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Media Types - Definitions

• Earned Media = A media strategy for exposure that is 
not paid for and is not in the business' control. You 
cannot force this media strategy, although methods 
can be used to curate this attention. 

• News media editorial placements 
• Videos that go viral
• Product reviews
• Shares of content across social media

• Owned Media = Print or digital content that the 
company creates and has complete control over. 

• Print publications
• Websites
• Blogs
• Email marketing
• Videos

Content Strategy Falls Under Four Media Types



Media Types - Definitions

• Rented Media = Unpaid posts on social media 
platforms that act as landlords. The company controls 
its profile content, but the platform controls visibility, 
functionality, and can change rules, making it less 
secure than owned assets.  

• Paid Media = Marketing that is paid for
• Print and digital advertising
• Boosted posts on social media (paying for more 

exposure of content – typically ranges from $10 
to $100 depending on reach)



Functional Zero – Media Home RunEarned Media – City News Bureau
Shares of SBCCOG Content By Member Cities Following Specific Requests

E-Newsletter Shares = 13 
Social Media Shares = 8
Video Content Creation = 3

Top Advocate = Rolling Hills Estates (8 
E-Newsletter Shares) and RPVtv (3 Cable Stories)



Earned Media – Commercial Media 
Coverage (Print, Broadcast, Online)
Articles Mentioning the SBCCOG = 27

Why Valuable: Consumer trust for earned media is 92% 
Versus 50% for Paid Ads



Earned Media – Media Coverage

Quality = How good is the 
publication / valued by our 
target audience? 

Relevance = How relevant 
is the message to our 
brand?

Mindshare = How much of 
the article about us?

How important is the new source to our 
audience? How big is the circulation
• Los Angeles Times – High
• Ilovegovernment.com (fictious 

example) - Low

Does the article drive home key 
messages we advocate for that and/or 
are directly related to our programs 
and/or mission?

Are we featured prominently in the 
article and/or headline? Or are we just 
mentioned once? And if so, is the 
mention vague?

Are the parties/sources speaking positively 
about the topic and/or us? Or is the 
tone angry, dubious, disenchanted? 

Sentiment = Is the tone
positive or negative about 
us?

Measuring the Impact



98% of PR Pros Report 
that Earned Media 
Harder to Obtain than 
Ever. 

62% Point to Shrinking 
Media Lists

*Source: Muck Rack's 2025 State of PR: AI, 
Earned Media and What's Next

Earned Media – Media Coverage



Owned Media – Print Media/Brand Journalism
South Bay Watch – Published Quarterly 

Q: Why is owned media important? 
A: Because the earned media landscape is shrinking, it's our primary tool for external communication. 
Main Benefit: We control the message. 

Q: What is brand journalism? 
A: Objective storytelling to create content that informs, engages and builds trust with an audience. Because 
journalistic standards are used its perceived as more credible than traditional marketing. 

4,600 Copies Distributed at 100+ Community Outreach Events 
annually including the General Assembly 



Owned Media – Print Media (Email Marketing)

South Bay Watch 2025
• Fall: 21,369 Sends; 8,131 Opens (40%); 202 Clicks 

(1%)
• Summer: 24,494 Sends; 7,896 Opens (37%); 172 

Clicks (1%)
• Spring (Post GA): 17,542 Sends; 6,089 Opens 

(38%); 131 Clicks (1%)
• Winter: 17,990 Sends; 6,046 Opens (37%); 135 

Clicks (1%)
*Government Open Rate Avg. = 19.4%; Click-Through 
Rate = 2.8% (Source: Campaign Monitor)



Owned Media – Print Media 

South Bay Watch – Top Performing Stories 
(Per E-mail Marketing Metrics)



Owned Media – Email Marketing 

Partner Emails SBESC Monthly 
Newsletter

Quarterly Green 
Business Newsletter

Turtle Talk



Owned Media – E-mail 
Marketing – Metrics At A 
Glance
• Total E-Mails = 100
• Sends - 1,756,035 (up 329,070 vs. 2024)

• Opens = 481,594  (up 589,582 vs. 2024)
• Open Rate = 37% (up from 1% in 2024)

• Clicks = 20,743 (down 11,273 vs. 2024)
• Click Rate = 1% (down 1% from 2024)

*Government Open Rate Avg. = 19.4%; Click-Through 
Rate = 2.8% (Source: Campaign Monitor)



Owned Media - Website

Total Views: 146,058 = Up 3.5% from 2024
(Source: Google Analytics)

Top-10 Viewed Pages (Based on # of Views)
1. Home page – 33,291
2. Groundwater desalinization SBW story (2021 – 6,947
3. General Assembly – 3,428
4. Officers/Staff – 3,369
5. Media Center – 2,546
6. Calendar – 2,156
7. Employment Opportunities – 1,959
8. About the South Bay– 1,718
9. About the SBCCOG – 1,699
10. Board of Directors Meetings – 1,567



1. soli

Rented Media – Social Media 
The Metrics
Three Types  (Source: Mailchimp)

1. Reach: The number of unique users who saw your 
post, ad, or piece of content. It counts each user 
only once, regardless of how many times they 
have viewed the content. 

• Crucial for maximizing visiblity

2. Views (often synonymous with Impressions): 
Total views. How many times content appeared 
on someone's screen. Includes multiple views by 
the same user. 

• Repeated exposure solidifies message, 
promotes brand recall and may lead to 
more action 



The Metrics

3. Engagement

A measure of how users interact with a brand's social media 
content. 
• What it includes: 

• Reactions (i.e., likes, hearts and other emojis that 
communicate the user's emotional response)

• Comments
• Link Clicks
• Video Plays
• Shares 



Rented Media – SBCCOG 
Social Media
Metrics At a Glance – 2025
Channels Include: Facebook (SBCCOG, SBESC), 
Instagram, LinkedIn, X (SBCCOG, SBESC)

• Total Followers: 4,146 (3,459 in Jan. 2024 = +20%)
• New Followers: +687
• Posts: 1,264
• Post Impressions/Views: 182,332
• Engagements: 9,097 (reactions, clicks shares, 

comments)



Rented Media - Social Media

Top Performing Content – By Engagement
Welcome Aaron Ruiz Video – SBCCOG Homeless Services 

Task Force Open House

Content Type: Graphic w/ 
Photo, Employees News
Engagement: 44
Views: 690

Content Type: Graphic 
w/ Public Service Tips
Engagement:42
Views: 1,827

Content Type: Video, 
Homless Services
Engagement: 35
Impressions: 480

*Takeaway: Top-Three Engaged IG Posts = Employees News, Public Service 
Tips and Videos Related to Homelessness Resonate 

Post-Fire Air Quality Tips



Social Media

Top Performing Content – By Engagement
Torrance Landscape 
Beautification Awards

Resiliency Center Survey Resiliency Center Survey

Content Type: Member 
City/Photo/South Bay Watch 
Story
Engagement: 276
Reach: 2,563

Content Type: 
Photo/Survey/Boosted
Engagement:152
Reach: 1,578

Content Type: Profile Piece/ 
Photo
Engagement: 142
Impressions: 1,688

*Takeaway: Top-Three Engaged FB Posts = Boosted/Photos



Owned Media - Social Media

Top Performing Content

Welcome Kevin Umana Welcome Addie Aubley

LACAHSA Approves $11.4 Million in 
Emergency Rental Assistance and 
Flexible Financial Assistance Funds

Content Type: 
Employee 
News/Graphic w/ Photo
Impressions: 2,558
Engagements: 163

Content Type: 
Employee 
News/Graphic w/ Photo
Impressions: 1,939
Engagement: 199

Content Type: Board 
Member/Photos
Impressions: 1,581
Engagements: 112

*Takeaway: Top-Three LI Posts = Employee News Resonates



Owned Media - Social Media

Top Performing Content – By Engagement
Traffic Survey Torrance Landscape 

Beautification Awards
Advocating for the Homeless

Content Type: 
Graphic/Survey
Engagements: 52
Impressions: 264

Content Type: Member 
City/Photo/South Bay 
Watch Story
Engagement: 14
Impressions: 56

Content Type: 
Photo/Staff/Member 
City Elected Official
Engagements: 13
Impressions: 178

*Takeaway: Top Engaged X Post = Surveys Generate Engagement



Rented - Social Media

• Key Take-Aways 

• Homeless Services Content and 
Employee News and Activity Performs 
Well

• Videos attract engagement
• Boosted Posts Should Be Considered 

for Maximum Reach and Engagement



Functional Zero – Media Home RunPaid Media - Advertising

General Assembly – Key Objective:
Filling the Seats

Secured Campaign of Partially Sponsored, In-Kind Ads 
(8 print, six digital)

• Southern California News Group (Daily Breeze, The 
Beach Reporter, Palos Verdes Peninsula News) –
Sponsor Level ($2,500)

○ Potential Readership: 125,019 Monetary 
SBCCOG Investment: $2,286

• The Easy Reader – Friends of the COG Level ($1,211)
○ Potential Readership: 142,432 Monetary 

SBCCOG Investment: $1,214

Results: 400+ Attendees



Functional Zero – Media Home RunWhat's Next

Goals for 2026: 

• More Videos

• City Communications Working Group

Goals: Build Relationships, Mutually Amplify 

Content, Share Best Practices and Tools
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