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About Noble Studios

Founded in 2003, Noble Studios is a top 20 digital marketing 

agency in the U.S. and BrightEdge Certified Agency partner.

Think Make Measure
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Practical Converged Media 

• If you are new to the 

converged world or a lean 

team follow a defined 

process

• This approach allows you 

to start small and scale
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So Many Channels So Little Time

Paid

OwnedEarned
Web Assets

o Website(s)

o Blog

o Social Media

Sharing Assets

o SEO

o PR

o Sharing

o Mentions

o Reposts

o Reviews

Advertising

o PPC

o Display

o Retargeting

o Native Ads

o Social Ads
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So Many Channels So Little Time

Leverage Paid, 

Owned and 

Earned for a 

comprehensive 

strategy

Paid

OwnedEarned
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So Many Channels So Little Time

Leverage Paid, 

Owned and 

Earned for a 

comprehensive 

strategy

Benefits will include:

- Applied learning 

across channels

- Constantly 

improving 

performance

- Internal alignment

- Risk mitigation

Paid

OwnedEarned
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What’s Causing our Converged World?



@brightedge #share15

Renown Health Case Study

• Affordable Care Act required changes to marketing

– Content is a crucial piece of the healthcare marketing

• Our initial work utilized BrightEdge to focus on SEO

– Eight in ten U.S. adults seeking health information online began at 

a general search engine (Pew Research)
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Renown Health Case Study

• Noble is the Digital AOR for Renown Health

– Large Nevada health network w/ 5,500 employees

• Problems include limited resources, budgets, and new to content 

marketing approach
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Renown Health Content Ecosystem
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Search Provided Content Gaps

• Uncovered that people 

use question-based 

searches

– "how to prepare for 

hernia surgery.”

• This highlighted what 

content to create based 

on trends and seasonality
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Finding Content Marketing Opportunities 
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Content Ideas from “Accidental Rankings” 
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The Blueprint

Goals Buyer’s Journey Channel Strategy Measure Test
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Renown Health Case Study

Goals

● Established Goals for 

content marketing

● Augmented macro 

conversion only focused 

measures

Buyer’s Journey

● Created content associated with 

Attraction, Engagement, Conversion,

Channel Strategy

● Utilized organic results to expand into 

other media channels

● PPC

● Display, Retargeting

● Social

● Content Syndication

Measure

● Accurate attribution model and assist scoring

● Understanding the impact of micro conversions 

against overall ROI

Test

● Changed culture of analysis 

paralysis

● Testing multivariates and 

different content types

● Lower the overall risk of paid 

media by pushing content that 

has higher likelihood of success
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BrightEdge Tools – Page Groups

Service Lines Doctors Branded Keyword Hospital / ER
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BrightEdge Tools – Channel Mix

Organic Social Direct Paid Other
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BrightEdge Tools – Universal Results
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Renown Results

• In the last 12 months grew the BestMedicine.org news site from 23k to 

36k monthly visits with a flat media budget

• Organic traffic up 62%

• Bounce rate down 21%

• 36% site conversion rate

• Average paid media CPC is 26% below healthcare industry average
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Renown Key Result

+90% 
Keywords Ranked on Page 1 
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Renown’s Own Words
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Hitting the Sweet Spot

• You will know you are doing the job right when:

– Learnings and data from one channel can be quickly applied to the others

– More overall traffic and conversions at lower cost per

– Reaching your audience more frequently without a negative impact on 

engagement metrics

– Increased searches and brand mentions in organic search and social 

media as a result of cross channel promotion 



@brightedge #share15

The Blueprint

Goals Buyer’s Journey Channel Strategy Measure Test



Practical Takeaways
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• Always start with goals in mind that are reflective of a 

realistic buyer’s journey.

• Aggregate the findings AND review in individual 

channels to make sure that you leverage learnings



Practical Takeaways
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• Consider and model for attribution

• Test and iterate every time

• Acknowledge this shift is hard, but the changes in your 

company culture can occur quickly based on data and 

results


