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Owned & Earned Media



Where are we?
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The 6 steps of brand choreography

1. Find a winning brand value proposition: the brand promise

2. Identify the buyer personas 

3. Study the customer journey of the personas

4. Identify the brand touchpoints for each phase of the customer 
journey

5. Plan the right message on Paid, Owned & Earned media

6. Develop a total customer experience strategy (not just 
communication: all stages of the customer journey must be 
consistent with the brand promise, from the product to assistance, 
etc.)
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POE, let’s recap
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OWNED MEDIAPAID MEDIA EARNED MEDIA

ATL:
- TV
- Press
- Radio
- OOH
- Cinema
- Internet advertising:

- Display
- Search
- Social network

BTL: sponsorships,
Events, influencer 
marketing

Website
App
Blog, Podcast
Social network
Direct response/CRM

Points of sale, 
merchandising,
Packaging
Branded spaces

PR:
- Press (+digital) 

articles
UGC
- reviews
- recommendations
- Social, Blogs
- WOM



Owned Media
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Owned Media: the first media that we have to consider
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In our communication plan we try to use all our owned
media

■ Brand and branded content

■ Packaging

■ Points of Purchase, retail stores, sellers, customer services, uniforms, …

■ Company buildings, company vehicles, signage, assets, …

■ Website, blogs

■ App, web app

■ Social Accounts (Facebook, X, LinkedIn, Instagram, TikTok, etc.)

■ Newsletters, Direct Emails

■ Invoices
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Owned Media must be consistent with the brand identity
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Ownedmedia
CHECK-LIST

!Websites
!Apps
!Blog
!Contact Center
!Chatbot
!Social media accounts
!Newsletters
!DEM…

!Buildings
!Retail stores
!Salespeople
!Packaging
!Vehicles
!Uniforms
!Corporate magazines
!Invoices
!Tickets…
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Owned media’s role
in the communication plan

Owned media are particularly important when prospective customers 
look for information about us
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But they can also be useful to create awareness 
(when used as billboards)
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Digital Owned Media
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74% of the world’s population uses the internet
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Higher reach in Europe and USA
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The smartphone is the main device used to go online
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If we are connected, we use social networks
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Google and YouTube are the most visited websites
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Website
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The website is one of the most important communication
assets

An effective website must:
• Be mobile-friendly and work on all browsers

• Be simple, with intuitive navigation
• Answer all the questions users may have (check what they ask

by phone or email)

• Reflect the brand identity
• Always be up to date

• Be better than the competitors' sites
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…And be accessible!
(Web Content Accessibility Guidelines - WCAG) 

■ Text descriptions (alt text) for images, allowing people with visual impairments 
to understand the content of the images;

■ Subtitles for videos and reels, to ensure that people with hearing disabilities 
can access the audio content;

■ Clear and legible graphics: clear graphics with legible fonts, contrasting colors 
and a simple layout, making it easier to understand the content for people with 
cognitive disabilities;

■ No flashing images or animated elements, which can cause problems for 
people with cognitive disabilities or photosensitive epilepsy.

■ Accurate description of the content: to help people with disabilities understand 
it.
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Website and content strategy

■ High-quality content is the foundation of any website. 

■ It attracts visitors, keeps them engaged, and builds trust in your 
brand.

■ Content that is useful, interesting, and original not only improves 
user experience but also increases visibility in search engines. 

■ And content must be considered trustworthy enough to be cited by 
AI tools.
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SEO vs GEO (Generative Engine Optimization): the main 
differences
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GEO does not replace SEO: AI tools still rely on well-indexed, authoritative content.

SEO GEO

Goal Rank web pages high in search engine results
Be mentioned, cited and recommended in AI-generated 
answers

Where Google and Bing results pages (the “blue links”)
ChatGPT, Gemini, Perplexity, Google AI Overviews and AI 
Mode

What we optimize Keywords and single pages Questions, entities and self-contained answers (passages)

Key signals
Keywords, backlinks, technical health, user 
experience

Clarity, authority of the sources that mention us, consistency 
across the web, structured data, freshness

User behavior The user clicks and visits the website
The user often reads the answer without clicking (“zero-
click”)

How we measure it Rankings, organic traffic, click-through rate
Mentions and citations in AI answers, share of voice, 
sentiment



Podcast
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54% of internet users worldwide listen to podcasts
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In Italy: 12.8 million listeners, 42% under 35
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A precious asset: listening time

32Source: Choreograph elaborations on Ipsos Digital Audio Survey 2025 – Adults 16-60 y.o. - People who declared they listened to a podcast in the last month – Italy
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Social media
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Facebook is still the leader
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But TikTok is the social app where more time is spent
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Social media & brand experience

When using digital channels and social media we need to make sure
they all have:

– a look and style consistent with the brand identity
– the same tone of voice 

We need to define who is allowed to post (and who is not!) and 
organize ourselves in such a way as to give the same answer (to the 
same question) on all channels (social, telephone, stores, website, 
etc.)
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Direct Communication
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Direct communication uses different media

■ Phone calls (call center - telemarketing)

■ Paper mail (e.g. catalogues)

■ Couponing (physical and digital)

■ Email (DEM: direct email marketing)

■ Social network direct messages

■ Newsletter
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Also called “Permission Marketing”

Anyone who wants to carry out direct communication must respect
the privacy regulations (GDPR), therefore it is necessary to:

1. ask for consent
1. for data processing and 

2. the permission of contacting the potential customer (lead)

2. allow people to withdraw their consent at any time.
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CRM and direct communication

It is extremely useful to ask for permission to contact potential buyers

Sending digital direct communication (DEM, newsletters) is almost 
free: you only have to pay for the content.
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The essential component is the contact database (e.g. 
HubSpot database)
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Thanks to digital it is possible to automate direct 
communication flows
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Content strategy
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Content strategy

To effectively manage owned media, we need to set up a content
strategy.
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Content Strategy

The content strategy focuses on 

the planning, creation, distribution
and governance of content

to be delivered on owned media

The goal of the content strategy is to 
create meaningful, consistent, 
engaging and sustainable content
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What kind of content?

Entertainment or educational
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Organization is crucial
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The editorial calendar

When creating content (especially for social media) it’s important to 
be organized

Branding & Digital Reputation
50

3’03’’

Stella Romagnoli | LM AI for Marketing & Communication



Editorial Calendar
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Quality content attracts potential customers

Interesting content attracts people 
who are willing to give their
personal data to be contacted.
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Inbound Marketing

Inbound marketing is the discipline that seeks to attract 
customers, instead of going out to look for themcustomers, instead of going out to look for them
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Gating Strategy

Requesting contact details before allowing access to content is
called

"gating strategy".

allowing
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But today, a good content strategy alone 
is not enough to get discovered
by AI-powered search engines.
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Content strategy in today’s AI-driven search environment

Today, AI-powered search tools like Google (AI 
Overviews, Gemini) or ChatGPT do not just cite 

your brand: they also make comments and 
judgments based on what they find online.
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And this is big: 85% of internet users use AI
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…Mainly to find information
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ChatGPT is the leader, reaching almost 35% of internet users
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Search activity is changing fast: 
in 1 year Gen AI search increased from 8% to 32%
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Content strategy in today’s AI-driven search environment

■ Search engines and AI tools look beyond your website. They 
analyze reviews, forum posts, social media, and online news to 
understand your reputation. 

■ This means your SEO strategy is not only about your site: it also 
depends on how your brand is mentioned across the web.
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Earned media and news are particularly important

Branding & Digital Reputation
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Where do Gemini, ChatGPT and the others get their 
content?

■ Training data: corpora collected before training, including Wikipedia, 
news, indexed websites and books

■ Real-time web search: ChatGPT Search, Gemini and Perplexity browse 
the web for recent queries

■ Structured databases: Wikidata, Google Knowledge Graph, schema.org

■ High-quality editorial sources: authoritative newspapers, institutions, 
official websites

■ Brand content: press releases, FAQs, product sheets, “About us” pages

■ Brands present on more authoritative sources are more likely to be cited
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Daily newspapers may be read less by 
“humans”… 

…but their digital editions are very 
important for AI algorithms.

They confirm the authority of brands

64
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What an AI model evaluates when it talks about a brand

An AI model tends to recommend brands that are:

■ clear: the positioning is easy to understand;

■ consistent: the information is the same on the website, listings, 
reviews, articles and marketplaces;

■ authoritative: the brand is cited by credible sources;

■ specific: the content answers concrete needs;

■ comparable: products, prices, features, limitations and use cases 
are made explicit;

■ up to date: recent information is accessible and verifiable.
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How to do GEO in practice
(a recap of concepts we have already seen)

■ Answer complete questions in the text: don’t rely on keywords only

■ Use the FAQ format: question + answer in 2-3 lines, understandable 
on its own

■ Include numerical data and cite the source: AI models extract and 
report them

■ Update regularly: models with web search reward fresh content

■ Use structured data (schema.org) to label articles, FAQs and profiles
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…So

To be recommended by AI, a brand must work on five levels:

1. Clear positioning: who we are, who we are useful for, how we are 
different (clear value proposition).

2. Useful and specific content: guides, comparisons, FAQs, Q&As, use 
cases, product limitations, selection criteria.

3. Structured data: complete product sheets, prices, availability, reviews, 
location, categories.

4. External authority: presence in reliable media, qualified reviews, 
comparison sites, studies, awards, partnerships.

5. Cross-platform consistency: the same information on the website, 
Google, social media, marketplaces, press kit, and Wikipedia/Wikidata 
when relevant.
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A smart content strategy will be 
increasingly important for brands.

An organic visibility strategy on the most 
credible media (e.g. daily newspapers) 

also remains essential.
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In my personal opinion, we will have to create 
content that is truly more and more interesting 

for its intended audience
(by researching the questions people actually 

ask)
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Break?
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Earned Media
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Earned media
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Earned Media: the media that we cannot buy

■ Word-of-mouth

■ Articles on media (newspapers, TV or radio programs) by journalists
or bloggers 

■ Organic social posts: on Facebook, X, Instagram, etc.

■ Comments and evaluations on e-commerce platforms

■ Reviews

■ Wikipedia
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Earned media
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Earned media are the 
most effective communication instruments.

Especially word-of-mouth.
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Why?
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Because we trust the source. 
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Why word of mouth works

Branding & Digital Reputation
78Stella Romagnoli | LM AI for Marketing & Communication

Why 2’47’’

Jonah Berger – On Viral Marketing - LinkedIn Learning



79

How can we earn favorable
publicity (“Earned Media”)?
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How can we “earn media”?

We may earn favorable publicity through:

1. A good relationship with the people (journalists, bloggers, 
influencers, etc.) who produce content regarding us (articles in the 
media, off and online) that reach our target. Companies use PR and 
Media Relations.
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Earned Media example
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How can we “earn media”?

2. A good reputation among customers, who support our brand by 
giving good reviews or recommending our products or services
through
! Word of mouth (offline)

! on social media or any Web 2.0 platform (including Amazon ...)
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UGC
User-generated content

User-generated content (UGC) is any content (text, videos, images, 
reviews, etc.) created by people, rather than brands.

It is perceived as more authentic and reliable than advertising.
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User-generated content is increasingly important
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Colleen Jones – Advanced content marketing – LinkedIn Learning 2020
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When we prepare a communication plan we
must always ask ourselves: 

how can we stimulate our promoters 
to create content for us?

87Stella Romagnoli | LM AI for Marketing & Communication
Branding & Digital Reputation



And how can we generate Word of Mouth?
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Jonah Berger – On Viral Marketing - LinkedIn Learning



What makes a communication "viral"? Why do people talk 
about something and share it?
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1. Social currency

"Social currency" is the way we want to 
be perceived. The things we say
(beyond what we do and own) define
our image towards others.

For example we tell a secret because
telling someone else something they
don't know makes us feel important
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1. Social currency

So the best way to get something shared is to make the person look 
good doing it.
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A good way is to provide shareable diplomas and awards
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1. Social currency: being “remarkable”
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The video: “Will It Blend?”
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The Volvo commercial
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110 million views
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2. Triggers

A trigger is an element that reminds us of something. We tend to talk 
about the things that come to our mind.
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2. Triggers

To create these triggers, associations of 
ideas must be fed:

We need to find an element that is able to 
stimulate the memory of our brand even
when we are not there.

– E.g. a popular song as the soundtrack 
of a commercial

– A branded gadget
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3. Emotions

When we care about something, we share it: the more we feel, the 
more we pass on information

Emotional content is 20% more likely to be shared.
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Emotions are crucial in the 
decision making process

(primal brain)
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3. Emotions

Emotions with a high arousal value (active emotions) are shared (e.g. 
anger, excitement, humor and inspiration); low-arousal emotions are 
not (e.g. sadness, calm)
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Humor is particularly effective in generating virality
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How to use memes
Link to the website

103Stella Romagnoli | LM AI for Marketing & Communication
Branding & Digital Reputation

https://napoleoncat.com/blog/trending-memes/?utm_source=chatgpt.com


4. Public

We use other people to understand how we should behave (social 
proof), especially when we are undecided. 

We do something because others do it.
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• If there is a queue, 
• we want to enter



4. Public

Success breeds success.

But we have to see what others are doing

To exploit this principle, it is necessary to make visible what others are 
doing: 

e.g. visible logos, distinctive colors, number of people who use the 
service ... etc.
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Leaderboards are an old-time classic to show success
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5. Practical value

Useful information. People also share information to help others.

A simple way is to propose lists (7 ways to…, the 10 secrets of…., etc.). 

Lists intrigue and suggest that the information is quick to consume.
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6. Stories

Try to tell stories, define the key concept and build a story around it
that demonstrates what we want to communicate
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The more we incorporate these ingredients into
our social media content, the more likely people 

will be to share it.
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To learn more you can download these PDF files 
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Ready to play?
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Project Work: owned media, 
content strategy and virality 

for 9Colonne
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Project Work: this week’s assignment

■ You already have your brand value proposition, buyer personas, customer journey and 
touchpoints. Now design the owned media and content strategy for your 9Colonne 
product. 

■ Your task is to communicate your product and create awareness for it with organic 
media, without paying.

■ Step 1 · Owned media audit: map 9Colonne’s owned media and, if needed, propose new ones 
for your project

■ Step 2 · Editorial strategy: plan content that people value and AI tools cite (slides 63-67)

■ Step 3 · UGC & virality: use the STEPPS framework to make content shareable and to stimulate 
user-generated content
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Step 1: which new owned media does your project need?

■ If 9Colonne’s current owned media are not enough for your product, propose new 
ones (e.g. a landing page, a vertical newsletter, a podcast, a messaging channel, a 
community, an event format).

■ For each proposal explain:
• which buyer persona it serves and at which phase of the customer journey

• why the existing owned media cannot do the job

• what content it will host and how often

• who manages it and who is allowed to post (governance)

• how it connects to paid and earned media
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Step 2: the editorial strategy

Plan the creation, distribution and governance of your content:

You have 3 tasks: 

1. Create a sample of your product (since it is editorial content) with an editorial 
calendar (periodicity, format, etc.)

2. Create an Owned media strategy to communicate your product (social media posts, 
UGC, content that will be found by AI, following the instructions, e.g. FAQ format on 
the 9Colonne website, case studies, original research and data, PR with journalists, 
etc.)

3. Earned Media: imagine a piece of content for your product that people will want to 
share.
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Step 2: create content that AI tools cite
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Design at least one piece of content for each type and say where it will be published.

Content type (slides 63-67) Why AI tools value it Your idea for your 9Colonne product

Step-by-step guides and FAQs
They answer real questions directly and are 
easy to extract

Technical documentation and tutorials Clear, structured and verifiable information

Original research and unique data First-hand information nobody else has

Case studies and benchmarks Concrete evidence and comparisons



Step 3: make it contagious with STEPPS
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For each principle, imagine a piece of content for your product that people will want to share.

Principle Guiding question Your content idea

Social currency
Does sharing it make people look smart, informed or “in the 
know”?

Triggers
Which everyday cue (moment, place, news) will remind people 
of it?

Emotions
Which high-arousal emotion does it spark (awe, excitement, 
humor, anger)?

Public How can people see that others are using or sharing it?

Practical value What useful tip, data or guide makes it worth passing on?

Stories Which story carries your brand message?



Step 3: stimulate user-generated content

■ How can we stimulate our promoters to create content for us?
• What do you ask users to create (photos, videos, reviews, testimonials, questions, data)?

• How: a clear call to action, a branded hashtag, a challenge or contest, shareable badges 
and awards (slide 92)

• Why will they do it? Link each mechanism to a STEPPS principle

• Reuse: how UGC returns to your owned media (with permission) and is amplified by PR 
and paid media

• Rules: consent and rights (GDPR), moderation, how to answer negative content

• KPIs: shares, mentions, UGC volume, sentiment, and what ChatGPT or Gemini say about 
your product
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Project Work: what to deliver

■ Owned media audit of 9Colonne (table) + proposal of new owned 
media

■ Editorial strategy: goals, tone of voice, content pillars, formats, 4-
week editorial calendar

■ At least 3 content prototypes (drafts, scripts or mock-ups): 1 
content designed to be cited by AI tools + 2 shareable contents built 
with STEPPS

■ UGC and virality plan with KPIs
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■ Branding Foundation – Drew Boyd – Lynda.com

■ Customer Experience: Journey Mapping – Jeannie 
Walters – Lynda.com

■ The New Marketing – Cheryl and Mark Burgess, Sage 
2020

■ Rajeev Batra & Kevin Lane Keller - Integrating
Marketing Communications: New Findings, New 
Lessons, and New Ideas - Journal of Marketing: Vol. 
80 (November 2016), 122–145

■ Patrick Renvoise – The Persuasion Code: the 
Neuroscience of Sales, LinkedIn Learning 2020

■ Brad Batesole – Digital Marketing Foundation –
LinkedIn Learning 2021

■ Colleen Jones – Advanced content marketing –
LinkedIn Learning 2020

■ Jonah Berger – Contagious: Why Things Catch On, 
Simon & Schuster 2013

■ Jonah Berger – On Viral Marketing – LinkedIn 
Learning




