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7 '5 The 1n51ghts from the framework are used to analyse the role of ten selectedf 23

media, based upon a case study of McDonald’s, focusing on their ability to
take part of a cross media campaign and in particular on their potentials as
vessels for spreadable and drillable media content. Furthermore the thesis
discusses the creation of stories in regard to its ability to spread through so-
cial media and its ability to form a deep and cohesive storyworld.

Through the discussion of the spreadable and drillable potentials of media
content and a selection of specific media, we aim to offer an insight into the
choosing of media platforms and the creation of media content for cross me-
dia campaign as well as the overall structuring of the campaign.
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