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The role of paid 
digital media

Each of the main general social media channels has a “paid” promotional model that’s 
been developed (some further than others). 
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As examples, LinkedIn has a number of commercial 
promotional routes, including but not limited to InMail email 
advertising, standard targeted advertising and a sponsored 
content marketplace. Facebook has an increasingly 
commercial model and Twitter is finally starting to realise 
its commercial capability. YouTube has a paid guaranteed 
engagement video model as well as other routes. 

Many of these commercial 
promotional routes give 
the marketer the ability to 
scale a company, content 
or product message 
exponentially to a broader 
audience than that which 
it has access to via their 
own connections on their 
owned social channels or 
as part of their network. 
They also give access to 
a greater audience than 
those that have searched 
for and found content 
organically or are sent via a 
share. Thus the commercial 
“paid” route to utilising 
social media should be 
viewed very differently to 
that which can be accessed 
via “owned” and “earned” 
social media. 



Broader paid digital media includes online 
publishers and advertising technology 
providers who give us the ability to target, 
buy or access audiences in increasingly 
sophisticated ways through a paid 
commercial advertising/messaging route. 

Media Planning

Insight | The role of paid media

4



Insight | The role of paid media

5

There are far too 
many example 
models to 
mention in this 
piece but each 
has a unique 
way of reaching 
an audience, 
displaying 
promotional 
messaging and 
engaging with 
their audience 
in a manner 
that cannot be 
achieved through 
another route. 

Paid media gives us the ability 
to both target those we are 
not already connected with 
(or can reach through a share, 
search, connection, group or 

comment) and exponentially 
scale messaging. This may 
sound like an obvious point 
but it’s in the context of an 
over prominent usage of 
general social media for the 
distribution of messaging that 
this needs to be compared. 

For a technology buyer who 
is researching information 
to aid their decision making 
for a product purchase, the 
role of an independent media 
owner/publisher is vital, as has 
already been demonstrated 

earlier in this piece. These 
media owners exist in the 
main nowadays because of 
the advertising revenue they 
derive from commercialising 
their owned properties and 
the value of the connections 
they have with their audiences. 
They play a huge part in 
populating the organically 
found content on search 
engines and are destinations 
that B2B IT audiences trust 
and important sources of 
independent content to help 
them do their job.



Conclusions
Certain routes for reaching audiences can only 
be achieved through paid media and therefore 
it compliments your efforts deployed in other 
channels. 

Paid syndication plays an important role in organic 
search and also in establishing thought leadership 
for being a trusted source. It warrants careful 
consideration in your content distribution strategy.

www.pulsecomms.com 
info@pulsecomms.com 
Tel: +44 (0) 203 405 3188

24 St John Street,  
Clerkenwell,  
London, EC1M 4AY  
United Kingdom

pulsecomms

company/pulse-comms

PulseTechAgency

Contact Connect

Pulse is a digitally led international media and content marketing agency dedicated entirely to servicing technology 
based companies. Through a clever mix of media buying, effective content marketing management and the latest 
digital techniques we make sure you optimise your presence in the market so your potential customers find you.


