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CASE STUDY

COMEDY CENTRALS MARKETING STRATEGY IS

Engaging an audience that takes humor seriously requires an approach
that’s at the same time quick-witted and pervasive.
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By Elyse Dupné
here are many ways wo descaribe
Walter Levite. A quick look at his
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it's about affinities, not
demographics, M'kay?

Twitter profile will eell youchae bes VAP build- Millennial males do't just want
ﬁaHﬂLﬂbﬂgﬂhﬁ:&iﬁ ingabﬁnd:_a .ﬁmrﬂingmaﬂ.]gﬂ’mfwk'rn:
cally, his brief bio says thar cheres abo  Orand that lives,  anick oo s Gomedy Central-com-
wtﬁh}ug?hatlmm‘smhm:ﬁlm breaﬂ'les,ard missioned research srud}r L] nl’

¥ job is o recognize the fonmy, mot gusb d }ul.ﬂg;;msum‘padndlhmmm

0 be the funny, necessarily,” Levitt smys. eyon SEfISE humor was “orucial” w
Levin joined Comedy Ceneral in spring  the television their selfdefinition. Yet this groug
201 with two goals in mind for his fimt - is no longer the only segment chat
year: don't mess amything up; and cominne shows that it Comedy Ceneral porsues. Insead
to evalve Comedy Cenural from aidevision — r@presents. of simply tzrgesing based oa demo-
"We‘rem:n{' lennching relevision 20N Steele reach . mmhm'?spezl?:;

Jum Comedy Central Broups

shows amymore.” adds Don Seeele, SVE of
fan enpagemens and mukiplsform marketing for Comedy
Ceneral “[Our] television shows are franchises. . with digi-
el experiences, eours, and merchandise, and it's 3 365-day-
ayear life of these franchises. We're no longer hoping char
someone gets w0 someshing e 10:30 on 2 Toesday night.
We're building a brand: a brand the Eves, breashes, and
goes beyond the welevision shows that & represenes™

The goal of Comedy Central's brand evolrion is w0 be
availzhle anywhere and everywhere that its core ostom-
ers, males 18 wo 34 years ald, are looking for 2 langh, Lev-
itt says. But this anywhere/everywhere objective seems
to be less of a2 mission satement and more of 2 direce
order From conswmers.

Take the 2014 “Digital Democracy Survey™ by Deloitte's
Technology, Media, and Telecommunicarions practice,
for instance. Fifty-three percent of the time *leading mil
lennials™ (25 w0 30 year olds) spend wasching movies and
TV shows is via actuzl eelevisions. “Trailing millennials”
(14 eo 24 years old) devoer 44% of their TV time o doing
the mme. However, leading millennials also spend nearly
2 quareer (2%} of their ime viewing shows and movies
on their compueers, and this Agure jumps to 2lmost one
chird (32%) fir trailing millennizls. Furher, millennials
ofien mulkitask while wacching TV, Some of the most
pu;nhrmwrhmuaﬂmgauihﬂimgm&uﬂhm
E2ge in, , are browsing and surfing the Web
(52 and 51%), wexxing (51%, 41%), using social networks
(48%, 48%), and reading email (35%, J9%).
monexired pan of Gomedy Ceneral’s business, markesers
for the brand know that &s tanges audience is booking for
comeene in ocher channels. This requires Comedy Central
w0 produoce what Seeele refiers e0 25 content experiences:
comene that works on che righe pladforms, ae the right
imes, 2nd acknowledges users’ behaviors. And while the
handkaﬂﬂ:uugminghughﬁ,maﬂngmm
ences is serions business.
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finities, Seeebe explained ar the Ex-
perian Marketing Services” 2004 Client Summit in Las
‘Viegas this past July.

Tapping into walenes’ fan bases is 2 powerful way e reach
new andiences thar have a shared affinity. For insance, las
year Comedy Central aired the Roed o fomer Frone—a one-
nighe show dedicaved to poking fun a: the acor. Comedy
Cemeral knew that Franco would resonate with millennial
males who recognized bim from movies Bke Ther I the Fad
and Phreggile Fypres, Steele said at the Sommi. What the
brand dido't expec: was to fnd 2n eneirely separate crowd
of Frano fanatics: millennial women who koow Franom
from his role oo the soap oper (Gemers Hepoind. Comedy
Cemeral uses SocialGuide, 3 MNielsen nal that monitors TV
viewers” socal conversasions and follower count, e nmoover
new affinity groups, Soeele laver told Damt Marketmy Newor.
Idemeifying these enchusiass allows Comedy Ceneral o
shepherd new consamers inwo s franchises and ukimseely,
grow its brand.

Facehook and Twitter ad prodoos are paniolardy use-
ful in finding people with afinities for specific celebriies,
Sueele mys. But ealent isn't the only way that Comedy Cen-
eral finds fans. Geography can also be a key data point.
For insance, Derek Waters is the creator of Comedy Cen-
eralls program Dk Hedory, 8 show featuring “liquared-up
narraeions” of significant hisorical events and people. Bt
he's also a Balimare native. 50, noe only does Comedy
Cientral aim o reach Waters’ fns, but it also targets peo-
ple living 2nd working in Baliimore, Seeele says. Comedy
Cientral even pois up billboards in places where i flmed
Dirunk Hisory episodes, Seeele adds, regardless of whether
theyre in cities where the brand would traditionally ad-
Vertise.

Comedy Ceneral also relies on email and display w
reach affinity andiences. For example, in addition wo sign-
ing up for Comedy Central's master email, Bns can opt w0
Fom Séewoari ar The Colbert Beport. “We have incredibly high
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open rates, for example, for The Dady Shoee” Levite says, l_LI U Levitt, is its permission to push boundaries and
“because people who ope in to that email are chviously get people’s acention. Consider Comedy Ceneral's
hogely loyal fans.... If they missed las night’s episode, We're able to “Finger Blasters™ food truck-a vehicle that served
they want to know exactly what they missed " & finger-shaped chicken tenders—based on a parody
Bot Comedy Central wams aoff of its master email doep|cwows ad from Jrside Amy Schumer.

accoune subscribers to have relevant experiences. To thatpmabw “We're able to do epic wows that probebly most
achieve this, it links cookies to its customers’ email ad- ocher brands couldn® gee away with,” he says.
dresses, Levitt explains. So, if Comedy Central dees  IMOSt Other

that users are spendinga loe oftime onthe Tuh Obbz he  hrands couldn’t Content that’s in sync with

says, it may email them or show them display ads shou % consumers? Nooice!

the new season of Tash.0. getawayw'th- But if Comedy Central wants consumers to engage
Of course, once its cuseomers develop an affiny for one with its content experiences, then it peeds to make
show, it's Comedy Central's aim o coax them inwo oving ~ Walter Levitt those experiences valuable and accessible. So, in-
another. Levet says tha: Comedy Central intends to use Comedy Central stead of forcing consumers to search for its contens,

digital targeting technigues for ies launch this winter of
ﬂMWML‘ryWﬂnqahal{bmnmgxm

that will fill the depaning Colbert Report's 11:30 p.m. time slot. So, fans of
The Dy Shonw, which airs before The Calbert Report, may see ads for The M:-
of The Colbert Report will see different messages.

“If you're a Dy Show Ean and you haven necessarily spent a lot of
time with The Colbert Report, we may message you in @ way thae makes
The Minority Report particularly relevant to you as a Dy Show fan,” Lev-
ite says. “If you're a fan who's been watching The Calbert Report, 20d we
know thae you're already a Comedy Ceneral 11:30 viewer, for example,
the messaging may be around, ‘Hey, you love Stephen [Colbert]. Here'’s
what's pow going to be on at 11:30, and here’s wiy you'll love t.”

Comedy Central also relies on ocher forms of markesing to develop
affinities for new entenainment properties, such as conversing with
fans on social, word of mouth, TV, and ourdoor advenising. But what
really separates Comedy Central from its competitors, according to

Comedy
Central
differentistes
itsedf by
pushing
boundaries.
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Comedy Ceneral puts the right content in front of
them on the righe plasforms.

One way Comedy Central does this is through email By working
with real+ime email markering company Movable Ink, Comedy Cen-
ral updates its email content dynamically based on is subscribers’
open times. For instance, if customers open a Colbert Report email in the
afternoon before the show airs, Comedy Central can indude a tupe-in-
tonight message with 2 preview link, Seeele explains. Bue if chey dont
open the email until the next day, Comedy Central can change its
message to information ahout last night's show z2nd include a link to
the full episode.

“Our engagement rates and open rates have gone up dramatically fas
a resukt],” Steele says.

Adjusting email content based on device is znother way Comedy Cen-
wral says in step with its fans. If consumers open 2 Dy Show email on
an i0S device and they have the Comedy Ceneral app, they can dlick
on the email and go sraighe to the app to watch a full episode, Levitt
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Fans can optin to
receive emails about
specific shows, like
The Dailly Show.

says. However, if fans havent downloaded the app, the
network can include a link inviting them to do so. Com-
edy Central launched its app this past April and received
more than one million downloads in less than six weeks.

“We're being stracegic in terms of what options we give
you and how we make it easier for you to find the coatent
that you love,” Levitt says.

The neework also pues contens in frone of
users via socizl. For the first few weeks of
the second season of Drmk Hidory, Com-
edy Central blurred, or as Steele calls it
“drunkified” socizl followers' piceures.
Instead of depending on its fans to find
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relationship that we now have with that person is not
a passive TV watcher,” Steele says. “It's a person we're
friends with”

Future funnies

So, 1s Comedy Ceneral successfully transitioning from a
television network to a comedy brand? Recent research
suggests that it is.

“[In] the most recens research study
we did, we jus: asked point blank- If
you're looking for comedy content—
no matter what the source, what the
screen, [or] what the plasform-who's

the tool, use i, and then share it with their The great tl’ing your favoriee brand?” Levite asks.
friends, the neework started drunkifying “Comedy Central continues to be
fans’ images on s own. And if fans asked an_cl the scary top of every one of those lises.”
Comedy Cemral to drunkify their picc  thing about C:z rﬁf the fxure of Com:;y
wares, & would try to oblige. being amar- Levit is ready to wane the
Nox only does Comedy Central pue so- & - changes necessary to keep engaging
cial coatent in front of fans, but it acrively keterin 2014is i viewers.
syt eted ol bl oed ool JRSse Lo Sorolindly
ual posts piccures of medn:ssednp as IS Cha.nglng is _dm fver)‘lhiﬂ.g is changjng s0
am Pdand i hosu:g DIYC;:TF:E.;- " qmckly. hav y‘behe s o}n mmacr;::ngym
;agram, is a e to be aware e ge, you
fory contest oa Facebook, in which the fan  Walter Levitt have to keep up with the change,

with the best episode reenacument wins the
chance to be featured on the seasoa’s finale.

Acknowledging fan engagement allows
Comedy Central to be a pare of viewers' lives 24/7,
Steele says, which results in shared social experiences
and a bigger Comedy Central brand. *When someone
makes the effort to dress up as a Sewth Park character for
Halloween and we go through the effort of then find-
ing them and acknowledging them on Instagram, the
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Comedy Central

and you have to try to be ahead of
the change. What we did a year ago
with marketing and what we're do-
ing now has evolved. I can't imagiae in a year from now
we won't be doing different things, as well. And that's
what invigorates me as 2 markerer: the opportunity o
continue to evolve with the fans, continue to evolve with
the platform, and to never siz back and say, "We're done.
Qur job is to say, ‘What's next a year from now?"™ B
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ACTION
ITEMS:

-5 Avoid complacency
Evaive as consumaers
ovolve

=3 Tasget based on
affinities, not just on
demographics

= Dont rely on
onsumes to find your
content. Direct them o
the right content on helr
prefered platforms.

= Seek out and
mward loyal tans

-3 Newer say “We're
done.” Koep asdng,
“What's next?”
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