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As consumption habits shift, brands 
require media ubiquity

The average consumer 
sees c. 3,000 brand 
impressions daily. 

Media are converging and will 
continue to. Brands are 
challenged to intercept elusive 
customers, regardless of 
medium, channel, or time of day.
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Digital paid, owned, and earned media

o Display, banner ads

o Sponsored posts, ads

o PPC ads

o Pay per post blogging

o Website

o Microsites

o Blogs



Now, letôs define Converged Media

o Two or more channels of paid, earned, 
and owned media. 

o Consistent storyline, look, and feel. 

o All channels work in concert, enabling 
brands to reach customers throughout 
the customer journey 



What does this look like on Facebook ?
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What does this look like on Twitter ?
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Converged Media example: earned + paid

paid

Bazaarvoice deploys paid ads with 
earned user ratings and reviews. 
Microsoft advertises with 
transparency; shoppers click to 
learn more from their peers. 

earned



McKel Hillôs ñNutrition Strippedò 
blog



McKel Hillôs ñNutrition Strippedò 
Instagram



McKel Hillôs ñNutrition Strippedò 
Facebook (70k followers)


