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FIRST, there’s the decentralization of customers. While 100 million Americans still pay for 

cable, the number has been steadily declining and so has the time spent in front of the TV. 
Many choose to use their spare time watching streaming services like Netflix (36 million U.S. 
subscribers) or Hulu (6 million U.S. subscribers) and even Youtube, which is at 1 billion unique 
monthly visitors worldwide. Plus, there’s the constant use of social during and outside of TV-
viewing hours. According to Quantcast, there are 138 million monthly unique U.S. visitors to 
Facebook, 69 million to Tumblr, 88.8 million to Twitter and 60.5 million to Pinterest.
!
Because of this, it is now both easier and harder than ever to reach your consumer. Harder, 
because consumers are spread across multiple channels and platforms. Easier, because all of 
these new platforms tear down barriers preventing brands from reaching out, conversing and 
building relationships with consumers.

SECOND, brands realize the most powerful marketing inspires, instead of interrupts. 
Today, a person is more likely to climb Mount Everest than click a banner ad. At the same time, 
native advertising is flourishing, with native ads grabbing consumer attention 53% more 
frequently than display ads. 
!
People are inundated with ads vying for their attention and have grown savvy at ignoring them. 
The brands who really stand out are the ones who create content people don’t want to ignore - 
whether a video that tugs at your heartstrings, a photo that sends you into fits of laughter, an 
article that advises you or a campaign that allows you to participate and have your voice heard. 
It’s not that consumers don’t realize these are ads - according to the Custom Content Council, 
they “feel it is okay since the information provided is valuable.”
!

THIRD, in order to jump over the previous hurdles, marketers need to constantly create and 

share more and more content, thanks to the rise in social platforms and 24/7 content streams. 
Without a clear strategy, this leads to many marketers creating content that is awkward and 
forgettable at best and has the potential to offend at worst. 
!
!

THE STATE 
OF MARKETING

Today’s marketers face 3 primary challenges 

ATTENTION > AWARENESS

ENGAGEMENT > ATTENTION

Brands must overcome both competitors and consumers 
for attention

Brands must convert attention into lasting engagements
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SAY GOODBYE TO 
THE MARKETING

CYCLE
Once upon a time, creating content used to happen in simple cycles each quarter: 
!

IDEATION

PRODUCTION

PUBLICATION

ANALYSIS

• Ideation encompasses the strategy and development process. This is when marketers decide 
who they’re trying to reach, what their message is, and also how and with what content 
they’ll use to get across their message. 

• Once the plan and ideas are in place, production begins. Writers, artists, designers, and 
others are brought in to create the content. Transforming these ideas into assets that are 
actually valuable to people takes time, energy, and resources. 

• Then the content is published to television, billboards, print, etc.

• Finally, success is analyzed to inform future marketing strategies.

!

IDEATION

PRODUCTION

ANALYSISPUBLICATION

IDEATION

ANALYSIS

PUBLICATIONANALYSIS

!
!
The problem? Marketing doesn’t look anything like this anymore. Thanks to social media, advances in 
technology, and an ever-tapped-in consumer base, marketers are left trying to complete each of these 
stages simultaneously. Today’s content creation landscape is more like this:

!
!
Now, marketers may go from Analysis back to Production or need to create ideas and produce at the 
same time. And instead of this happening once a quarter, it’s happening every day on both large and 
small scales.
!
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!
In a world where marketing means producing content daily instead of quarterly, marketers 
need a methodology to keep in mind when developing their overall content strategies, which is 
why we developed the Content Marketing Aperture. Each section represents a layer all future 
marketing executions must consider in order to attain both attention and engagement. 
!
Continue on for an explanation of each section.
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Consumers generate a wealth of content every day. They share what matters most to them and 
their perceptions of brands. Learn from them.

Starbucks was inspired by the organic 
action of their customers to take selfies 
sipping on their iconic green straw. Their 
marketing team dubbed this “sipface,” 
launched a summer campaign around the 
content, and now tens of thousands of 
photos have been shared on Instagram 
with this hashtag.

Fans of The Fault in Our Stars love to share 
fanart based around the book and film. For 
Ed Sheeran’s TFiOS-themed music video, 
Atlantic Records tapped this fan-base to 
share these creations and featured 
hundreds of them in a unique way.

STARBUCKS #SIPFACE THE FAULT IN OUR STARS

USER-INSPIRED
TODAY, PEOPLE SHARE MORE THAN EVER:

60 MILLION 350 MILLION

400 MILLION 400 MILLION
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Content should always be developed with a specific audience in mind. The best-performing 
content provides value, which can mean anything from education to entertainment to community. 
Different personalities, ages, and backgrounds may influence the kind of content people gain 
value from, and it is up to every brand to know what content serves each of these different 
groups best.

 TARGETED
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VICTORIA’S SECRET
Victoria’s Secret PINK is geared towards college-aged women, and their content reflects this with 
school-specific communities and content.



Does your brand have a SnapChat strategy? Better question: does your brand need a SnapChat 
strategy? In a world where many marketers are still trying to figure out how to best use Twitter 
and Instagram, adapting to the constant changes and emerging platforms in social media and 
tech can be overwhelming. 
!
With all of these new platforms and content outlets, consumers are more spread out than ever 
before. Long behind us are the days of print, TV, and out of home. Now, there’s Instagram, 
Tumblr, Facebook, Youtube, Pinterest, Vine, Twitter, websites, mobile -- with new platforms 
emerging constantly. 
!
With consumers no longer able to be reached through a finite set of channels, content needs to 
reach them wherever they are. Determining the right channels and volume is critical.

MULTI-CHANNEL
TACO BELL

The Taco Bell team posts relevant content to practically every social platform currently 
available.They’re everywhere, but they also commit to being everywhere. They’ve developed the 
right tone that is both on-brand and relevant to the specific platforms. Taco Bell also produces 
content at a consistent pace and keeps their audience engaged. 

TUMBLR TWITTER YOUTUBE

SNAPCHAT FACEBOOK VINE
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WHEN IT COMES TO THE CONTENT 
PEOPLE SHARE, VISUALS ARE ALSO 
MORE POWERFUL FOR BRANDS 
BECAUSE THEY’RE MORE POSITIVE

Visual content is processed faster by the brain - 60,000 times faster to be exact. People also 
remember images better, especially when the image is meaningful to them:
!
 
 The capacity for recognition memory for pictures is   
limitless. Pictures have a direct route to long-term memory, each 
image storing its own information as a coherent ‘chunk’ or concept. 
However, the images or pictures must be meaningful to be 
retained. 
    - Dr. Jane Williams, University of Bristol 

 VISUAL

“ “ 4x

In our study, tweets with photos and Instagram photos are 4x more likely to have a 
positive sentiment than text alone.
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This one should be obvious, but logging into Twitter during any big cultural event would prove it 
hasn’t been internalized yet. It takes two parts strategy and one part intuition to know when a 
brand should jump in on a discussion and when they should remain silent. 
!
Remember: there are millions of stories you could tell. Knowing which you should tell is vital. 
Discovering the best stories, which align with your interests is essential. 
!

Always got millions of people to rethink 
the phrase “like a girl” in this campaign - 
joining the conversation around self-
esteem and gender equality.

Expedia pulled from real traveler stories 
for their critically acclaimed Find Yours 
campaign. 

ALWAYS - LIKE A GIRL CAMPAIGN EXPEDIA - FIND YOURS

THOUGHTFUL
ONE RULE OF THUMB: IF IT’S A TRAGEDY, 
JUST REMAIN SILENT. PEOPLE WILL 
APPRECIATE THAT MORE THAN ANY 
TRIBUTE

DO THIS

NOT THIS

Verizon
@verizon

In observance of 9/11, this handle will be silent 
tomorrow. We will resume sharing on September 12.
7:00 PM - 10 Sep 2014

9 + 11 = 20% OFF! PATRIOT DAY SALE on Bikram 
Yoga - madmimi.com/s/933c35
9:25 AM - 11 Sep 2014
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Brands need to source and produce content constantly. The best way to do this? By getting 
analytics, trends, and content from consumers. This means a well-informed content strategy 
creates an ongoing conversation versus a more traditional campaign with a clear start and end 
date. 
!
Benefit Cosmetics creates hashtags for many of their products - from #Realsies for the They’re 
Real Mascara to #RealFineLiner for the They’re Real Push-Up Liner. They incentivize customers to 
snap and share photos by publishing the photos on their digital properties and giving the 
creators kudos for their looks. Now, Benefit has thousands of authentic and high-performing 
photos sourced from real fans to power their social channels.
!
!
!

EVERGREEN

DO THIS

NOT THIS 6,507

11,575

26,51517



STARBUCKS' WEBSITE VS TUMBLR

All channels are not created equal - each has its own unique personality. Optimizing a message 
to be native to the channel means understanding the audience, the medium and the best 
performing formats.
!
Think of each platform as its own country. While there may be similarities between some of them, 
they each have their own customs, sometimes their own language. When visiting new places, 
nobody wants to be seen as a tourist - awkwardly mispronouncing words and getting lost. The 
same goes for social platforms - your brand needs to behave like a native. 

NATIVE
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Optimizing content to be shared is vital for two reasons:
!
It increases reach through the audience of your sharers. For example, the average Twitter user 
has 208 followers. That means, getting 100 people to share a piece of content related to your 
brand increases your potential reach to 20800 people.
!
Having multiple people share during a short period of time increases SEO. 
!
But what are the attributes of shareable content? Outside of the 7 pillars listed above, marketers 
should also keep the following in mind:
!
!
!
!
!

SHAREABLE

1

2

FORMAT
With 58% of Americans owning smartphones, optimizing 
for mobile devices has become vital for digital 
marketing. This is why easy-to-consume content like 
lists and short-form video have boomed over the last 
couple of years.

SIMPLICITY
Lastly, make sharing easy. Sharing buttons should be quick to find, provide pre-filled text, and 
make hashtags short and clear. 

INCENTIVE
Yes, sometimes incentive means a prize or coupon or tactile reward. However, that’s not the only 
type of incentive. According to a New York Times study on the psychology behind sharing, the 
top reason people share is “to bring valuable and entertaining content to others” with “94% 
carefully considering how the information they share will be useful to the recipient.” Another 
reason? For 68%, sharing is used to develop their public persona. 
!
This goes back to being targeted: knowing who your audience is and the type of content that 
reflects their personalities. 
!

SOCIAL GOOD
HoneyMaid’s “This is Wholesome” ad

STYLE
Teen Vogue’s Instalist

HUMOR
NewCastle’s “If We Made It’ video

EDUCATION
GE’s 6 Second Science Fair
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CONCLUSION

Without the ability to rely on standard marketing cycles, marketers need a new framework to 
ensure they’re both creating content faster and more frequently, but also producing their best 
work, coinciding with their brand and messaging. This requires having insights on who exactly 
your current and potential customers are, how they view your brand, and how this aligns with or 
conflicts with how you view your brand. Once those questions are answered, brands can use the 
stages of the Content Marketing Aperture as a framework for creating content aligned with the 
desires of consumers and the needs of the company. 
!

ABOUT CHUTE
Chute is the most comprehensive visual marketing automation platform on the market today, 
powering everything from billboards to banner ads to native mobile apps with real time content 
from brands and consumers. We believe the future of business is visual and our tools to manage, 
measure and drive engagement have become essential for marketers. Chute works with some of 
the world’s biggest brands and publishers including NBC News, Turner, Condé Nast, the NBA, New 
York Times, Taylor Made, Samsung and House of Blues Entertainment. For more information, visit 
www.getchute.com.
!

www.getchute.com     ! @getchute     " @getchute 
!

!
Quantcast - Twitter
Quantcast - Pinterest
Quantcast - Facebook
Quantcast - Tumblr
Bloomberg
CNN
Statista
University of Bristol
Custom Content Council
NY Marketing
!

CREDITS
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https://www.quantcast.com/twitter.com
https://www.quantcast.com/pinterest.com
https://quantcast.com/facebook.com
https://www.quantcast.com/tumblr
http://www.bloomberg.com/news/2014-03-19/u-s-pay-tv-subscriptions-fall-for-first-time-as-streaming-gains.html
http://money.cnn.com/2014/04/21/technology/netflix-prices/
http://www.statista.com/statistics/258014/number-of-hulus-paying-subscribers/
http://www.agocg.ac.uk/reports/graphics/capture2/title.htm
http://www.customcontentcouncil.com/news/roper-finds-majority-consumers-value-custom-media
http://nytmarketing.whsites.net/mediakit/pos/

