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INTRODUCTION 
ADAMS & ADAMS CONTENT DESK

The role of the Content Desk at Adams & Adams is to carry out the marketing strategy of the firm by planning, managing and measuring 
the content marketing function. Content marketing, encompassing public relations and content production and repurposing, is the 
process of creating or acquiring valuable, relevant content to attract, win, and engage  audience. It is anything our firm creates and shares 
to tell its story.

The ultimate aim of the Content Desk is to produce or repurpose content, in whatever form, that drives profitable customer action. The 
customer action angles per content type for Adams & Adams is determined by the following marketing strategies:
• African Capabilities
• Thought Leadership
• Valued Relationship Building
• Brand Reputation and Building

The Content Desk is responsible for the production, repurposing, distribution and measuring of the following types of B2B published 
content: Video & Audio; Press Releases and Media Packs; Brochure Material; Books and Manuals; Website and Online posts and articles; 
E-Publications and Newsletters; Infographics; Social Media Posts and Campaigns; White Papers, Reports and Case Studies; Slide Decks; and
Photo Galleries.

In order to carry out these tasks, a workflow plan is necessary.  



SOURCE OF CONTENT

PLANNED / IMPROMTU

HOW WILL THE CONTENT 
BE DISTRIBUTED

AND IN WHAT FORMAT?

HOW CAN WE MAKE 
DISTRIBUTION MORE 
EFFECTIVE & EASY?

HOW DO WE WANT 
OUR AUDIENCE TO 

RESPOND?

MEASURING

This is where YOU come in...

• Tell us about a current matter
• Tell us about upcoming matters
• Send us an Article / Case Study
• Ask us to write an Article for you
• Comment on a current story
• Send us a scribbled note
• Send us a PowerPoint Presentation
• Include us in a Tweet or Post
• Invite us to cover an event
• Send a story prompt

ContentDesk@AdamsAdams.com 



CONTENT TYPES
A critical part of planning is defining the 
type of content that serves your objectives 
best. Content marketing comes in many 
forms. Here’s a basic overview of the types 
of content to consider for the 
B2B process:

VIDEO & AUDIO

This includes videos and podcasts that are not
necessarily produced by external sources such
as broadcasters for television and radio.
The content is planned, storyboarded and 
scripted with the intention of creating a 
series of useful videos or podcasts. Corporate
Podcasts are inexpensive and very popular.



Table of Contents

CONTENT TYPES

WEB & MICROSITE BLOG POSTS

A company blog is a great place to share 
educational thought leadership, industry 
insight, upcoming events / announcements, 
and great new content. Maintaining a 
blog is different than other types of 
content marketing – with an emphasis on 
maintaining.

A blog needs to be updated at least 4-5 times 
per week, but you can leverage your 
community of marketers, partners, customers, 
and industry thought leaders 
to help continually create new content.



Preface

CONTENT TYPES

E-PUBLICATIONS

E-Publications are one of the most common
forms of content marketing, especially in the
B2B world. 

These digital books, magazines and newsletters vary 

widely in length, level of design, and subject matter, 
but typically follow a narrative from start 
to finish, have some element of design, and contain 
educational, informational material. 

The more valuable and relevant your ePublication is, 
the better success you’ll have enticing your audience 
to share and download it.

Excerpts of the publications can be utilised to add to 
blog posts and to other content types such as 
infographics and white papers. 

Exclusive magazine for the following top-end communities: Broadacres, Cedar Lakes, Craigavon, Fourways, Lonehill, Norscot, 
Paulshof, Sunninghill, Boskruin, Cresta, Fairland, Montroux, Northcliff, North Riding, Olivedale, Randpark Ridge, Bryanston, Gallo 
Manor, Hurlingham, Parkmore, Sandown, Lyme Park, Mill Hill, Morningside, Petervale, River Club, Rivonia, Wendywood, Woodmead, 
Atholl, Birdhaven, Dunkeld, Greenside, Hyde Park, Illovo, Inanda, Melrose, Parkhurst, Parktown, Parkview, Sandhurst and Westcliff.

our summEr soulsticE

 

aug/sEpt 2012

ExclusivE to  
johannEsburg north

airs & graces
summEr Fashion

bold fusion
lulu ndEvu 

  Josh  &Zuraida
spring

issue

ExclusivE 
community 

magazinE

  Don’t mess with the dress

jeannie d

  summEr 2011

*Distributed to the communities of Centurion Estates, Irene, Clubview, Eldo Estates, Irene Farm Villages, Eldoraigne, Irene Estates, 
Pierre van Ryneveld, Midstream, Louwlardia, Southdowns Estate, Highveld, Copperleaf Estate, Route 21, Centurion City Centre, 
Cornwall Hill Country Estate and Zwartkop Golf Estate

  Don’t mess with the dress

jeannie d

sumptuous summer recipes

al fresco flair 

copperleaf Estate

family matters

sumptuous summer recipes

al fresco flair 

copperleaf Estate

family matters

R21.95 (incl. vat)

online & apps edition

MgznKeeping it
SAVVY
The Big-Money Tshwane Open 
rolls into town.

Meet the 
happy 
MALEBYES
Madly in Happiness. Life at 
Copperleaf Estate.

Dimple
wine?
What's behind the new 
Ernie Els wine?

Pg 33 Pg 34 Pg 46

copperleaf
  THE OFFICIAL ONLINE ESTATE MAGAZINE

Why Ernie Els chose Copperleaf

SweetSpotSweetSpot
the

An official publication of the 
Copperleaf Estate, Centurion

February 2013 - Issue 01



CONTENT TYPES

INFOGRAPHICS

These graphics present complex 
information using a combination of 
images and text to simplify core 
concepts. 
Infographics attract backlinks and add 
visual interest to dense material. 
A firm can use infographics to attract client 
attention and simplify complicated 
information, like warnings, legal acts and 
instructions. 
Because of they are a longer form visual, 
you can use infographics to present 
facts and data that are too complex 
for a single graph or chart. Media outlets and
publishers love infographics.



CONTENT TYPES

SOCIAL MEDIA POSTS

Social Media posts require a specific type of media planning 
as each social media platform will carry a different audience 
and best-practice narrative. 
Social Media posts should be planned into the editorial 
calendar with all posts leading to a call-to-action 
or another content type that contains the call-to-action.

PLATFORM BEST POST TYPE

Twitter News Article / Audio Visual Link
Facebook Event Information / Registration
LinkedIn White Paper, Report, News
Pinterest Infographics, Events Gallery
Issuu Books, Magazines, Newsletters
Blogger Audio Visual / News / Events



CONTENT TYPES

WHITE PAPERS, REPORTS & CASE STUDIES

Whitepapers and reports are informational, educational, and are typically 
only minimally designed. To enhance credibility, the reports can be 
combined into a quarterly compendium headlined by the Partners 
involved and either provided in traditional print format, or online.

Often the most compelling story comes from current customers. 
The best way to use a case study is to talk about the light, not the candle 
that produces it, meaning the story that you share is about the value, 
outcome and results versus the tool, product or service. 

As part of an Editorial Plan, the firm can run a customer reference 
program that helps uncover good stories, and highlight them across 
various channels.



CONTENT TYPES

SLIDE DECKS

Slide decks are often created in PowerPoint and 
Keynote, and are intended to be viewed sequentially 
in a speech or presentation. Slide decks tend to be 
highly designed and visual, rather than text heavy, 
for easy consumption. 
Like infographics, slide decks are best for breaking 
down complex information into a digestible form, 
and can be posted to sites like SlideShare to expand
viewership.
It is useful, when planning a presentation for a speech
at an event, to ensure that attendees know where
they can download a copy of the presentation,
with planned links and calls-to-action.



Media Lunchtime Discussion | Introducing Barry Bateman 
 
For those of us who are old enough to remember, in 1983 Sam Shepard, Ed Harris and Dennis Quaid starred in the movie, The Right Stuff – the 
story of the military test pilots in America who were part of the Project Mercury programme, the first US manned flight into space. These were 
pilots who wanted to prove that they had the right stuff – that extra ‘something’ that made them stand out above other pilots.  
 
Of course, one of the major factors behind their success and their achievement of SIGNIFICANCE, besides their drive and personality, was the 
teams of technicians and assistants around them – even their use of the media to tell of those achievements and significance. The purpose of 
today’s media session is to inform you about the work that the Marketing Department does in assisting you with the telling of your story; and 
the promotion of your services to potential clients. 
 
We’ve also invited Barry Bateman to come and talk to us about the current trends in media, journalism and public relations today – how the 
news cycle works, and how the media can assist you in developing your practice. Hopefully this will inspire you to make use of our content desk 
more often and we encourage you to engage with the marketing department, and indeed with Barry, in the future.  
 
 
Barry is a senior reporter at Eyewitness News and is based in Pretoria. He has reported for EWN for the last seven years – and prior to that spent 
five years at the Pretoria News.  
 
In 2013 he was named as one of the Mail & Guardians’ 200 Young South Africans, was awarded the National Press Club’s journalist of the year 
award in 2011, and in 2012 he was acknowledged in the Taco Kuiper Investigative Journalism Awards.  
 
Barry has co-authored the best-seller Behind the Door – the Oscar Pistorius and Reeva Steenkamp story, with fellow journalist Mandy Wiener.  
 
He is currently studying towards his LLB at Unisa.  
 
Those are the highlights though. In the spirit of investigative journalism, we decided to share some of the lesser-known facts in the form of 
MEMES. 
 









MEDIA PRESENTATION BY BARRY BATEMAN 

Presentation Notes 

   

WHY MEDIA COVERAGE? 

• Enhance client public profile.  

• Attorney / firm exposure to enhance public profile. (Prestige, recognition) 

• Client reputation management – address wrongs, public perception. 

STATE OF THE MEDIA? 

• State of the Newsroom report by Wits Journalism – 2014: 600 retrenchments. Loss of SAPA newswire. 2015 

and 2016 rate of losses declined but continued1.  

• Newsroom shrinking. Limited resources – result – fewer specialists reporters. Newsroom don’t have the luxury 

of having dedicated court or legal reporters.  

• Result is you have reporters who have often limited experience of the courts and understanding of concepts 

and procedure.  

• There is a need within the legal fraternity to bridge this gap with tailored communication. 

                                                       
1 http://www.journalism.co.za/wp-content/uploads/2017/04/STATE-OF-THE-NEWSROOM-2015_2016_FINAL.pdf 



• Dumb down legalese – package communication so it is easily understood by layman. 

 

STORY TYPES 

• David vs Goliath – the story of the underdog. (Vodacom Please Call Me case) 

• When you’re Goliath? Do what is right, just cause. 

• Constitutional matters – very NB in SA. Courts trusted. (Robert McBride) 

• Impact on public at large. Broader public interest. 

• Pro Bono. (Louis Vuitton – Basotho designs) 

 

BE THE EXPERT 

• Commentary on issues – live or quote. (Budget – Tax issues; Mugabe – diplomatic immunity; Facebook IP 

changes, White Papers) 

• Expert on a show. (Eusebius, Azania) 

• Join the A&A list of experts. Diversity of voices. [Join the list by talking to Mark Beckman]  

• Proactively seek opportunities - Identify stories and pitch – drive the agenda.  

• Be available! 



 

LITIGATION 

• Keep media abreast of developments – dates, times, courts.  

• Disseminate documents – Notices of Motion; heads; affidavits… 

SOCIAL MEDIA 

• Social media has changed the game. Live breaking news no-longer reserved for broadcast journalism.  

• While circulation in print media continues to fall – and most notably of free newspapers – internet access is 

increasing. According to the 2016 South African Social Media Landscape survey, Facebook is now used by a 

quarter of all South Africans (some 13-million people), with 7-million accessing the site using smartphones2. 

• As the recent #FeesMustFall student protests showed, many – particularly urban media consumers – are now 

likely to know the details about an unfolding story from Twitter or Facebook before any of the usual news 

outlets get to the scene.  

• Between 2014 and 2016, 15% more law firms (now at 28%) identified social media as very important to 

business growth3.  

                                                       
2 http://www.journalism.co.za/wp-content/uploads/2017/04/STATE-OF-THE-NEWSROOM-2015_2016_FINAL.pdf 
3 LexisNexis | Law Society of South Africa - Attorneys’ Profession in South Africa 2016 Review  



• Latch onto Hashtags and offer commentary. Drive traffic to website, attract engagement.  

 

THE NEWS CYCLE  

(Semenya won gold on Monday night. Ministry of Women issued statement Wed afternoon) 

• Commenting on a story two days after the event won’t do.  

• Broadcast – 30 minute to hourly deadlines.  

• Online file throughout the day.  

• Peak periods – morning and afternoon drive, midday.  

• Niche shows – The Money Show in the evening.  

COMMUNICATING WITH JOURNALISTS 

• Rule of thumb – don’t say what you wouldn’t say in court or advise to client. 

• If approached for comment – ask what the story is about.  

• After giving comment – offer to fact-check.   

• We don’t bite.  
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