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Wi What makes Defining your audience
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marketing & Storytelling Evaluating
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What is Content Marketing What is Storytelling

“... a strategic marketing approach focused on “... translating your marketing message into
creating and distributing valuable, relevant, and narrative form... It delivers content in a way that

consistent content to attract and retain a clearly doesn’t feel like marketing. In this world of pop-
defined audience — and, ultimately, to drive ups and flash advertisements, a story stands out
profitable customer action. as an island of calm in a frantic electronic world.”

Content Marketing Institute Matt Bowman, Thrive Internet Marketing Agency
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Marketers say video works...
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Go tell your story.

Sundininc.com/2020MegaConference
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