
MORE THAN SOCIAL

Choosing the Right Mix of Interactive Media



� In the world of media, a new world order is 

forming. One where the Internet medium has 

matured from emerging and experimental to 

established and effective. The pathway to 

profitability for marketers will be determined by 

the ability to integrate mobile, TV and Internet the ability to integrate mobile, TV and Internet 

traffic and advertising data into a holistic, 

effective, multi-strand fabric that blankets the 

consumer in a traceable, measurable way.

�

~ Jon Gibs, Media Analytics, Nielsen Company



Welcome to the Twilight Zone

� Comfort Zone:

� Print ads

� Broadcast

� Outdoor

� Tech Zone:

� Websites

� Enewsletter/eblasts

� Online advertising� Outdoor

� Direct Mail

� Online advertising

� Mobile Media



What is Interactive Media?

� Media that allows for active participation
- Wikipedia

� Interactive media is the integration of digital media 
including combinations of electronic text, graphics, moving 
images, and sound, into a structured digital computerised
environment that allows people to interact with the data environment that allows people to interact with the data 
for appropriate purposes.

- Elaine England and Andy Finney

� Interactive media is the power of relating media that 
responds to the user's senses.

- WikiBooks

� I have no idea, dear, but I’m sure you do a good job with it.
- my Grandma



What Does IM Do?

� Conveys rich information

� Words, sounds, images, video

� Allows for dynamic, fresh content

� Creates an experience controlled by the user� Creates an experience controlled by the user

� Enables dialogue and connections



Interactive Media Solutions

� Web-enabled: websites, microsites, business 

solutions

� Enewsletters: top-of-mind communications 

toolstools

� Online advertising: stretch and track your 

budget

� Mobile media: the new frontier



S&B’s Rules for Websites

� Focus on the user/customer

� Provide valuable content

� Build brand integrity, awareness and loyalty

� Enhance your business operations

� Track and leverage your success
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http://www.stephanbrady.com



http://www.bbc.co.uk/bloom/



http://www.joshuabudich.com/SWCollection/



http://www.teacherxpress.com/



http://www.gatesnfences.com/
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http://www.coca-cola.com/index.jsp



http://www.sephora.com/
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http://www.cheeseforme.com/



S&B’s Rules for Websites

� Focus on the user/customer

� Provide valuable content

� Build brand integrity, awareness and loyalty

� Enhance your business operations

� Track and leverage your success



Email: Special Challenges 

� 210 billion emails are sent EVERY DAY

� 70% are spam

� U.S. Postal Service delivered 660 million 

pieces of mail every daypieces of mail every day



Four Ways to Make Your 

E-Newsletter Stand Out

� Ensure that it has information your recipients 

need and want.

� Repurpose content when you can to enforce 

messaging and build ROI.messaging and build ROI.

� Decide what action you want the recipients 

to take.

� Promote your e-newsletter in many ways—

online, print, trade shows, etc.





Online Advertising Quiz

� Do you have a campaign with definite goals 

and timeframe?

� Are you willing to invest in a targeted media 

plan?plan?

� Do you have a clickable call to action (visit 

website, e-newsletter sign up, etc.)?

� Are you willing to invest the time or money 

to track and analyze the campaign?







Mobile Media: Next Frontier

� 277 million wireless subscribers

� 89% of U.S. population

� One-fifth of U.S. homes use only wireless 

phonesphones

� Estimated 40 million existing iPhones

� 26 million in 2009

� 40 million rumored expected in 2010

� 50,000-ish iPhone apps





5 Steps for Success

1. Put the “interactive” in “interactive media.”

2. Focus on your customers’ needs, not on your 

wants.

3. Think outside the website box.3. Think outside the website box.

4. Focus on what the technology can do 

for you.

5. Build in trackability and measurability, 

for true ROI.



Valette Piper-Bledsoe

Interactive Account Supervisor

Stephan & Brady

608.241.4141 ext. 240

vpiperbledsoe@stephanbrady.com

THANK YOU

Questions & Answers


