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Learning Objectives
Content creation for social media encompasses everything you can produce that your audience can consume with its their senses. The understanding of the form that content can take is closely related to a definition developed by Camden Gaspar (Gaspar, 2022):
“Content is information that is relevant in a given context and has a form shaped bey the medium through which it is transmitted.”
This course focuses on the development of a corporate online presence by employing different channels, while using content creation guidelines to create a professional digital experience.
You will begin your Social Media Creation course by discovering how to create engaging content and using storytelling to powering step it up a notch for social media through storytelling. The corporate communication toolbox is then completed by showcasing tThe basics of visual and editorial communication are then showcased to complete the corporate communication toolkit.
A fundamental n elementary type of content most of us already learn in elementary school is textual content. However, we will be looking at writing skills for online publishing. When we focus on written content for the uses cases of blogs &and microblogs, the successful adaption of content to its channel is discussed.
Visual storytelling will introduce us to creating strong visuals and explore how to communicate via associations. The effectiveness of transmitting emotions through video content will underline why this type of content is best suited for to social media. 
A further foundational form of content form is the overview of the production process for audio content to be used as audio and podcasts. Planning the content mix and the final overview of how to connect offline & online in cross -medial and trans -medial cCampaigns will showcase the importance of storytelling.
Unit 1— – Social Media Creation: The Power of Social Media Storytelling

Study gGoals

On completion of this unit, you will be able to …

… define storytelling.
… decide on the best use of visual and editorial communication for your storytelling.
… identify the essential elements of the storytelling method to trigger emotions.
… apply the storytelling method within your overall communication strategy.

1. What is Storytelling?
Case Study 
In an attempt to showcase best practices on building brand love and loyalty, Google published a report in its series “Think with Google” featuring the company Dove (Think with Google, 2013). Dove is a brand of personal care products, such as deodorants, moisturizers, shampoos, and body washes, which is owned by the multinational firm Unilever. In 2013, a campaign at Dove centered around a compelling social experiment aimed at exploring how women view their own beauty in contrast to what others see. The result was Dove Real Beauty Sketches, a short film produced as part of the Dove Campaign for Real Beauty marketing campaign.
Using the storytelling method with to excellent skillseffect, the initiative was aimed ataimed to  the following: To show women that they are more beautiful than they think they are by comparing two different sketches of themselves. One sketch was produced after the woman described herself to a professional FBI-trained forensic sketch artist and the other sketch was drawn by the same artist but based on by descriptions from by strangers whom the same women met the day before meeting the sketch artist. The sketch artist and the intervieweed person could not see each other since a curtain was placed between them. The result of this process was then portrayed in a short film.
What was stunning is the waythat the stranger's regularly described the women was regularlyas more attractive than what the subjects’ self-descriptions actually said of themselves. The short films resulting from the experiment were released in April 2013 and immediately went viral. This was caused not only by the story that developed by showing the setup of the experiment, the way it turned out and the resulting side-by-side sketches, but also by a striking exchange at the end of the film: “"Do you think you'’re more beautiful than you say?"” the professional sketch artist asks one of the women. “"Yes,"” she admits. The film ends by showing the phrase “"You are more beautiful than you think”" and then displaysshows the Dove logo.
The total views of the films topped 160 million and generated more than 4.6 billion PR and blogger media impressions according to the corresponding Think with Google report.
[bookmark: _Toc221687482]1.1 Basic Storytelling Know-H how —- How to Create Eengaging cContent
The human brain strongly reacts strongly when it is processing information related to a story. Neuroscientists have not only found outdiscovered that the a neurochemical called oxytocin plays an important role in the processing of stories: they have also measured the levels of oxytocin in the blood of persons people being told a story to assess the level at which the story was resonating with the listener. “Stories make us remember and they make us care. The reason content marketing works is not artsy-fartsy. It is because our brains are programmed for stories” “. (Crossfield, 2019, last sentence of answer to Crossfield’s first1st question).
When you use the storytelling method, your aim should be to draft the stories in a way that they stir emotions in the persons people who consume your stories. If done right, storytelling shapes beliefs, and  changes behaviors and, best of all: Storytelling has the capacity to make complex ideas or concepts more accessible. (Handley, 2022). The human brain is wired to build its representation of the outside world on stories, making the psychology behind the storytelling method all too logical: Consuming facts is boring and, expository writing based on analytical dimensions of communication does not trigger emotions— – at least not the positive emotions one would prefer.
What is so powerful about stories is that they appeal to the area of the brain where information is stored in the form of narration and episodes and are backed by emotions, whereas the brain has other challenges when storing pure facts and that are not having those packaged in stories. With sStories, it is much more likely have a much higher probability that the consumer will relate to the content and consequently be motivated and activated (Zak, 2014).
As such, – storytelling has been around for quite a while: You can consider that the fairy tales (Once upon a time...) common to many cultures and used in the past centuries and most likelycenturies—and most likely millennia—past millennia  represent a form of storytelling, too. For our purpose, we will outline six elements for developing compelling stories in a business context. The characteristics of your story should – ideally – be (Handley, 2022, p. 198-199):
· It is true… Iit should be obvious, but it is worth mentioning: I, if your stories ought are to be successful, base the content and the sources on real and true characters, locations, and accounts of facts— – not fiction.
· It is human… whenever the consumer of your story can relate to your story, you have a good chances of getting both the necessary attention and triggering the belief that your story will deliver valuable input that can improve the consumer’s situation.
· It is original… every story that is not unique will struggle to stand out. The story of a financial institution that could be any of the well-known institutions if you were to cover the logo visible in somein the corner consequently has lower probabilities is consequently less likely to achieve the desired effect as it will dilute be diluted in the ocean of stories which are out there.
· It makes your reader the hero… your aim should be to bring the story forward to the fore in a manner that not does not put a product or a service is in the foreground, but instead the target audience you are addressing the text to.
· It makes people feel something... whenever your text manages to evoke emotions in the reader, your performance in terms of remembering and comprehending the content will increase considerablythey will be much more able to remember and comprehend the content.
· It is aligned with a long-term strategy… for a story to be engaging and triggering trigger action, it needs to have its place in the overall context of how you provide added value or solve a problem for the reader. As such, stories can help eliminate uncertainty and vagueness. Stories can clarify and provide simple truths.

Advantages and Credibility of Storytelling Eexplained
An empirical study based on answers from more than 33.,000 participants (Mar et al., 2021) delivered the proof: In their meta-analysis of experiments focusing on memory and/or comprehension of narrative and expository texts, Mar et al. (2021) found that narrated stories are more easily understood and better recollected than essays, news, facts, manuals, and data, for example. Compiling information in texts with pure facts and no emotions is not as effective as mixing information and emotions in what is best described as storytelling. The striking difference is that, whereas expository texts explain, stories entertain. It may be useful to note that stories resemble much more the structure and experience that human consciousness lives throughundergoes in everyday life and therefore shows better performance in terms of the reception and memory memorization of the transported message being conveyed.
This leaves little doubt that narrated stories and texts, by capturing their audiences’ interest and using imagination to communicate experience, outperform textual content that merely explains a series of facts and information, because they capture their audiences’ interest and use imagination to communicate experience.Emotional storytelling
The term identifies and utilizes the emotional trigger in customers’ purchase motivation.

Understanding the Mmechanics of Wwhy Sstorytelling Ttriggers eEngagement
From books to films to video gaming, smartphones, mMusic, virtual personal assistants and brand advertisement, storytelling can take playful and serious forms in current everyday life at present. One variant is emotional storytelling. In storytelling - ideallyIdeally, - the story used in storytelling will provoke an emotion that inspires the a desire to act within those being confronted with the story (Lesser, 2022). 
An idea can be powerful in its ability to iInspire emotion and subsequent action, and researchers are beginning to uncover the roots of this in the way our minds work. Neurologists have found that the human brain does not discern between events we experience personally and those lived that we learn about through a story being we consumed (Crossfield, 2019). In that this respect, stories can be compared to flight simulators where realistic scenarios are lived throughexperienced without them representing reality per se. The impact of emotional storytelling is even more persuasive as it provokes a change of mind in the consumer not through an imperative, but by making a proposal to view something from a different perspective.
An additional, – physiological – aspect of why storytelling works so well in human brains is related to the constant tendency of the brain to save energy and to follow those internal paths or circuits which consume less calories. By following and storing information along the known pattern of a story (as opposed to storing facts, numbers, and raw data in the respective areas of the brain), the human brain is in effect choosing a path of lowest investment (Romer, 2022).
[bookmark: _Toc221687486]For thousands of years, stories have represented the mind’s training program for new situations and for safely living throughsurviving potentially life-threatening situations: They and have become a tool used byof humans to increase the likelihood of survival once the situation arisescomes up. Stories bring a higher degree of certainty to situations which lack transparency and clarity, and, in many instances, successful stories include an appeal to the consumers’ emotions. Emotional storytelling is not the best approach for every situation: In branding, the aim should be to define and communicate a clear, central idea that consumers of the story can connect with (Lesser, 2022).
The Ccase for Sserious sStorytelling
In the case ofAt a hospital, for example, using storytelling to prepare patients for an upcoming surgery, this would be neither to entertain or for cultural reasons, but for the simple reason that the health care organization would strive to maximize the success rate for all its treatments. T, and this his would certainly meet the definition of serious storytelling , just like any application of the method in social sciences and business. Serious storytelling
Serious sStorytelling is described as storytelling with a purpose beyond entertainment (Lugmayr et al., 2017)

Serious storytelling deals with narratives in a particular context outside of entertainment, one example being e-Llearning and several others being rooted in medicine and eHealth. (Lugmayr et al., 2017). In the case of serious storytelling, the narrative is told through a set of media, for example, which can have include artefacts placed in the real world. 
To explain this, let us assume a hospital creates a flyer outlining by means ofthat deploys storytelling to outline what the step-by-step procedure will look like for a certain surgery: The story in this case becomes part of the real world. However, the story in the flyer is a fictive fictitious story, created to have generate an artificially perceived fictive fictitious world in the mind of the patients reading the flyer. The artefact, the flyer, is the medium creating this fictive fictitious world. Regardless of whether the context being is healthcare, a university or a school, the use of the storytelling method in a non-entertainment context will most likely show the following five principles.
Principles of Sserious Sstorytelling
Serious storytelling is described as storytelling with a purpose that goes beyond entertainment. It  and therefore applies to many examples of brand storytelling in the business context where business goals, rather than entertainment purposes, are thein focus. Serious storytelling uses story features such as characters, conflict, engagement, emotions, cause-effect relationships, meaning, and time-space constraints to create a larger, – serious – and more meaningful construct (Lugmayr et al., 2017).
The following table offers a brief explanation of the just mentioned features mentioned above:
	Story Ffeatures Uused in Sstorytelling

	Feature
	Explanation

	Characters
	A character is any person, animal, or figure represented in a work. Characters are essential to a good story, and it is the main characters that have the greatest effect on the plot or are the most affected by the events of the story.

	Conflict
	Conflict in a story is a struggle between opposing forces. Characters must act to confront those forces and there this is where conflict is born. Conflict in a story creates and drives the plot forward.

	Engagement
	Narrative engagement is the sensation experienced of being “pulled” into the world of the story. Being more engaged in a narrative is associated with greater enjoyment of the story and greater potential for the story to influence the audience.

	Emotions
	Emotions are the feelings that the story evokes in the audience, whether it this is curiosity, excitement, empathy, fear, or urgency.

	Cause-effect relations
	Cause and effect are a literary concept to define actions and consequences. The cCause is “why it happened” and effect is “what happened.” This concept is useful because it can be persuasive, and it can generate information.

	Meaning
	Rather than a list of dry facts, stories have a narrative or sequence, and they introduce people or characters. We respond to stories, particularly when there is emotional detail, and remember information given in story form much more vividly.

	Time-space constraints
	All stories are somehow nested and rooted in a space and a timespatial and temporal context. 



These principles represent characteristics common and characteristics that are helpful to thefor understanding of the concept:
· The intention to encode, decode, and represent factual knowledge and wisdom in serious contexts is at the center of serious storytelling.
· While being fact- based and not fictional, serious stories purposefully adapt narrative elements such as engagement, conflict, characters, emotionality, meaning, cause-effect relationships, and time and space constraints to increase their effectiveness and to achieve serious goals. 
· Serious stories are perceived as an evolving sequence and interaction becomes a matter of communication and altering narrative flow to achieve serious contextual goals. (tTable 1. in Lugmayr et al., 2017).
Serious storytelling involves conveying knowledge and wisdom. It has potential to enrich the world of social media by offering a novel way of interweaving a narrative with emotions. The cognitive recognition in storytelling is achieved by offering the reader/viewer/listener the opportunity to sense transformations. In the context of sSocial Mmedia Ccreation, the power of Ssocial Mmedia storytelling takes the new form as proposed by Lugmayr et. al., termed denominated as digital serious storytelling. This  and comprisesing a viable set of specific criteria to consider when creating a strong corporate online presence.
Self-Check Questions
1. Please list three key reasons for why companies to should consider sSocial mMedia sStorytelling for their corporate online presence. 
It is the best fit to with the way humans perceive things and learn.
It is a proven method for both entertainment and serious business purposes.
It offers an alternative perspective instead of imposing a will.
It provides structure to the cognitive process and saves energy within the brain process.
It provides a high probabilityies of recipients engaging with the content.
2. Please mark the correct statement(s).
· The corporate storytelling content should be in line with the overall long-term corporate strategy.
· A story used for the corporate online presence should be developed ad-hoc within the timeframe it encompasses.
· To gain a competitive advantage, a company should monitor the competition and adapt its stories to them competition.
3. Please complete the following sentence.
Social Mmedia sStorytelling is characterized by being based on true facts; it, should be human in its nature and original to achieve the desired effect.
[bookmark: _Toc221687504]1.2 Basics of Visual and Editorial Communication
Visual and eEditorial cCommunication are both are representations of communication design, with the former being linked to one sense (sight) and the latter being perceivable through both sight and hearing. 
Strong visuals can draw the a content-consumer of content into the a piece of content piece and the setup of content being crafting contented as an editorial (and not as an advertising) can make the resulting content more appealing, effective, and successful. 
In a sSocial mMedia environment in which screens have come to play an enormous role, the trend towards includinge visuals and to decreasinge the level of “‘advertising intent”’ can become a differentiator to maintain thea situation in which content is consumed and achieves the desired effect. Consumers have become more and more become numb to advertisements (Moorman et al., 2022).
Visual Ccommunication 
Most of us associate a certain color and a specific font with the brand name Coca-Cola. This, the instrument tool employed is called visual communication. Visual communication uses visual elements to convey ideas and information. It and can include: 
· Signs
· Typography
· Drawing
· Graphic design
· Illustration
· Industrial design
· Advertising
· Animation
· Electronic resources 
(Barnhart, 2021)

While humans have used visual communications since prehistoric times, the multitude and intensity of available the communication channels available hashave increased and intensified in the digital age (Ritchie et al., 2012). When it comes to integrating visuals into your content and your overall content strategy as an organization, consider and plan for the story as well, not just the visuals. Apart from aligning your visual story with your content marketing strategy, it is recommended that you also tailor your visuals to the delivery platform in question (Harris, 2022).
Components of vVisual Ccommunication
In comparison to purely text-based communication, visual communication is better at grabbing the audience’s attention and tends to be more engaging, allowing it to deliver the essential information to be delivered more directly. It is also offersing much more variety in respect of the means of delivering a message than verbal or textual communication, as it offers encompasses more numerous options, including illustrations, photographs, and electronic images (Ritchie et al., 2012, p.126).
Visual communication includes the following components:
· Color is the most essential element of visual communication. It and  can be found in most elements, beginning starting with the logo, in the fonts and in details, such as for example the lights inside and outside the an organization’s buildings of an organization.

Color and Ccommunication	Comment by Author: Please adjust the spelling of ‘color’ in the image below.
[image: ]Visual communication
Visual communication is used to increase the effectiveness of the message by achieving appeal, comprehension, and retention. 

· Shapes Besides colors, shapes are used, besides colors, to grab the viewer’s’ attention. T with the universal stop sign shaped as an octagon being is the most recognized, striking example and road signs in general showing depict the most common use of communicating via shape and colors (Heller & Anderson, 2016, p. 106).
· Tones is are a variation of the intensity of color. Both tones and color palettes can be a powerful strategic tool for the visual communication both online and offline.

Color Ttones
[image: ]  
· Texture is a design element used for two-2 and three3-dimensional surfaces of an object or an image. It can be used to attract or repel interest to an element, or repel interest from it, depending on the specifics of the texture in question.
· Figure-ground is a further element of visual communication. As a design element, fFigure-ground as design element distinguishes between forms, shapes, and spaces within a composition and differentiates what you the viewer notices from that (the figure) and from everything else, i.e. - the background (ground) (7 Paramount Components of Visual Communication, 2022). 
· Typeface and font - Whileare commonly treated as interchangeable terms, typeface and fontbut they have distinct meanings. A typeface is the visual design of the letterform. Examples include Times, Helvetica, Edwardian Script, Cooper Black, and Circus. Fonts are the sizes and weights available for a typeface.
Typefaces and fFonts
[image: Ein Bild, das Text enthält.
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· Balance arranges relates to the arrangement of the visual components of the visual. Balance in a composition can be symmetrical, for example, or it can be asymmetrical.
· Hierarchy leads the viewers through the message. It helps the viewers navigate through the visual and to process through the information in the designer’s intended way, starting, for example, from a focal point and before being led through lines or other elements along the intended course of information flow. (7 Paramount Components of Visual Communication, 2022).

The following questions are helpful when considering which combination of visual design elements to apply to the content:
· Is the message intended to inform, educate, or entertain the target audience, and which elements of visual communication support that purpose?
· In an era of lesserof short attention spans, which weight should visual elements get be given whenin drafting and producing copy and its the accompanying visual s to bso it ise compelling, interesting, and intriguing?
· How big is the missed opportunity missed if visual communication elements, perhaps due to insufficiently thorough consideration, fail to adequately reach the target audience or communicate the desired message, perhaps due to being given insufficiently thorough consideration?

Both verbal and visual communication can benefit strongly from being enhanceding by elements like such as visual communication components or from distinguishingmaking the choice between editorial content and advertising content. 
Editorial content is not limited to newspapers and magazines. Non-fiction books, documentaries, and other newsworthy publications all fall under thise editorial typeumbrella, as does and likewise content with educational purposes, like such as that in textbooks or presentations. (Ritchie et al., 2012).
Editorial Ccommunication
Editorial communication, which is sometimes also described as content marketing, has the potential to compete with advertising as the businesses’ main strategy forof business communicating to with their existing and potential customers. While it cannot be stated that editorial communication has replaced advertising, it can still nevertheless be noted that the its disguise as editorial content best matches the consumers’ tendency of consumers to distrust advertising content. 
The next step in combining the positive effects of visual communication with a content strategy relying comprising more on educational and narrated content consequently leads to editorial infographics as viable tool to maximize a company’s communication performance. While advertising content still does have ahas its place in the mix of communication messages, the it is realistic to assume that power of content in can influenceing customer decision- making and provideing relevant insights into serving consumers’' needs is a realistic assumption and; this calls for ways to integrate editorial content more effectively. Editorial infographic
An editorial infographic is one that employs a narrative approach and are is designed to have a mass appeal. 

“The most important rule to remember is that editorial infographics should not reference the company in the content.” (Ritchie, et al., 2012, p.114).
Producing editorial content
With the bulk of editorial content having historically been produced by journalists historically, the shift of business communication from web 1.0 to web 2.0 has opened up a myriad of new opportunities for corporates and small businesses alike to stay in contact touch with their target audience. It has also enhanced and  the need for businesses to either hire employees with a journalistic skillset as journalist or rely on agencies providing content in a journalistic-like form. 
Journalistic genres include news stories, reviews, features, explainers, and listicles and have increasingly found their way into the corporate communication content marketing mix of corporate communication (Thompson & Weldon, 2022). 
Inbound Ddigital mMarketing
Inbound digital marketing, “ or ‘pull marketing’” or “‘content marketing’” all refer to marketing campaigns that use content to increase awareness for of an organization or an individual, and to attract potential customers. One example of inbound digital marketing is the marketing blogs. Blogs are websites “‘where there are consistently updated entries or posts focusing on one or two subjects”’ (Thompson & Weldon, 2022, p.40).
This strategy that has grown more and more popular over the years. This strengthens reinforces the view that, while brands and journalists both tell stories, storytelling does not constitute journalism, and content marketing used to fuel iInbound dDigital mMarketing is n’ot journalism either. Thus, a distinction must now be made between traditional journalism (news, reporting on current events, and gathering facts and information), and content marketing that utilizesing journalistics’ techniques (whereby corporations tell stories to engage with their target market). “Content marketing is a term to describe a form of corporate media (an umbrella term for all types of publishing by a corporation), that is editorial in its look and feel” (Foremski, 2015).
Instead, eEditorial cCommunications rather resembles a setup which can be compared to mMedia as a sService (MaaS) in that it is journalistic but transparent about being corporate media, in contrast to “native advertising.” . Editorial communications entail the a strategy to show theof showing the authenticity within an organization by showcasing its stories, its people, and its values. Editorial communications should create content that is of service for the industry and the market— — and not constantly self-serving. It and should certainly should not resemble marketing or PR communications (Foremski, 2015).Native advertising
Native advertising blends the ad into the native content of the platform where the ad is published. 

Self-Check Questions
1. Please complete the following sentence.
Editorial cCommunication produces content aimed at reacting to the observation that consumers have become numb to advertisements.
2. Using components like color, shape, tone, and texture in images is referred to as...
· photoshopping.
· visual communication.
· functional marketing.
· branding guidelines.
3. What type of visual content should be included in the a content strategy to make use of both to the advantages of both visual communication and editorial communication?
Eeditorial infographics
Summary
Content is the fuel that sparks and fuels drives the sales engine and the recruiting recruitment engine of many— if not all— organizations. Apart from storytelling, both visual communication and editorial communication become are elements of an effective content marketing strategy in today’s media-centered life.
While thousands of years ago humans only had speech and images  (e.g., on cave walls in caves) as means methods of creating and proliferating content in past millennia, over the years and centuries, paper, letters, books, telephones, cameras and most recently VR -glasses were have been added to the array of possibilities available.
The canvas nowadaysNowadays, our canvas cannot only be found in dark and moldy caves:, we consume content which came to light practically anywhere on earth (and beyond) on small and big screens in our pockets, on, at our desks and sitting on our lapsin our leisure time. Since the perception of images and their processing through by the human brain happens fast and is powerful, including incorporating visual components into the content enhances the likelihood of success.
If human communication through content was were to be compared to a human brain, half of it (statistically) would have to be depicted in blue (like the main color of the company Meta, also known as Facebook), while the rest would most likely look be as colorful as the Google logo or as red as the YouTube logo. B where blue represents the fact- based analytical content and the remainder stands for creative, graphical visual content aimed at transporting strong stories and making those memorable.
All the content-backed channels and means of communication which run on content focus on the content specifically created and to be created for the purpose of fueling this figurative global human brain by means of storytelling and visual communication:  as it ithis is the most effective method of making the message stick and getting through to the reader or consumer respectively.

Unit 2— – Creating Compelling Text Content

Study gGoals

On completion of this unit, you will be able to …

… define good copy in terms of brand voice, brand story and the added value added byof your content.
… decide which communication channel or channels best suit(s) your text content.
… identify which the options you haveat your disposal for content distribution.
… apply the specifics of blogging and microblogging to your organization’s communication strategy.

2. Creating Compelling Text Content
Case Study 
Do you remember the 1993 movie Groundhog Day, starring Bill Murray? Just tTo put thisit into context, the same Bill Murray starreding in another classic Hollywood movie in 1984: Ghostbusters. With its effect impact on popular culture, and a dedicated fan following, the 1984 success of Ghostbusters’ 1984 acclaim launched propelled actors like Bill Murray into an extended period of success. The In fact, that Groundhog Day has gone on to be considered to be among the greatest films of the 1990s and one of the greatest comedy movies ever;, it has even caome to be at the center of a social media and advertising stunt by the carmaker Jeep in the year 2020.
Almost 30 years after the first screening of Groundhog Day, a movie around about a TV journalist re-living the the so-called Groundhog Day, February 2nd , over and over again in a time loop, the this carmaker decided to produce a Superbowl ad. As it happened, this for the  highly visible TV and sSocial mMedia event was planned for another February 2nd— – this time in the year 2020. Playing on the coincidence that the worldwide world’s biggest sports event was scheduled for the same date used in the famous Hollywood movie, the marketers at the carmaker wrote continued the story, writing that Bill Murray (playing again playing the character from the movie Groundhog Day, Phil Connors), got in front of a camera againonce more, producing an ad using a product from the carmaker (Jeep Gladiator) and scenes from the original 1993 movie known to so many.
What marketers can draw from the case isThis shows the worth ofat it certainly pays off building on a story that has proven to having been so successful that it has merged into the popular culture of an entire generation. The effect of the successful campaign was amplified by the fact that the grungy tone of the character played by Bill Murray both in the movie and in the advertisement appeals and stands out to the public. Furthermore, this does not contradict and is not in contradiction with the frequent “‘rough’” usage of pick-up or cross-country cars from the Jeep product line. The coincidence of the highly symbolic, easily recognized date of and easily recognized special date February 2nd made thisit a great opportunity forto be  a successful campaign across all distribution channels used by Jeep: 
oOn its own web presence (owned media), news outlets online and TV picking up the project and the ad (earned media), viewers of both the YouTube and TV ad sharing the ad in their networks (shared media) and buying the reach by selecting a slot for a TV commercial in the half time of the Superbowl 2020 (paid media).
2.1 Writing Sskills for Online PublishingEvergreen content
Evergreen content is considered sustain-able and lasting and continues to be relevant long past its initial publication.

Before we mention discuss how the style of beginning and ending a written piece of content with the same introductory phrase or intro (like a case study) or ending (“...and they all lived happily ever after.”) has proven to create a useful sense of familiarity, we shall should mention that the most important rule to obey to when aiming at to editing compelling content: omitting is to omit what the organization or the editor guess believeswhat is good and helpful content. Instead, they should constantly track and research but to constantly follow and research which type of content and topics the target audience is demanding at any given point of time.
While it is always recommended to have a stock of evergreen content to be used as a basis of a webpage, a blog or other written content facing for prospective purchasers and customers, the most important challenge will isbe to create some sort of legendary content which readers and even competitors will recall and associate with a specific brand or corporatecorporation. (On evergreen content and creating evergreen editorial content to be used more frequently, see (Ritchie et al., 2012, p. 246).Legendary content
Legendary content goes viral, gets shared and represents the Holy Grail of content marketing.

An excellent technique to identify topics for evergreen content is to reflect on and monitor your own interests and consumption. With If your content is aimed at solving a problem currently keeping up the personsthe people in your target audience up at night, it is all too logical that this will be most likely also a topic you are inclined to reading, liking, and commenting on yourself!
NextAfter to the Iintro, the oOutro, the structure, and the research behind the trending topics around in your industry, the brand voice is among the most influential elements defining that defines what becomes compelling and successful content for your organization. Initiating Launching and maintaining your brand voice will attract certain people and turn some others away. 
Therefore, you should consider this natural filter carefully, as it is obvious your brand voice will not be for everyone. Turning a big portion of the audience, or the most influential audience, away from your content is not what you should aim atshould not be your aim. There is no doubt, though,What is sure though is that you will please some but very likely not your entireof your audience, but not all of it. That is part of the game: It and is up to you to choose wisely.
Essential Sskills for Online Publishing
The readers of your content ultimately decide whether you can define your activities asre successful. This success will entailSuccessful will include different numbers if, say, let us say if you are responsible for content marketing at Coca- Cola or at the your local hardware store. Still, the skills which are necessary in the content-producing team, and which will most likely determine your success, are very similar:
· Cclarity:… It should be obvious, but it is still worth mentioning, that, if your stories and your content in general ought to be successful in an online context, you need to lay out the content in the most concise way and in clear words if your stories and your content in general are to be successful in an online context.
· Ttransparency:… w Whenever the consumer of your content can be directed at to the sources, or your claims can be backed up by providing online- links or other forms of proof, do so: provide it (just watch outensure that you do not drive away too much traffic from the channels you are utilizing).
· Vvoice:… y Your brand voice is what would be left in your texts if you stripped away the surrounding colors and your company logo. Would readers still be able to identify you simply from the quantity, the elegance (or lack thereof) of your choice of words? (Handley, 2022, p.183)?. Choices for your brand voice can include: funny, serious, formal, casual, enthusiastic, matter of fact... well, you get the point, don’t you?and so on.
· Hooks achieve the desired effect to draw the reader into your content— – most frequently at the beginning or at the end, just like a YouTube video will often have a similar iIntro and oOutro for branding purposes.
· Anchors make it easier for your content to be discovered and categorized. The best way, what would be better suited to achieve these effects than is by using something like a campaign hashtag or overarching hashtag in general. Corporate marketing departments have grown accustomed to creating, proliferating, and tracking the success of hashtags— – and by hashtags, this includes it is to be understood that these will be customized hashtags which might even include the brand name (#ContentCreation2023).

· 
· Identifying the main problem you solve in your customers’ lives and then delivering by responding with a story:” “People do not buy products. Instead, they buy stories. Because when someone becomes emotionally invested in your brand, they are much more likely to purchase whatever you sell” (Lillywhite, 2020). Clients want to be seen, heard, and understood.
While most of the elements mentioned might be considered relevant and important to any type of content, the brand voice stands out, as it will— – in most cases – —require that you develop and even test the brand voice to be implemented.: The first step should be to choose the attributes of your brand voice by putting downcreating and narrowing down a list of attributes as the ones mentioned (funny, serious, ...) and then translating those single words (attributes) into a sentence or two to explain and lay out what your take. To continue the analogy, this would involve writing what is on let’s stay with it: funny or serious mean  (in your own words). (Handley, 2022). The next step should be to document all this information in your style guide (to be used by external agencies or newly hirednew team members). This information becomes part of your brand and as such needs to be written down for transparency purposes and for achievingso you can achieve a coherent result across all processes.
What has been frequently found as useful is a documentationDocumentation detailing in the sort of: 1) Tthe Aattribute, 2) aA dDescription, 3) “lLike Tthis”, and 4) “nNot Llike Tthis” examples has frequently proved useful (Handley, 2022, p.188). Note that tone differs from brand voice. While your brand voice remains the same throughout, a company with a joyful and funny brand voice will certainly choose a more serious tone in a communication going out to customers in that addresseswhich a serious topic like a charity for sufferers of serious illnesses or the company’s reaction to serious events are addressed (Handley, 2022).
Finally, some thoughts should be spent given toaround the question of how a business tells its stories to the prospectsprospective purchasers, customers, or to the visitors toof its various channels: Marketing is art plus intent, a. And stories are how companies connect emotionally with people who are prospective purchasers and customers. 
“The creators of the best content contemplate not just what story is worth telling but also how to tell it” “ (Handley, 2022, p. 195). In this respect, according to Handley, the sequence of importance in developing a suitable story set is very important: Start with people. Infuse with emotion. Align with strategy.
Distribution Sstrategy forof your oOnline Ppublishing— – Aa fFramework
Compelling and successful text content in online publishing is also achieved also via a professional, diligent, thoughtful, and considerate choice of the ideal channel(s) or the ideal channels. In order to choose fromWhen choosing between the available distribution channels opportunities, always consider the information you have about your ideal customer persona. Whatever topic or trend or goal your audience is following, that should be your focus in your content marketing game. Those distribution channels predicted to be most effective for the audience and goal need to be at the center of your strategy and monitored regularly. If the results do not showthey do not lead to results, try new channels (Agius, 2022).PESO
Consider these four distribution channels for your online publishing: Ppaid channels, earned channels, shared channels, and owned channels. 

Before the PESO MModel™ is introduced at the end of this unit, it is worth underling underscoring the following: Platforms will change over time as they compete for audience share. 
A primary concern of aAll content producers who want to reach their target audience through social media is should useusing social media analytics to monitor their audiences and exploreing via which platform is most effective atly reaching the target audience at any given point in time. The most expedient approachWhat proves most effective over many iterations is to constantly measure and review the performance of the content over the various distribution channels and adjust wherever and whenever the trend does not match the necessary results to justify the investment (Thompson & Weldon, 2022).

A framework which has proven itself to be very useful is the PESO framework.  – The PESO Model™ officially launched in 2014. It takes the four media types and merges them together in to create just one (Dietrich, 2020a). The easiest place to start is owned media, because this is where you have control over the messaging in all its forms: visuals, anchor text, and links. Examples of this type of media include your (company) website, email newsletter, blog, and microblog. The PESO Model™ provides the blueprint which can be utilized to maximize the success of the content. 



	The PESO Model™

	Channel
	Media activities
	Examples

	Paid
	Social media ads
Fan acquisition
Lead generation
Sponsored content
Paid publishing
	Facebook ads
LinkedIn Vvideo ads



	Earned
	Media relations
Influencer relations
Investor relations
Blogger relations
Link building
Word-of-mouth
	Public rRelations



	Shared
	Organic social
Reviews
Social fForums
Social mMonitoring
Private Ssocial
Media sharing sites
	Curated content
Facebook Live
LinkedIn Live
Instagram reels


	Owned
	Content marketing
Videos, webinars
Visual content
Audio, podcasts
Employee Sstories
Customer sStories
	E-Mmail nNewsletter
Blog
Website
Company cars




The PESO Model™’s name serves to make it is called like that to be easier to memorize, – like a mnemonic code. Its and the developers have stated: “If I were to order the media types in order of importance, from a communications perspective, it would be OESP—owned, earned, shared, and then paid.” But that is a lot harder to remember, isn’t it? PESO is a lot easier to remember and it also proves that what the model’s work does is integrated (Dietrich, 2020b).
The PESO mModel™ 
[image: Diagram

Description automatically generated]
Self-Check Questions
1. Please list three key reasons for why companies shouldto develop engaging text content. 
It provides a foundation for lead magnets.
It assists the company in showcasing the expertise present in the organization.
It is more sustainable than advertising.
It increases the chances of landing legendary content.
It provides a roadmap for establishing a true competitive advantage.
2. Please mark the correct statement(s).
· Content distribution is best managed in via an integrated approach with the owned channel having priority over all remaining channels.
· A strategy around content distribution strategy always begins with the paid channel.
· The brand voice should be adjusted every five years.
3. Please complete the following sentence.
Corporate stories start with people, are infused with emotions, and ultimately are aligned with strategy.


2.2 Form Follows Function: How to Adopt to Specific Use Cases (Blogs & Microblogs)
As a In the next step, an organization must understand its own capabilities and resources by leveraging content placed in the “‘owned domain.,’” This encompassesmeaning all entities to which you have access for publication and for which you do not have any external costs. In most cases, this includes the a company’s websites, any blogs contained on these company websites or on separate domains, sSocial Mmedia aAccounts, and publications like eE-mMail Nnewsletters. In terms the vein of “form follows function,” ‘Form Follows Function’ it is important to go through these outlets in the owned media channel one by one to clarify the critical success factors:.
In terms of social media and company communication, we will apply the principle to the design of a company blog;, which this should reflect future intended activities.
Blog
A blog— etymologically aor from its etymology is a ‘ “Llog of the web”—requires ’ and calls for a blog strategy to be developed. The development and distribution of content entails encompasses various aspects of the overall content marketing strategy since it affects the following performance elements:Blog
The term comes from weblog and refers to an informational website about a speciﬁc topic or topics.

· SEO: SSearch Eengine oOptimization is a critical aspect to have bear in mind when designing a company blog, as it will potentially grow into a substantial asset for the organization. The reason is that wWhen someone is confronted with a challenge or is searching looking for advice, apart from asking another person directly, they will very likely resort to an internet search engine or sSocial Mmedia Pplatform. Entering a phrase like “Best Italian restaurant in xyz” might sound all too familiar and entering typing “How to drill a hole in a wall” into the search box at YouTube search box might give you the idea behind theillustrate this point. What is critical inOver the course of time, is that you want the your company’s content of your company to be among the first organic results forof a search phrase relating to your product or service to gain reach and potential customers without advertising spending money on advertising. The cost associated with the desired result can be attributed with the costs is the expenditure incurred when planning, editing, and distributing high-performing content. It is not correct to state that this is “‘free’” as the development of a blog and its content clearly comes with a cost. A, at a bare minimum, this is the costs for the website and all personnel working on the project. Therefore, the recommendation is it is recommended to plan categories, titles of blog posts and length of posts according to the results in of testing and bearing in mind the specific circumstances a user will bein which a user will find themselves  (in front of a handheld search engine on a smartphone or tablet, for example) when consuming the service. In our case, make sure you have the reader in mind when developing this content – —always. The credo behind this is the push to establish customer centricity versus product centricity. (see ideal length guidelines for various types of content, for example in: Handley, 2022, p. 281).
· Evergreen content: Thisis a type of content which shows relevance forremains relevant to the consumer even after a long period after having it wasbeen published for the first time (Handley, 2022). I andt is a critical success factor (if available for your scenario) to consider. The eEvergreen content— – of the right length— – will deliver a long-term content-based competitive advantage if planned carefully. The goal of becoming the topfront-of-mind resource for people in need of a particular product or service correlates with the emotions and experiences associated with past usage. This means that chances are high that iIf you delivered a customer-oriented experience in the past (with a valuable advice in evergreen content, for example), it is likely that your content will gain in trust and even receive potential additional reach through recommendations. 
· Content length: Iin accordance with theto anticipated usage scenario, users will stay or leave if they cannot solve the issue they were researching within seconds of hitting your piece of content. In short, this means that, given with the short attention span users have nowadays, it will be critical to promise (headline), deliver (main body), and recommend (call to action) fast and with the minimumal number of words and maximum clarity. (Ssee ideal length guidelines for various types of content for example in: Handley, 2022, p. 281).

Adopting to the use case of a company blog means to constantly monitoring (“social listening”) the content trends in your industry by knowing which content is being consumed by your potential customers, by planning to deliver to these trends withwith  your customers (not your products) in mind and by making the consumption of the content on your blog as easy as possiblye conceivable by online user experience standards.
Microblogging
Microblogging is a form of blogging using short posts without titles, known as micro posts. Some Certain popular social networks such as TwitterX (formerly Twitter), Mastodon, Instagram, and to some extent LinkedIn can be viewed as collections of microblogs. (LinkedIn has long-form posts as articles, making a regular post the short version. It has with the technical possibility scope to post post as little as an image, a link or a simple, short line of text as LinkedIn post). (Thompson & Weldon, 2022).Microblogging
Microblogs "allow users to exchange small elements of content such as short sentences, individual images, or video links.

Since microblogging exclusively happens on social networksing or in general in social media sites in general, it can be attributed to the realm of the shared media. With Considering the technical possibilities scope of shared media in mind (shareable, viral, quick, short), the critical success factors can be copied— – on the one hand –— from the recommendations for blogs (with SEO -relevance in mind, evergreen content like quotes in mind for microblogging). I, and it goes without saying, as thisit is present in the name itself, that microblogs are for:  short messages, that are clear, to the point, highly convertingand have a high conversion rate.
Popular features of microblogging to plan for into consider when editing high-performing content include tagging (of company profiles or personal profiles on the same service), joining or maintaining of groups for specific topics, conversations engaging in conversations (do not “post and prayrun,” but instead keep an eye onstay by the side of your content to show and live engagement with your community), RSS feeds and all content proliferation opportunities stemming from thatthat stem from this.
An opportunity to be considered in microblogging is tConnecting and integratinghe connection and integration of the (short form) content into the remaining activities of the your owned channels, paid channels and earned channels are also to be borne in mind when microblogging. Do you have a new online or TV ad? Share the news (or the link) via a microblogging service! Were Yyour solutions or your expertise was mentioned in an online publication or in a printed magazine or newspaper? Do not hesitate to share the news in a microblog post from by one or all your microblogging profiles. A fully integrated approach will certainly maximize the opportunities from your content creation activities: A and at the end of the day, this is the reason you invest in these strategies in the first place, isn’t it?.
Three final thoughts on microblogging: The most evident differentiator of microblogging versus all other forms of content is its enormous potential to for getting involved in real -time events and trends. While all other media channels (paid, owned, earned) might involve take a few minutes to implement, a company profile posting on a microblog a short message on a microblog “‘as it is happening’” might be just that competitive advantage that createscreating legendary content and reach for the ages. J (Just think of a Wikipedia entry: “The Twitter account of ‘Jeep Gladiator’ Twitter (now X) account was the first to tweet pictures about the US President ruining the brand-new car.”)
Thoughts two and three are customer-centric: Do consider the potential of microblogging for real-time customer service and for thinking of your employees as customers. Some: There is software companies are implementing a sort of microblogging software for internal communication:, stunning!

Self-Check Questions
1. Please complete the following sentence..
A company blog is also built and maintained also to improve company websites’ SEO rankings.
2. Microblogging is referred to as...…
· a business website with a traffic below of less than 1.,000 visitors per month. 
· an online service allowing the exchange of small elements pieces of content to be shared.
· a blog with evergreen content.
· a blog without evergreen content.
3. What type of centricity should be included in the generic content development process?
Ccustomer centricity

Summary
The A company’s content creation process within a company should strive to create compelling content to justify the investment of resources and build the foundation of a sound go-to-market approach. Within the process, elements like clarity, transparency, and brand voice are should be the first to plan forto be planned and considered if you want to reach and stick to the brains of your target audience and be memorable for them. 
Identifying and delivering resolvingon the problem that your product or service solves in your customers’ lives is the best approach to achieve customer centricity. In and the recent years, research has shown that have shown in research that customer -centric organizations outperform those which are product-centric or, even worse, self-centric. 
Distributing cContent which was developed along in line with the critical success factors foron online publishing is best served when distributed in across the four media channels of paid, earned, shared, and owned. This should be done according to a well-thought-out sequence and with messaging and length adjusted to the respective channel, platform, and audience. What yYou change is your tone, what you develop and maintain is your brand voice.
[bookmark: _Toc348014754]Blogging and microblogging seem easy to plan and execute, but the details of considering SEO aspects, ideal length of posts, and challenges in shareability further demonstrate that a well-thought-out and often -revisited content marketing strategy is all but static. Creation Creatingof compelling content comes with constant change and curiosity.

Unit 3— – Strong Visuals and How to Communicate via Associations

Study gGoals

On completion of this unit, you will be able to …

… develop strong visuals by applying the Gestalt pPrinciples to your visuals.
… integrate visual storytelling into your marketing strategy.
… communicate via associations, infographics, and diagrams.
… apply composition and editing techniques to create convincing visuals.

3. Strong Visuals and How to Communicate via Associations
Case Study 
Airbnb, Inc. is a San Francisco- based company operating an online marketplace for short-term homestays and experiences. The company was founded in August 2008 under the name of “‘AirBed & Breakfast’” and initially used a logo, which at some point consisted of “inflated” letters as if filled with air. This was done on purpose because such thea design is associated with a soft air mattress, which asis mentioned in the name (Airbnb Logo, Symbol, Meaning, History, Vector, PNG, n.d.).
In July 2014, Airbnb revealed unveiled and introduced a new logo filled with semantic symbols. The logo, called Bélo, is intended to serve as a symbol of “belonging” and consists of four elements:
· a head which represents people,
· a location icon that represents place,
· a heart to symbolize love, and
· a letter “A” to stand for the company’s name.
(Clifford, 2014). As it is frequently the case with logos, the visual representation is sided flanked by the written name of the company,; in the case of Airbnb, this is represented as in a sans serif font. The rebrand trended worldwide on social media, provoking thousands of tweets, memes, and online comments. The Bélo was likened to food, animals, buttocks, and testicles, inspiring countless parodies and even a song. The agency responsible for the design states— – not without pride— – that “[t]The Airbnb rebrand trended on Twitter (now X), won a host of awards, and is still globally recognized as category -defining.” (DesignStudio, n.d.). 	Comment by Author: Is the reference part of the previous list? If so, remove the full stop after “name”.
As clearly shown by the emotions triggered through the misguided associations with Airbnb’s new logo, visual communication can represent a relevant pillar in the overall marketing strategy of an organization —– and it would not be the first time in business that intense social media activities were the planned outcomes of a carefully drafted PR -strategy. The PR around the launch of the new logo certainly was not hurtfulno harm.
3.1 Introduction into Visual Storytelling
Citation Leonardo da Vinci
[image: Ein Bild, das Text enthält.
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Source: Perrone, 2023
The human brain is programmed towards visual stimulation:, considering that pPictures help humans learn, pictures attract attention, pictures explain difficult concepts, and pictures inspire. Leonardo da Vinci, the famous Renaissance artist, and scientist, is quoted as having said: “The human being, creature of eyes, needs the image.”
The relevance of visual storytelling is certainly driven even more greaterso today than in Leonardo da Vinci’sas to at the times, of Leonardo da Vinci  as two emerging factors further increase the power of pictures: Visuals are processed faster than text and most information transmitted to the brain is visual information. The sense of sight is generally considered the most important sense for our perception (Weissmann, 2022). Adding toThis the trend of the last two decades are alsois also reinforced by these two opposing forces:Attention span
This term describes the amount of time spent concentrating on a task before becoming distracted.

Content (be it audio, video, motion, or text) is increasing in quantity and the consumers’ average attention span of consumers is getting shorter and shorter in duration. For those aiming at gettingto get their message through, it is getting more and more challenging to “break through the clutter” (Ron, 2016). According to Gloria Mark— - a proven authority in the study of determining the consumers’ average attention span— of consumers – it averages 47 seconds across all screens (Mark, 2023). 
Our human brain processes visuals much faster than text and the human brain prefers information packaged as stories. Therefore, it is no surprise that visual communication as the expression of ideas and information using visual forms or aids and storytelling have become business buzzwords lately and can be considered as deeply ingrained in in our everyday life. 
When a story is told effectively, the brain is simulated almost as if it is experiencing everything within the story (Heath, C. & Heath, D. 2007, p. 206). Simulation (knowledge about how to act) and inspiration (motivation to act) are both benefits drawn from storytelling. I and in consequence, visual storytelling combines the higher greater effectiveness of stories with the efficiency of visual communication over text communication. 
The following list represents several possible advantages generated using visual communication elements:
· Bonding with the community: ... Tthe use of images and stories offers the opportunity to gather around strong emotionally loaded freighted elements.
· Visual elements are shareable: … i In today’s social media- centric communication, visual elements of content are better suited to initiateat sparking a the desire to share the content.
· Visualized stories are more entertaining ... than a fully text-based communication. In addition to being entertaining, they are also more prone likely to grab people’s attention.
· Images reduce complexity ... and, by doing that, they make it easier to process the message and increase the likelihood of the content being shared further.
A search for the concept “visual storytelling” oin Wikipedia returns no results., Hhowever, there is a related entry covering visual narrative. While the definition is useful, it describes the concept merely from a technical viewpoint, not in the context of business. A definition more likely to demonstrate the role of visual storytelling in marketing is the following from Shlomi Ron: Visual narrative
The term visual narrative (also visual storytelling) is a story told primarily through the use of visual media. The story may be told using still photography, illustration, or video, and can be enhanced with graphics, music, voice, and other audio.

“Visual sStorytelling is a marketing strategy that leverages compelling narratives, placing your customer at the heart of the story, staged with an emotional visual media experience, and effectively distributed across your buyer’s journey— – to empower customers’ lives and drive business results.” “(Ron, 2016).
The need for marketers to consider visual aids can be summarized as follows: The overall message can be understood easier by the audience, they engage the audience and maintain their interest, and they make a point memorable.
In the context of business, this means that, to cut through the clutter and resonate with your audience, as a visual storyteller you can put make your customer as the hero of your story and address, addressing first their needs first. In other cases, your product and its features can be the hero since heroes help, safve, protect, and make the world better. Customers take product features for granted and make purchase decisions rather based upon the degree to which they believe a product will give them positive experiences. (Ron, 2016).
When considering the main elements and tools of visual storytelling, it is clear that clearly imagery needs to be considered and planned for in detail. Its role within the concept of visual storytelling should become clear evident with this: it is not enough to publish an emotional or attractive image to if you want to achieve the necessary reaction with in the consumer. 
Imagery needs a strategy which is aligned with the target group and with the strategy of the entity which is applying it. In this respect, it is clearly part of the brand strategy. This is undertaken, and this is done  by developing and applying a few principles to give the overall communication strategy thea necessary structure and direction. 
Principle of Closure
Those principles can become the creative elements of logos, websites, or event visuals:
Principle of Closure
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Source: Perrone, 2023.
The principle of closure follows the idea that the brain— – when putting together the information it receives from the eyes— – will fill in the missing parts of an image to create a whole. If enough essential information is present, the mind supplies the missing pieces of an object. 
When we look at a complex arrangement of visual elements, we tend to look seek outfor a single, recognizable pattern. In other words, when you see an image that has missing parts, your brain will fill in the blanks and make a complete image so you can still recognize the pattern. The closure principle is used often in logo designs at a variety of companies including IBM and NBC, to name two examples.
In the “figure Principle of Closure” figure, most viewers will state that the letter G is represented. However, although if the viewers were to describe what is visible, it would also be true to say that there are three blue forms placed close to each other on a black background and the rest is constructed and interpreted by the brain.
Principle of Synchrony (Common Ffate)
Principle of Synchrony (Common Ffate)
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Source: Perrone, 2023.
The principle of synchrony (common fate) states that objects pointing to or moving in the same direction will be perceived by the observers as belonging together. AlthoughHowever, to be precise, the elements do not need to be moving for the principle of common fate to be present:. It is more that they are perceived as having a common destination. In the “figure Principle of sSynchrony” figure, the green lines and the elements that movemoving in the same direction are perceived as being more related than if the elements were stationary or moving in different directions.
It becomes evident that tThese principles are among the fundamental properties of the perceptual system, providing the basis oflaying the groundwork for our ability to make sense of the sensory signals; and the pPrinciple of sSynchrony makes is no exception to this.
Principle of Continuation
Principle of Continuation
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Source: Perrone, 2023.
The principle of continuation states that elements that are arranged on a line or curve are perceived to beas being more related than elements not on the a line or curve. This principle builds on the observation that the human eye (and the brain) will follow track the smoothest path when following something, and it will continue travelling in that direction until it encounters another object.
In the figure “Principle of cContinuation” figure, we see this principle present in three aspects of the visual: First, the black dots in the blue “ ‘S’” can be seen as an anchor where that most people’s eyes will fall upon. D and then directly next to it, there is a second line: The thick blue line running through the “‘S’” offers the second opportunity for the eyes to rest upon. Finally, the third element where the principle of continuation is present is the green line on the black background both following and connecting to the labeling word “‘CONTINUATION.’”
Principle of Similarity
Principle of Similarity
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Source: Perrone, 2023
The principle of similarity states that items which share a visual characteristic are perceived as being more related than items that are dissimilar. The items do not need to be identical, but simply have to share at least one visible trait such as color, shape, or size to be perceived as part of the same group. The same font treatment (bold, italic, and so on) can indicate that pieces of text are related and represent the same type of information.
In the “figure Principle of sSimilarity” figure, the two blue elements on the left and the two elements on the right are not identical, yet similar in their effecthave a similar effect. Both achieve the effect that Aalthough it is not a complete formshape,  – seen together they can be interpreted as a letter “‘T’” when seen together; and this is similar for the blue elements on the opposite side, too. Both representations on the left and on the right rest are placed on a black background and therefore further enhance the effect that they produce a similar effect and are perceived with the same intensity.
The Figure / Ground Principle
The Figure / Ground Pprinciple
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Source: Perrone, 2023.
The figure / ground principle is based on the relationship between an object and the surrounding space. Figure / ground is also referred to as positive / negative space, the positive being the object, and the negative referring beingto the space. More common denominations might be foreground and background. T and the presence of this principle can be observed in the “figure The Figure/Ground pPrinciple” figure: While the black area could be seen as the background, one you could viewtake the blue space as the background, too.	Comment by Author: Please check bold print. Is there a text box missing here?
The figure then brings the option ofoffers two possible perceptions: Some see a blue background with a representation of a black rocket in the foreground— – all of which is enhanced by the two green lines leading to the labeling words “‘FIGURE GROUND”’ but also mimicking the exhaust of the rocket. It is also possible to interpret what the image asis visible as a letter “‘A.’”
Principle of Proximity
Principle of Proximity
[image: Ein Bild, das Screenshot, Design enthält.

Automatisch generierte Beschreibung]
Source: Perrone, 2023.
Proximity as a principle of visual imagery works in different ways: The proximity principle is the idea that placing similar design elements close together produces a more effective visual design or— – at the very least - —the nearness of each image and its corresponding text communicates that they a’re related to one another. Proximity is so powerful that it overrides similarity of color, shape, and other factors that might differentiate a group of objects (Philips, 2018). 
In the “figure the pPrinciple of pProximity” figure, the different shades of blue for the dots create an effect which leaves enables a letter “‘L”’ to be perceived, but not the way we know it from text fonts. The label “‘PROXIMITY’” then placed below the dots offers givesan indication for the brain and the eyes an indication of what to look for. Generally, positioning the label close to the labeled object creates a strong association and helps to facilitate communicatione with greater ease.
Principle of Symmetry
Principle of Symmetry
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The law of symmetry suggests that the brain will perceive ambiguous shapes in as simple a manner as possible. Whenever the principle of symmetry is present, the observer finds a strong visual anchor and is guided by the elements present in a work:. In the “figure the Principle of sSymmetry” figure, the three dotted green lines point hint at the levels of observation creating the symmetry: If folded at along the middle line, the symmetry becomes more than obvious. Additionally, and also the three dotted lines ending right where the label “‘SYMMETRY”’ is positioned further stresses the presence of multiple principles of imagery.Gestalt theory
Gestalt theory emphasizes that the whole of anything is greater than its parts.


All the mentioned principles can be associated with Ggestalt theory. The Gestalt pPrinciples describe how the human brain interprets and processes complex stimuli from the observed environment. The brain tends to group and organize elements and does so in predictable ways (Chang et al., 2002). 
In the simplest terms, Ggestalt theory is based on the idea that the human brain will not only attempt to simplify and organize complex images or designs that consist of many elements. In addition,, but it will subconsciously arrange the parts into an organized system that creates a whole, rather than just a series of disparate elements. 
Our brains are built to see structure and patterns for us to better understand the environment that we are living in. The “figure Gestalt tTheory” figure shows all previously discussedthe above Gestalt principles applied and consolidated in one figure. Strong visual concepts are ideas or themes that are communicated effectively through visual means. They are often memorable, powerful, and can evoke a strong emotional response in the viewer.




Gestalt Ttheory
[image: Ein Bild, das Diagramm enthält.
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Source: Perrone, 2023.
Self-Check Questions
1. Please list three key reasons for why companies shouldto consider visual communication elements for in their communication strategy. 
They create a bond with the community.
It is proven that they can be shared more easily.
They are more entertaining than fully text-based communications.
They reduce complexity and therefore facilitate the related brain process.
2. Please mark the correct statement(s).
· Visual storytelling is a marketing strategy which puts the customer at the heart of the story.
· Content used for the a corporate online presence should be primarily text-based and no longer than 300 characters in length.
· To gain a competitive advantage, a company should create a strong audio jingle to be used toso they can be easily differentiated easily from the competition.
4. 3. Please complete the following sentence.
Strong visuals are characterized by being often memorable, powerful, and can evoke a strong emotional response in the viewer. 
a. The Power of Pictures: Composition and& EditingComposition
Deliberate arrangement of visual elements into specific proportion or relation with the aim to giveof giving layout and structure to the entire visual element, which affects  affecting the way the subject is perceived and understood.

Composing the final media element— – be it text, image, or video— – is part of the creative process and together with editing it transforms the raw material (text, image, footage) into the version which is then consumed. That means that, without composition and editing, most elements of the intended result might not be within the author’s reach.
Composition
Anyone who is 25 and youngerunder the age of 25 has virtually grown up with a camera in their hand— – if not a professional camera, then at least the one integrated into their s Smartphones. Image-making is part of our lives every day: I and if we are not making the image, it might be that we are might be the subject in a picture is taken of. Making the image precedes recording it, and the recorded image is omnipresent.
Regardless of the chosen area, communicating in the digital age requires fluency in photography, film, and, among other skills, also the ability to combine these elements of media into an effective story. For If the results to be ableare to achieve the desired effects, some basic techniques need to be considered in terms of applying them to the process of content creation.
Composing a picture or in terms of tThe techniques used to compose a picture—even a few hundred years back in paintings in paintings from centuries ago— can be very effective when used strategically. Like the effects associated with the Gestalt principles, the composition of a picture can draw from on a variety of tools to achieve certain desired results. In simple wordsterms, composition means combining or putting together parts to form a whole.
As good images result from careful attention to some basic elements of composition, appropriate lighting, and an interesting subject, the first question to ask isit is first important to be clear about what message shall is to be delivered through the images. The process of weighing upin the options and deciding on which to choose is commonly referred to as “‘design’” (from the Latin verb designare as meaning to choose, to designate, to appoint).
The mModern cameras are capable of many thingshave many features, such as like autofocus, auto exposure, and a multitude of other functions. However, for the foreseeable future, they will lack, what they will lack for the foreseeable future is a function such as auto composition. It is up to the photographer to decide this,. E even more so since composition is influenced heavily influenced by the results one is trying to achievedesired results.
	Automated Ccamera Ffunctions

	Tterm
	Mmeaning

	Autofocus
	An autofocus optical system in a camera uses a sensor, a control system, and a motor to focus on an automatically or manually selected point or area.

	Auto exposure
	Auto exposure is a shooting mode on a camera where the camera selects all the aspects of an exposure (aperture, shutter speed, ISO).



Analyzing the power of pictures is best achieved by distinguishing between elements of design, principles of organization, and composition techniques as summarized in the following tables. 
While the elements of design refer to the basic building blocks of any composition, the principles of design refer to how the elements are used. 
To a certain extent, the principles of organization are a set of cardinal rules for composing the various elements of a design. Ultimately and finally, compositional techniques draw both from elements of design and principles of organization to form a set of decisions (designations) to that leads toachieve a distinguishable result.
Table:  Elements of Ddesign
	COMPOSITION –  Eelements of Ddesign

	Tterm
	Eexample

	Line
	Tthe visual path that enables the eye to move within the piece

	Shape
	Aareas defined by edges within the piece, whether geometric or organic

	Color
	Hhues with their various values and intensities

	Texture
	Ssurface qualities which translate into tactile illusions

	Value
	Sshading used to emphasize form

	Form
	3-D length, width, or depth

	Space
	tThe space taken up by (positive) or in between (negative) objects


Source: Perrone, 2023
Elements of Design eExample: KYOTO
[image: Ein Bild, das Logo enthält.
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Source: Perrone, 2023.
The “figure Elements of Design” figure example shows three elements of design applied to a piece of content: The color, which stands out as the only color, is red and is most prominent in the centered shape,: a circle. The design ends up matching and depictingmatches and depicts the flag of the country in which the city of Kyoto is situated— – a word which can be read if you follow the letters of the font on a line from left to right.
Line
Lines can be vertical, horizontal, diagonal, or curved. They can be any width or texture, and can be continuous, implied, or broken. Horizontal lines, commonly found in landscape photography, can give the an impression of calmness, tranquility, and space. An image filled with strong vertical lines tends to have the an appearance of height and grandeur. Tightly angled convergent lines give a dynamic, lively, and active effect to the image, while f. Firmly turned, almost diagonal lines produce tension tension in the picture.
Shape
A shape is defined as a two- dimensional area that stands out from the space next to or around it due to a defined or implied boundary, or because of differences of in value, color, or texture. Shapes are recognizable objects and forms. Geometric shapes or mechanical shapes are shapes that can be drawn using a ruler or compass; they include, such as squares, circles, triangles, ellipses, parallelograms or stars. Organic shapes are irregular shapes that are often complex and resemble shapes forms that are found in nature.
Color
Color can be used to create mood and evoke emotion in an image. By selecting complementary colors or a limited color palette, you can create a cohesive and visually striking image. Color is often deemed to be an important element of design as it is a universal language which presents opens up the countless possibilities forof visual communication.
Texture
Texture can be used to add visual interest and depth to an image. By focusing on the texture of an object or scene, you can create a sense of tactility and realism within the image. Texture can be used to attract or repel interest to an element or repel interest from an element, depending on how pleasant the texture is perceived to be. Texture can also be used to add complex detail into the composition of a design
The elements, as the smallest units for of visual designs, are put to work when they are combined, or at least when the composition can be attributed to one or more principles of organization. In that case, the effort is being made to optimize the storytelling in terms of the elements being used with a purpose. The principles of organization described here are slightly biased by the focus on wWestern conventions, for example when it comes to the direction in which words are read and text aligned in a greater broader context. However, if consideration is given to this, alternatives could be created but if considered, these alternatives could be dealt with in  by adjusting the principles accordingly.
Table: Principles of oOrganization
	COMPOSITION – Pprinciples of Oorganization

	Tterm
	Eexample

	Pattern (physical and abstract)
	Many textures appear to repeat the same motif. When a motif is repeated oin a surface, it results in a pattern.

	Dominance/ emphasis /focus
	You cannot emphasize everything. For some elements in a design to stand out, other elements must fade into the background.

	Unity /variety /harmony
	Unity creates a sense of harmony and wholeness by using similar elements and placing them in a way that creates a feeling of “oneness.”. Variety adds interest by using juxtaposition and contrasting elements within the composition.

	Balance
	ThisIt is a state of equalized tension and equilibrium, which may not always be calm.

	Contrast
	In visual perception of the real world, contrast is determined by the difference in the color and brightness of the object and other objects within the same field of view.

	Movement rhythm
	Rhythm refers to the movement or the visual flow within a picture and invites the eye to enter joininto the journey or to helps the eye travel towards and reach its point of focus.

	Point of interest
	Identify a primary point of interest and compose create a composition to emphasize the most important element.

	Viewpoint
	Organize the result of the composition by changing the viewpoint of the camera or by physically moving objects or people.


Source: (Boddy-Evans, 2023 and Marder, 2023).
Contrast
Contrast is a powerful tool for creating visual interest and impact. By placing contrasting elements next to each other, you can create a sense of tension or balance within an image. Contrast can come intake numerous various formsversions: 
· Space: filled or empty, near or far, 2-D or 3-D
· Position: left or right, isolated or grouped, centered or off-center, top, or bottom
· Form: simple or complex, beauty or ugly, whole, or broken
· Direction: stability or movement
· Structure: organized or chaotic, mechanical, or hand-drawn
· Size: large or small, deep, or shallow, fatthick, or thin
· Color: grey scale or color, black & white or color, light or dark
· Texture: fine or coarse, smooth, or rough, sharp, or dull
· Density: transparent or opaque, thickheavy, or lightthin, liquid, or solid
· Gravity: light or heavy, stable, or unstable
Depth of field
Depth of field refers to the amount of the image that is in focus. By using a shallow depth of field, you can draw the viewer’'s eye towards the main subject and create a sense of depth and dimension. This principle is ideal for emphasizing the point of interest in a visual composition.
Perspective
Perspective refers to the way that objects appear in relation to each other within an image. By using a unique perspective, such as a low angle or high angle, you can create a sense of drama and interest within the image.
Symmetry and balance
Symmetry is a powerful compositional tool that can add visual impact to an image. This technique involves creating a mirrored reflection of an object or scene. Balance is also important and can be achieved by distributing visual elements evenly across the frame. If you placeBalance by placing the main subject off the center of the image, balance then calls for other objects to be placed in the other areas of the image. 
Composition Ttechniques
Composition techniques are used to set up the elements of an image. These are the techniques which resemble the way we humans normally see a view.
Rule of thirdsRule of thirds
The term “rule of thirds” means dividing the frame into thirds horizontally and vertically and placing the subject or points of interest along these lines or at their intersections.

The rRule of Tthirds is a compositional technique, and more of a guideline than a rule, used in photography and digital imaging. It suggests that an image should be divided into nine equal parts by two equally spaced horizontal lines and two equally spaced vertical lines. The points where these lines intersect are the areas of the image that the viewer’'s eye is naturally drawn to, making them ideal points for placing important elements of the composition.
Here is an example of how the rRule of Tthirds can be applied in creating a digital picture for social media use:
In a portrait: When taking a portrait photograph of a person for social media use, you can place their eyes on the top horizontal line of the grid, and position their face slightly off-center, on one of the vertical lines. This creates a more dynamic and interesting composition than placing the subject in the center of the frame.
The rule of thirds can also be applied in to a landscape: When taking a landscape photograph for social media use, you can position the horizon on one of the horizontal lines, either at the top or the bottom, and place the main point of interest in the scene, such as a mountain or a tree, on one of the vertical lines. This creates a more balanced and visually pleasing composition than centering the horizon in the frame. The image shown in the “figure Rule of tThirds” figure applied to a landscape could be dissected into a total of nine areas by a rule of thirds net.: By adding two lines both vertically and horizontally, you create a left, a middle and a right area, on the one hand, and a foreground, a background, and a middle,  on the other. At the intersection of these imaginative lines, you often You will often find the most important element of the image at the intersection of these imaginary lines.
Rule of Tthirds aApplied to a lLandscape
[image: Ein Bild, das Text, Natur, draußen, Himmel enthält.
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Source: Getty Images.
Leading lines
Leading lines are a compositional technique where human-made or natural lines lead the viewer’s eyes through a picture to the subject or the heart of the image. This technique can be used to create depth and guide the viewer’'s gaze. Leading lines is are one of the easiest ways to start composing powerful pictures. As a rule, start obeginff with a simple background, with strong leading lines, and then wait for the subject to enter.
Leading Llines tTechnique
[image: Ein Bild, das Text, Straße, draußen, Gelände enthält.
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Source: Getty Images.

Golden triangle composition
The gGolden ratio rule is also known by other names like such as Phi grids, gGolden spiral, Fibonacci spiral, etcand so on. It uses the Phi gGrids or the gGolden spiral to position the different elements in the scene. The rule is a famous composition technique used by both painters and photographers.
You must place your subjects in any of the two points of intersections of these lines to follow this rule. Here, the whole frame gets is divided into four triangles. You can also align your subjects along these lines or inside the triangles.
Framing
Framing involves using objects within the frame to frame the subject or point of interest. This can create a sense of depth and draw the viewer’'s eye towards the main subject. The creator can use the windows, doorways, or aircraft windows to try this technique for portraits, landscape, architecture, and street photos.
Fill the frame
The “fill the frame” composing technique helps to capture and show more details of the subject. Taken literally, the subject covers the available space almost in its entirety, leaving next to no negative space in the end image.
Simplicity
Only the things you want the viewer to see appear in the picture. By choosing very long exposures, it is possible to isolate still objects from moving dynamic surroundings. By rReducing the number of discernible objects or subjects in the picture you actively steers the viewer’s attention.
Negative space
Negative space is the area surrounding the subject or point of interest within the frame. By using negative space effectively, you can create a sense of balance and draw attention to the main subject. If you are looking to capture pictures for banner and poster designs, also use this technique is a good option: as Tthe negative space later is useful subsequently for placing text without the need to pave the ground forneeding to do anything to enhance its readability of the text.
Uncomplicated Simple background
Be especially aware of what is behind your subject for it not toto avoid it competinge with your main subject or object. Eliminate distracting backgrounds and prioritize uncomplicated simple backgrounds.
Rule of space
By intentionally leaving negative space in the intended or actual direction of movement, the creator of an image can imply movement as the brain will “‘fill’” the empty space with the anticipated movement of the object or subject, even if the image is a still picture.
Editing
Editing, often also called post- processing, is the process of editing the data captured by a camera while taking the photo. It serves taken to enhance the image. The better the data captured from a camera to create the photo, the better the enhancement possibilityscope for  enhancementis. Some of the editing techniques that you can use to improve your picture composition are:
Cropping the picture
One of the simplest editing techniques is cropping. Cropping the image is a great way to enhance the image compositions and get ridremove of extraneous elements. This which means deleting elements which that do notdon’t support the story which is supposed to be told by the result. Most photo editing tools offer various compositional grids when you enable the crop feature.
They areIt is available in two of the most popular photo editing tools, Adobe Photoshop, and Adobe Lightroom, as a. R rule of thirds, golden spiral, golden ratio, and diagonal grid. Cropping is also effectively used to change the aspect ratio of the image, which will completely change the camera composition. A cClosely related (albeit not identical) but not the same technique is the editing of a landscape image in which the horizon is not leveled. As a result,  and therefore straightening it will greatly improve the overall quality of the picture.
Portrait —- uUnedited
[image: Ein Bild, das Kleidung, Person, Menschliches Gesicht, Wand enthält.
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Source: Getty Images.

Portrait—, Eedited by Cthrough cropping
[image: Ein Bild, das Kleidung, Person, Menschliches Gesicht, Wand enthält.

Automatisch generierte Beschreibung]
[image: Ein Bild, das Kleidung, Person, Menschliches Gesicht, Wand enthält.
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Source: Getty Images
Vignetting
When you have frames where the subject occupies most of the picture, little subtle vignetting can help make the subject stand out. You can apply the vignette using the photo editing tool. Altering shadow areas and highlights can radically add a dramatic effect to pictures.
Cleaning
Sometimes cropping is not enough to remove unwanted objects from your photograph and focus so to entirely push  the attention to on the main subject. Advanced, so whether it be persons editing involves removing people or objects that are not useful or even distracting from the story to be told., Thisadvanced isediting donealso includes removing these elements to achieve the desired effect.
Black and wWhite cConversion
Some images look better in Bblack and Wwhite than in color. In order If you want to be able to convert the samean image to black and white to see which variantone is the best, it is good worth capturingto capture the image in RAW format if your camera supports this file format. A high-contrast, contrast in a  dramatic black and white picture can catch the viewers’ eyes rather very effectively.
Contrast aAdjustments
In certain scenes, a the picture will look more appealing if the amount of contrast is moregreater. You can boost the contrast of the image during editing. It is important to enmake sure that you do not increase it too much and make it look unnatural. 
LUTs
A welcome andLUTs are a very highly professional technique for editing pictures or, if needed, even videos is using LUTs. LUTs (lLookup tTables) are a sort of color filter used to alter the colors in your image. They apply predetermined sets of mathematical formulase to the picture’s existing colors to change those colors and achieve thea desired result.
This color grading is one way to improve an image’sthe appearance. This and that is the reason why many editors and colorists who are working on pictures or a film use Look Up Tables, or LUTs, to save color grades, as templates to help speed up the process and maintain an overall  similar “‘look” overall.’.
Self-Check Questions
1. Please complete the following sentence.
The deliberate arrangement of visual elements into specific proportions or relationships with the aim to of givinggive layout and structure to the entire visual element, affecting the way the subject is perceived and understood, is called composition.
2. Color, shape, lines, value, form, space, and texture are also referred to as...
· branding guidelines.
· elements of design.
· LUTs.
· Wikis.
3. What composition technique should be used for portraits to make sure the important aspects of the picture are positioned according to visual communication best practices?
Rule of thirds

3.3 Visualizations, Infographics, and Diagrams
Visualizations, infographics, and diagrams are considered by some to be bridges between data, information, and stories.Visualization 
Graphical representation intended to convey a concise version of known, specific information in a clear and engaging manner.

Visualizations
Visualization is any technique for creating images to communicate a message. Visualization through visual imagery has been an effective way to communicate both abstract and concrete ideas since the dawn of humanity, as evidenced by and the visualizations found in caves. 
A picture or painting is technically a visualization, but many use the term not only for the result but also for the process of making visual whatever is communicating specific knowledge is being communicated. This may include the visualization of data, or simply the use of visual cues to illustrate, differentiate, or show a hierarchy of information. (Ritchie et al., 2012, p. 20). Data
In the pursuit of knowledge, data is a collection of discrete values that convey information, describing quantity, quality, fact, statistics, other basic units of meaning, or simply sequences of symbols that may be further interpreted further. A datum is an individual value in a collection of data. 

A visualization can be defined as the visual representation of data or information that has been abstracted. It is schematic and often includes attributes or variables for the units of information. Some examples for of scenarios where visualizations are useful:
· showing change over time,
· showing a part-to-whole composition,
· looking at how data is distributed,
· comparing values between groups,
· observing relationships between variables,
· looking at geographical data.
Data and information visualization presumes that visual representations and interaction techniques take advantage of the human eye’'s broad bandwidth pathway into the mind to allow users to see, explore, and understand large amounts of information at once (Ritchie et al., 2012, p. 44). Information visualization focuseds on the creation ofcreating approaches for conveying abstract information in intuitive ways. The following table mentions lists possible visualizations to take advantage of the power of visualizations:
Table 3: E examples offor v Visualizations
	VISUALIZATION — EEexamples

	Role
	Eexample

	Showing change over time
	· Bbar chart
· Lline chart

	Showing a part-to-whole composition
	· Ppie chart
· Sstacked bar chart
· Sstacked area chart

	Looking at how data is distributed
	· Hhistogram
· Bbox plot

	Comparing values between groups
	· Ddot plot
· Ggrouped bar chart

	Observing relationships
	· Sscatter plot
· Bbubble chart
· Hheat map

	Looking at geographical data
	· Cchoropleth map
· Ccartogram


Source: Perrone, 2023.
In the following, you will find an exhaustive overview, detailing of examples for of most of the visualization types mentioned above. B, with bar charts and line charts are being the most commonly used variants in both scientific publications and the business world (Ritchie et al., 2012, pp. 210 -219) and (Ribecca, 2023).




Example of a Bbar cChart
[image: Ein Bild, das Text, Screenshot, Schrift, Marke enthält.
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Source: (Sstatista, 2020b) 









Example of a lLine cChart
[image: Ein Bild, das Diagramm enthält.
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Source:  (Sstatista, 2020a) 








Example of a pPie cChart
[image: Ein Bild, das Diagramm, Tortendiagramm enthält.
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Source: (Sstatista, 2019a) 








Example of a Sstacked bBar Cchart
[image: Ein Bild, das Diagramm enthält.
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Source: (Sstatista, 2019b) 








Example of a sStacked aArea cChart
[image: Ein Bild, das Diagramm enthält.
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Source: (Sstatista, 2016) 







Example of a hHistogram
[image: Ein Bild, das Diagramm enthält.
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Source: (Sstatista, 2017) 
Example of a bBox pPlot
[image: Ein Bild, das Diagramm enthält.
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Source: Wikimedia 
https://commons.wikimedia.org/wiki/File:BoxPlot.jpg
[image: Ein Bild, das Text, Software, Multimedia-Software, Diagramm enthält.
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Example of a Ggrouped Bbar cChart
[image: Ein Bild, das Diagramm enthält.
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Source: (Sstatista, 2020c) 








Example of a bBubble cChart
[image: Ein Bild, das Diagramm enthält.
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Source: (Sstatista, 2022) 







Example of a Cchoropleth
[image: Ein Bild, das Text, Karte, Screenshot, Schrift enthält.
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Source: (Sstatista, 2023) 
Example of a Ccartogram
[image: Ein Bild, das Karte enthält.
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Source: Wikimedia 
https://commons.wikimedia.org/wiki/File:Global_population_cartogram.png)
[image: Ein Bild, das Text, Screenshot, Software, Multimedia-Software enthält.
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InfographicsInfographics
An infographic uses visual cues to communicate information.

Infographics, as a term, combines two of the fastest growing concepts of the past two decades: The ever-increasing amount of information available and the ubiquitous presence of visual stimuli. Infographics— – also referred to as information graphics— – uses visual cues to communicate information (Ritchie et al., 2012, p. 20).
The range of visuals considered as infographics goes ranges from very simple signs on a construction site with bright, attention-grabbing and alarming colors with little or no text, and reachesthrough to complex descriptions of the functioning of the global monetary system. Any concept requiring simplification or high efficiency in grasping and processing informationinformation to be shown or understood in a simple, efficient manner can benefit highly from a communication tool like such as an infographic.Information
Information is an abstract concept that refers to that which has the power to inform. Information is often processed iteratively: Data available at one step are processed into information to be interpreted and processed at the next step.


Infographics are designed and created to achieve an easy-to-communicate and easy-to-understand graphic or visual representation of many complex processes, steps or simply a large amount of complex quantitative and qualitative data and information from a certain domain or expertise. By visually exploring and discovering the elements of an infographic, the audience is put in a better position to process the contained message it contains. 
Infographics clearly are clearly the medium of choice for information, while data is well displayed clearly in tables, diagrams, and charts.















Infographic: How to Mmake an iInfographic.
[image: Ein Bild, das Text, Screenshot, Betriebssystem enthält.
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Source: Perrone, 2023.
The figure “Infographic: How to Mmake an Iinfographic” figure exemplifies the power of an infographic and gives an eight8-step recommendation on of which elements you should focusto focus on when planning, drafting, and publishing an infographic.: The first two steps revolve around choosing a topic and collecting all the necessary information. Having observed completed those two steps, the next challenges are to organize, filter, and order the available information to focus concentrate on the relevant, and the strongest of available elements available. Step four calls for choosing the most suitable type of infographic to channel all the available elements into. After making a first draft, the next step is to design and produce the infographic, choosing with the choice of the typography and determining the colors, style, and illustrations. 
Finally, it is advisableed to proofread and correct the work and reach complete the final step of publication to achieve the desired results. Choosing Selecting the right vehicle for your message makes a considerable difference, as there are choice between static, semi-dynamic, and dynamic options are at handon offer. S: Static infographics typically contain fixed information, with the user interaction being limited to viewing and reading.Vitruvius
Vitruvius was a Roman architect and engineer during the 1st century BC. He originated came up with the idea that all buildings should have three attributes: firmitas, utilitas, and venustas (“"strength,”", “"utility,”", and “"beauty"”).


Semi-dynamic infographics also contain fixed information and are characterized by the absence of interactive elements and the fact that user interaction is limited to viewing, listening, and reading. Dynamic— – or interactive— – infographics involves user interaction such as like for example clicking, searching for specific data, actively shaping the displayed content shown, and choosing which information is accessed and displayed (Ritchie et al., 2012, pp. 59 ff.).
What are fixing central points making make up good infographics? When looking at a good infographic, everything concerning it makes sense: It leaves you feeling informed or delighted and, in an ideal case,: both. Vitruvius’ principles of good design serve as three components by which you can attempt to measure the quality of infographics. A good infographic has all three: Uutility, soundness, and beauty. (Ritchie et al., 2012, p. 198).	Comment by Author: Please check: The three attributes seem to be slightly different in the text box. 
Good infographics communicate something meaningful, must support the underlying and chosen objectives, and are appealing to the eyes. Nine of the most popular types of infographics are: 1) Sstatistical infographics, 2) iInformational infographics, 3) tTimeline infographics, 4) pProcess infographics, 5) gGeographic infographics, 6) cComparison infographics, 7) hHierarchical infographics, 8) lList infographics, and 9) rResume infographics (McGuire, 2023).
DiagramsDiagram
A diagram is a drawing that shows the different parts of something and how they work together.  

Visual learners best comprehend information that is presented in pictures, diagrams, charts, and the like. Some examples for of diagrams are: 
Venn diagrams, mind maps, flowcharts, fishbone diagrams, tree diagrams, hierarchy/organizational charts, and SWOT analysis diagrams.











Venn Ddiagram
[image: Ein Bild, das Diagramm enthält.
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Source: Wikimedia. 
[image: Ein Bild, das Text, Screenshot, Multimedia-Software, Software enthält.
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Mind Mmap of the Mmind mMap Gguidelines
[image: ]
Source: Wikimedia
 
[image: Ein Bild, das Text, Software, Multimedia-Software, Computersymbol enthält.
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Flow cChart
[image: Ein Bild, das Text, Software, Screenshot, Multimedia-Software enthält.
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Source: Wikimedia: 




Fishbone Ddiagram
[image: Ein Bild, das Diagramm enthält.
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Source: Wikimedia
https://commons.wikimedia.org/wiki/File:Wikipedia_fishbone.JPG 
[image: Ein Bild, das Text, Software, Screenshot, Multimedia-Software enthält.
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Tree Ddiagram
[image: Ein Bild, das Diagramm enthält.
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Source: Wikimedia https://commons.wikimedia.org/wiki/File:Tree_diagram_sum_5_by_three_numbers.svg 
[image: Ein Bild, das Screenshot, Text, Software, Multimedia-Software enthält.
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Organizational cChart
[image: Ein Bild, das Text, Dokument, parallel, Quittung enthält.
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Source: Wikimedia
 https://commons.wikimedia.org/wiki/File:DOE_Org_Chart_Feb_2022.png 

[image: Ein Bild, das Text, Software, Multimedia-Software, Computersymbol enthält.
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SWOTwot aAnalysis dDiagram
[image: ]
Source: Wikimedia
 https://commons.wikimedia.org/wiki/File:SWOT_en.svg 
[image: Ein Bild, das Text, Software, Multimedia-Software, Webseite enthält.
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Diagrams are simplified and structured visual representations of concepts, ideas, constructions, relations, statistical data, and anatomy, and are less complex than infographics. In closing, it is to be noted that both visualizations and diagrams as concepts and as words denominating a visual representation have been found to be used interchangeably at times; and the distinction between the two may not always be clear and precise. The term “infographic” is almost always referred to as describingdescribes a more complex list of, multiple steps including representation of data or information and the type of medium used to provoke a high level of interest by among the audience.
Self-Check Questions
1. Please complete the following sentence.
Bar charts and line charts are ideal to for showing a change over time in the data displayed data.
2. Good iInfographics are characterized by not being…
· mMeaningful. (F)
· cComplex. (TR)
· uUseful. (F)
· bBeautiful. (F)
3. What type of visual should be used to display organizational strengths, weaknesses, and external opportunities and threats?
SWOT diagram

3.4 Best Cases B2B and B2C
Strong visuals can draw the content-consumer of content into the content piece. Setting up the and the setup of content being crafted as an editorial (and not as an advertising) can make the resulting content more appealing, effective, and successful. 
Best Cases B2B
One of the most iconic logo designs in history, the FedEx insignia, was created by the Landor Associatesd design bureau in 1994, the world’s leading company in brandingbranding agency. Landor Associates was established in 1941 and has created several truly unique and legendary visual identity concepts for various brands.
There is an arrow hidden in the FedEx logo. To squeeze craft the arrow, Leader Landor had to use two fonts, Univers 67 and Futura Bold. The palette combined the colors from the original logos. The clever use of the negative space between the last two letters has won the logo several awards and makes it one of the most effective ever created. 
Today, lots of logos use negative space. Back then, it was a revolutionary approach, due to which the FedEx logo has won over 40 awards worldwide.
The color palette of the FedEx’s visual identity is composed of purple and orange, where purple stands for stability and professionalism, and orange is the color of energy, motion, and speed. Hence, the combination of shades in the FedEx badge represents the company’s reliability and professionalism, while characterizing its as a reliable and professional one, and its  delivery services as fast and accurate.
The FedEx logo is the a wordmark, but considering it has a hidden graphical element in the lettering, we can also refer to the FedEx badge as a combination type of the logo, which means it has both the wordmark and graphics in it.


FedEx Logo
[image: ]
Source: https://commons.wikimedia.org/wiki/File:FedEx_Corporation_logo.svg#/media/File:FedEx_Corporation_-_2016_Logo.svg 	Comment by Author: Please check if we should add ‘Wikimedia’ here.
[image: Ein Bild, das Text, Screenshot, Software, Multimedia-Software enthält.
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Best Cases B2CCoca- Cola Company
The Coca-Cola Company is an American multinational corporation founded in 1892, best known as the producer of Coca-Cola. The drink industrybeverage company also manufactures, sells, and markets other non-alcoholic beverage concentrates and syrups, and alcoholic beverages. (A short history of the Coca- Cola Company;  (The Coca-Cola Company, 2011).


Most of us associate a certain color and a specific font with the brand name Coca-Cola. T, the instrument employed is called visual composition. If you look at the visual complexity of advertisements over the past century (how many different things there are to look at and keep the eyes and brain busy), you will observe a noticeable trend: Vvisual designs have significantly become significantly simpler, decade by decade. 
When looking at Coca-Cola advertisements, you will see that, one can notice that over time, Coca-Cola chose to use fewer colors, fewer fonts, fewer words, fewer shapes, and objects, and much, much more white/negative space. The leading lines in the 1900s ad isare notable and certainly shows the innovation and the early adoption of successful concepts.
In the 1890s, Coca-Cola advertisements would typically show include little to no white space, many objects, a lot of text, many typefaces, and many colors. The number of objects and texts used in Coca- Cola advertisements diminished starting in the 1940s and saw led to an increased use of white space over time. While white space— – or negative space— – had some peakswas used prominently in the 1920s and 1950s, its real dominance has only been in focuscome to the fore overin the last twenty years. 
This decrease in the amount of text and confusion with many colors exemplifies how the brand visual of Coca -Cola’s brand visual reflects the trends observable in the entire advertising market: where Aattention spans are is decreasing and the force needed to get through to the consumer needs a focus on color (red), shapes (Coca- Cola ribbon) and the iconic Coca- Cola typeface.
By concentrating on these elements, Coca- Cola achieves a strong level of brand recognition. I, and it should becomes as no surprise that Coca- Cola regularly ranks top in the world in terms of brand recognition.
	Coca- Cola aAd, 1890s
[image: Ein Bild, das Text, Kleidung, Poster, Rad enthält.
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Source: (The Coca-Cola Company, 2011)
	Coca- Cola Aad, 1900s
[image: Ein Bild, das Diagramm enthält.

Automatisch generierte Beschreibung]
Source: (The Coca-Cola Company, 2011)
	Coca- Cola Aad, 1910s
[image: Ein Bild, das Text, Kleidung, Menschliches Gesicht, Poster enthält.

Automatisch generierte Beschreibung]
Source: (The Coca-Cola Company, 2011)

	Coca- Cola Aad, 1920s
[image: Ein Bild, das Text, Kleidung, Flasche, Menschliches Gesicht enthält.
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Source: (The Coca-Cola Company, 2011)
	Coca- Cola Aad, 1930s
[image: Ein Bild, das Text, Menschliches Gesicht, Kleidung, Poster enthält.
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Source: (The Coca-Cola Company, 2011)
	Coca- Cola Aad, 1940s
[image: Ein Bild, das Text, Brief, Kleidung, Softdrink enthält.
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Source: (The Coca-Cola Company, 2011)

	Coca- Cola Aad, 1980s
[image: Ein Bild, das Text, Getränk, Softdrink enthält.
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Source: (The Coca-Cola Company, 2011)
	Coca- Cola Aad, 1990s
[image: Ein Bild, das Text, Getränk, Softdrink, Essen enthält.
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Source: (The Coca-Cola Company, 2011)
	Coca- Cola Aad, 2000s
[image: Ein Bild, das Getränk, Softdrink, Essen, Flasche enthält.
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Source: (The Coca-Cola Company, 2011)



Coca- Cola Aad, 2010s
[image: Ein Bild, das Text, Getränk, Softdrink enthält.
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Source: (The Coca-Cola Company, 2011)
The number of fonts, words, colors, and shapes declined each decade, while the percentage of white space grew substantially, making the visuals simpler and simpler. This culminated until you get to in Coca-Cola’s most recent advertising campaign: a simple red bottle, two words, and a whole lot of white. The power of pictures at its best (The Coca-Cola Company, 2011).
Self-Check Questions
1. Please complete the following sentence..
The FedEx Logo is of particularly powerful due to its clever use of negative space.
2. The main elements of the Coca- Cola advertisements over time are:
· circle, triangle, square. F
· color, whitespace, typeface. TR
· water, fire, air. F
· children, soldiers, animals . F
3. What type of technique from visual communication is most likely to provoke surprising effects and memorable reactions?
Negative space
Summary
The increase in the number volume of images, videos, and audio content hitting the people’s attention of people demands more effectiveness from marketingrequires marketing to become more effective. Its A visual communication strategy is more successful when it is built around a well-orchestrated combination of storytelling and effective visual communication. The sense of vision is best capable of processing a lot of data and the human brain has been receptive for to this sort of stimulus for as long as humanity existshas existed.
Gestalt theory and the derived Gestalt pPrinciples derived from this describe how the human brain interprets and processes complex stimuli from the observed environment. The brain tends to group and organize elements and does so in predictable ways. This leads to composition options which include the use of lines, symmetry, negative space, and several other techniques suitable for planning and designing effective visual content.
Elements of design (line, shape, color, texture, value, form, and space) and principles of organization (pattern, dominance/emphasis/focus, unity/variety/harmony, balance, contrast, movement, point of interest, and viewpoint) are the building blocks of your picturepictorial composition. By working with associations and striving to compose your visual elements as strongly as possible, you optimize the likelihood to cutof cutting through the noise of everyday media.
Visualizations of data, such as like bar charts, line charts, pie charts or histograms, further increase the options at hand when drafting and executing your B2B or B2C message. Infographics, as a common and powerful element of storytelling, make the toolbox even more powerful. No matter how complex their designs may be and as complex as those may be designed, some simple diagrams also constitute valuable options for gettingto get your message through to the reader or audience.
The FedEx logo and its genius design marks as much of an example to strive for. The same applies to as the constant adaption to the newest trends in advertising as portrayed by the more than 100 years ofcentury-plus of history behind Coca- Cola advertisements. Both brands and their respective brand identities for B2B and B2C certainly constitute excellent sources for of inspiration when planning for an effective and powerful imagery.

Unit 4— – Video: Mini-Movies for Maximal Emotional Engagement

Study Ggoals

On completion of this unit, you will be able to …

… define the importance of video for the distribution ofdistributing your content.
… decide which platforms best suit your video content best.
… identify which critical success factors to watch out for when producing your video content.
… apply your new technical know-how with regards to your video-productionwhen producing videos.

4. 4. Video: Mini-Movies for Maximal Emotional Engagement
Case Study 
There is Disney+, Paramount+, and, since 2021, there is has also been Salesforce+. 
Salesforce, Inc. is an American cloud-based software company headquartered in San Francisco, California. It provides customer relationship management software and applications focused on sales, customer service, marketing automation, e-commerce, analytics, and application development.
With Salesforce+, the company introduced a business-focused streaming platform that features on-demand content aiming aimed at the topics professionals requestrequested by professionals so they can to learn new, and helpful skills. It includes an original series set of videos, live event programming, podcasts, and a lot of content based on professional development – —predominantly as in video form.
Salesforce’s underlying strategy aims at reimaginingto reimagine the way they the company excels in a digital-first world to by creatingcreate an all-digital brand experience. It is no surprise that this approach follows the successful user interface known fromwe are familiar with from Netflix: A cContent being distributeddistribution in Sseries, seasons, and episodes, just as if users were consuming entertainment content.
The strategy behind the “plus” is to turn audiences into communities. B - brands like Disney, Netflix, and Peloton have done this with streaming services for consumers, and Salesforce+ provides an always-on, business media platform that builds trusted relationships with customers and fosters a sense of belonging for the business community. 
For Salesforce Inc., this is a way to evolve the content the company has been sharing all along. As a result of the pandemic, Salesforce looked at the media landscape, where people were consuming content, and decided that the days ofe days of white papers in a B2B setting were no longer interesting to peopleof interest. Notably, Salesforce is transforming its content marketing into a full-fledgedfully-fledged media company.
“The company’s goal, CMO Sarah Franklin said in the an interview, is “to drive viewers to make a connection with the brand, so they want to use its products and engage more.” (Content Marketing Institute, 2021). The service is part of a greater effort to transition Salesforce’'s marketing approach from paid customer acquisition to owned and operated media (Fischer, 2021).
The content marketing project surrounding the launch of Salesforce+ won Salesforce numerous mentions as finalists in the Content Marketing Awards 2021. They also won and they also were winners as the Content Marketing Project of the Year with “‘Leading Through Change,”’, with Jessica Bergmann, Vice President, Content and Customer Marketing becoming Content Marketer of the yYear 2021.
4.1 Introduction— – Why Video is Good for Social Media
Video is an effective way to capture attention, convey a message, and create engagement on social media, making it a valuable tool for any social media strategy. The usage statistics for services like YouTube and TikTok speak for themselves: 
The trend for usageusage trends for of platforms like YouTube and TikTok hasve been increasing over the years. Plus, video-based social media ads get a better response than statich static image ads (Content Marketing Institute, 2021).
YouTube, which is a video sharing platform owned by Google, has been around since 2005 and has grown to becomeinto one of the most popular websites on the internet. As of 2023, YouTube has over 2 billion logged-in monthly active users, who collectively watch over a billion hours of video each day. YouTube’'s popularity can be attributed to the vast range of content available, which includes everything from music videos, to educational tutorials, to comedy sketches, and more.
TikTok, on the other hand, is a relatively new social media platform that has rapidly gained popularity in recent years, especially among younger generations. TikTok is a short-form video sharing app that allows users to create and share 15-second videos, and has become known for its entertaining and often humorous content. TikTok literally went progressed from the tween lip-syncing fad to the main stage of the internet after its story began in the year 2016 (Goldfine, 2021). As of 2023, TikTok has over 1 billion active users worldwide (Woodward, 2023).
Overall, the trend for usage of platforms like YouTube and TikTok has been increasing, as more and more people turn to online video and social media for entertainment and information. With the continued growth of the internet and mobile technology, it is likely that this trend uptick will continue into the future. T and this is mainly based on the following three advantages of video content over other types of content:
High EengagementEngagement
Engagement in the context of social media refers to the level of interaction that users have with content posted on social media platforms. Engagement can take various forms, including likes, shares, comments, and direct messages.

Video content tends to generate higher engagement rates than static content like text or images. People are more likely to watch a video than to read a long post or look at a picture, and they tend to spend more time on social media platforms that offer video content.
Versatility
Videos can be used for a wide range of purposes on social media, from product demonstrations and how-to guides to testimonials and behind-the-scenes glimpsesinsights. They can also be used to showcase a brand’'s personality and build emotional connections with audiences.
Mobile-Ffriendly
Social media is increasingly accessed on mobile devices, and videos are well-suited for mobile consumption. They load quickly, can be watched in full-screen mode, and can be easily shared and embedded across multiple platforms. This makes it easy for brands to reach and engage audiences wherever they are.
Arvin Patel, Chief Licensing Officer— - New Segments at Nokia is convinced: “Today, video is ubiquitous. The volume of video content produced, transported, and viewed has exploded to an extent far beyond entertainment. It impacts every major industry and has restructured how our society operates.” (Patel, 2022).
Brands can utilize videos to convey messages to their audiences more authentically and impactfully. The Cisco Video Networking Index predicts that, by the end of 2022, video will make up 82% of internet traffic. To stay up to speed with their consumers, businesses need to develop video marketing abilitiesskills. 
In Over the coming decades, we are heading towardsed into a new dimension of video technology, like such as immersive video (also known as “surround video”), augmented reality and virtual reality experiences, that have has the potential to fundamentally alter the way we think about video.
“Of one thing you can be certain, the future will definitely be livestreamed.” (Patel, 2022).
Video and mini-video should be part of any content marketing strategy, considering the following: This medium is a great tool to sharefor revealing a behind-the-scenes look at your workspace, covering an event or product launch, and sharinge tips with followers.
On the Wikipedia list of the most visited websites worldwide, according to the first top 50 websites listed detailed in the “"Top Websites Ranking”" lists published monthly by Similarweb, as of February 2023, the following platforms rankge among the Top 50 as of February 2023:
· YouTtube (3rd)
· TikTok (17th)
· Netflix (22nd)
· Twitch (32nd)
Source:  (“"List of most-visited websites,"” 2023) 
Having noted thatAs a result, it is clearbecomes obvious that, next along withto Facebook, Instagram, and LinkedIn which also take and host video content, those four mentioned platforms will most likely remain in the the top TOP 50 for quite a while. Therefore, and therefore, both for B2B and B2C companies alike, their websites and those video-hosting platforms will constitute ideal outlets for corporate video content.
Mini- movies make a good tool to usefor using storytelling on social media: How else would marketers make people listen to and watch what they have to say when there are so many distracting things to read and watch? Simply turn it into a story!Reunion
“Reunion” is a 2013 Google India advertisement for Google Search. 
https://www.youtube.com/watch?v=gHGDN9-oFJE

Storytelling is mentioned frequently because it is one of the best ways to pull draw an audience’s attention in to what you want to tell them. Many brands are usinguse the mini- movies (longer than a typical ad but generally under 5 minutes) to really pull in their audience. Investing as much as 5 minutes on an ad says a lot about how well-executed this one was and I am sure you wi’ll watch this oneit until the end!
A very good example for of how mini- movies can trigger emotional responses with stories is the short movie “‘Reunion”’ which pulled tugs on all kinds of heart strings and shows just how much many of us use Google search regularly.  It has been viewed almost 16.5 million times and is sure to catch appeal to your attention and your emotions (“"Reunion (advertisement),"” 2023).
Self-Check Questions
1. Please list three key reasons for why companies  shouldto develop engaging video content. 
Most of the platforms hosting video content are among the websites with the highest traffic globally.
It assists the company in showcasing a behind-the-scenes look at your its workspace, covering an event or product launch.
It is more sustainable than advertising.
It increases the chances of engagement by the audience engagement.
If done as a first mover, it provides a true competitive advantage.
4. Please mark the correct statement(s).
· Storytelling via mini- movies is a strong tool to create an emotional bond with your brand and is better suited for this goal than text-only content. TR
· A strategy around based on text and photographic content will always beat video content. F
· A 20-minute image video should be part of every marketing strategy. F
5. Please complete the following sentence.
The Cisco Video Networking Index predicts that, by the end of 2022, video will make up 82% of internet traffic. 
4.2 Video Formats for Social Media
It does not make sense to simply produce product videos and post them on sSocial mMedia as a standalonesole activity. When a marketing department considers including mini-videos and video as part ofin their content strategy, a good amount of research should go into defining which video formats to plan and to produce, be it short orvs. long-format videos, LIVE live video, product features, user generated content, interviews, or Q&As., 
Generally, when it is time to produce video content, the following recommendations from experienced videographers show better results:
· Create the video so it also works when viewed with the sound off.
· Stick to a single, clear message.
· Use movement or fast edits upfront to capture the scroller’s attention.
· Use bright colors and closeups.
Source: (Hofstedt, 2023 and Content Marketing Institute, 2021)	Comment by Author: This looks more like a source under one of the graphics, not an in-text reference. Please check.
Following these general recommendations, the next question to be answered should be, which format to use these style recommendations with: A vlog hosted on your owned website, running a vlog on a platform like YouTube, Instagram, Facebook, or LinkedIn for example.

VlogVlog
A video blog or video log, sometimes shortened to vlog, is a form of blog for which the medium is video.

In principle,A a Vvlog or video-blog in principle continues the approach of a blog but, instead of being merely text- and picture- based, only it involves video as the medium to transport the message to the viewers.
In terms ofWhen following the path for successful content on the respective platforms, the winning strategy is to customize the video content to the respective platform at hand and avoid simply reusing the same video on different sites. It is crucial to produce the content with the audience and platform in mind, usually to entertain, drive engagement, and captivate target -specific segments. On Instagram, for example, it is decisive key to use a color palette, filter, or even texture in your Instagram posts, as this can give you that much sought-after level of consistency in your feeds (Claire, 2022).
Very successful formats include those based on infotainment and especially the kind of infotainment packaged as video. If the video is short-form, the consumers find it 2.5 times more engaging than a long-form video (Witt, 2023). However, despite being a vital component, video is still widely underutilized across major social media networks. Infotainment
An Infotainment, is also called soft news as a way to distinguish it from serious journalism or hard news, is a type of media, usually television or online, that provides a combination of information and entertainment.


Within tThe options at hand, there include is pre-produced video content and LIVE live-streamed content, which puts takes the requirements to the next level. People are using social media more than ever and want to engage with real people and genuine experiences. Keeping this in mind, it is no surprise Live that live video has been trending on social media platforms like Facebook, Twitter (now X), Instagram, LinkedIn, and TikTok.
Users will retain 95% of a message watched on video as opposed to only 10% when they read aread in text, according to Tracey Witt.  and this is what this means for your social media marketing video strategy: Considering the benefits of video, the data still indicates that brands are struggling to make video a regular feature of their social media content calendars (Witt, 2023). If you want to stand out on social media and diversify your social media strategy, - do it with video. If you want to stand out in a particular way,: do it with live video.
Broadcasting lLive
A study found that 82% of respondents preferred lLive video from a brand compared to regular social media posts (Tan, 2023). Considering this, what exactly is a lLive video and how do you use this type of content effectively in your social media strategy?
Social media live-streaming means conducting a live video feed with your audience, connecting with them in real-time. Fans and followers can comment on, like, and react to your content. It is a highly engaging process that is spontaneous and less scripted than traditional video.
Most lLive streams are improvisationalimprovised, but it is recommended to do some basic planning and practice ahead of time, too. They are the perfect format to sharefor revealing a behind-the-scenes look at your workspace, covering an event or product launch, and sharinge tips with followers. You can keep followers engaged by adding competitions and giveaways throughout.
Carolin Golum from Livestream.com cites a survey which— – amongst other results - —found the following (Golum, 2020):
· 80% would rather watch live video from a brand than read a blog.
· 82% prefer live video from a brand to social posts.
· For 56%, breaking news is the type of live video content they watch most often. Conferences and concerts are tied in second place with 43%.
· 67% of audiences who watched a live stream purchased a ticket to a similar event the next time it occurred.
As these results date to a time at the height of the pandemic, current numbers might differ but should certainly be still strong both for North America and Europe.
Make sure to pick the right platform for your live stream and consider the purpose and your demographic. If you are unsure, you can stream across multiple platforms at one the same time.
YouTube sShorts
YouTube is a great tool for businesses, giving a broad platform to share content, increase your online presence, and generate visibility for the company’s products and services as the world’'s second largest search engine (behind Google). YouTube Shorts is the short-form section of the video-sharing website www.YouTube.com. It hosts, hosting content much like YouTube’'s primary service, but with a focus on vertical videos at a maximum length of 60 seconds. Videos with a square aspect ratio are also accepted.

YouTube shorts were introduced in 2019 and are widely seen as YouTube’s response to competition from TikTok, which offers vertical videos and predominantly video clips in the shorter range.
YouTube Shorts offers editing capabilities and the ability to interact with viewers by responding to comments with additional videos, the latter being a feature primarily made popular by TikTok. Although intended to be watched on smartphones, YouTube Shorts can be viewed on all other devices.
Instagram Reels 
With engaging images, videos, and Reels, organizations can build a community of committed fans and brand fans. As a brand, organizations will benefit from the platform because it helps 83 percent of its users in making purchasing decisions. Instagram Reels are short-form Instagram videos that can be up to 90 seconds long (Ucha, 2022). 
Users can record, edit, and clip videos and photos together, set them to music, and post to their feed. With engaging images, videos, and Reels, organizations can build a community of committed fans and brand fans. As a brand, organizations benefit from the platform because it helps 83 percent of its users in making purchasing decisions.

Facebook Stories
Facebook remains the most popular social media network, with 2.8 billion monthly users (“"Facebook users, stats, data, trends, and more — DataReportal— – Global digital insights,"” 2023). With engaging content, boosted posts, and clever Facebook advertisements, you can easily engage with your audience and promote your brand. Facebook Stories are short user-generated photo or video collections that can be uploaded to the user’'s Facebook. Facebook Stories were created in 2017. They are considered to be a second news feed for the social media website.
LinkedIn Video
On one of the most popular B2B networks, LinkedIn, organizations can start building valuable contacts with business owners and senior decision-makers. It is great for boostingto boost brand visibility in the target market by using intelligent content and tailored adverts.
Finally, a word on video specifications: The binding principle of any required format is the size, which. It represents a unique vision that is natural native to a particular platform. The size is a widespread reason why would brands turned themselves turn to a studio and ask for their services. The variety of sizes is quite diverse, and often it is often impossible to make a video that will fit at least several of them. You are always going to need resizing. Here is are some of the most common video formats used in 2023:
	Video Formats

	Format
	Mmeaning

	MP4
	MP4 is one of the most common types of video format available today. One reason for its popularity is that it is a universally compatible format. MP4 first came into existence in 2001 but became popular quite quickly.

	MOV
	You can also refer callto the MOV video format as the “QuickTime” video format. Apple developed it and is famous for its high-quality content. This video format is one of the top 10 video formats because it is pretty fairly similar to MP4 in many ways. It can usually contain video, subtitles, and audio in a single file.

	WMV
	WMV is short for Windows Media Video. Microsoft developed this video format. In this period, Microsoft believed that the new video format would dominate the world of online video streaming.

	WEBM
	WEBM is a video format from Google and is an open-source video format. This means that the underlying technology in its design is available for the public to see and improve where necessary.

	AVI
	The AVI video format uses far less compression than other video formats. Therefore, it usually comes as a larger file than other contemporary choices on the list. However, this video format is versatile, which is why it continues to remainremains adaptable.

	FLV
	For Adobe Flash Players, tThis is the ideal video format to go for Adobe Flash players. FLV files are usually relatively small, making them an excellent choice for the internet.

	MKV
	This is also known as the Matroska video file. Multimedia Container Format created this video format. However, its popularity came in 2014 when Windows announced it was providing technical support for the video file format. It is as versatile as the popular MP4 video format.

	MTS
	The MTS video format is stored in Advanced Video Coding High Definition. Panasonic, Sony, and several large firms mostly use this video file format. MTS is short for MPEG Transport Stream. It allows players stakeholders tohave access to high-definition projects.

	MPEG-4
	Another standard codec used for online streaming is the MPEG-4. It comes in multiple standards. You can use it to play audio and video or just audio if you prefer. This video file format provides users with low-quality videos at small file sizes. You can use it to record videos without the need for editing.


Source: (Reed, 2023)
Self-Check Questions
1. Please complete the following sentence..
Infotainment is a type of media, usually television or online, that provides a combination of information and entertainment.
2. Social media live-streaming...
· is a business website with integrated lLive -TV, typically CNN. 
· means conducting a live video feed with your audience, connecting with them in real-time. Fans and followers can comment on, like, and react to your content.
· can only be integrated via a vlog with fresh daily content.
· is best consumed via smartphones as they maximize conversion for offered the products and services on offer.
3. What is the percentage of people who prefer live video from a brand to social posts?
82%
4.3 Technical Know-How for Video-Production: Cuts & Editing
Films are made up of sequences, sequences are made up of scenes, and scenes are made up of shots. If you are editing within a scene, you get reachto cuts: Video cuts (also called movie cuts or film cuts) are transitions in films and videos that allow filmmakers to weave multiple camera shots together. These transitions play a key role in visual storytelling, and it is on up to the editor to choose the best types of cuts to servefor the film’s core narrative (Abreu, 2022).
Cuts
Almost all of an editor’s work comes down to three choices: What to show, when to cut, and what to cut to. The cut itself is the most basic way to move from shot to shot. Cut
In the post-production process of film editing and video editing, a cut is an abrupt, but usually trivial film transition from one sequence to another.

Cutaway
A cutaway is when footage extraneous to a scene is overlaid, visually interrupting the narrative but perhaps displaying some important action taking place simultaneously, or an action referenced in dialogue. Cutaways are a very suitable technique to for showing what is on a character’s mind and therefore influencing the viewers’ perception.
Cut vs. dissolve vs. wipe
Putting cuts in context, a cut in relation to video -production refers to several different available transitions or effects. The cut, dissolve, and wipe serve as the three primary transitions. The cut mostly represents a continuous transition in setting and time. I—inn turn, the dissolve and wipe respectively identify changes in time and setting respectively.
Another use for a cutaway could be to show what a character is looking at, but cuts generally serve as transitions between camera angles, such a wide establishing shot and a medium shot. C and cuts are often used in sections of dialogue so that the director may can employ close-ups without unnecessary and visually disturbing disruptive movement of the camera movement. Rapid cuts are a proven technique for action-filled packed scenes. No matter the reason, every cut should be thoughtful and purposeful.
Award-winning sound designer and editor Walter Murch has written a book on film editing— - In the Blink of an Eye (1995)— – which describes many of his notable techniques used in his film editingthis domain. One of his the most praised techniques is what he refers to as “"the rule of six,"” referring to the six criteria in a film that he examines when making a cut: e. Emotion, story, rhythm, eye trace, 2D plane of scene, and 3D space. 
Murch puts the highest most weight on emotion, asking the question whether the a scene is either mournful or contemplative.? In this case, the shots should be held on for longer. A very good example for of this is the long shot at the end of the film ‘The Graduate’ from 1967, when Dustin Hoffmann as Benjamin Braddock and Katharine Ross as Elaine Robinson escape aboard a yellow Santa Barbara bus and sit among the startled passengers. As the bus drives on, their ecstatic smiles slowly fade away as they begin to look toward an uncertain future. In his book, Murch also describes editing as more of a psychological practice with a goal of anticipating and controlling the thoughts of the audience (Abreu, 2022).
Eyeline cut
A n editing fundamental form of editing is the eyeline cut: An eyeline match is when an editor cuts to the object of a character’s attention. If a character notices something, the editor cuts to what they see, and the second shot is often a literal point-of-view shot or from that character’s general perspective. This is such common practice that an editor can build intrigue by either waiting to reveal what they see, or by not showing it at all. The latter is the case in the scene in the film ‘Pulp Fiction’ (1994) in which only Vincent Vega sees the contents of the briefcase, which motivates several of the characters during many of the film’'s major plot points but whose contents are never revealed. (Ffor the record, the director of the movie Quentin Tarantino has said that they areit is whatever the audience wants it them to be).
A common form of the eyeline match is the shot-reverse shot, w. When the editor cuts between a shot of subject A and a shot of subject B in a reverse angle view that is often a similar angle and composition. The most common use of this technique can be found in conversation scenes to maintain scene, geography, and clarity. 
Cross- cut
A cross- cut is similar to a cut used in dialogue, but where the subjects are not necessarily in the same setting (or even time frame). It establishes the same intimate relation as a dialogue cut. The editor cuts between two or more scenes happening in different locations usually at the same time. The baptism sequence from ‘The Godfather’ (1972) is an excellent example offor this technique:. 
This scene is that of Michael Corleone’'s final transformation: He is becoming the thing that he has been trying to be, the Don, the ruler, and he i's being baptized, in a way, but it i's an evil, anti-spiritual baptism. While the viewer sees Michael attending a baptism in a church, all of the heads of rivaling families are assassinated and the cross- cuts of the killings are inserted when Michael renounces to Satan.
L-cut
An L-cut is when video and audio are edited asynchronously, where with the dialogue continuinges as the camera cuts to another image. For example, the sound of approaching cars in an interior shot alerts the viewer that the next scene will most likely involve traffic or take place outside. The name of the cut refers to the shape of audio and video pieces of the second of two scenes cut together when it was done on analog film and this technique has been applied since sound film first appeared (Paul, 2016). Here is are some uses of an L -cut:
· In a dialogue sequence, when you want to show the reaction of the different characters.
· When you want to emphasize the ending of a scene; f. For example, a gunshot extending to the next scene.
· For cliffhangers in TV tv-shows or anthology films.
· To establish connections between two scenes, e. E.g., an relevant audio cue that is relevant to the next shot.
· For monologues that include montage editing providing visual context to their story.
· To draw out a scene longer and give your audience room to think about it.
J-cut
A J-cut is when video and audio are edited asynchronously, where with the dialogue playings while the viewers see contextual images, but then cuttings to the source of the dialogue (Paul, 2016). Here is are some uses of a J -cut:
· In a dialogue sequence where you want to provide emotional information aboutin the interlocutorreceiving character.
· When you want to tease the next cut with an audio cue.
· To introduce characters or events in a new scene, e. E.g., the sound of a character'’s voice before we see them.
· To cut the scene short, and create a sense of urgency in your audience.
· To keep a specific pace and keep your audience invested.
· To give a preview of the soundscape of the next scene’'s setting.
Jump cut
A jump cut is an editing technique that cuts between two sequential shots. In these shots, the camera position does not change (or only changes a small amount), but the subjects move, giving the appearance ofthat they are jumping around the frame. Though a mistake in many cases, it can also be used for dramatic effect. It is a cut, within the setting and time frame of a scene, where continuity is visibly broken. Jump cuts give the effect of moving forward through time.
Uses cases for jump cuts:
· Tto add special effects. Both magic and horror benefit from the jump cut editing technique, as it allows characters or things to suddenly appear and disappear. This is useful for showing magic tricks, as well as enhancing jump scares to frighten on-screen characters and your audience.
· Tto show a lack of time. Jarring jump cuts can add to the quick-paced anxiety of a frantic scene. Someone on the run or scrambling to find something are is often depicted through jump cuts, to make time feel like it is squeezed together for the viewer, just like it is for the character.
· Ffor comedy purposes. Jump cuts are often used for comedic effect, with certain comedy films aligning opposing or mismatched images and scenes together to enhance its their humor.
· Tto show the passing of time. Where a match cut is used to draw a relationship between two different objects or events, a jump cut is used to fix the camera angle and speed up time. This is particularly useful for in montages when depicting the important moments of a sequence and showing how things have progressed over a period of time.
· Tto build tension. Usage The use of montage with other tactics aids in creating suspense. It is used in intimate nearer and intermediate shots.
Eye trace
One of the rules of “The rule of six” is usinged a filmmaking technique that guides viewers’ eyes to certain areas of the frame through blocking, camera moves, color, lighting, and cuts.
The term “eye trace” is really a tool filmmakers employ to control what the audience sees. Eye-tracing is often used to orient guide a viewer’s eyes across consecutive edits.
Editing
Film eEditing Editing
The process of selecting and preparing written, photographic, visual, audible, or cinematic material

Film editing is both a creative and a technical part of the post-production process of filmmaking. The term is derived from the traditional process of working with film, although this which increasingly involves the use of digital technology. Scene transitions, sudden sounds, quick cuts, off-screen voices, and narrative flow are just among the many terms associated with film editing (Abreu, 2022).
The film editor or the editing team works with raw footage, selecting shots, and combining them into sequences which create a finished film. In industrial filmmaking, post-production editing may be summarized by in three distinct phases commonly referred to as the editor’'s cut, the director’'s cut, and the final cut. In a corporate or private environment this might be reduced to two cuts only: Aa first cut, arranging sequences and a final cut including all effects and titles necessary for the final product.
Motion graphics
Next Alongsideto the editing of the raw material of the film, motion graphic design is an excellent visual storytelling tool that is utilized more and more often. They This engages viewers and communicate ideas in a brisk yet captivating manner.
The motion graphics designer transforms familiar “'paper cut -out'”- type artwork into a 3D motion graphic. This concept fuels the motion graphics inspiration. Newest The latest trends, for example, produce seamless transitions.
Seamless transitions are growing in popularity, and for good reason. They move fluidly without interruption, pushing attention forward. Take a look at this Lincoln Luxury ad (https://vimeo.com/120957957) by Luis Paris (https://vimeo.com/luisparis).
Next In addition to seamless transitions, motion graphics also brings typefaces to life with kinetic typography. This is motion graphic design, where the copy is brought to life through dynamic motions. A wide variety of motion graphic examples is are technically feasible and, in many timescases, recommended in order to better convey the message (Ritchie, 2021).
Video effects
Color grading is a critical aspect of the pPost-Pproduction process. One of the best tools a filmmaker has to save time without compromising great color grading are LUTs. LUTs (known as Llook-up Ttables)), is a term used to describe a predetermined array of numbers that provide a shortcut for a specific computation. 
In the context of color grading, a LUT transforms color input values (camera) into your desired output values (final footage). LUTs are used by both professional and amateur filmmakers for both their convenience and their cinematic effects alike. 
Many of the best free LUTs are now generously available on the internet. A LUT is used for an increased speed at which you canspeeds up your color gradinge, it sets a predetermined look for a specific visual feeling, and it is used as a reference point to develop your unique style.
The most popular use of video effects in a business rather than professional film production environment includes green screen capture, also called known as keying. 
Compared to the more complex video effects shown in the video from Roy Peker (https://www.youtube.com/@roypeker7283) and specifically his video on VFX Games —- The Art of Compositing (https://www.youtube.com/watch?v=gYu4esqvnQ0), keying is much easier to achieve and is best achieved by a good- quality of green background and professionally set- up lighting.
The cComposite image definition process encompasses a wide range of advanced filmmaking techniques such as green screen capture, computer generated imagery, and rotoscoping (Heckmann, 2023). 
Self-Check Questions
1. Please complete the following sentence..
Films are made up of sequences, sequences are made up of scenes, and scenes are made up of shots.
2. Cuts are referred to as...
· a monetary equivalent paid each time a film production is finalized.
· a post-production activity establishing what to show, when to cut, and what to cut to.
· an injury incurred during the production of a film.
· a vlog which was run by a company, and which was abruptly discontinued. 
3. What type of video effect can easily be implemented in an office or small studio environment offering the flexibility to replace the background of a scene in the a split of a second?
Green screen capturing
Summary
Video is an effective tool for social media since it is very effective good in at capturing attention, conveying a message, and creating engagement on social media, making it a valuable tool part offor any social media strategy. Its advantageds include high engagement by the viewersr, its versatitlity, and the fact that it is also easily easy to be consumed on mobile or handheld devices and screens, which are gaining in popularity every single year. 
By now, video makes up 82% of internet traffic and YouTube, TikTok, Netflix, and Twitch rank among the most visited websites worldwide, making them ideal outlets for company corporate content— – next to the ownin addition to a company’s own website, that is. Video content is also much more effective in at conveying a message as compared to text- only formats.
Vlogs, YouTube Sshorts, LIVE live broadcasts, and Instagram Rreels work very successfully as they present the content in the contextwithin the context of and aligned with the  and the preferences of each platform’s audience. The various alignments, maximum durations and technical possibilities may vary between LinkedIn, Facebook, YouTube, and Instagram, but the very management of the respective platforms make sure that trends are implemented quickly and represent what is the preferred presentation of stories or, more simply, stated: content.
82% of people in an audience prefer live video from a brand to social posts. W and when infotainment— – a mixture of information and entertainment— – is used as a means for packaging content, the likelihood of it being consumed increases highly greatly; the contentand even sticks betteris even more memorable in the aftermath.
Creative, innovative, and professional post-production ensures that the produced video content that has been produced can be presented to the audience in a coherent way. Using appropriate cutting and editing techniques for the brand style can further enhance the brand recognition and end up constituting the visual brand identity. 
Various cutting techniques, technical post-production options like motion graphics, kinetic typography, and visual effects further strengthen the portfolio of a visual storytelling concept and lead to a consistent and sustained development of a brand identity.
Unit 5— – Audio & Podcasts: Next -Level Content

Study gGoals
On completion of this unit, you will be able to …
… develop a strong understanding of the importance of audio content.
… integrate audio content in your marketing strategy.
… communicate the ideas of your organization’s ideas through a podcast.

5. Audio & Podcasts: Next- Level Content
Case Study IMDb
The Internet Movie Database (or IMDb for short) is an online database of data and information about actors, movies, TV shows, and video games. 
The origins of the database are date back toin October 1990 and the content was published to on the World Wide Web in 1993. Since 1998 iIt has been owned by Amazon since 1998 (“"IMDB,"” n.d.).

Over the years, Gary Vaynerchuk over the years has built one of the most successful personal brands in social media marketing and his podcast, The GaryVee Audio Experience, is among the top podcasts worldwide. He is a five-time New York Times Best-selling Author and his latest book, “Twelve and a Half,” sold over 1 million copiesM in pre-release. Gary has spoken at over 1,000 events and ranks among of the most highly sought after public speakers.
For context, the background of Gary Vaynerchuk’s background is as follows: 
Some say Gary Vaynerchuk is a sSocial Mmedia rockstar. He was responsible for the operations of Wine Library (1996-2005), a liquor store owned by the Vaynerchuk family in New York City, U.S.A. 
In 2006, Vaynerchuk started the online wine show “Wine Library TV” on YouTube and over the next 4 years he grew it into a world- renowned brand. Vaynerchuk now spends his day running his companies under the umbrella of Vaynermedia, a social media consulting firm for Fortune 500 companies (“"GaryVee audio experience (Podcast series 2014) | talk-show,"” 2014).
The GaryVee Audio Experience launched on October 1st, 2014, and the IMDb (Internet Movie Database) entry counts lists more than 2,700 episodes of the podcast series (“"GaryVee audio experience (Podcast series 2014) | talk-show,"” 2014).
The GaryVee Audio Experience shares similarities with the highly acclaimed HBR Ideacast, given that both are prominent marketing-oriented podcasts. The HBR Ideacast is curated and disseminated by the distinguished institution known as the Harvard Business Review. This podcast platform serves as a conduit for insights emanating from some of the most astute luminaries in the business domain, encompassing a wide spectrum of subjects spanning from diversity to corporate intelligence, among others (WebFX Team, 2023). 
The GaryVee Audio Experience build represents one pillar of Gary Vaynerchuk’s content marketing model: Gary recommends starting with the documentation of on a major piece of content (a keynote speech, his daily vlog, or his podcast “‘The GaryVee Audio Experience”).’ The second step is to cCreate short-form pieces of content (i.e., articles, memes, images, quotes, stories, mashups, remixes, rants, GIFS, etc.) from the originally documented podcast episode originally documented (Vaynerchuk, 2022). Documenting also includes the sheer description of how the content came into existence (Ivison, 2020).
5.1 Introduction: Goals and Benefits of Podcasts
The definition of a podcast is: “A podcast is ‘a digital audio ﬁle, usually a series of ﬁles, that can be downloaded via the Internet” (Thompson & Weldon, 2022, p. 105). In the year 2000, with tThe introduction of RSS (Really Simple Syndication) 0.92 by Dave Winer, a technology that facilitated the sharing, curation, and subscription of “'audio blogs,'” which were the predecessors of what we now refer to as podcasts, in 2001 showed that the integration of professional tools into the mainstream was unmistakably in progress. The production of spreadable or broadcastable content was no longer limited to radio or TV stations:, but tThe internet was in the middleat the heart of transforming the power balance of the spread of information and ideas.
The contemporary digital landscape is undergoing a swift transformations. This evolving realm of media is directly influencing conventional modes of communication and the processes involved in conveying and disseminating knowledge. From the start, podcasting became a recognized medium for distributing audio content, whether it is for corporate or personal use. When Dario Llinares, Neil Fox, and Richard Berry published “Podcasting: New Aural Cultures and Digital Media” in 2018, there was finally a comprehensive interdisciplinary collection of academic work analyzing the definition, status, practices, and implications of podcasting (Llinares et al., 2018, p.3).
The benefits of creating and running a podcast range from increased website traffic, greater brand visibility, and organically appearing in sSearch Eengine results to loyal followers and adding an additional outlet to for your content marketing presence. The main benefits, though, of podcasts over traditional broadcast media are their portability and their ability to be more time-independent than other forms of media, such as radio broadcasts, for example. This wayAs a result, podcasts have become a popular tool in the business world due to their ease of access and convenience (Sullivan, 2018, p.35). Goals for using podcasts can vary from a focus on increased engagement to profiting from their flexibility and ease of use in a business context.
Goals
When starting a podcast, individuals or organizations typically are seeking to reach certain goals. Those goals can vary, and they can change over time, too. In the following, we describe some of those exemplary goals.
Increase eEngagement
Podcasts are a great good method for increasingway to increase engagement in a business context because they provide an engaging and entertaining way to deliver information to employees and customers. Here are a few ways podcasts can contribute to achieving the goal of increasing engagement (Llinares et al., 2018, pp. 48–54):
· Authentic vVoice: Podcasts allow businesses to create a more personal connection with their audience by using an authentic voice. Unlike traditional marketing channels, podcasts provide an opportunity for businesses to speak directly to their audience in a more conversational and approachable way.
· Varied fFormats: Podcasts come in a variety of formats, including interviews, panel discussions, and storytelling. This variety can help keep the audience engaged and interested in the content being presented.
· Flexibility: Podcasts can be consumed on-the-go, making them a flexible tool for engaging busy professionals. Listeners can tune in during their commute, while exercising, or while performing other tasks.
· Diverse tTopics: Podcasts can cover a wide range of topics, from industry news to personal development. By offering a diverse range of topics, businesses can keep their audience engaged by providing content that is relevant to their interests.
· Interaction: Some podcasts allow for audience interaction, such as Q&A sessions, polls, or listener feedback. This can create a sense of community and engagement among listeners, as well as provide businesses with valuable feedback on their content and products.
Overall, podcasts provide a unique and engaging way for businesses to connect with their audience and increase engagement. By using an authentic voice, varied formats, flexible delivery, diverse topics, and interaction with the audience, podcasts can help businesses achieve their goal of increasing engagement (Swiatek, 2018, p.180).
Improve lLearning
Podcasts are a powerful tool for improving learning in a business context. They offer a convenient and engaging way approach to educatinge employees on new products, industry trends, and best practices. Here are some ways that podcasts can contribute to achieving the goal of improving learning (Catail, 2022):
· Accessible Llearning: Podcasts are accessible to employees anytime and anywhere, making it easy for them to fit learning into their busy schedules. Employees can listen to podcasts during their commute, while exercising, or during their downtime, allowing them to stay up to date on industry developments and best practices.
· Engaging cContent: Podcasts can deliver engaging and entertaining content that captures the employees’ attention of employees. They can feature interviews with industry experts, case studies, and stories that illustrate key concepts and best practices. This can may help employees to retain information more effectively and apply it to their work.
· Variety of tTopics: Podcasts can cover a wide range of topics related to the business, from product development to sales and marketing strategies. This variety can help employees gain a broader understanding of the business and its operations.
· Personalized Llearning: Podcasts can be customized to meet the employees’ specific learning needs of employees. They can be tailored to different departments, skill levels, and job functions, providing employees with relevant and useful information that they can apply to their work.
· Learning on- the- gGo: Podcasts can be accessed on mobile devices, making it easy for employees to learn on-the-go. This can help employees to stay informed and up-to-date even when they are away from their desk.
Overall, podcasts are a powerful tool for improving learning in a business context. They offer accessible and engaging content that can be customized to meet the specific needs of employees. By providing employees with a convenient and effective way to learn, businesses can improve employee skills and knowledge, which can lead to improved job performance and better business outcomes.
Strengthen cCommunication
Podcasts are a valuable tool for strengthening communication in a business context. They offer a convenient and efficient way to disseminate important information to employees and stakeholders in a timely manner. Here are some ways that podcasts can contribute to achieving the goal of strengthening communication (Nyhan, 2023):
· Consistent mMessaging: Podcasts provide a consistent messaging platform that ensures everyone receives the same information. This helps to prevent confusion and misunderstandings that can arise when information is communicated through multiple channels.
· Direct cCommunication: Podcasts enable businesses to speak directly to their employees and stakeholders. This can help to build trust and strengthen relationships by creating a more personal connection.
· Timely Iinformation: Podcasts can be produced quickly and delivered to employees and stakeholders in a timely manner. This is especially useful for communicating urgent or time-sensitive information.
· Accessibility: Podcasts can be accessed by anyone with an internet connection, making them an inclusive tool for disseminating information. This ensures that everyone has access to the same information, regardless of location or device.
· Feedback: Podcasts can provide a platform for employees and stakeholders to provide feedback and ask questions. This creates a two-way communication channel that fosters engagement and helps to address any concerns or issues that arise.
Overall, podcasts are a powerful tool for strengthening communication in a business context. They provide a consistent messaging platform, enable direct communication, deliver timely information, are accessible to all, and foster feedback and engagement. By using podcasts to communicate important information, businesses can ensure that everyone is informed and on the same page, leading to better collaboration, teamwork, and outcomes.
Building bBrand aAwareness
Podcasts are a powerful tool for building brand awareness in a business context. They offer a unique and engaging way to reach potential customers and stakeholders and can help to establish the business as an authority in its industry. Here are some ways that podcasts can contribute to achieving the goal of building brand awareness (Achurra, 2023):
· Storytelling: Podcasts provide an opportunity for businesses to tell their brand story in an engaging and memorable way. By sharing stories about the company’'s history, culture, and values, businesses can create a personal connection with their audience and build brand loyalty.
· Thought lLeadership: Podcasts can be used to showcase the expertise and thought leadership of the business'’s leaders and employees. By sharing insights and perspectives on industry trends and issues, businesses can establish themselves as authorities in their field.
· Reach: Podcasts can be distributed through a variety of platforms, including iTunes, Spotify, and Google Play. This can help a company to reach a wider audience and attract new customers who may not have been aware of the business before.
· Consistency: Podcasts provide a consistent platform for delivering the business’'s message and brand identity. This helps to reinforce the brand in the minds of the audience and build brand recognition.
· Personal Cconnection: Podcasts provide an opportunity for businesses to connect with their audience on a more personal level. By using a conversational tone and sharing personal stories, businesses can build a relationship with their audience and create brand advocates.
Overall, podcasts are a powerful tool for building brand awareness in a business context. They enable businesses to tell their brand story, showcase thought leadership, reach a wider audience, provide consistency, and build a personal connection with their audience. By using podcasts to build foster brand awareness, businesses can attract new customers, establish themselves as industry leaders, and build garner brand loyalty.
Fostering iInnovation
Podcasts are an effective tool for fostering innovation in a business context. They provide a platform for sharing new ideas and perspectives and can help to inspire creativity and collaboration among employees. Here are some ways that podcasts can contribute to achieving the goal of fostering innovation (Asier & Luis Miguel, 2022):
· Idea sSharing: Podcasts provide a convenient and accessible platform for sharing new ideas and perspectives. By featuring interviews with thought leaders and experts, businesses can expose their employees to new ways of thinking and inspire them to innovate.
· Collaboration: Podcasts can be used to promote collaboration among employees. By featuring discussions and debates on industry topics, businesses can encourage employees to share their ideas and perspectives with each other, leading to new insights and solutions.
· Learning: Podcasts can be used as a tool for continuous learning and development. By featuring interviews and discussions on industry trends and emerging technologies, businesses can encourage employees to stay up to date on the latest innovations and technologies.
· Inspiration: Podcasts can be used to inspire creativity and innovation among employees. By featuring stories of successful entrepreneurs and innovators, businesses can motivate employees to think outside the box and take risks.
· Feedback: Podcasts can be used to solicit feedback and ideas from employees. By featuring a feedback segment or listener questions, businesses can create a dialogue with their employees and encourage them to share their ideas and perspectives.
Overall, podcasts are a valuable tool for fostering innovation in a business context. They provide a platform for sharing new ideas and perspectives, promoting collaboration and learning, inspiring creativity, and soliciting feedback. By using podcasts to foster innovation, businesses can create a culture of innovation and continuous improvement, leading to better outcomes and increased competitiveness.
BenefitsUser- generated content (UGC)
Alternatively known as user-created content (UCC), UGC is any form of content, such as images, videos, text, testimonials, and audio, that has been posted by users on online platforms such as social media, discussion forums and wikis.


The high spreadability of podcast content is one of its success-making traits: Spreadability, particularly the degree of simplicity inherent in this phenomenon, can be attributed to the modern digital technologies that have eroded the distinctions between individuals in the roles of “'consumer'” and “'producer.'” At present Presently, audiences possess the capability tocan generate content in addition to their traditional role as consumers of it. This evolution in communication has disrupted the conventional one-way communication model in which organizations create content, such as videos, journalism, or podcasts, and consumers exclusively consume it. If you have a smartphone, you can produce many of those pieces of content (Thompson & Weldon, 2022, p. 14). 
There is a considerable amount produced in studios— – but even the necessary equipment has become more accessible due to the digital technologies of our timesera. The days of corporate control over media content and its distribution have been replaced by the age of what the digital media industries have called “user-generated content.” Sharing, linking, and liking have transformed the media and marketing industries, and a lot of thisit has to do with the ease with which content can be produced and spread (Thompson & Weldon, 2022, p. 14).
Podcasts can give the illusion of live storytelling and, especially for businesses, theyit hasve become both a tool for business development and community building alike (Thompson & Weldon, 2022, p. 108). Factors contributing to the success of podcasting include: 
· the continuous growth of in the usage of smart and mobile devices,
· the need for “‘snackable”’ content which can be consumed while performing other activities like sports, gardening, etc.
In summary, the general benefits of podcasts include the following: They are convenient, cost-effective, highly accessible, and they increase reach.
Convenience: Podcasts can be accessed on-the-go, making it easy for busy professionals to stay informed and engaged.
Cost-effective: Podcasts can be produced with minimal equipment and resources, making them a cost-effective option for businesses.
Accessibility: Podcasts can be accessed by anyone with an internet connection, making them an inclusive tool for disseminating information.
Increased rReach: Podcasts can help businesses reach a wider audience, including potential customers, investors, and stakeholders who may not have been reached through traditional marketing channels.
Self-Check Questions
1. Please list three key benefits for when companies are to considering podcasts as elements for of their communication strategy.. 
Podcasts are cost-effective.
They have proven to be convenient for those who consume them.
Podcasts increase reach as, like with most of digital media, as the audience can listen to them from anywhere in the worldthey can be listened to globally.
They are accessible as it does not take a big investment (time and equipment) to consume them.

2. Please mark the correct statement(s).
· Podcasting can give the illusion of live storytelling and, as a marketing strategy, it can help in creating an emotional connection with your listeners.
· Podcasting will replace radio stations over the long term.
· To gain a competitive advantage, a company should create a podcast with only product-centered information.

3. Please complete the following sentence.
Podcasts are digital audio files that can be downloaded via the internet. 
5.2 The Basic Concept: Target Group and Content Selection
If your audience’s interest is to be piqued is triggered by interesting and valuable content, it is essential to know the preferences of all of your target groups.
Target Group
Today’s Modern-day media and marketing professionals have grown accustomed to focusing their main activities around on the production of content. In order to be successful, they better possess the knowledge aboutneed to know how to reach the target audience for the messages of the messages of their organization. Target audiences are typically determined by considering one or more of the subsequent characteristics (Thompson & Weldon, 2022, p. 11): 
· LocationTarget group 
The target group or target audience is the intended audience or readership of a publication, advertisement, or other message catered specifically to said intended audience. In marketing and advertising, it is a particular group of consumers within the predetermined target market, identified as the targets or recipients for a particular advertisement or message.

· Age
· Gender
· Employment
· Income
· Religion
· Political beliefs
In addition to particular demographic traits, there is also the possibility to further filter and target your audience by the activities they perform (Thompson & Weldon, 2022, p. 12). Activity-based segmentation of your target group and content selection are important in today’s mMarketing aAutomation software. For example, this which for example allows you to nurture leads by standardizing and automating messages depending on previous interactions or answers on social media platforms, or on the a company’s website (this such software includes HubSpot, Adobe Marketo or Seismic, to name a few).
In terms of demographics, it can be useful to know not justas well the age, gender, and location of your target audience,  can be useful to know andbut also what interests they have (Sherlock, 2014). Especially when considering the context of podcasts, customers not only want their marketing communications to be interesting, entertaining, and compelling: T, they also want them to feel personal, too (Sherlock, 2014). Therefore, a specific media format could prove to be most effective in at fulfilling this demand.:
As one possible choice for content, a creator could choose a LinkedIn live, playing – play  a prerecorded podcast episode and staying online after the end of the episode. This way, the listeners could stay on too, and even discuss and ask questions about the content of the podcast. This would be the utmost most personalized way of to deliver content and interactcontent delivery and interaction with your target group.
In summary, there are three possible segmentations for target groups:
· Demographic criteria
· Behavioral criteria
· The situation of the potential client and the jobs that need to be done.
Especially the lastThe last form of segmentation, in particular, seems to be the most promising. While egg segmentation based on demographics is certainly the most frequently used, it also entails the risk that relying solely on demographic observations only may not fully stand the test to of constantly pursuing the most promising target groups. By tracking and documenting consumer behavior, marketing organizations strive to copy decision-making paths which we were successful in the past.
Content Selection
Depending on the target group, and in a quest to establish a successful content series, different types of podcasts can be established to reflect the various preferences (Thompson & Weldon, 2022, p. 107). The following table describes eight different podcast types and as suchhow they influence the content selection.
	PODCAST – Ttypes

	
	Description

	Interview podcasts
	Iinvolve one or two hosts who speak with one or more guests each episode.

	Conversational podcasts
	Ttwo podcast hosts have entertaining conversations about specific themes and topics, similar to a radio show.

	Monologue podcasts
	aA single host speaks for the entirety of each episode; usually by this is a subject- matter expert.

	Storytelling podcasts
	One or more hosts use each podcast episode to tell a story, or part of one.

	Roundtable podcasts
	aA consistent or rotating group of hosts who provide commentary and conversation around on specific topics.

	Theatrical podcasts
	Ccan be a single host narrating a story or an entire cast of performers and sound engineers.

	Repurposed content podcasts
	reiterating a story available in other mediums, such as print, video and audio.

	Hybrid podcasts
	Mmixing and matching basic podcast formats to create your own style.


Table 1— - 8 Types of Podcasts: The Complete Guide to Audio Content Marketing (Santo, 2021)

When we see podcasting as a medium, it becomes necessary to reflect on the following: pPodcasting mediates information and modifies it using human and nonhuman parts (Euritt, 2022). This has consequences for the content selection and the sentence above (human and nonhuman parts) makes its pointbecomes clear once we exploreenumerate the potential content offor each of the podcast types mentioned in the Table 1:
· In an interview podcast, the human participants (interviewer and interviewee) become potential content aspects of the content. The editors can choose to write about the participants before and after they meet in the podcast. The potential scope is increasedincreases further if certain podcast guests have make a frequent or even integralinherent appearance such as co-hosts or representatives from professional organizations, clients and so on.
· Conversational podcasts may have the persons people driving the conversation as at the center of the content. Alternatively or, the preliminary research could produce content regarding current events which will then in turn be discussed by the participants in the conversational podcast.
· Monologue podcasts can also be alignedalso bring the potential to side it with research, an opinion, a scientific discussion of interest, or a dispute around which the monologue then is put forward.
· The content selection selected for storytelling podcasts is almost self-explanatory. By selecting choosing a topic and stories as examples, the audience can mentally prepare— – in case some instances, the story is already told in the announcement, or the audience can then participate in it once the podcast episode was has been airedon air. Either way, there are plenty of opportunities for potential content around related to the episodes without any doubt.
· In the case of the roundtable podcasts, the human participants but alsoand the organizations to which they belong to become potential bits elements offor content. C and especially current events, especially, become a valuable source for of the topics that all roundtable podcast participants to can converse about.
· Theatrical podcasts focus on a story just like storytelling podcasts but more interesting in general for the content selection are podcasts which repurpose content are of greater interest in terms of content selection. As the name already states, they serve to repurpose content published elsewhere, . Bbe it a different platform or a different medium as such.
· Finally, hybrid podcasts combining, for example, audio content and video episodes bring the opportunity to create content on the one hand but also excitement and suspense within the community as the bring potentialas they enable listeners to “‘have it your their way.”’ Everybody gets a chance to consume the content in the medium and format they prefer.
A podcast represents a channel of its own, just like a webpage, a banner ad on a social media platform, a TV commercial, or a radio programming: I it is one possible means way to reach an audience and hence the choice of content is ideally planned in coordination with all other channels used. Alyn Euritt, in her study of intimacy in podcasting, seeks to understand how podcasting defines intimacy. She describes this in her words as follows:
“That podcasting exists does not mean it is not connected to other networks, or other things. When I call podcasting a medium, I am using the word “medium” as a shorthand for this object, not as a declaration of its independence from radio or any other medial network.” (Euritt, 2022, p. 14).
As a rule of thumb, the content developed and distributed in a podcast should aim at to addadding value to a certain set of situations being confronted by the audience.
Self-Check Questions
1. Please complete the following sentence..
A group of people sharing traits like age, location, gender, and employment used to address specific messaging in via an outreach process is called a target group.

2. Demographic criteria, behavioral criteria and the situation of the potential client and the jobs that need to be done are also referred to as...
· Cclients.
· target group segmentations.
· cCompetitors.
· kKey Pperformance Iindicators.

3. What content should be developed for a podcast according to best practices?
Adding value to a certain situation potentially being faced by the audience.
5.3 Writing for Talking: How to Create Audio Content
In contrast to formal written communication, when composing content for a podcast, it is advisable to minimize obstacles for your audience and reserve the formal tone for contexts where it serves a specific purpose, such as in academic papers or official correspondence. On the other hand, when creating content for a blog, copywriting, email, or content marketing campaign, as well as for a podcast, adopting a conversational style can foster a direct connection with your audience and enhance overall appeal.Tone of voice
An individual’s or organization’s tone of voice influences how an audience feels about a message. A specific tone-of-voice can fall anywhere on each of the four following dimensions:
· Formal vs. casual
· Serious vs. funny
· Respectful vs.    irreverent
· Matter -of- fact vs. enthusiastic

Tone of Vvoice
The appropriate tone to employ will vary based on the subject matter, your target audience, and your personal style. Your chosen tone serves as a communicative tool, conveying essential information to your listeners, including your level of engagement, personality traits, sincerity, and credibility. The primary goal should be to establish a rapport with your audience and cultivate their interest, encouraging them to actively participate in the ongoing discourse at any juncture (Moran, 2023). 
Tone includes more than content: The vVisual and interaction-related design components significantly influence the holistic impression or ambiance of a website, for instance, and also play a crucial role in shaping the brand’'s persona.
The concept of tone extends beyond singular touchpoints and encompasses all facets of interaction; it is, not limited to your website or application text. Your chosen tone should constitute an integral component of your omnichannel strategy, influencing the creation of written communications and other forms of communication across various channels. This encompasses email content, be it promotional, informative, or transactional, as well as physical products and the in-store customer experience, in addition to audiovisual content (Moran, 2023).
Basis of Cconversational wWriting
The basis for of conversational writing liess in four simple elements:
· Strive for short sentences which, in turn, adds clarity to your thought.
· Avoid the passive voice in your sentences.
· Adjust your choice of words to the most realistic knowledge level of your audience.
· Use transition words to create flow and help your audience follow your thoughts from one sentence to the next (eExamples: when, if, and, but, or, because, so).
Utilizing a conversational tone confers several advantages, including:
· Enhanced aAudience cConnection: A conversational tone imbues your communication with greater personality, allowing you to humanize your business and provide your audience with a relatable persona. Overly formal language can create an air of aloofness or even intimidation.
· Improved mMessage mMemorability: Complex vocabulary and convoluted sentence structures can hinder comprehension. Informal writing, on the other hand, is more straightforward and fluid, facilitating easier understanding and retention of information.
· Establishment of tTrust: According to the principles in of copywriting psychology, the readability of content correlates with its perceived truthfulness. This effect operates at a subconscious level, but it becomes evident when individuals employ complex language merely to project intelligence.
· Inclusivity: Employing simple language ensures that your content remains accessible and beneficial to a broader audience, eliminating barriers to understanding.
· SEO oOptimization: Conversational writing incorporates the vocabulary and phrases commonly used by your target audience, which, in the realm of sSearch eEngine oOptimization (SEO), are referred to as keywords. The increased alignment between your content and your audience’'s language enhances the likelihood of your content appearing in search results (McCormick, 2022).
Writing oOnce, and fFor aAll
OneAn aspect to consider is that, while podcasts represent a channel of their own and have distinctive characteristics, they go together well with audio books and eBooks. In that this respect, it is worthwhile considering a strategy where content is split between a podcast, an audio book, and an eBook to take advantage of each medium’s particular benefits:
· “eBooks, audiobooks, and podcasts have become mainstream. People often use two or three of these media in parallel;
· eBooks, audiobooks, and podcasts are complementary media that only cannibalize each other to a minor extent”
(Döring et al., 2022, p. 41).
The media environment, encompassing sectors like book publishing, is currently experiencing swift and profound transformations, primarily driven by the digitization of content and the evolution of corresponding sales and marketing avenues. This digital shift has expanded the accessibility of diverse forms of narrative content, spanning ranging from fictional to informative genres, across an increasing array of formats. Consequently, this accessibility has facilitated the engagement of fresh and previously untapped audience segments. Notably, podcasts, audiobooks, and eBooks synergize in terms of their user engagement and contextual relevance, mutually reinforcing one another’'s impact. (Döring et al., 2022, p. 40).
Self-Check Questions
1. Please complete the following sentence.
Tone of voice should be used when creating writing written communications and other communications for all channels.
2. Tone of voice can fall anywhere on each of the following four dimensions:
· Meaningful vs. unimportant, politically correct vs. discriminatory, elaborate vs. simple, academic vs. non-academic
· Formal vs. casual, sSerious vs. funny, Rrespectful vs. irreverent, Mmatter -of -fact vs. enthusiastic
· Coherent vs,. incoherent, ancient vs. modern, childish vs. grown-up, wide vs. narrow scope
· Beautiful vs. ugly, strange vs. normal, easy vs. difficult, long vs. short´

3. What types of content complements each other well?
Audiobook, eBook, and podcast

5.4 Best Cases: Successful Formats B2B and B2C Formats
OverIn the two decades in which podcasts have been produced and have been distributed for various target groups, some very successful formats have come into existence. I and in the following, we will discuss some of the most successful ones.
Best Cases B2BB2B
Business-to-business (B2B or, in some countries, BtoB) is a situation where one business makes a commercial transaction with another.


To mention best case of a B2B podcast is tThe “"Masters of Scale”" podcast hosted by Reid Hoffman, co-founder of LinkedIn, is a best case of a B2B podcast. This podcast focuses on the strategies and insights behind building and scaling successful businesses. Each episode features interviews with renowned entrepreneurs, CEOs, and industry leaders who share their experiences and lessons learned in navigating the challenges of growing a company (Wikipedia contributors, 2023).
“"Masters of Scale”" stands out as a prime example of a B2B podcast due tofor the following reasons:
· High-profile guests: The podcast attracts influential guests from various industries, including founders and executives of companies such as Facebook, Airbnb, Netflix, and Starbucks. These guests bring their expertise and share valuable insights into B2B strategies, leadership, and growth.
· Storytelling approach: Reid Hoffman and his team use a narrative-driven format that blends storytelling and business advice. They take listeners on a journey through the successes and failures of companies, presenting actionable lessons that can be applied to B2B environments.
· Production quality: The podcast offers excellent production value, with high-quality audio, engaging storytelling, and well-researched content. The host’'s interview skills and the overall production value create an immersive and informative listening experience.
· Valuable content for B2B professionals: “"Masters of Scale"” focuses on topics and challenges specifically relevant to B2B businesses. It addresses issues like product-market fit, sales strategies, innovation, and scaling operations, providing practical advice for professionals working in the B2B sector.
· Broad distribution and community engagement: The podcast has a wide reach across various platforms and has built an engaged community of business professionals. It encourages listeners to participate in discussions through social media platforms, fostering a sense of community and networking opportunities.
Overall, “"Masters of Scale"” exemplifies a successful B2B podcast by combining industry expertise, engaging storytelling, and actionable insights for entrepreneurs and professionals in the business world (Huspeni, 2017).
Best Cases B2CB2C
Business-to-consumer (B2C) is the business model of selling products directly to customers and thereby bypassing any third-party retailers, wholesalers, or any other middlemen.



In various charts, the one podcast that often comes up atranked number one is “‘The Joe Rogan Experience”’ (JRE). He has shaped the podcasting world and basically played a key role in the genre’s popularity,made the genre popular with over 2,000 episodes since 2009. It is often cited as the most popular podcast in the world. The podcast is hosted by American comedian and presenter Joe Rogan. It is notable that, among the most successful podcasts worldwide, a great number comes from comedians, making - apparently – this medium apparentlya very suitable one for for comedy content.
The podcast started on December 24, 2009 on YouTube. O and over the years, it has increased its popularity, including also through the celebrities who have appeared as guests on the show. The list includes Elon Musk, Edward Snowden, and astrophysicist Neil deGrasse Tyson.
The initial recordings of the podcast took place in Joe Rogan’'s residence in California, later transitioning to a dedicated private studio situated in Los Angeles. Subsequently, as of 2020, with the exclusive licensing agreement signed with Spotify, the podcast’'s production was relocated to Austin, Texas. Advocates of the podcast have lauded Joe Rogan for his staunch support of free speech. Simultaneously, certain episodes have been associated with a perception of delving into political matters. However, it is noteworthy that the majority of episodes have featured individuals from various domains, such as entertainers, academics, comedians, UFC fighters, and other non-political figures.
Guests on “Tthe Joe Rogan Experience” come from diverse backgrounds; they include, including scientists, authors, comedians, athletes, musicians, politicians, actors, and experts in various fields. The podcast’'s appeal lies in its ability to provide a platform for guests to share their thoughts, experiences, and expertise in a conversational and informal manner.
Over the years, the JRE has gained a massive following, and its episodes have been downloaded and streamed millions of times. The show'’s popularity can be attributed to Rogan’'s open-minded approach, his ability to connect with a wide range of guests, and the authenticity of the conversations. The JRE has also sparked numerous viral moments, discussions, and debates, further contributing to its cultural impact.
In addition to audio podcast episodes, “Tthe Joe Rogan Experience” is often recorded on video and made available on platforms like YouTube. The visual component allows viewers to see the interactions between Rogan and his guests, enhancing the overall experience (“The Joe Rogan Experience,” 2009— - today).
Self-Check Questions
1. Please complete the following sentence.
B2B is the abbreviation for Bbusiness to Bbusiness.
2. The podcast “"Masters of Scale"” stands out due to its
· sweepstakes, background music, intro.
· Hhigh-profile guests, Sstorytelling approach, Pproduction quality.
· host, equipment, short length.
· analogies, number of episodes, notes.

3. What type of target group does B2C refer to?
Consumers


Summary
The podcastPodcasts became a relevant factor in digital marketing long before sSocial mMedia platforms became a shaping force ofstarted to shape the media environment we know and use today. Podcasts became were the first challengers to the old media world in which only TV and radio stations were capable of broadcasting audiovisual content locally, regionally, or sometimes even globally.
Today, the benefits of creating and running a podcast range from increased website traffic, greater brand visibility, and organically appearing in search engine results pages through to gainingto loyal followers, fans and adding an additional outlet to your content marketing presence.
A group of people sharing with shared traits like age, location, gender, and employment that is used to address tailor specific messaging in via an outreach process is called a target group. So, when you are producing content, your the winning strategy is to keep your target group(s) or even target groups in mind..  When you know which goals you strive to achieve by running a podcast, you can decide on which the type of podcast format you want to establish.
Some of the types you can choose from are iInterview podcasts, cConversational podcasts, mMonologue podcasts, s. Storytelling podcasts, Rroundtable podcasts, tTheatrical podcasts, rRepurposed content podcasts, and hHybrid podcasts. Each of them has with each of those coming with a particular and unique set of opportunities to develop content for. The content developed for each of the mentioned podcast types above should have the gostriveal to provide insight to the audience about how to solve on a current challenge they are facing. 
When engaged in activities such as blogging, copywriting, crafting email content, or developing content for marketing endeavors, as well as producing content for a podcast, adopting a conversational style can facilitate a more direct and immediate connection with your audience, thereby augmenting the overall appeal of your communication. Your chosen tone of voice serves as a significant indicator to your audience, conveying essential information about your characteristics, such as your level of engagingness, personality traits, sincerity, and the degree of trustworthiness they can attribute to you. An effective way to reach multiple target groups is by offering customized media outlets: Podcasts, audiobooks, and eBooks synergistically complement one another concerning user motivation and situational context, and they even mutually reinforce each other’'s impact.
When looking at best cases for successful podcast formats B2B and B2C podcast formats, the “"Masters of Scale"” podcast hosted by Reid Hoffman, co-founder of LinkedIn and “‘The Joe Rogan Experience’” (JRE) have set benchmarks for their respective business areas—both in terms of their success and the inspiration that the pair have. Not only by looking at their success but also by the inspiration both podcast shows have given to the entire industry.


Unit 6— – Online, Offline, and Cross-Mmedial Storytelling
Study gGoals
On completion of this unit, you will be able to …
… define the importance of storytelling for your offline and online content.
… decide which form of storytelling to focus your strategy on.
… identify which critical success factors to watch out for when producing your storytelling content for cross-media formats.

6. Online, Offline, and Cross-Mmedial Storytelling
Case StudyCross-media storytelling
This term means the distributiondistributing of content across several media platforms or channels. The same content or story is converted to for several media formats or platforms for so that cross-media projects to can reach a larger audience. 


In the contemporary marketing landscape, characterized by the customers’ perpetual online presence of customers, it becomes imperativeis crucial to ensure a seamless customer experience that caters to their utmost convenience in real-time. OneA very successful example for of storytelling in general but also for of cross-medial storytelling is the campaigns #BoschExperience and #LikeABosch campaigns.
Bosch aimed to encourage their target consumers not only to narrate tell the Bosch narrative but also to actively engage with it. To achieve this, they orchestrated influencer visits to six captivating locales. In Berlin, they sponsored the inaugural Hackathon, and across twelve countries, they introduced #lovemyfridge, a platform inviting consumers to share their personal experiences with the most innovative kitchen appliance (Robert Bosch GmbH, #LikeABosch 2019).
This initiative garnered substantial interest, with 320,000 individuals registering, and over 30 million former Twitter users of X (the site formerly known as Twitter) actively participating in the digital journey, tracking the travels of the six bloggers. Impressively, more than 1,400 users openly expressed their affection for their refrigerators. These anecdotes collectively generated almost 550,000 visits to the dedicated microsite and an impressive total of 340 million ad impressions. Furthermore, over 20 users actively engaged in the Berlin Hackathon. The robust outcome of Bosch’'s digital communication strategy is underscored by these compelling statistics, demonstrating the efficacy of their approach in bridging the gap between storytelling and active engagement. Indeed, this exemplifies the tangible impact of experiential engagement. (Robert Bosch GmbH, #LikeABosch 2019).
Characteristic humor, heroes in funny situations, and an encouragement to save conserve natural resources and live a healthy life— – all of this can be found in BOSCH storytelling. What binds everything together in its crossmedial setupWithin this cross-media set-up, everything is bound together by is
· the hashtag for everything online (and potentially on printed material, too), and
· the tagline “Our products work like a Bosch, so you can live like a Bosch.”
6.1 Online vs. Offline: The Difference in Creation
The distinction between online and offline is conventionally seen as the distinction between computer-mediated communication and face-to-face communication respectively. Online is virtuality or cyberspace, and offline is the physical world. The list of possible instruments tools includes the following:
	Online and Offline Mmarketing mMeasures

	Online
	Offline

	Website
	Direct mMail

	E-mail
	TV

	Social mMedia
	Catalogue

	Paid Ssearch
	Radio

	SEO
	Trade fFairs and events

	Video marketing
	Billboards

	Augmented rReality
	Cold cCalling

	Podcasts
	Business cCards


Source: Perrone, 2023
The rise of social media has reshaped media production and what it means to be a producer ofr media professional (for either online or offline usage). For both online and offline content production, the first important key thing to do is to identify their the target audience and to adapt the content to the dominant traits of each segment of the audience brings: Certain techniques work best on certain platforms (online) or with certain (offline) outlets like TV or radio. Research what works best (in terms of likelihood) with each audience segment and you will achieve better results (Thompson & Weldon, 2022, p. X Introduction).
Which platform or channel (online vs. offline) should a content producer use? When? Aand Wwhy? These questions will have to be answered newly afresh in any given context as there is no one-size-fits-it-all answer. Whatever it is you are trying to achieve, you will have to draft a new mix of online and offline measures. S and since both the online world and the offline worlds undergo constant changes it will be your task to revisit the questions “‘which?, when? and why?”’ over and over again over as time progresses:time as t Things might have (and most certainly will have) changed (Thompson & Weldon, 2022, p. 1-2).
Online Nneeds to be Mobile-fFriendly
When creating content for the online channel, the focus needs to be on drafting texts which are optimized for search engines. That is not the only aspect to consider: W, when including multimedia files, everything needs to be mobile-friendly, too. Loading times need to be as quick as possible to keep the visitors motivated to consume as many pages as possiblethey can. On a general note, content should also include a balanced mix of text, images, infographics, and videos. With the attention span of online users shortening reducing more and morefurther and further every year, the messages crafted in text form need to be on pointsuccinct; they are better to be and rather shorter than longer in volume. Images and videos used in the digital space need to display or play on multiple potential hardware, screen-sizes, and other specifications. 
Podcasts, YouTube channels, and blogs are a sort of storehousesfunction as repositories of information. Content produced for these outlets has to take into consideration that whoever finds the piece of content was looking for exactly this: T and the tone should be leaning towards matter- of- fact and adding value. Understanding what kind of content to produce and to post and when is essential. Social media also requires the producers to constantly do their homework and to be concerned with more than just the right format and the right time. Social mMedia aims at creatingto create conversations. I and in order to understand which conversations would work best, the producers of content should strive to monitor and listen to the current trends on social media in order to make those part ofso they can integrate them into their social media strategy (Thompson & Weldon, 2022, p. 4).
OneA noteworthy facet of content production and consumption in the 2020s is the blurring of distinctions between content consumers and producers, thanks to modern digital technologies. In this era, audiences possess the capacity to not only consume but also actively create content. On the other handConversely, we can now consume films, for example, on our smartphones and tablets without having to go to the movie theater. Access to media for producers and consumers and the frequency with which this is done has dramatically influenced the potential number of actors and the vehemence force with which a conversation can be led (Thompson & Weldon, 2022, p. 14).
Offline Nneeds to be vVisually mMemorable
Storytelling is at the center of interest for both the online and the offline sphere. With respect to To enhance the success rate, it is advisable to include a strategy built on visual storytelling in your brand marketing. Combining the two equally successful concepts of visual elements and stories truly builds on those triggering factors which work best in align with the way humans perceive and process their environment. 
An often- underestimated aspect lies in the realization that a significant portion of the lives of our target audiences transpires occurs beyond the realm of online activities. It is essential to acknowledge that sizable segments of the population remain disengaged from the routine interactions ofn social media platforms. So, unless your product or service strictly calls for it, you should aim at formixing your presence between to encompass a blend of both the online and offline worlds. While, when and while online, you can reach persons people who do thinare activegs online AND offline, you can only reach people who are rarely online when you address them in offline situations (Thompson & Weldon, 2022, p. 9).
The cross-platform dissemination of media content has arisen due to the growing fragmentation of consumer media consumption habits, driven by the availability of various distribution channels for different content types and formats. This development reflects consumers’' desire to access media content at their convenience, irrespective of time or location. (Karmasin et al., 2022, p. 232). 
Even as digital media gains prominence, offline platforms continue to maintain significance within the media mix of pursued by corporations and brands. Conventional or offline media, encompassing print, radio, television, and other established channels, remains a potent means for disseminating information to the public. (Di Virgilio, 2023). 
It is a fact, though, that offline media activities respond are governed byto different laws than online endeavors. For example, as we mentioned SEO, which we mentioned in the analysis of online activities, this has absolutely no effect on any of the offline activities.
Self-Check Questions

1. Please list three online and three offline channels for marketing. 
Website.
Em-Mail.
Social Mmedia.
Paid sSearch.
SEO.
Video mMarketing.
SEO.
Augmented Rreality.
Podcasts.
Direct mMail.
TV.
Catalogsue.
Radio.
Trade Ffairs and events.
Billboards.
Cold cCalling.
Business Ccards.

2. Please mark the correct statement(s).
· Podcasts, YouTube channels, and blogs are a sort offunction as repositories storehouses of information.
· Podcasts, YouTube channels, and blogs are used by consumers on a daily basis, predominantly in order to be entertained.
· There is no real use for pPodcasts, YouTube channels, and blogs if you are a business organization.
Transmedia storytelling
Transmedia storytelling (also known as transmedia narrative or multiplatform storytelling) is the technique of telling a single story or story experience across multiple platforms and formats using current digital technologies (Wikipedia contributors, 2023).

3. Please complete the following sentence.
Offline media— - also known as traditional media— – such as print, radio, and TV, among others, is still a powerful way to share information with the public.
6.2 Connecting Media Channels (Cross-Mmedial and Transmedial Campaigns & Storytelling)
ImportantlyIt is important to note that, the increasing number of media platforms has led to what is known as “‘audience fragmentation’” (Thompson & Weldon, 2022, p. 107). Apart from that. Let us define “transmedial,” “cross-media,”l and “multimedia”l for the purpose of clarification:
Transmedia storytelling refers to the practice wherein of distributing a narrative is distributed across multiple platforms, with each platform conveying distinct facets of the overarching story. When amalgamated, these various narrative threads collectively construct a comprehensive story universe. However, each individual narrative strand possesses the capacity to stand alone as a self-contained experience or contribute to a more expansive narrative when considered within the broader context. This approach can employ take a diverse array of media formats, encompassing film, television, online video, web applications, video games, blog posts, radio broadcasts, and advertisements. Originating in the entertainment sector, transmedia storytelling has subsequently been embraced by marketers as a means of promoting brands and products. 
Cross-media storytelling, on the other hand, is when you take a story and apply it, with some adaptions to fit the format, to another medium. It has bBy now, it has become commonly acceptedance that organizations and individuals are well advised if theyto work with storytelling to get the message across. The developed story that has been developed then “‘only’” needs to reach the desired target audience. In order to achieve this, aAll relevant means methods are to be used to achieve this:. sSocial mMedia, newsletters, blogs, the corporate website, press releases, press events, customer events, trade fairs, and congresses. Anything. 
You then maximize your chances for success when you reflect bear in mind the following:Multimedia storytelling
Simply put, digital stories are multimedia presentations that combine a variety of communicative elements within a narrative structure. Media may include any combination of the following: text, images, video, a. Audio, social media elements (like tweets), or interactive elements (like maps). (Wikipedia contributors, 2023).

· Each channel has its own “‘preferred’” audience.
· Do work strive towardson a result which involves emotional aspects.
· Never forget what your main message is and always relate to it.
The campaigns #BoschExperience and #LikeABosch exemplify the effectiveness of their strategy. Through their sponsorship of a Hackathon and the launch of #lovemyfridge in twelve countries, they succeeded in evoking an emotional response, engaging their audience through their preferred communication channels, and effectively conveying their corporate message.
A noteworthy outcome was that 1,400 users openly expressed their affection for their refrigerators, resulting in nearly 550,000 visits to the dedicated microsite and a substantial 340 million ad impressions. This achievement aligned with their initial planning and continued to prove its worth post-execution. This outcome underscores the value of engaging in storytelling through action and emphasizes the tangible impact of experiential marketing (Robert Bosch GmbH, #LikeABosch 2019).
Characteristic humor, heroes in funny situations, and an encouragement to save natural resources and live a healthy life— – all of this was found in BOSCH storytelling.
Within the realm of cross-media storytelling, it is crucial to note that, while the objectives and intended audiences for each of these publications may vary slightly, the core narrative remains consistent as it traverses different formats.
Multimedia storytelling entails the utilization of multiple forms of media within a unified platform, effectively integrating various media types into a single device. An illustrative instance of multimedia storytelling involves an interactive eBook, in which the primary character interacts with specific YouTube content or engages in tweeting and posting on Facebook posting. This qualifies as multimedia storytelling when the videos, tweets, and posts retain their original, unaltered forms and are integral to advancing the narrative.
However, if the central character maintains independent Twitter X (formerly Twitter) and Facebook accounts, using them for posting and tweeting beyond the confines of the story—potentially to engage with fans, offer narrative clues, or provide additional backstory—this would represent a form of transmedia storytelling. (Towle, 2013).
Online and oOffline are growing together and no other concepts better exemplify this trend than Ccross-medial and Ttransmedial campaigns. The more B2C concepts enter the logic of B2B processes, the more the decision -makers in business organizations have to confront the reality that the online sphere has now become part of the standardsomething they need to consider by default. This means that iIn order to build your brand and transmit your message, you are best advised tobetter have a consistent message and feel at every touchpoint, that i.e.means whenever a consumer interacts with your brand and your organization.
The so-called cCustomer journey is a description of modern multichannel buyer behavior as consumers use different media to select suppliers, make purchases and gain seek customer support (Chaffey & Ellis-Chadwick, 2019, p. 509). To help understand customers’ interactions with physical and digital touchpoints, triggers and influences, journeys maps are increasingly used to model the behavior of different types of target audiences (Chaffey & Ellis-Chadwick, 2019, p. 51).
Brands have the capacity to take initiative in generating their own viral news, memes, or narratives by orchestrating campaigns that strategically leverage real-time marketing techniques, including the practice known as newsjacking. (The German car rental company SIXT has been very successful at this, newsjacking current events and immediately using this news on billboards, TV ads and on their owned channels – —bringing cross-medial storytelling on the customer journey to a new and innovative level.
In closing, we will advocate for the podcasts to be at the center of the strategy (be it an audio or a video-blogging -podcast) as it offers the best combinationcan be combined best with storytelling. It is essential to recognize that, for the vast duration of human history, storytelling was transmitted solely through the oral tradition, emphasizing the enduring significance of podcasting. Despite initial challenges in the early 2000s, podcasting has not only persevered but has thrived throughout the 2010s. As we transition into the third decade of this century, it is consolidating its position as the most rapidly expanding medium for storytelling within the realm of communication strategies. (Thompson & Weldon, 2022, p. 105). And yet it combines well with other channels: We frequently see TV ads for winningto attract new podcast consumers, we find all sorts of printed material on about podcasts maintained by major brands, and some podcast initiators have become major figures in society simply by being first movers in this multi-faceted medium.
The potential for achieving success through the integration ofintegrating various media channels is exemplified by narrative podcasts. Unlike print, narrative podcasts possess the capacity to captivate the audience through profound investigative reporting or literary journalism. What sets them apart is their unique ability to vividly immerse the listener by conveying the ambiance of the actual setting and characters through the auditory experience. (Thompson & Weldon, 2022, p. 116). Combine the respective strengths of each single medium and you will achieve a strong result overall.
An exemplary illustration of an organization proficient in conveying a narrative across various media platforms is Apple. Their narrative revolves around portraying the seamless utilization of their products by customers, effectively integrating these products into the overarching narrative. Furthermore, Apple illustrates how their products empower individuals to craft their own narratives and places shines a spotlight on the stories that people construct with the aid of their products. Success does not get more obvious than in this description of Apple’s masterful usage of the concept of storytelling across all channels, be it paid, earned, shared, or owned media.
Self-Check Questions
1. Please complete the following sentence.
Transmedia storytelling is the technique of telling a single story or story experience across multiple platforms and formats using current modern digital technologies.
2. The cCustomer jJourney
· is an all-inclusive trip sponsored by major corporations for consumers disclosing their preferences in in terms of non-alcoholic drinks. 
· is a description of modern multichannel buyer behavior as consumers use different media to select suppliers, make purchases and gain customer support?.
· can only be booked if you are client of that specific company.
· is best enjoyed at the end of the fiscal year of the company promoting it.

3. What is the organization that successfully showcases the power of storytelling by showing usingin their commercials to show how their customers use their products to produce stories?
Apple
Summary
Nowadays, Iinformation and emotions alike nowadays are distributed by marketing organizations both through both online and offline channels. In that this respect, marketing professionals resort to a number of techniques to achieve the best possible impact: They draft stories, which they tell you through various channels (transmedial storytelling) and where each story shows displays a different aspect of the overall story of a product, of the company, of an initiative, and so on etc.). 
When they tell you the same story but viain different channels, then they are using cross- medial storytelling as a technique. This is done primarily to reach the different target audiences where they (the audiences) prefer to move aroundat their preferred locations. As a marketing professional, you then fishgo fishing where the respective fish you are looking for are: You do not and don’t  all attempt to fish all in one spot. Maximizing the outpout and result for the investment applied used is the main objective here.
Digital narratives are classified as multimedia storytelling when they employ a narrative framework that integrates a diverse array of communicative components. These elements encompass text, images, video, audio, social media components such as tweets, and interactive features like maps, among others, to construct a multifaceted narrative presentation.
The convergence of online and offline domains is a noticeable phenomenon, with Ccross-media and tTransmedia campaigns serving as exemplary illustrations of this trend. Simultaneously, the concept of the “"Ccustomer journey"” characterizes contemporary multichannel consumer behavior, whereby individuals employ various media channels for supplier selecting suppliers, making a purchase, andon, purchasing, and seeking customer support.
Combine the respective strengths of each single medium and you will achieve a strong result overall— – just like the company Apple’s masterful usage of the concept of storytelling across all its channels, be it paid, earned, shared, or owned media.
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