HEARST Story Studio

Creating content that informs, educates & engages.
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HEARST
Story Studio

The Story Studio’s team of researchers, writers and
graphic designers develops custom editorial covering
a wide range of topics. With world class technology,
we deliver your story to a targeted audience to achieve
three key goals:

1. To provide informative and educational content that
will encourage engagement.

2. To provide our marketing partners with a platform
to tell their story in unique and creative ways that
will build credibility and brand awareness.

3. By creating content that resonates, the Story Studio
maximizes reach by encouraging readers to interact
with and share the content across their social
channels.

Our writers work with associations and trade groups,
thought leaders, and subject matter experts while
maintaining a focused eye on developing a branded
story for your business that builds connections.

The Story Studio will design your content to appeal
to a reader’s interests while meeting your unique
communication needs.

With a full Social Media integration strategy, gaming,
video and other engagement tools, your branded
content will be delivered to readers in formats that will
create an experience readers will remember.
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Any effort to Influence
an audience begins
with awareness. Today,
with an increasingly
knowledgeable
consumer base,
awareness is bolstered
by information and
education.
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Social Media Strategy

Telling a story can

be the first step in
developing an ongoing
dialogue with your
target audience.

Aligning a social media
strategy with compelling
content maximizes
brand reach and
engagement.

March 2015

Sponsor
Napa Jazz

Finding the Right Audience
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Napa Valley art, wine, food converge
during Arts in April
ivgses ou
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The view from Artesa Winery in Napa, CA.

apa Valley explodes with color in the spring. not only from the blooming wildflowers and
surstard plants, but abio § ks of works of display during Napa Valley Arts
n April. a comnty-wide cebeb: if visual art. The h-long event fratures a full calendar
of festive shaws, a diverse range of exhshits and informative discussions, Throughout the

moath. each region receives s time in the spotlight. beginning with Napa and American
Camyon and continuing throagh Youstville, St. Helena and Calistoga.

Arts in April kicks off on April 2 with Napa Valley Collects, held at the Napa Valley Museum in Yountville. The
hy works from as Andy Warbol. Remsbrandt and Andy Goldswarthy,
culled from bocal pravate collections.

The Engage Art Festival. the cultural showrase's grand finale, merges

the region’s finest paintings, photograpky, sculpture and other meediums Follow Legendary Napa

with the boutique wines and calinary masterpieces that Napa Valley is hlu ﬂmi& media

kenow, for. Held April 25 a

Engage An Fair features the £ 3

where sttendees only see th FO"W I'.'E.ndar.‘l' NﬂPﬂ
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A Partnership Between Two of the
Biggest French Names
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0 ultra-glamorous collaboration celebrating the bove story between fashion and interior de

Roche Hobeots, a kadet in Earopean high-end furniture, has abways been in a das 5 ¢

Knawn lae s high qualdy, Entopean know-haw, and customazation, each furnitre piece s barn
of a close collaboration between the brand, designers, and manufacturers, many of which can be

custamized ta specifically ssit yoer necds. Much like the fashion industry. the company lsunches twa fernéture and

accessones collections each yvear, mobilizing the creativity of dozens of iternational designers, artisans and

Furopean manufacterers

1 blisr the lines between intencr dessgn and fa
o061, The callaboration began with Gaultser reva
the early ‘508 a5 well as re-dressing 7. mOosT Konic P

n. and the partnership with Jean Paul
of his own farniture designs &
b Jong Mod: sofa. The Ben Har

e the designer’s own design from the early ‘gos.

Gaultier is no

armchair and beather chest of drawers that amalate sait

Given the success of the first collection, the brand has
then, the designer has re-dressed the Mah Jong with

ereate new tabrics and pieces Since

agned exclusively for R

“As | am a fashson designer, | did what | know how b
my agnatercs: the navy stripe, the tattoo, the corsetry, [

0 Arcoell. near Paris.
" hoth designer and stylist,

Jean Paul Gaultier was born an 4
Nicknamed “the entant te

ake p convent pes, and play with opposs

t designer, he reinve er, send a quiver through |
2gn cutfits for she

“dresses” costemporary furné s sopbisticated and mnique vision and

e stars, imagines fragrances, creates of

ervativity, 0t al spirit, and bis charm have all made bim 2
The Partnership

A collaboration that is  reflection of the stro
and Intericr Design: creatively. sesthetic

relationship between Fashion

< and energy are the loundatian of bath disciplines, as are
expertise and attention to detail A collection that illustrates the creative and onginal imagination of the Freach

fashiion designer, combined with Fox i expertise.

For more information, call 203-330-6238.

Or, email advertise@nearstct.com

In the information
age, introducing a
brand, product or
service begins with
telling a story that the
right audience will be
interested to read.

Delivering relevant
content to readers who
demonstrate interests,
or show intent improves
engagement and,
ultimately, drives real
awareness.

May 2015

Sponsor
Roche Bobois Paris

HEARST
Story Studio




Not all content is
created equal. In
addition to being
informative, the

best content is fun,
instructional, timely and
provides readers an
opportunity to engage.

Taking advantage of a
news platform to deliver
lists and photo galleries
drives interaction and
brand retention.

May 2015

Sponsor
The Pollen Mill

FresmedBy: POLLEN

5 things to know before you decide to DIY
your wedding flowers

By 5P Gt o My 08, 2018 462 P
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For more information, call 203-330-6238.
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Your Honda Story Could Be in Honda
NorCal’s Next Short Film
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~ _Share your Honda story.
Star in‘our campaign.

IAGE 1 OF § | MOWDA NORCAL

T Ioe Northern California Honda Dealers Advertising Asoriation is giving Honda owners an

Your Honda "special moments” can include almost amything where a Handa velicle has played a

special rale in your life, like:

* Gaing to college

+ Diriving you to the Bospital for the birth of a child

* Your first vehicle owned as a married couple

* Amemorable road trip taken in 2 Honda

= A Honds that's been in the family for generations

* ARy upiqee modsfhoations datee b a Honda that drsplay your personality
* Why you chose Honda over another car brand

The key is to tell your story the best way you can. Be emotional, factual, exciting, entertaining.. whatever works best

for you

Pacific Standard

5, andd should i
vehicle. Win s bured in Honda's 2

e awteer ) amd the

I you're selected a8 a winner your story will be re-imagined as 4 short film in Honda's #NorCalGetslt canpaign. A
ligthe tip._be more to read the rules before you emter 1o make sure you do everything possible 1o chosen. And, dant
fufget to Fallow NarCal Honda Dealers oa Facebosk i

Spsed by (1 i

Or, email advertise@nearstct.com

Social Media has
become an important
marketing tool because
consumers want to
engage with brands.

By creating content
that encourages
participation you build
brand ambassadors
that want to be a part
of, and help tell

your story.

January 2015

Sponsor
Honda Dealer’s
Association

HEARST
Story Studio
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Branding & Presentation

In a competitive
landscape brand image
and presentation can
make one company
stand out against the
rest.

Branded content

tells the story of your
business in a way that
establishes your brand
as the market leader.

January 2015

Sponsor
Sotheby’s
International Realty

rresmtny: gy | Sothebys [,

Bill Bullock and Lydia Sarkissian present
four Marin luxury estates for sale

By S Gats on March W, 2015 219 PM
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11 Circle Drive — Ross, CA

AGE 1 CF &) | 1) CRELE DAIVE MOSE

irca 1926, gabed Ross compouind with grand residence of Freach Nommaady statere, paved cireular
drive, and approximately 2 actes of lange kevel liwns and gardens. terraces. patios and sparkling
posal and spa. In the main residence, stunnirg sunlit kitchen, batler's pantry, brealdast room and
adpacent tamily room, majestic hving room with carved balcony, palatial dining room with
adgacent terrace, and beautifel master sute with fireplace, stuneing bath and spiral staircase to
he chy with full bath. Siy [ inchading the master suite, on the upper berels, Gym and
baskethall cowrt, theater, private pool and spa. cabana, ebevator, five enclosed garages and two separate sutdoor
kitchen and BBO) areas with bar, built-mn seating and fireplaces. Six bedrooms, seven and one half baths in the main
residence, separate two-story guest quarters with kitchen, fireplace and sunny patio, separate one-bedreom garge
apartment and separate stisdio, in the heart of Ross.

For muofe information, visat the otfical ste, email |
call at 1£15) 384-4000.

or call at (415) 537-7720; email Bill Bullock or

Click bere o read more abaout 11 Circle Drive.

1 CHIf Road - Balveders, CA

For more information, call 203-330-6238.
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Where to Find the Best Beaches in Fort
Myers & Sanibel

By The Beaches of Fort Myers & Sanibel on 5282015 12:48 AM

P PLaces 10 Lo murd ave sonh & WeATR uf SaBdy oot lise, ach uf 18 undistirbed by man. Add a subtropecal
climate and warm Gult waters and everyone's fantay land vacation becomes reabty. Famibes with kids find soft
sand that's perfect for sandcasties, snd several beaches with playgrounds nearby. Couples find solitude and
sechaded sumsets. Thuse wheo like b stay active find volleyball, shelling, cycling, kavaking and paddle boarding.
Eapoy yumr bavorite beach pastime on cur shores

Also, check out the video abave for an all mchasive look at some of ur best beaches. Dnve i’

True Beach Getaways!

with snly your koved omes 1o keep you company on this isslated and ramantic besch, Farther south on
youll find good shelling and the county’s only off-leash dog beach. Or wland hop by baat to the bridgriess

and & more evclusive selection of shells. For the kess sa-warthy, e s 8 mevwsashle by road (84
canseway toll) on Gaspanila lskand along with five beaches facing the Gulf of Mevion

You alsa don’t want to miss the mast frequently photographed vista of Sanibel Istand
The bighthowse has heen 2 landmark ance 1384 when the entire iland was a nature preserve. For 3 pristine and

Feasm to streteh out and duscover you own spot for swimming. shelling. windsarfing or sailing. Or enpoy the pecnic

With so many mlands, finding vour perfect beach i casy Rade the traley or walll the boardwalks over tidal lagoons
to k t « am isolated nibbon of beach sharted by fledghng sea aats. The rest of the world drifts away

islands of North Captiva and : Remmote and sparsely populsted. voul find wide—open besches

quiet beach, check out . Located mid-iskand on Sanibel off Sainbel-Captra Road. There is plenty of

Or, email advertise@nearstct.com

Video

Video is the most
impactful way to
augment your story.

The Story Studio
provides full video
production to engage
your audience and
compliment your story.

December 2014

Sponsor
PayPal x Munchery

HEARST
Story Studio




10

Your Story Needs to Be Seen!
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Over 300 million readers

The Story Studio’s
team of researchers,
writers and graphic
designers develops
custom editorial
covering a wide range
of topics.

access Hearst content
every month on sites like:
CTpost.com

A Drive-through Summer

“Twenty years from now you will
be M):':eppoinlad byy?:e
things you didn’t do than by the
ones you did do,” Mark Twain
once mused. “So throw off the

News-Times.com

harbor. Catch the trade winds in
your sails. Explane. Dream.

StamfordAdvocate.com

list™ of 10 of New England's

must-visit destinations

s sumar 11D
Spansoned By A Futed
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TheHour.com

Greenwich Time.com

By making your story part of the editorial experience,
The Story Studio creates powerful brand
engagement with readers.

HEARST
Story Studio

For more information, call 203-330-6238. Or, email advertise@nearstct.com




For more information, call 203-330-6238
or, email advertise@nhearstct.com




