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Welcome to the era of customer parficipation. The old model of informing, persuading, and

reminding is dying. The new model (Social Media) is demonstrating, involving, and empowering.
IMEG has proprietary software and proven strategies to locate identify and rank what people are saying

about your company, your bran and your industry.

Social Media Fundamentals
4 Reasons people have conversations about you
1. Because they love you
2. Because they hate you
3. Because they were asked their opinion about you
4. Because there online community is talking about you

Ways to leverage:
e avoiding issues and crisis
e Category and consumer research
e lIdentifying and Engaging Influencers

Social Media

Word Of Mouth has always been the most effective form of marketing. People have always trusted their

friend's opinions.

The Compliment

Compliments can come in many various forms. They can be congratulations messages about a

recent award. Or a customer raving about the experience they just had in a cabin or with customer
service. Social media compliments are the online equivalent of references or testimonials, and they
deserve your attention. We will also create a Delicious account or use another social bookmarking
utility to save all of these compliments. Include them on your website or your collateral. Potential guest
looking for reassurance on a purchase decision will love to see what others think of your company and

products. (also will help SEO)

The Complaint

Watch for posts complaining about your products or services, company, and staff. Catching something
early means getting a chance to respond and demonstrate your problem solving abilities. A posted

complaint may also draw out other similar customer experiences, which provides an opportunity

1-800-736-1122 « www.IMEGOnline.com




G INTERNETMARKETINGEXPERTGROUP SOC | A I'

reach out to them as well. And who knows, impressing customer with great customer service may
generate some positive posts about how you resolved the problems.

The Expressed Need

The best way to watch for expressed needs is to look for keywords often used to describe those needs.
People make known what they are doing and often ask the general public for advice when they are
about to book a cabin. Both of these situations provide an opportunity to reach out with an offer of
assistance and information. A social media poster often appreciates that a company representative is
listening and does not mind an offer of assistance especially if it's done in a helpful, friendly way.

The Competitor

If you are watching your industry and relevant keywords, you will probably be the first to know when a
new competitor appears on the scene or when their name is mentioned. This kind of intelligence can
highlight opportunities to reach out to potential customers who are trying out a competitor or
dissatisfied with a competitor’s product or service. We will also discover which industry players are
advocates for competitive brands, giving you the opportunity to reach out and gauge their interest in
your capabilities. Competitors will also often talk about subjects they are strategically interested in.
Being able to stay on top of those discussions allows you to anticipate future moves.

The Crowd

Topics will often pop up online that draw huge crowds. There is a lot to be learned from these
discussions, especially when they have the potential to affect your brand. Following the swarms can
give you a better understanding of current sentiment about a certain topic, and uncover topics that you
may need to keep tabs on. Tracking a topic’s viral nature and how long it generates buzz can give you
an idea of its relative importance, and opportunities to join the conversation at its peak.

The Influencer

Influencers within social media can carry a lot of weight. They gain their power from how frequently
they post on a topic, the number of people who link to their posts, the number of people gathering to
comment and how engaged visitors to their posts become. An influencer’s audience helps spread
opinions on a brand faster, and those opinions can have greater impact. Often an influencer’s post
appears prominently in a topic’s Google search results where even more potential customers will see it.
Knowing who these influencers are and understanding their opinions of your brands can help you
connect with them as advocates, or to understand why they currently hold a negative view.
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The ROI

There has been a lot of buzz lately on how to successful measure online marketing and outreach
campaigns. Much of the focus has centered around the topic of engagement. While a universal
engagement metric has yet to be agreed upon due to how new social media is, there are still a number
of effective ways to measure engagement and ROI in general. Track the mentions of a brand in user-
generated content before, during and after a campaign. Isolate positive words associated with a
particular brand and gauge the number of times they were used over a period of time. Alternatively,
you could sort all posts mentioning a particular brand or topic by number of comments or views to
uncover the top 50 discussions where engagement was the highest. We will do all of this as well as
phone and web conversion tracking to assist with the ROl monitoring.

The Cirisis

Discussions happening in social media can serve as an early warning system. By using advanced tools,
we will observe new words - especially negative ones - appearing more frequently around your brands,
and posts where they appear. Tracking these “crisis” words over time can also help gauge the
effectiveness of any outreach campaigns designed to address the underlying issues.

The Audit

A brand is the sum of all conversations and is no longer completely controlled by the company
anymore. By analyzing social media, we can score a brand’s overall user sentiment, determine which
words are commonly associated with it, understand which competitors rank closest in buzz or online
mentions, uncover brand advocates, and rank which social media channels contain the most active
discussion. By isolating which sites are discussing your brand or a competitor’'s brand, an audit can
also help pinpoint possible ad placement opportunities for reaching the most valuable and engaged
audiences.

The Thread

With so many social media channels, conversations often become splintered. A discussion

can start on one site and quick leap into another making it rather difficult to follow. Following
discussions using associated keywords can help bridge the thread across all types of social media,
connecting the conversation for easy analysis. Your customers, prospects and peers are discussing your
brand, your industry and your competitors right now in social media: with or without you. Listen,
pinpoint the buzz and participate in the conversation.

Social Meets Web Analytics
You may have heard: Content sells. Knowledge is currency. And sharing information, insights, and

expertise on your industry can be a powerful way to engage your community and customers. But what's
working? Is your content driving website traffic and conversions? Is other people’s content about y;
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pushing people to your site? Is your positioning lining up with what’s motivating your audience to click?
We can answer all of these!

360 Degrees of your Brand
Your brand isn’t just what you say it is. It's also about what your employees, customers, prospects,
competitors, and world at large say it is. As we like to say, a brand is the sum of all conversations, and
in the fast-moving and dynamic world of social media, you want to have a handle on how your brand
is being perceived out there.

Find Your Brand Evangelists

We all want to know who loves us most, right2 After all, we know that our passionate brand advocates
are the ones that will refer business to us, tell their friends about us, buy more stuff from us and even
defend us in the face of criticism. So just how do you find them? Listen, listen, and listen some more.

We will find and identify these.

Sales and Lead Generation

Attention is the currency in social media. Your customers and prospects are filtering through an awful
lot of noise, and the same old sales pitch just isn’t going to cut it anymore. Cold calling has given way
to relationship marketing. Trust matters. And the expectations of our potential guest have changed.
Being part of communities and conversations is how business development works today, and listening
carefully plays a critical part in doing it well.

If I'm in the lodging business today, my smartest online strategy isn’t to get out there on Twitter and
start blurting out that how great my cabins and how big of a discount | am offering. The savvy move is
to pay attention to the conversations happening around lodging, and listening for the moments when
people not only need help, but are specifically asking for it. That gives us not only an invitation to
respond, but the context, proper intent, and the right atmosphere to introduce myself to a prospect.
Remember also our data is almost in real time. We update our data every 3 - 5 minutes. This is key to
engagement and effective social media.

What Our Custom Social Media Plans Include

One of the most sought after answers in Social Media is whether or not engagement in social networks
such as Twitter or Facebook directly correlates to customer acquisition, retention, and advocacy. Before
we can earn customers however, we have to recognize that at any given time, there are also prospects.
And, prospects require information and confidence in order to make decisions, in your favor of course.
The answer to our question lies in social engagement.
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Prospects are not only searching for guidance, comparisons, and experiences through Google, they
are also becoming increasingly social in every step of a decision making process. If brands do not
identify the various stages of choice and resolution and also the networks where they socialize and
explore, opportunities will be missed.

If we're not part of the decision making cycle, we are absent from decisions.

From Fans and Followers to Customers

In order to connect with prospects online, we must do so where they're already active. New research
reveals that doing so may have a strong effect on the decisions and activity of your customers. In
February 2010, market research firm Chadwick Martin Bailey along with iModerate Research
Technologies, surveyed over 1,500 individuals online as well as conducted one-on-one discussions to
contextualize social media behavior.

The study found that an astounding 60% of individuals who “like” pages dedicated to brands on
Facebook are more likely to recommend the brand than those unaware of the company’s presence
within the network. Perhaps even more incredible, is that 79% of consumers who follow the brand on
Twitter have stated that they too, would refer peers to those companies they follow.

Since actions speak louder than words, the study sought to answer the question of whether or not
engagement actually leads to purchases. The answer is yes. An impressive 51% of Facebook fans and
67% of Twitter followers indicated that they are more likely to buy since connecting online. With 450
million users on Facebook and over 100 million registered users on Twitter, the potential is not only
great, it's exponential.

Facebook Twitter
More ||'ke|y to buy from at least one brand since 51% 67%
becoming a fan/follower
More likely to recommend at least one brand since 60% 79%

becoming a fan/follower
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Social Media is a Tool for Customers and Prospects

What compels someone to fan a page on Facebook or follow a company on Twitter? The survey
specifically asked the question of its panelists in relation to Facebook and Twitter and their answers
may be surprising to many.

Facebook

On Facebook, existing customers topped the list with 49%. Following with 42%, consumers felt
compelled to show support for the brand. In third with 40%, individuals admitted that they hoped to
receive discounts and promotions.

Other stats worth mentioning, 27% and 26% of respondents stated that they would like to be among
the first to know information about the brand and also to gain access to exclusive content respectively.
And, 17% claimed that they were referred to the page by someone that they knew, which already
demonstrates word of mouth at work.

Why did you become a fan? Select all Overall Male Fernale

that apply.
‘I am a customer of the company ~ 49%  51%  48%
To show others that li like/support this 49% 34%
brand
To receive discounts and promotions 40% 35% - 43%
Ilt's fun and entertaining 34% 33% 34%
To be the first to know information 0 0 .
about the brand A0 A 2
Gain access to exclusive content 26% 22% 29%
Tq be part of a community of like- 28% 20%
minded people
Someone recommended it to me 17% 17% 17%
| work for/with the company 7% 7% 6%
| own stock in the company 1% 1% 1%
Twitter

Twitter paints a different picture, but more so than in Facebook, consumers want access. 51% of
consumers polled are already customers of the company. 44% stated that receiving discounts and
promotions was the primary reason for following. 42% did so for entertainment purposes.

Gaining access to exclusive content and learning about information first with 37% and 36% respectively
is also worth noting. Whereas 17% were referred to Facebook pages, only 12% followed brands o
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recommendation. However, as the number two reason for following reveals, Twitter users are ready to
make a purchase based on information gleaned from their stream.

Why did you become a fan? Select all that

apply Overall Male Female
| am a customer of the company 51% - 59% 43%
To receive discounts and promotions 44% 29% O 60%
Ilt's fun and entertaining 42% 39% 44%
Gain access to exclusive content 37% 33%

to be the first to know information about the brand 36% 35% 36%
To show others that | like/support this brand 25% 20%

To be part of a like-minded community of people 24% S 32% 17%
Rgcelve content/information to report and share 049% 20%

with others

Someone recommended it to me 12% 8%

For customer service or problem resolution 9% o 13% 5%

Engage or Die

Creating a presence in social networks is mandatory, but it's also not enough. Actively and thoughtfully
engaging consumers in social networks is quickly becoming an expectation. As part of the study,
consumers voiced their opinions and sentiment, some of which serves as a wake-up call to businesses
everywhere:

“lt's EXPECTED that a company have some digital face — whether it’s on FB or Twitter | don’t know —
but they need a strong electronic presence or you doubt their relevance in today’s marketplace.”
Female 50-54

“Either they are not interested in the demographic that frequents Facebook and Twitter or they are
unaware of the opportunity to get more exposure in a more interactive method.” Male 35-39

“It shows they are not really with it or in tune with the new ways to communicate with customers.”
Female 18-24.

“If they’re not on Facebook or Twitter, then they aren’t in touch with the ‘electronic’ people.” Female
55-59
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It's clear. Those brands that focus on prospects and customers through social engagement will open
new doors that increase brand awareness and sales through word of mouth. But perhaps more
importantly, businesses will also earn expanded relevance in the age of a new and powerful medium.

Acquisition
Get Targeted Fans. Get Revenue.

Email Transformation
We also offer IMEG Social Harvest to help in the acquisition process and email.
Here’s just a few of the ways IMEG Social Harvest can help you step outside the inbox:
« Create deeper connections with your audience.
« Establish your social strategy.
o Extend your message.
e Jump-start social campaigns.
o Cross-pollinate social networks.
o Get more out of your existing database.
« Social Demographics.
o Social Users.
o Social Influencers.

Social SEO

The impact of the social media on the internet today is now in an unmatched state. And, this includes
search. More people are turning to the social networks for answers now just as much as from search
engines. This is why it is very important to ensure you have a solid foundation in your understanding of
how to make the social media, along with SEOQ, work for you and your website.

We optimize your social profiles to be found by your target market and we also get inbound links such
as social bookmarks to increase this visibility to your social media profiles.

Social Brand Protection - Are you protected?
(Over 300 and growing at a rate of 20 - 30 new social sites per month)

IMEG can assist you in discovering where their names, brands, or trademarked terms are available (or
stolen) on Social Media networks. IMEG will not only secure your name across the vast social media
landscape but we can also show you how to contact each site in order to have the name released and
returned to you.
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We track and monitor hundreds of social media networks populated mostly with user-generated
content. Our database of networks is updated frequently as new sites are released and our staff
reviews them for quality. We track multiple metrics on these sites to determine which networks are
gaining (or losing) traction in the world of social media. By using and storing these metrics we watch
for patterns and spikes in traffic and popularity.

IMEG also constantly updates and adds new sites to our vast database of social sites. The next
Facebook, Twitter or MySpace is already out there or could be coming soon - do you know which one it
will be? IMEG offers a subscription service (Brand Protection Program) to ensure that you and your
brand will not have to worry about it. As new sites emerge we will make sure that your flag is already
planted and you will not have to worry about dealing with a squatter or someone who is
misrepresenting your social media identity.

Social Analytics

Il I I Statistics

IMEG goes beyond mere monitoring by delivering detailed easy to read analytics that help us
optimize your discovery of new audiences and engagement.

cﬁ,ﬁ‘ Influence Analytics

Imagine being able to identify the handful of people that are the de-factor conversation
shapers for your campaign. With IMEG you can! IMEG's influencer analytics allows organizations to
discover which users truly shape the conversations for your campaign.

Sentiment Analysis

Allow us to easily track and measure what people are saying about you, your company, a new
product, or any topic across the web's social media landscape in real-time. IMEG monitors 100+
social media properties directly including: Twitter, Facebook, FriendFeed, YouTube, Digg, Google etc.

w 4 . .
Viral Analysis
IMEG carefully analyzes each and every single mention and displays content that is going

viral. Armed with this information, write the most effective message to reach the widest audience.
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