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Content marketing, native advertising, custom content, branded 
publishing, whatever you want to call it, everyone seems to want to get 
in on the action, says Lynda Brendish. So how can brands—and those 

employed to create their content—use it to their commercial advantage?  
And is the age of interruptive advertising over?

Basking in the

Chefs the world over don’t break 

their backs to eke another star out of any 

old restaurant reviewer; it’s Michelin they 

want to impress. restaurant reviewing is not an im-

mediately obvious subject area for a tyre company, but 

at the dawn of the automobile era providing a guide 

to the finest dining in europe, along with some basic 

car maintenance advice, meant Michelin not only gave 

drivers relevant and interesting information, it gave 

them a destination. And in doing so, it managed to 

successfully popularise road trips, drive an increase in 

demand for tyres and help pioneer content marketing. 

Michelin, Proctor & Gamble’s radio soap operas 

and Aunt Daisy’s recipes were all early examples of 

content marketing, so it’s not a new concept. But it’s 

only recently that content marketing has become a 

buzz phrase. A quick look on Google Trends shows 

a fairly steady search volume for the term, until 2011 

when it took off at an exponential rate. And native 

advertising—paid-for advertising designed to look 

and read like the content around it—was basically 

unheard of 18 months ago. So what’s changed? 

“One reason is it’s an idea whose time has 

come,” says John Baker, publisher at Tangible (which 

owns NZ Marketing magazine) and chairman of 

the Magazine Publishers Association. “It’s prob-

ably driven a great deal by e-commerce and online 

retailing and, I think, that’s been the coincidence of 

events. The explosion in digital media and online 

retailing has seen the planets coming into alignment 

for content marketing.” 

While creative agencies and media agencies 

once controlled the message and chose the audience, 

Baker believes the rise of disintermediation is lead-

ing to brands either going direct to media owners, or 

creating their own media and their own audiences. 

“A lot of the old tricks that used to get better 

rankings in search are simply not working any-

more,” says Adam Barber, director for trans-Tasman 

content marketers Castleford. “For the kind of busi-

nesses investing in really detailed breakdowns of 

what it is they’re talking about … Google is going to 

get much better at pulling those deeper pages out 

and presenting it as the best result for the search.”

Into the tent
In the publishing space, Tangible, Bauer, APN, 

Fairfax and others are all working on initiatives to 

produce editorial-style content with funding from 

brands. The results can be seen in content as varied 

as the beef and lamb magazine Meat, website and 

accompanying videos under the Meat umbrella; 

the New Zealand Herald’s Australia by Passion travel 

features; Taste magazine’s team-up with Vicks; and 

Fairfax’s House of Travel partnership, which aims 

to fuse content with commerce. And the increas-

ing importance of video content is evidenced by 

relationships between NZ Herald and TVNZ with 

video content platforms like Brightcove. 

But it’s not just a media-driven phenomenon. 

Local PR agencies, like Auckland’s PPR, Talkies 

and many others, have long known that interesting, 

relevant, brand-related content is more likely to 

get picked up by media, but they can smell blood 

in the water and are throwing their lot in with 

content marketing. And, in some cases, as online 

followings continue to grow, brands themselves 
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are leading the charge. 

The popularity of brand publishing—as content 

marketing is coming to be known—has seen a big 

shift in ad spend away from more traditional styles 

of advertising towards content initiatives. This year, 

the Content Marketing Institute (CMI) produced 

the first deep look into content marketing budgets 

and trends for Australia. It found 96 percent of 

marketers across the ditch use content marketing 

strategies, a few percentage points higher than 

in North America, with an average 25 percent of 

budget allocated to content and plans to grow that 

share considerably over the coming years. 

There is no similar study for New Zealand yet, 

Clockwise from bottom left: Wattie’s ‘Food in a Minute’ was one of the 
first examples of content marketing on TV in New Zealand; ‘The Mix’ and 
‘Made to Match’ bring Lion’s spirit and beer brands to life; medical advice 
on the Family Health Diary; and Italian flair on Taste TV.

videos somewhere outside the vicinity of an aircraft. 

It created a new media channel and, if you think 

about it, getting that attention is a pretty stellar 

effort when most people tend to ignore it even when 

captive to it. Its most successful video—the Hobbit-

themed An Unexpected Briefing—raked in over 11 

million views on YouTube alone.  

Jodi Williams, Air New Zealand’s global head 

of marketing, says its content-focused approach has 

allowed it to stretch a relatively small budget (by 

airline standards) much further. The safety videos 

predictably gain news coverage in broadcast outlets 

around the world, which she says is one of the key 

measures of success of a particular effort. 

“When you get that airtime, which could be 

three to four minutes, that is significant compared 

to what we’d normally be able to invest in, especially 

when it comes to above the line.” 

The cost benefit to advertisers is a key selling 

point of content marketing. Video content market-

ers BrandWorld have hit on a formula of mini-

programmes around a family of brands or product 

types, like Lion’s successful cocktail how-to ‘The 

Mix’ and, more recently, its beer-and-food-themed 

property starring Al Brown called ‘Made to Match’. 

And because it groups the products together, the 

dollars stretch further. 

“On their own these brands don’t have much of a 

budget,” Lion’s marketing manager Michael Morton 

told ThinkTV. “But The Mix allowed these brands to 

gain massive exposure through television.” 

Television in particular has been ripe for 

branded content partnerships. In addition to its 

work with BrandWorld, TVNZ has created branded 

content for Telecom’s ‘Tech in a Sec’, Mitre 10’s ‘Easy 

As’, Maybelline and Kleenex. And there’s plenty 

Instead of the 
commercial, be the 
show. Instead of the 
banner ad, be the 
feature story.
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media and online 
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planets coming into 
alignment for content 
marketing.
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Clockwise from top left: NZ Beef and Lamb’s Meat magazine, starring 
Chelsea Winter, offers culinary inspiration; Super Liquor’s sub-brand Craf-
tology; Bauer’s collaboration with Vicks created recipe content based on 
the flavours of its cough drops—and there was even to a lemon-scented 
cover; and Mercury Energy and Good magazine’s partnership told the 
stories of families using its good energy monitor. 

whole, no one’s expecting the demise of traditional 

display advertising. 

“What we’ve learned is the old model still exists, 

but diminished,” says Mike O’Sullivan, executive 

director at BrandWorld. “There will still be brand 

advertisements and still a place for direct marketing, 

email marketing. There will be a place for everything. 

But it won’t be the core.” 

Paul Gardiner, Bauer’s commercial director, says 

this kind of advertising will get more complex as it 

develops in the market. “And because it is complex, 

the clients need to play a bigger role in the campaign, 

as opposed to the role they’d normally play in brand 

ads. A great branded content solution needs to be a 

true partnership.”

Pardon the interruption
As an umbrella term for much of the marketing that 

doesn’t fall into an old school interruptive format, 

content marketing encompasses a wide range of 

initiatives from white papers, blogs or apps to web 

video series, events, native advertising or content, 

sponsored content and entire brand-owned channels. 

The important common feature is that content 

marketing doesn’t push a message; it pulls. And 

while many brands tend to over-inflate their im-

portance in consumers’ lives, the good examples 

of the practice do so with relevant, interesting, and 

customer-centric information. Counterintuitive 

though it may seem, the shift in focus from brand 

needs to consumer needs means some of the best 

examples of content marketing won’t necessarily 

directly mention the brand or product sponsoring it.  

“The client needs to be prepared to let go of 

some control,” says Andrew Reinholds, managing 

partner at media strategists OMD. “We need to get 

it right for the consumer first.” 

Even Red Bull, widely considered one of the 

best in class examples of content marketing, limits 

its name and logo to the masthead of its Red Bulletin 

magazine, while the content inside focuses on ex-

treme lifestyles, not the hard sell.

“The idea central to content marketing is that 

a brand must give something valuable to get some-

thing valuable in return,” wrote James O’Brien on 

Mashable. “Instead of the commercial, be the show. 

Instead of the banner ad, be the feature story. The 

value returned is often that people associate good 

things with—and return to engage with—the brand.”  

Piquing interest 
Air New Zealand has been one of the most visible 

of the local brands to embrace content marketing. 

Every Kiwi has seen at least seen one of its safety 

 good, honest content 
➔➔ In an age where trust and transparency 

are traits desired just as much in brands as for 
media, effective content marketing should feel 
like it’s coming from a place of authenticity. 

“Content should always be believable, credible 
and authentic,” says Sandra King, strategic 
consultant to content marketing agency PPR, 
which is now in partnership with Australia’s 
King Content. “Having someone build prefer-
ence because they feel familiar is where you 
need it to be. The old thing about deceiving 
consumers is absolutely where it shouldn’t be.”

BrandWorld managing director Richard 
Stevens agrees. “For so long advertising lived 
on superlative and puffery. Now, in this very 
exposed content environment where you’re 
likely to get commentary you no longer have 
control of, marketers need to learn to talk with 
transparency and honesty.” 

of sponsor integration on long form shows like 

New Zealand’s Got Talent, MasterChef NZ and, next 

year, Purina’s Pound Pups to Dog Stars. On the other 

channel, the success of TV3’s Bunnings Warehouse-

sponsored home reno show The Block NZ earned a 

wry write up from The Civilian, noting the chain 

defeated competition “by making substantially more 

in profit than runners-up Alice and Caleb.”  

“Having finished, The Block NZ is set to be re-

placed with an hour of straight advertising, which 

TV3 expects will draw in ‘similar numbers’.” 

The work that works
Another selling point is its effectiveness. In an age 

where consumers are savvy and cynical, advertising 

that doesn’t look much like advertising at all is doing 

really well. Early studies suggest click-through rates 

on native advertising far exceed those on banners, 

although the general sense is that Kiwi marketers 

lag behind Aussies on the uptake. But despite the 

bullish predictions for content marketing as a 
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Having someone build 
preference because 
they feel familiar is 
where you need it to 
be. The old thing about 
deceiving consumers 
is absolutely where it 
shouldn’t be. 
sandra king

and sponsored content on sites like BuzzFeed or 

Mashable are often shared widely among consumers 

who either don’t realise, or don’t care, that they’re 

sharing advertising. One study by native ad distribu-

tion platform Sharethrough found 32 percent of 

participants were willing to share native advertising 

with friends and family, versus 19 percent with 

display ads. Click-through rates for promoted tweets 

are reportedly between one and three percent, which 

is much higher than the roughly 0.05 percent banner 

ad click-through. 

But brand publishing isn’t without its hurdles. 

With paid-for content beginning to look more like 

editorial content, there are some ethical issues to 

consider and there’s much debate—often heated—

about how similar is too similar. 

One sticking point is that there is no hard 

and fast accepted definition of native advertis-

ing. It’s used commonly to cover everything from 

sponsored posts in your Facebook feed to paid-

for content that’s barely distinguishable from 

independent editorial. 

It’s an area that could turn out to be a minefield 

for media owners whose audiences are built on 

the trust of their mastheads. The Atlantic ran into 

trouble in January and was forced to review its 

policies after uproar from readers when it published 

a (clearly labeled) sponsored post from the Church 

of Scientology. 

In a debrief of the debacle, Adweek noted the 

post “rankled a subset of readers… who felt that 

the paid religious content bordered on ‘blatant 

propaganda’,” and that The Atlantic’s greatest sin 

we need to go back to the drawing board. It needs to 

be a great brand fit and the ad team at Bauer always 

requires publisher sign off for anything integrated 

with our brands. Just as a safeguard to make sure 

we’ve put our readers first.”

The collaboration between Vicks and Taste 

 Five oF the Best content marketing Brands 
➔➔ 1. Blendtec 

There’s something mesmerising and satisfying about watching a brand new gold iPhone 5S get ripped apart 
in slow motion by the blades of a blender. Blendtec cottoned on to the allure of a simple question—will 
it blend?—and has answered it for everything from super glue to a baseball and a few things in between. 
With an avuncular anchor in a lab coat (AKA chief executive Tom Dickson) and plenty of pop-culture 
references, kitchen appliances have never been so much fun. And it works: sales are up by 800 percent 
since the segment began in 2006. 

➔➔ 2. Red Bull 

Red Bull is one of the most expensive non-alcoholic drinks on the market, and it’s also the number one 
energy drink in most markets in which it operates. But the Austrian energy drink company took its spon-
sorship of extreme sports to the next level by creating the Red Bull Media House, an umbrella for its print, 
television, online and feature film productions. Not only does it publish the Red Bulletin magazine, but it 
provides a portion of its high quality extreme sports footage and photography database free of charge, all 
the while basking in the reflected glow of the attention its amazing events generate. 

➔➔ 3. Air New Zealand safety videos

Snoop Dogg, Richard Simmons, Al Bundy, Bear Grylls, the All Blacks, naked staff, Rico the innuendo-
spouting puppet and half of Middle Earth have all appeared in Air New Zealand’s safety videos over the 
past couple of years. Regularly refreshed, the videos give us a reason to watch the safety briefing, whether 
or not we’re actually on a plane. And they offer much needed exposure for a comparatively tiny airline with 
a comparatively tiny budget that can’t afford to buy a big audience with traditional methods. 

➔➔ 4. Coca-Cola

Advertising is content too. And great advertising is often shared and regularly talked about. But the 
30-second TVC simply isn’t enough anymore. And Coca-Cola has pinned its colours to the mast, stating 
that its goal is to move from “creative excellence to content excellence by 2020”. And to do this, it’s 
cranking up the jargon and relying on ‘distributed creativity’ to create ‘contagious content’ to engage with 
the ‘24/7 generation’. 

➔➔ 5. Net-a-porter

It’s been called a “fashion magazine of the future, where editorial content and commerce converge, offering 
consumers a seamless path from inspiration to purchase”. Or, to put it simply, you can get inspired by 
the curated selections and buy stuff then and there. It’s e-commerce, with editorial flair. And the digital 
strategy has been so successful it’s now launched a print magazine. 

saw the team come up with ways to promote the 

new range of VapoNaturals through things like 

lemon-scented magazine covers, recipes, and a 

series of videos fronted by chef Luca Villari. Who 

could have imagined cooking with Vicks would 

yield anything as delicious as lemon puddings with 

vanilla cream and pistachio, or honey fruit cobbler 

with sweet ricotta? 

Taking that idea even further, Bauer has recently 

launched a new brand extension called Woman’s Day 

Personal Shopper that is fronted by 2012 MasterChef 

NZ winner Chelsea Winter and showcases advertiser 

products in editorial environments across a number 

of platforms

In with the news 
As a sign of things to come, both APN and Fairfax 

have, in just the last few months, appointed senior 

editors to newly created roles focusing on content 

marketing partnerships. Bryce Johns fills the APN 

position, which will extend the opportunity, among 

other things, for advertisers to buy online space to 

talk directly to consumers outside of display ads. 

Johns comes to the post by way of editorships at 

the Herald on Sunday and Waikato Times, and will 

look to leverage partnerships across APN’s print 

and online titles, as well as The Radio Network 

and GrabOne. 

“A key for us is transparency for the reader. If we 

do create an online environment for native advertis-

ing, people can’t be fooled by it. They need to know 

and understand what they’re reading,” he says. “We’ll 

be very clear with readers in print and online about 

the relationships we’ve got with people.”

At Fairfax, group executive editor Sinead 

Boucher says Lucy Corry’s appointment to com-

mercial partnerships editor will be a chance to 

work on solutions with clients who want “some-

thing bespoke”.  

In the Herald’s case, advertorial and sponsored 

content are already available to advertisers, but 

what Johns is helping pioneer for the publication 

is brand-funded journalism. Unlike sponsored 

content or advertorial, the brands funding the 

content wouldn’t get sign-off. Instead, Johns says, 

they get to be associated with “good, strong, ethi-

cally sound journalism”. And on the other side it 

helps editorial budgets stretch to areas that might 

otherwise be under-resourced. 

Maintaining integrity and, at the same time, 

profiting from this commercial interest in con-

tent creation is increasingly a case of creating 

standalone units and hand-picking writers to tell 

brand stories. Among the US publishers doing this 

are the Huffington Post’s Partner Studio, Wired’s 

Amplifi, Forbes Custom and The Onion’s Onion 

Labs, a serious branded content team that creates 

parodies for brands. 

In the US, the self-regulating ad industry is 

starting to take a closer look at sponsored content 

to make sure it’s not deceptive. Here, Advertising 

Standards Authority chief executive Hilary Souter 

says that no complaints have been raised at this 

stage, but it’s an issue on the radar. 

“It’s possibly the sort of thing we’d produce 

a guidance note on. But as far as the ASA is 

concerned, all advertising should comply [with 

existing guidelines]. No matter where you’re doing 

it, it needs to be done in a truthful and socially 

responsible way.”   

Content for 
Christmas
w. castleford.com.au               e. examples@castleford.com.au               t. (64) 9 8890 234

News, blogs, graphics and video 
for your website and social media, 
produced in-house, right here in 
New Zealand. 

Give us a call to see some relevant 
client examples. 

may have been licensing uninteresting and bizarre 

content that falls well outside the walls of the 

magazine’s brand.” 

At Bauer, which publishes well-loved Kiwi 

magazines like North & South, Metro and Woman’s 

Day, and is expanding its creative services depart-

ment in response to demand from its advertisers, 

Gardiner says the benchmark—whether editorial or 

advertiser-supported—is the quality of the content. 

“Would we run it if it wasn’t sponsored? The 

answer should always be yes,” he says. “If it’s no, 

content marketing


