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3. What are the implications for teaching and 
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4. Discussion 
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“Red Bull gives you wings!”

Red Bull Stratos Jump 2012
900,000 Facebook Interactions 
on jump day

‘Owned’ content - YouTube 
videos to over 3 million 
subscribers 

Multiple formats for content: 
Red Bull TV, online and 
magazine publishing, 
magazine, social media, 
images, and blogs. See 
www.redbullmediahouse.com

Red Bull – Content Marketing

http://www.redbullmediahouse.com/


Branded Content is

Content produced by or for brands

Red Bull illustrates some key features of (much) branded content
• ‘Owned’ media 
• Audiovisual 
• Entertainment
• Storytelling (documentaries, short formats) 
• Multiplatform delivery 
• Mobile and other consumption
• Sharing (viral; posts, retweets etc.)
• ‘Content’ (ideas+images+writing+advertising)
• Marketing through media content

“….any content that can be associated with a brand in the eye of the beholder.” Branded Content 

Marketing Association www.thebcma.info/

Communications that are funded or endorsed by the brand owners

http://www.thebcma.info/


Branded Content

Content marketing is the discipline of 
creating quality branded editorial content 
across all media channels and platforms 
to deliver engaging relationships, 
consumer value and measurable success 
for brands.

Content Marketing Association (UK)

http://www.mediative.com/branded-content-highly-effective/

Native advertising  - advertising that is 
‘native’ to property in which it appears.

paid, branded messages that ‘fit’ the 
media in which they are placed.

Native advertising – content that 
supports the aim of an advertiser (and 
is paid for by the advertiser) but 
mimics the format and editorial style of 
the publisher that carries it.



Native Advertising
Development of advertorials

• Feature or news-based articles designed 
to fit the style, tone, appearance and 
content of the publication in which they 
are placed.

• Have the appearance of articles but work 
like advertisements. 

• Required to be identified as advertising 
by the Advertising Standards Authority 
e.g. ‘Advertisement Feature’







BuzzFeed was founded in 2006 as a viral lab, focusing 
on tracking viral content. BuzzFeed generates its 
advertising revenue through native advertising that 
matches its own editorial content, and does not rely on 
banner ads.





Why?

Publishers: way to distinguish their ad offering in highly competitive internet ad markets
Finance media; monetise users

Advertisers and agencies: ‘more bang for their buck’
Native seen as more effective than traditional ad formats (and can evade ad-blocking)

User behaviour: 
Response to changes in media consumption affecting advertising effectiveness

• Shift from PC to mobile, with users less tolerant of display ads
• Content discovery shifting from search (and destination sites) to social
• Audiovisual content taking an increasing share of total digital media consumption. 

(Free video on YouTube supported by in-stream ads that seek to match the content 
being watched)

Regulation: more permissive; reactive



“….content marketing has emerged as the most vibrant and talked-
about marketing sector of the past five years…” 
Patrick Quinn, Chief Content Officer, PQ Media.

• Content marketing worldwide grew 13% in 2014 to $26.5 billion

• Brands have found it to be successful at breaking through the increasing clutter 
distracting potential end users. 

http://www.pqmedia.com/gcmf-2015-2019.html



Enders Analysis estimate that spending on native advertising will rise from €5.2 billion 
in 2015 to €13.2 billion in 2020, when it will represent 52% of display advertising spend. 





‘Native advertising is a 
form of paid media 
where the ad 
experience follows the 
natural form and 
function of the user 
experience in which it 
is placed’.   
www.sharethrough.com/nativead
vertising/

• In-feed units

• Paid search units

• Recommendation 
widgets

• Promoted listings

• IAB standard ads with 
“native” element units

• Custom

http://www.iab.com/news/iab-
releases-native-advertising-
playbook-to-establish-common-
industry-lexicon-evaluation-
framework-disclosure-principles/









Mid-Twentieth Century

Media 
Advertising (‘Paid’)
Public Relations (‘Earned’ Media)
‘Owned’ Media  - e.g. Michelin Guide
‘Shared’ –word of mouth; referrals; fanzines etc.

Mid-1990s onwards
Expansion of ‘owned’ media – online publishing and content
Expansion of ‘paid’ media – search, online advertising

Mid-2000s onwards
Expansion of ‘shared’ media – social media
Expansion of ‘paid’ media – online ‘rich’ media (audiovisual); mobile

Mid-2010s
Convergence: media and paid content (‘branded content’)
Increasing convergence across owned, paid, earned and shared



Media and Marketing Communications Convergence

The characteristic relationship of media and advertising in mid-20th century 
Western media was integration with separation. 

_________________________________

The emergent forms are integration without separation
e.g. product placement, advergames, branded content, native advertising 

Convergence of paid (advertising), earned (PR), owned (publishing) and shared (social)

but this coexists with trends towards disaggregation of media and advertising. 

• Marketers do not need to subsidise premium content to reach target prospects (Turow, The Daily You).

• Advantages of tracking, targeting and behaviour advertising
• Increased pressure on ad rates charged by media content providers

While these trends are in some senses diametrically opposed, they both reflect a new shift towards 
marketer power in an era of increased competition for and dependence on advertising finance. 



http://spinsucks.com/communication/pr-pros-must-embrace-the-peso-model/



“There’s this huge intersection at the moment between 
public relations creating content that starts a 
conversation that results in an action or change in 
behaviour; and advertising, marketing and digital that 
understand behaviour very well and the points where 
you have to create nudges or interrupt to bring about a 
change in them”.

Stephen Waddington
Partner and Chief Engagement Officer at Ketchum (former President Chartered 
Institute for Public Relations, CIPR)

http://bobcm.net/2015/08/20/stephen-waddington-the-resurgence-of-pr-in-the-shift-to-social-business/



Problems and issues
Integrity of media channels - Erosion of the ‘firewall’ 
between editorial and advertising

Marketers’ influence on content, and on range of 
information, imagery and ideas circulating.

Corporate influence across (news) media

Audience understanding; Identification of advertising 
– media literacy, digital literacy

Stealth advertising  Einstein, M. (2016) Black Ops Advertising

Invasive advertising
Problematic advertising (‘Junk food’ etc.)

Economic surveillance

Commercialisation of communications and cultures

See Hardy, J (2014) Critical Political Economy of the Media, 
Abingdon: Routledge



http://www.hbo.com/last-week-tonight-
with-john-oliver/episodes/01/13-august-3-
2014/video/ep-13-clip-native-
advertising.html?autoplay=true

(some adult humour)

http://www.hbo.com/last-week-tonight-with-john-oliver/episodes/01/13-august-3-2014/video/ep-13-clip-native-advertising.html?autoplay=true


Regulation

United States: Federal Trade Commission Guidelines on Native Advertising (December 2015)

Principle: "an ad shouldn’t convey that it’s anything other than an ad."
There should be no "implied or express representation that [a native ad] comes from a 
party other than the sponsoring advertiser."

Disclosure for paid content-based 
advertisements should be:
• In clear and unambiguous language
• As close as possible to the advertisement 

to which they relate

Commission Enforcement Policy Statement on 
Deceptively Formatted Advertisements (December 2015) 
https://www.ftc.gov/public-
statements/2015/12/commission-enforcement-policy-
statement-deceptively-formatted
https://www.ftc.gov/tips-advice/business-
center/guidance/native-advertising-guide-businesses

https://www.ftc.gov/public-statements/2015/12/commission-enforcement-policy-statement-deceptively-formatted
https://www.ftc.gov/tips-advice/business-center/guidance/native-advertising-guide-businesses




ASA
….our rulings against celebrity 
tweets have set a clear 
benchmark that requires 
advertisers to make it obvious  
when the tweet is a paid-for 
commercial message

Advice that #ad or #spon should 
be used on Twitter to indicate 
when  a tweet is an ad 
ASA Annual Report 2012, p22.

“…. we considered it was 
acceptable that the first four 
tweets were not individually 
labelled as being part of the 
overall marketing communications. 
We therefore concluded that the 
ads did not breach the 
[advertising] Code”. ASA



Ad-awareness, media literacy and regulation

Source: Ofcom (2015) Children and Parents: Media Use and Attitudes Report, London: Ofcom.



Media – Marketing 
Convergence 

&
Media Studies



2.  How does this relate to the (new) 

GCSE and A-Level curricula?



Media Studies A Level: AQA AQA MEST1 Investigating Media,; OCR G325: Critical 
Perspectives in Media; 

AQA  MEST1 Investigating Media; (MEST3 Critical Perspectives)

features and issues such as synergy, intertextuality, cross-media promotion, public service remit 
and other obligations, censorship and control, news and entertainment values, the technologies 
used in the production and reception process – as relevant to the topic chosen.

OCR A2 G325: Critical Perspectives in Media

Contemporary Media Regulation (including regulation of advertising)

Media in the Online Age
To what extent has convergence transformed the media? Candidates might explore combinations 
of any two media…[including] various forms of online media production by the public or a range of 
other online / social media forms. 

G324 and related production units



GCSE  Media Studies

AQA Unit 2: Understanding the media

Cross-media study of linked texts (and promotion) 

Examines

• the significance of economic factors, including commercial and not-for-profit public funding, to 
media industries and their products

• how media organisations maintain, including through marketing, varieties of audiences nationally 
and globally

• the regulatory framework of contemporary media in the UK

• the impact of 'new' digital technologies on media regulation, including the role of individual 
producers

• how processes of production, distribution and circulation shape media products

• the impact of digitally convergent media platforms on media production, distribution and 
circulation, including individual producers

• the role of regulation in global production, distribution and circulation 

• the effect of individual producers on media industries



QAA Higher Education

2016 Consultation on Subject Benchmark Statement for Communication, Media, Film 
and Cultural Studies http://www.qaa.ac.uk/en/Publications/Documents/SBS-Communication-Media-Film-

and-Cultural-Studies-consultation-16.pdf

‘Some [degree programmes] range across the general areas of culture and/or 
communications and media, while others focus on a particular practice such as 
advertising, film, screen studies or journalism’

No reference in statement to ‘convergence’, ’marketing’

My view: 
QAA statement is sufficient to encompass the range of emergent practices in 
communications...Yet it also articulates relative settled categories of communication 
practice (‘broadcasting’ 'advertising' ‘public relations’) whereas it might indicate more 
strongly an engagement with processes of convergence across communications and 
marketing industries and activities.

http://www.qaa.ac.uk/en/Publications/Documents/SBS-Communication-Media-Film-and-Cultural-Studies-consultation-16.pdf


3. What are the implications for 

teaching and learning?

4. Discussion 



General observations

Opportunities to address changing relationships between media and marketing 
communications in curricula

• Integrate into production work/reflection on production

• Integrate into investigation of convergent media industries and practices; regulation 
and governance; media and society

Challenges

• Media-marketing developments are outpacing curriculum and conceptual categories 

• Engaging students around topics of interest as active researchers

• Navigating continuity/change  e.g. aiding students in meeting assignment requirements



5. Further Resources



Branded Content Research Network – (launch 1 September 2016; j.hardy@uel.ac.uk)

AIM: facilitate collaboration between academics and industry professionals to explore branded 
content practices and their media policy implications. 

Events; conference; publishing (with www.opendemocracy.net/), website and lots of resources

_______________________________________________________________________

UK

Industry 
Branded Content Marketing Association www.thebcma.info/
Content Marketing Association the-cma.com/
Internet Advertising Bureau www.iabuk.net/
Institute for Practitioners in Advertising www.ipa.co.uk
Chartered Institute for Public Relations www.cipr.co.uk

Civil Society
National Union of Journalists www.nuj.org.uk
Writers Guild of Great Britain https://writersguild.org.uk/
Campaign for Press and Broadcasting Freedom www.cpbf.org.uk
Media Reform Coalition www.mediareform.org.uk/
Impress http://impress.press/

mailto:j.hardy@uel.ac.uk
http://www.opendemocracy.net/
http://www.thebcma.info/
http://www.the-cma.com/
http://www.iabuk.net/
http://www.ipa.co.uk/
http://www.cipr.co.uk/
http://www.nuj.org.uk/
https://writersguild.org.uk/
http://www.cpbf.org.uk/
http://www.mediareform.org.uk/
http://impress.press/


2016 Awards 

Adweek asked why give awards for 
Entertainment (formerly Branded Content 
and Entertainment category) to a work of 
art (Beyoncé video) and a work of editorial 
journalism (NYT documentary), neither of 
which is principally a piece of marketing?

One of the jurors, Kristin Patrick, global 
CMO of Pepsi, said "We debated this 
question a lot last night…One of the things 
we talked about was that the worlds of 
entertainment, brand marketing and the 
media world are all coming together….in 
almost an unprecedented way.”

Another juror Josh Rabinowitz said of the 
Beyoncé video "Certainly a music video is a 
promotional tool, in its essence," he said. "It is 
funded by a major global corporation, a record 
label …."



Issues and debates

Industry: Content marketing is disciplined by the drive 
for marketing effectiveness to be responsive to users, 
appropriate for media channels and responsible in 
(self-)regulation.

Cannes Lion Entertainment is awarded for works that are 
‘high quality, have a powerful relationship to the brand, attract 
an audience and not be interruptive, and be entertainment in 
its form and not just entertaining in its effect’.

Shift of control to users?
___________________

Critical/societal: Shift from ‘firewall’ principles of 
separation that kept advertising finance separate from 
media content to….Marketers shaping content across 
media and communications.

How can we safeguard editorial independence and 
aesthetic integrityin media? Do we need quarantine 
procedures to contain advertiser contamination?

Shift of control to marketers?


