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Content is queen
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What is NATIVE CONTENT?

A piece of content that has been commissioned or paid by a brand.  
Also known as branded content or sponsored content. It includes print 

magazines, websites, podcasts, and television programs. 

It is not traditional advertising. It’s paid storytelling.
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why it matters

Excellent paid storytelling creates trust while building brand interest  
and education. It’s a supplement to traditional print and web ads. 

So what’s that look like in practice?
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Netflix + new YORK times

In 2014, Netflix and The New York Times collaborated on an in-depth, interactive 
online paid post on women inmates—and how the U.S. prison system’s dated policies 
and programs affect them. The goal: Educate readers while building natural interest 
female inmates and, subsequently, the second season of “Orange is the New Black.” 
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Digital brands move to print

In Spring 2019, digital dating app Bumble launched a print magazine. The goal: Offer 
stories and advice about dating, careers, and friendship to Bumble’s 50 million users. 
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Higher conversion rates

A 2018 branded content report by Pressboard Media found that sponsored 
content drove average conversion rates of 1.89%. That’s 31x the average 

click-through rate for U.S. display advertising across all industries. 
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Stronger brand recall

Brand recall is 59% higher for branded content than other digital ads, 
according to a IPG Media Lab-led study. 
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Shifting budgets

Native advertising is expected to exceed $402 billion by 2025,  
according to native advertising firm AdYouLike. 
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Journalism > social 

Only 36% people trust Facebook and Twitter, while 79% of respondents 
trust premium news sites for honest, detailed coverage.
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The New norm

A survey by USC Annenberg Center for Public Relations found that 75%  
of campaigns include branded content.
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Brand stories > commercials

Approximately 62% of viewers react more positively to branded video 
content than regular 30-second commercials. Tell happy stories.  

Happy stories lead to happy people who like to spend money.
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Like a brand? 2x the spend

Emotional connection wins. Users who feel a connection to a brand spend 
2x as much money as those who don’t, according to a study  

by Capgemini’s Digital Transformation Institute.
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What’s that tell us?

Creative, insightful storytelling  wins. People want powerful stories driven 
by human experiences and facts. They don’t want re-written press releases. 

What’s that look like at Catapult? Let’s walk through three  
case studies from outside the equine industry.
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MerrEll magic

In 2017, we launched Merrell Magic, a nationwide event series  
in collaboration with BACKPACKER  magazine to surprise unsuspecting 

hikers, thru-hikers, campers and trail crews with trail magic.  
The goal: Gift trail magic back to the hiking community.
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june

S O C I A L

P R I N T

W E B

C U S T O M  E M A I L

july

S O C I A L

V I D E O

W E B

C U S T O M  E M A I L

aug.

S O C I A L

W E B

C U S T O M  E M A I L

MerrELl magic

Sept.

S O C I A L

W E B

C U S T O M  E M A I L
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June 2018

P R I N T

Editor’s Letter  
Dennis Lewon, editor of 

BACKPACKER, announced 
Merrell Magic to his readers in 

the June 2018 issue. 
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July 2018

Mt. Rainier 
Filmed, created, and 

promoted 20 videos via 
Facebook, Twitter, Instagram, 
and Merrell and Backpacker’s 

websites. Videos captured 
Merrell Magic moments, from 

surprise pizza parties to a 
single mom of five being gifted 

camping gear. 

V I D E O
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August 2018

Making Magic on Wheeler 
Beach 

A custom email direct to 
BACKPACKER’s audience that 
told a powerful, positive story 
about Merrell giving back to 

the trail community.

C U S T O M  E M A I L
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September 2018

Facebook 
Promoted articles and videos 

via Facebook so target 
consumers could learn—and 

be inspired by—Merrell Magic.

S O C I A L
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Bight gear 

In 2018, legendary alpine guide Peter Whittaker came to Catapult with  
a single request: make the relaunch of his mountaineering apparel brand  

a raging success. We answered the call with a multi-channel campaign  
that included native print articles in BACKPACKER and Climbing.
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Bight gear

P R I N T

Bight Gear’s 100K Promise 
We created an annotated 

photograph that mixed humor 
with technical, cool facts. 

Example: Male guides openly 
jealous of women’s stretch 

waist brands.

LEGENDARY ALPINE GUIDE PETER WHITTAKER’S 
NEW BRAND IS SETTING AN UNPRECEDENTED 
STANDARD FOR QUALITY. EVERY PROTOTYPE 
MUST SURVIVE 100,000 FEET OF VERTICAL 
TESTING BY GUIDES LIKE JESS MATTHEWS.

BIGHT 
GEAR'S 
100K 
PROMISE

1 0 0 K  P R O M I S E

A DV E R T I S E M E N T  |  2 0 1 8

➔JESS MATTHEWS, 35, has 
bagged 32 Rainier summits 
since 2014. She’s poured blood 
and sweat into her job. Literally. 
Repetitive motions—like pulling a 
60-pound sled up to 13,000 feet 
on Denali—can create raw sores 
where you have poorly placed 
seams. “At high altitude, you don’t 
heal,” she says. “I had to live with 
that injury for weeks.” That’s why 
she’s thrilled to be a designer 
under Whittaker’s new brand, 
Bight Gear, a line of clothing for 
mountaineers, by mountaineers. 

Whittaker and his crew of 60 
RMI guides spend a combined 
10,000 days a year at or above 
treeline and directly contribute 
their end-user experience. “We’re 
the testers and the designers,” she 
says. “We’re not just providing a 
page of notes aft er one trip. Peter 
translates our feedback into the 
fi nal designs, so it’s built right.”

WWW.BIGHTGEAR.COM

Urged Whittaker to add a yoga 
pant-inspired waistband to Moraine 

Pant. Male guides openly jealous.

Like a firefighter, she sleeps in her pants so 
she can roll out of bed for summit pushes.

Post-expedition ritual: copious 
amounts of beer (any kind) and 

pizza (with extra meat).

Creaks from 12 years of 
competitive volleyball.

Leg pressed 300 lbs. 
125 times at Penn State.

Drop-tail hem provides 
no-gap coverage.

Extra-long cuffs (with 
thumbholes) block UV rays.

That’s a bight. It’s a bend in the rope.

Zero bulky snaps or raised seams 
reduces chafing at altitude. 
Say goodbye to open sores.
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Castor river farms

The best-tasting rice in the world is farmed in Missouri.  
That’s why we worked with Castor River Farms, a third-generation  

family farm, to create a two-page sponsored story on his agroecological 
farming practices for Clean Eating and Better Nutrition.
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Castor river farms

P R I N T

Castor River Farm 
Third-generation Missouri 
farmer Johnny Hunter is a 
leader In agroecological 

practices. The sidebar details 
why in a fun, readable way.

JOHNNY HUNTER’S RICE 
FIELDS HUM WITH BEES . 
Here  in  t he  Miss our i  b o ot he el ,  de er 
herds ,  raco ons ,  ow ls  and haw ks 
t hr ive  on t he  t h ird-generat ion 
far mer’s  2 ,200  acres  of  b lende d cover 
crops ,  p op cor n,  and long-g rain  r ice . 

“In  t he  spr ing,  w hen t he  cover 
crops  blo om out ,  t he  b e es  come 
b ack ,”  he  s ays .  “ The  crops  are  l i ke  a 
homing b e acon.  The y  just  f ind  us .”

The  mushro oming wi ld l i fe 
p opu l at ion ke eps  Hunter’s  crops 
he a lt hy—and e l iminates 
t he  ne e d  for  mass-
pro duce d prac t ices 
l i ke  p est ic ides , 
f ung ic ides ,  t i l l age, 
and t radit iona l  r ice 
f lo o ding.  The  resu lt : 
His  h ig h ly  aerobic 
s oi l  g rows  1 .5  mi l l ion 
p ounds  of  nut r it ious 
w hite  and brown r ice  t hat 
h is  fami ly  mi l l s  on  t heir  far m e ach 
ye ar.  His  c ustomers  prais e  i t  for  i t s 
consistent ly  long,  t h in  g rains  and 
s l ig ht ly  butter y  t aste .

That  consistenc y  i s  ne arly 
un he ard  of  among maj or  r ice 
pro ducers .  Tradit iona l  far ming 
met ho ds  c an  cre ate  f luc tu at ing 
f l avor  and,  more  wor r is ome,  h ig her 
amounts  of  ars enic  and ot her 
har mf u l  chemic a ls .

The  publ ic’s  g rowing  demand 
for  fo o d t hat  i s  he a lt hy 
for  t he ir  fami l ies  and 
t he  pl anet  has  cre ate d 
a  watershe d moment  in 
Amer ic an ag r ic u lture, 
one  t hat’s  l e d  to  t he 
bir t h  of  t he  g lob a l 
ag ro e colog y  movement . 
Here  in  t he  r ura l  Midwest , 
Hunter  i s  t he  le ader  of 

>>

>>

t h is  movement ,  w hich  i s  typi f ie d 
by  sma l l - far m prac t ices  t hat 
pr ior it izes  s oi l  he a lt h  over  mass 
pro duc t ion.  One s ig n  of  Hunter’s 
success :  His  de vot ion to  e colog ic a l -
dr iven prac t ices ,  couple d  wit h  his 
g randfat her  and fat her’s  hard  work 
c le ar ing  and i r r igat ing  t he  l and,  has 
broug ht  mi l l ions  of  e ar t hwor ms (a 
ke y  indic ator  sp e cies)  b ack  to  C a stor 
R i ver  Far ms . 

In  2012,  Hunter  t rade d in  his 
g randfat her’s  ploug h for  a  blend 

of  cover  crops ,  f rom cere a l 
r ye  to  cr ims on clover, 

to  suppress  we e ds , 
re duce  s oi l  eros ion, 

and natura l ly  inf us e 
t he  g round wit h 
nit rogen.  The  shi f t , 

couple d  wit h  l i ke-
minde d e colog ic a l 

prac t ices  l i ke  rot at iona l 
c att le  g raz ing,  a  zero-

tolerance  p est ic ide  p ol ic y,  and 
pre c is ion-p oint  i r r igat ion,  ushere d 
in  a  ne w era :  One  w here  his  far m 
works  wit h  nature.  Not  in  spite  of  i t .

“ There’s  more  biolog y  in  a 
t ablesp o on of  he a lt hy  s oi l  t han t here 
are  p e ople  on  t his  pl anet ,”  Hunter 
s ays .  “S oi l  he a lt h  i s  a  j our ne y,  not 
a  dest inat ion.  My l and i s  l i ke  a  f ine 
wine.  It  ke eps  gett ing  b etter  wit h 
t ime.”  

Amer ic a’s  obs ess ion wit h  mass  fo o d pro duc t ion i s  over.  To d ay’s  ag r ic u ltura l  hero es 
are  far mers  l i ke  Johnny Hunter  I I ,  w ho i s  d itching  p est ic ides  and f ung ic ides  for 

radic a l  far ming  prac t ices  t hat  work  wit h  Mot her  Nature.  Not  against  her.

There’s  more 
biolog y in a 

tablespoon of 
healthy soi l 
than there 

are  people  on 
thi s  planet .

why this rice?
Your family’s next rice dish will 
be healthier—and better for 
the planet—thanks to Hunter’s 
agroecological practices, 
which have set off a cascade of 
changes on his Missouri farm.

LESS WATER 
Smarter irrigation has 
reduced Hunter’s water 
consumption by nearly a third.

MORE EARTHWORMS 
The legumes that cover 
his fields naturally fixate nitrogen 
and promote bacteria and fungi 
that earthworms thrive off. They 
annually generate tons of casts 
per acre that have increased 
worm populations by 100 times 
while dramatically improving his 
farm’s topsoil.

HEALTHIER WILDLIFE 
Deer, birds, and raccoons 
benefit from reduced levels of 
pesticide and insecticide usage. 

MORE BEES 
“My fields never hummed 
before,” says Hunter. “Now they 
do, thanks to healthier returning 
hives.” Plus, more bees mean 
better pollination for all crops.

LESS ARSENIC 
Southeast Missouri State 
University research shows that 
rice watered with precision-point 
irrigation contains significantly 
lower levels of arsenic than those 
grown in flooded fields.

FOR MORE INFORMATION,  VISIT 
CASTORRIVERFARMS.COM 

ADVERTISEMENT

Rice So Good
You Can Taste It.
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Your turn

Congratulations: You’re just been hired to work at a new creative agency. 
You just landed a huge, new client to boot. Way to hustle!
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HorseraDe sports drink

Introducing Horserade, a new sports drink for horses. 

It’s the most scientifically researched and game-tested way for horses to replace 
electrolytes lost in sweat. Variety pack includes Carrot, Hay, and Oat flavors.
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HorseraDe target customer

Horserade is new to the U.S. market. The client wants to increase  
brand awareness among horse owners and be the drink of choice. 

Horserade is designed for daily, safe use thanks to its proprietary formula. 
No more guessing whether forages, commercial feeds, or mineralized  

salt blocks are enough after a long, sweaty workout. 

  
Their ideal owner is a 30–50-year-old female with two horses  
and a household income of $110K. She casually competes. 

Oh yeah and the CEO wants to help raise up the next generation of riders. 
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$100K campaign

Horserade wants to launch a multi-channel campaign for 2020—one 
anchored with a feel-good story—that educates and builds brand loyalty 

with their target demographic. 

How will you spend their $100K?
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What’s the story?

Give me goosebumps. 
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Buckets to consider

Social Media 
Influencers 

Email Marketing 
Lead Generation 

Advertorial 
Video 

Native Stories 
Event Activation 
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Social media

Facebook, Instagram, LinkedIn, Twitter, Snapchat, Pinterest, YouTube.  
What channels will you use? In what ratio? 

How often will you use them? 

What language/tone do you want to use? 

What’s your boost budget? 

What’s your boost demographic? 
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Influencers

Who are your target influencers and what are their most  
successful platforms?  

What is the ask? How many posts per month?  

What’s their messaging? 

What is the cost per post? 

What is the CTA? 
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Email marketing

Who is your target audience? What riding disciplines? 

What channels? 

How many per month? 

What are the stories? 

What’s the CTA? 
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Lead generation

Who is your target audience? What riding disciplines?  

Who are your media partners? 

How many per year? And where? 

What’s the service you’re providing to readers? 

How will you leverage the leads generated? 
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Advertorials

Who is your target audience? What riding disciplines?  

Who are your media partners? 

How many per year? And where? 

What are your stories? 

What’s the length of the story? 

What’s the budget? 
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Video

What stories do you want to tell? 

Who are the stars of the video? Both human and equine. 

Target length? (Think: 30-sec, 90-sec, 5m, 15m) 

What’s your budget? 

What’s your goal? 

How will you distribute them? 
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Native stories

Who are the stories of the video? Both human and equine. 

Where do you want to tell them? What media partners? 

What’s your budget? 

What’s your goal? 

How will you promote them? 
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Event activation

What event(s)? 

Where/When? 

What’s your budget? 

Why will people want to attend? 

What does success look like? 
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Pitchfest

Volunteers, share your plan with the group. 
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Thank you 
very much.
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Sign up for our newsletter


