 36% remaining the same and 63% increasing, however the increase was less than last year, which saw 20% remain the same and 77% increase. And hiring seems to be on the rise,
with 52% saying their department grew in size this year, compared to 38% last year.

Media fragmentation/costs
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RELATIONS
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Facebook still reigns supreme
for brands, but it seems some
of the smaller social networks
are picking up steam.
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Shout-out to LinkedIn, which took 45% of those responses.
Google-+, Reddit, Snapchat, Houzz and Flickr also got mentions.

The handing off of social media

More brands are handing over control of their social media...or at least part of it.

33% control all social media in-house, compared to 55% last year
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THE RISE OF
BRANDED CONTENT

Of all the blanket terms the industry has coined, branded
content is perhaps one of the most ambiguous. It's
become a mixed bag of tactics like native advertising,
real-time marketing and brand-centric original content.
But what's certain is that marketers are flocking toward
the space.

It's plausible that, soon, the wooly term could
completely fall away as all advertising moves from simply
selling products toward compelling brand narratives.
That's because shouting your message at consumers
doesn't really work, says Randy Stein, partner at Grip
Limited, the agency responsible for Kokanee's user-
generated and brand-centric flick, The Movie Out Here.
“If you can give [people] something they're genuinely
interested in...then they'll happily engage and watch
that content.”

But he cautions: “Really good branded content doesn't
hit the consumer over the head.”

“The deal [for the consumer] is, ‘I'll be a part of this,
but as soon as you try to sell me the features, I'm going
to switch off,” says Stein.

As brands open the aperture to more ambitious
and meaningful possibilities, such as Red Bull's space
stunt, the challenge for marketers will be to find more
sophisticated ways to measure ROI, says Carmen Lago,
president of Branded Content Television (BCT).

And for agencies that brands are partnering with,
budget constraints are a big challenge. Digital is typically
the go-to platform, but that doesn’t mean costs are
insignificant, says Stein, pointing to the production
elements involved in creating interactive web series
and films.

85% say that branded content
is part of their marketing mix
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