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A little about me

• 20 years of content and 

audience experience

• Was head of content at 

GateHouse Media (Gannett)

• Co-owned a unique real estate 

solution in Texas

• Work with newspapers, TV 

stations, magazines, digital only 

David Arkin
Founder

David Arkin Consulting

• Fractional audience & 

operations help

• Branded content, 

newsletter, SEO and 

social media programs

• Content creation 

services

Consulting services



• Defining what branded content is

• Create amazing content for clients

• How to distribute it

• Packages

• How to make even more money

What we’ll be covering today



What isn’t branded content?

Branded content is not an advertorial or an ad, it’s an experience

• It isn’t distracting. Instead, it adds to the reader’s experience.

• It doesn’t trick someone into reading something it’s not

• It’s not written by an ad rep or someone trying to sell a product



Branded content can propel a brand
● Customer success stories 

● Industry / subject matter expertise & key insights 

● Community causes & corporate social responsibility initiatives



Experts program: Be the go-to source

• Experts are vetted industry experts and community leaders who build strong 

engagement with readers by answering their biggest questions. 

• Brand yourself as an Expert and showcase your valuable insights to the market 
every month, with widespread distribution of your content that you co-own.



• Advertisers that have a lot of interesting, unique activity happening.

• Advertisers with a very unique story to tell (how they started, their service)

• Advertiser is an industry that is trending or unique (cannabis as an example)

• Advertiser provides services that solve someone’s problems.

• Advertiser has information and insights the audience is craving

Branded content is a great fit for …



We use a unique branded marketing model that 

centers on what’s best for the customer:

• Cost and pricing

• Problems (yours)

• Comparisons and versus

• Best of lists (best in class, best practices)

• Reviews

They ask, you answer



Understanding the advertiser’s background, products and goals is critical when 
trying to create clickable content. Here are some areas to explore:

• What is the business’s history, background?
• What questions are customers asking the business?

• Why did the business decide to do the paid campaign?
• Are there success stories and people that could be featured?

• What is it about the business that customers say they love about you?

Framing a plan with the advertiser



What makes a good branded content story?

Month 1 Month 2 Month 3

Answering a real estate 
question: Is the winter a good 
time of year to buy?

5 reasons moving to this city is 
a great idea 

Featuring a home a realtor 
recently helped someone buy

Real estate example



What makes a good branded content story?

Medical example

Month 1 Month 2 Month 3

Health screenings you should 
do in the new year for a healthy 
2023

Meet our 3 new heart doctors 
and find out why they chose 
our city

What’s the latest in pancreatic 
cancer technology and how 
can you use it



What makes a good branded content story?

Restaurant example

Month 1 Month 2 Month 3

Profile on a restaurant 5 most popular dishes to try 5 drinks that pair great for the 
summer



• Should aim for 3-month minimum campaigns (can discount 6-12 months) as a 

way to start the client

• This helps the advertiser create momentum with the content, you have more 

examples of what worked and didn’t and it’s obviously better for your revenue

• 1-month campaigns should really only be done to get someone to a 3 month

Idea: Use contests (Best Of) to build a sponsored content story into a package

Always try to sell multi-month campaigns



Examples: Build organized campaigns 

3-month real estate campaign: Local expert advice, people and community content

https://www.checkoutdfw.com/galleries/when-this-couple-learned-a-beautiful-celina-home-was-being-sold-off-market-they-jumped/article_734b84b6-e415-11ec-b27c-276c11591ac3.html


What should you be writing about?

• Content that centers on what the audience 

wants to know about

• Uses the same strategies newsrooms use to 

grow organic content

• Focuses on what solutions people need

• Attempts to be very local, not generic



Examples: Write about people 

https://roughdraftatlanta.com/2023/06/05/pride-month-how-this-atlanta-dog-grooming-service-has-created-such-a-welcoming-environment-for-these-lgbtq-employees/


Examples: Get creative 

https://www.stlmag.com/branded-content/15-things-to-know-about-pappys-smokehouse-as-it-celebrates-15-years/


Examples: Get creative 

https://www.metroparent.com/sponsored-content/dairy-treats-ok-for-kids/


Use story formats to increase time on page

01 

02 

03 
Q&A on a topic
Q&A with a person
Bold headers

Showcasing products
Numbers
Polls

Infographics
Social video/graphics
List (Numbers based)

Checklist
Photo list
Live chat

Glossary terms
Quiz
Maps

Flip cards
Charts and tables
Pros and cons



Example: Use alternative formats

https://www.metroparent.com/sponsored-content/family-road-trip-guide-sandusky-ohio/


Example: Use alternative formats

https://www.metroparent.com/sponsored-content/how-much-college-costs-in-michigan/


Example: Be mindful of what Google likes

What Google is looking for: Personal experiences, showing you are an expert

https://www.chicagoparent.com/things-to-do/celebrate-chicago-holiday-events/


• Content should be featured on the homepage (at least two positions), section 

fronts and story pages (need to think of this as an inventory exercise)

• Length of time is dictated by package advertiser picks

 • Ensure there is appropriate 

labeling (on the homepage) 

and in the story above 

headlines (use branded or 

sponsored content)

How to feature and label the content 



• On your website

• Newsletters

• Social media

• Great SEO

• Add on opportunities

All of the places you should distribute



• Homepage

• Section fronts

• Story pages

• Clearly label





Where the content should eventually live

http://www.wral.com


Example: Get creative and build pillar pages 

https://www.metroparent.com/a-family-guide-to-macomb-county/


• Content should be distributed on Facebook, 

Twitter, Instagram and LinkedIn

• Use the platform’s tools to make it clear that it is 

a paid piece of content

— Facebook and Instagram: Use their tools to tag 

a sponsor (today you are not)

— Twitter and LinkedIn: Use hashtags #ad 

#sponsoredcontent (not posting to LI today)

How to handle the content on social media



• Fold the content into the flow of 

your newsletters (between content 

blocks)

• Label appropriately, like you would 

in other areas of your website

• Consider using a tool like Site 

Impact to send a newsletter just 

about that client (display ad)

Feature the content on your newsletters



• Headlines should feature best 

practices to drive clicks, search:

— Conversational tone to headlines

— Use keywords in headlines

— Fully optimized stories (meta data 

description, searchable photo files)

— Unique URLs (not just the URL 

that’s the same as the headline)

Great SEO really matters



• Facebook Groups can have some of the largest 

audience gains for this content.

— Identify the groups or niches that tie to the 

kinds of content you write and request to join

— Be part of the group, so answer questions but 

also share links for these paid stories

— Whoever you are writing about, find groups 

that connect 

Use Facebook Groups



Let’s talk about the workflow



• Don’t wait until you get to the end of the month to understand 
performance of your campaigns   

• Create a mid-month process to understand how everyone is doing

• Evaluate these things: Page views, users, impressions, newsletter 
opens, social media reach

• Add more budget, change up your headlines, social langague

Have a mid-month check in



Features Basic Deluxe Premium package

Story on website, 
unlimited photos, 
placement on homepage

✓
Homepage story, 1 section 

front (1 week)

✓
Homepage story, 1 section front (2 

weeks)

✓
Homepage story, 1 section front (2 

weeks)

Social post (Instagram, 
Twitter, and Facebook)

IG Stories 2X
Twitter 2X

Facebook 2X

IG Stories 2X
Twitter 2X

Facebook 2X

IG Stories 3X
Twitter 3X

Facebook 3X

Paid social media 
campaign

✓

Digital display ads ✓ ✓ ✓

Story featured in 
newsletter

✓
In 1 newsletter

✓
In 2 newsletters

✓
In 3 newsletters

Print branding ad Quarter ✓ Half ✓

Pricing $750/1 story $1,000/1 story $1,500/1 story



• Paid social media campaigns

— Audience campaign promoting their article
— Capture email for the advertiser
— Use social media for promoting their ads

Social News Desk is a great tool to use

How to drive additional revenue 



• Third-party newsletters

— Send your entire newsletter out in a Site 
Impact deliver

— Run display ads through a similar tool

How to drive additional revenue 



How to drive additional revenue: Reels 
Find venues that 
want to promote 

Use video 
and/images to help 
drive visitors

https://www.instagr
am.com/reel/C0uGd
zAvFbg/

Find fun and unique 
approaches

You can create Reels 
and sell them for 
topics that are more 
traditional

https://www.instagram
.com/reel/C0M6QypP
4GJ/

https://www.instagram.com/reel/C0uGdzAvFbg/
https://www.instagram.com/reel/C0uGdzAvFbg/
https://www.instagram.com/reel/C0uGdzAvFbg/
https://www.instagram.com/reel/C0M6QypP4GJ/
https://www.instagram.com/reel/C0M6QypP4GJ/
https://www.instagram.com/reel/C0M6QypP4GJ/


How to drive additional revenue: Reels 

Promote your Best 
Of contest

You can upsell 
advertisers in 
packages you offer 
for special editions 
or contests

https://www.instagr
am.com/reel/C15M
GTMPbGN/?hl=en

Focus on content 
even when 
encouraging 
someone to vote

This video shows off 
why you should vote 
for them

https://www.instagram
.com/reel/CyUFVFzv
QAg/?hl=en

https://www.instagram.com/reel/C15MGTMPbGN/?hl=en
https://www.instagram.com/reel/C15MGTMPbGN/?hl=en
https://www.instagram.com/reel/C15MGTMPbGN/?hl=en
https://www.instagram.com/reel/CyUFVFzvQAg/?hl=en
https://www.instagram.com/reel/CyUFVFzvQAg/?hl=en
https://www.instagram.com/reel/CyUFVFzvQAg/?hl=en


• Hold regular (first 

month after campaign 

runs) meetings with 

clients.

• Hold quarterly and 

extension meetings.

• Monthly send simple 

one page data (right)

Report results monthly and quarterly 



• Understand that branded content is a new kind of marketing

• Use resources (not newsroom) to create to specialize in this content

• Position the unique opportunity to use your audience

• Build a clear program with the right distribution

Top takeaways to leave with



How we help publishers with 
branded content, audience growth

We provide branded content services for newspapers, city

magazines, parent magazines, TV stations and more

• We have a branded content bootcamp that’s al a carte 

allowing you to decide what you need (strategy, content, pitching)

• Editorial and leadership assistance (managing a team, filling in for open positions)

• New product development: A real estate vertical, newsletter, social media



Let’s chat
• 832 407 0188

• david@davidarkinconsulting.com

• www.davidarkinconsulting.com

mailto:david@davidarkinconsulting.com
http://www.davidarkinconsulting.com

