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“...the internet has turned what used to
be a controlled, one way message into

a real-time dialogue
with millions.”

Danielle Sacks
The Future of Advertising
Fast Company, November 17, 2010
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O of adult Americans use the Internet.
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SOURGE: PEW INTERNET & AMERICAN LIFE PROJECT, MAY 2010
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of US consumers spend
1 / 3 three or more hours
| online every day.
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) Comments RSS Feed

| YOUR COMMENT:

24%

of adults have posted comments
or reviews online about the things
they buy.

. No commercial advertisements or trolling/asshatting :
i allowed. Love your neighbor by using valid and ;
. semantic X4TML like <em> insiead of <i: and 3
. ¢strong: instead of <b> par favor.

SOURCE: ONUNE PRODUCT RESEARCH, SEFTEMBER 29, 2010
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9 out of 10 Internet users visited
a social networking site each month in 2010.
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Twitter’s active
user base generates

0 Millio
tweets per day.



More than half

of all Internet users
read blogs at least monthly.




US Internet users spend

3x Moreé minutes on blogs
& social networks

e than on email.

TAVATLAwL)

SR8 &N

v AvAvivLY)

i & b

TOTTT

&k& &S

iwivivivie

A& & & 8

LoV iviwiv]

YTy

wivivivsy,

FTYEET)

il w SN

Akt &

wiviely el viviyLwv

AAEsS aadEd

ivivivivivilyiviviviv iy oy iviviy

AAdhst ssERE Asakb

VA R R v v B 7

FYTTT A TT T T A TTY T B ik

ivivivivielRvivieiy v wviviviy BEER vivivivie SRR wioTw v iy

AiAis REAAARE ASkAA SASAE AEAEA

viviviviv i viviviv.v SR viviviviv SR viviviv.y SR wiviviviy.

Adgds aadsd ssskik SsSassd SKASS
SOCWL NETWORKS/BLOGS ONUNE EMAL PORTALS VDEOSMOVIES

SOURCE: THE NIELSEN COMPANY, NOVEMEER 2010

<

\

1 MINUTE



K’s

o.m.u
| O™gg .

A A,
: O
... OOM
oo
4F 3 o
O35 ®



64%

of Facebook
users have
become “fans”
of at least
one company.
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Web-based email usage
IS on th
= deC”ne.

AGE 12-17 AGE 18-24 AGE 25-34 AGE 36-44

.
-8%

-1%

-18%

28%
22%

AGE 456-64

. AQE 556-84 AGE 65+

-12%

(%6 CHANGE, DECEMBER 2008 ~ DECEMBER 2010y

SOURCE: COMSOORE, DECEMBER 2010



70%

of the links search users
click on are orgar ic—not paid.
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“Search engines, blogging & other
internet trends have
fundamentally transformed

the way people & businesses

purchase products,

but most small businesses still use outdated & inefficient
marketing methods — like print advertising, telemarketing
& trade shows — that people increasingly find intrusive &
screen out.

Brian Halligan
Co-founder & CEO
HubSpot



What's wrong with Social Media?

 Time suck

 Not for serious
business

* No ROI
* Unproven

* No one cares

about what |
had for lunch.




What is Social Media?
* Mike Volpe:

“It’s media (content that is
published) with a social (anyone can
add to it) component.”
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Inbound Social |

edia Marketing

Get Found

[ Convert

Analyze

SEEE—

Create

Visitors to Leads

Daily

Optimize

Leads to Customers

I. I‘

Weekly

L 4

Promote

Monthly
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Unique Visitors

Leads

Opportunities




E-books
lIte Papers

* Guides



* Guides



Create Content=Blogging

55% More Website Visitors for
Companies That Blog

Don't Blog




Blogging=customers

Blog Post Frequency vs. Customer Acquisition
100%
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Google Sees Blogs

434% More Indexed Pages for
Companies That Blog




Blogs generate links

97% More Inbound Links for
Companies That Blog

Don't Blog




Optimize Website

* Search Engine Optimization
* Key Words

* Meta Descriptions

* Inbound Links

* Internal Links


http://www.google.com/

SEO=Google Results

Median Monthly Leads by Range of —_—
Google Indexed Pages o
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Indexed Pagesin Google — Ranges*
* Each range represents an equal number of customers




Google=more visitors

Median Leads Over 7 Days by Range of
Keywords Ranking in Google Top 100
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" The number
of marketers
who say
Facebook
|s “critical”
/ r “important”
| é their busnness

has increased

%

\in just two years.
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9% N

of Facebook fans
are more likely to buy

the brands they fan.

g~

e

OURCE: CHADWICK MARTIN BALEY 8§ MODERATE ’-"E.


http://www.facebook.com/ImageMediaPartners




of Twitter followers
are more likely
to recommend

the brands they follow.

SOURCE: CHADWICK MARTIN BALEY & IMODERATE AESEARCH TECHNOLOGES, FEBRUARY 2010



Twitter Users

* 52% Age 25-44

* Well-Educated

* More Likely Higher Income

* Early Adopters

* Frequent Social Media Users

Source: Twitter Usage In America: 2010


http://www.edisonresearch.com/home/archives/2010/04/twitter_usage_in_america_2010_1.php

YouTube

e 279 argest Search Engine
* HD & SD Video

* Free Video Hosting

* Up to 20 minuets

* YouTube Channel

| Or visit URL:
http://bit.ly/SEO-YouTube



http://www.imagemediapartners.com/search-engine-optimization-for-youtube-videos/?utm_campaign=AZ-Coalition&utm_source=Webinar
http://bit.ly/SEO-YouTube

LinkedIn

* Professional Groups

* Company Profiles

* Promote Blog & Content
* Participate in Discussion
* Start your own Group



What to do?

* Create content

* [Vlake it easy to find (SEO)
* Tell people about it

* Rinse and Repeat
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Thank You

ﬁ WwWw.imagmediapartners.com

@Image _Media

linkedin.com/in/timlorang
facebook.com/ImageMediaPartners

youtube.com/user/ImageMediaPartner

tim@imagemediapartners.com

Or visit URL:
http://bit.ly/ACAEval
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