
How creative
branded content

grows more revenue



A little about David Arkin
• 20 years of content and 
audience experience

• Was head of content at 
GateHouse Media (Gannett)

• Co-owned a unique real estate 
solution in Dallas, Texas

• Works with newspapers, TV 
stations, magazines, digital only 

David Arkin
Founder

David Arkin Consulting

• Fractional audience
• SEO
• Branded content
• Social media
• Newsletters
• Organic content

Services



• What is branded content?

• Why branded matters for businesses

• Why being creative matters so much

• Examples, examples and more examples

What we’ll be covering today



How would you 
define branded content?



Branded content is content that’s created 
(in collaboration with a publisher) that entertains, 

educates, or informs audiences while subtly 
promoting the brand's values and messaging.



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



Industries that are a great fit

● Travel
● Real estate
● Interior Design
● Law
● Medical
● Retail
● Home Services
● Beauty
● Education
● Financial Services



The numbers show this really works



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



• 3-month minimum campaigns help the advertiser create momentum

• They help media companies understand what’s working

• They create a library of content with the advertiser

• They develop a view of what might work in the future 

Multi-month campaigns are most effective



• On your website

• Newsletters

• Social media

• Great SEO

• Add on opportunities

All of the places you should distribute



What’s in a branded content package?
Placements
● One week on homepage
● One week on website section 

(depends on package)
● Forever in Partner content section

Distribution Elements
● Display campaign linking to article
● 2-4X placement in newsletters 
● 1-2X placement on Facebook and 

Instagram Stories



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 $1,000/1 story $1,500/1 story $2,000/1 story



More ways to promote
Reels
● Have your story showcased in a Reel
● Handle the creation, distribution

Email blasts
● Reach a targeted audience through 

your email database
● A great way to promote the 

content and your brand in front of an 
engaged audience



Let’s look at some unique 
ways to sell and promote



How ad reps can pitch branded content

● Follow Facebook Groups: Spot trending industry topics and 
community discussions.

● Use Google Alerts: Track key accounts and industry news.
● Monitor Social Media & Newsletters: Stay updated on advertiser 

and industry trends.
● Leverage Search Trends & AI Tools: Discover audience questions via 

Google Trends, SEMRush, and AI-generated insights.
● Ask Advertisers Directly: Identify content opportunities by 

discussing customer FAQs and popular products.



Use the power of email marketing

● Create a targeted email series to engage prospective advertisers.
● Similar to a newsletter welcome series, but designed for branded sales
● Use a three-email structure:

Email 1: Introduction to the branded content program.
Email 2: How the program benefits advertisers.
Email 3: Case study (if available) or why you believe in the program.



Use the power of email marketing

● Segment your list so the right advertisers get the right messages

— Exclude existing branded content advertisers.
— Target potential new buyers.

● Time of year matters, so does what you’re working on

— Launch during unique times of the year (e.g., year-end promotions).
— Pair with high-performing sections and offer bundled packages



Material to show a 
potential advertiser
● Have ready-to-send materials to introduce 

branded content to prospects.

● Outline program details, benefits, and 
examples to share with potential advertisers.

● Position it as an easy add-on to existing ad 
packages.



● Create branded content spec ads 
by taking basics on the business 
and creating a prompt asking for 
a series of articles

● Create print and digital branded 
content ads, showing some of 
the content but not all

● Goal is to not use the content 
but get them excited

Make branded content specs (content)

https://docs.google.com/document/d/1I8doHFnPwWTXUYJ8-SROQx13H7BVz53K0DtONpG4yIM/edit?tab=t.0


Involving a strategist

• Bring the writer/content strategist in as soon as 
possible after the sale — or even during the pitch

• Having a strategist present can strengthen the 
advertiser’s confidence.

• If the strategist wasn’t part of the sales process, 
meet with them after to outline key advertiser details.

• Streamline info gathering with a structured form

https://docs.google.com/forms/d/e/1FAIpQLSecjQJsBk39D1vr8VfMmaccLtFrbMwKBS7-xxTaZN7MepfbOg/viewform


Keywords drive the brainstorming process
● What are the top keywords 

around the business 
● What questions are users 

asking about the industry
● Keywords can help drive 

the story selection process
● How we can align those 

keywords in the areas that 
grow the SEO



Have a tool that helps you manage it all

● Keep tabs on deadlines, approvals, and content production
● Anyone involved in the fulfillment process should be involved
● Creates a library of sorts for the content and tracking
● Use same sheet for analytics performance (Link)

https://docs.google.com/spreadsheets/d/1mpAq-otg7Uv0nXMgQaAPHAlMMkaXg4V_4sYEWZivbV0/edit?gid=2020992722#gid=2020992722


Branded content metrics convert a 
passive user to an interested reader

• Time spent on the story

• Cross channel impressions

• Social media reach and plays

• Page views of the article

Important metrics to consider



Let’s look at some 
creative 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


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/






Examples: Get creative

https://www.stlmag.com/branded-content/garage-living-saint-louis-showroom/


Examples: Get creative

https://www.romesentinel.com/sponsored/5-key-ways-strategic-elevates-the-wealth-management-experience/article_9623c4e0-bee6-11ef-9d5a-238abc13c287.html


Examples: Get creative

https://www.stlmag.com/branded-content/dogwood-canyon-best-time-to-visit/#:%7E:text=August%20and%20September%20are%20ideal,more%20intimate%20experience%20with%20nature.


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/


Another Google best practice



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 helps you perfect 
your strategy or have one built for you from scratch

• We can serve as your content strategist including writing the content for you



Let’s chat
• 832 407 0188

• david@davidarkinconsulting.com

• www.davidarkinconsulting.com

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