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Developing the Program EastBay\ ENGAGE

|HtEl‘E|[:tIVE Media

=Need for further education established
after several client meetinas

sResearched similar business models,
and the industry in general (articles on
Mashable, Social Media Examiner, etc.)
to develop an offering

"Researched rates of competitive
companies to determine a price-point
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Business Targets EastBay\ ENGAGE

Interactive Media
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from consumers than others. based on content thev can provide.

Some good examples:
=Entertainment venues
=sBars / restaurants
sSpas / salons
=Retail / clothing stores
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Interactive Media

* The average American spends 6+ hours per day on
social networking sites**

= 93% of consumers believe a brand should have a social
media presence***

**Cone, Inc., 2008
*** Nielsen, January 2010
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To help local businesses solve the social
media puzzle.
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Interactive Media

2011 Social Media Marketing Industry Report:

=90% of marketers indicate that social media is
important for their business

=Majority of marketers (58%) are using social media
for 6 hours or more each week, and more than a third
(34%) invest 11 or more hours weekly

STINUTTINCT=VINIC aUvdalilayt Ul oUllidl ITicUlia ITidiAclrly 1o
yclicidallly 1Imuic vUusiiicoos CApPUSUIG, do TliJivdadlcu vy

W /U i Il GAl INwesWwil W

Victor Bosak, Digital Media Manager, East Bay Newspapers 6



New MultiMedia Revenue Models

neinrorcing i1 neir Need EaStBa A\ ENHELQH%E

NEW SPAFERH

Interactive Media

=Lack of presence and / or an ineffective
communication strategy means lost
connections to new and existing customers

silncreased interaction across other channels
can lead to business / brand loyalty
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Interactive Media

v To gain insight on consumers
v Increase traffic to website via social media channels
v Improve search engine rankings
v Increase overall leads to business, and in turn sales
v Build relationships with customers—ENGAGEMENT
v Build brand reputation online
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Getting to Work EastBay\ ENGAGE

PAPERS

Interactive Media

ENGAGE

Interactive Media

ENGAGE

Interactive Media

S | | ENGAGE

Fax Number: Account URL: Interactive Media

Online Since:

Telephone Number:

Website:
racebooK Changes/strategy:

Hours Of Operation: Number of Albums / Photos:

Account Curr

ly Active? (Y / N):

TERMS OF AGRE

Customer agrees to the above statec Account URL:
to fulfill this commitment will result
rate to the appropriate earned rate a
contract rate, this will result in an adc Follower Count:
customer. Confract rates are non-
available in combination with any o
specials. These discounts are ava
who maintain a current account
Interactive Media and East Bay N
agrees to pay set-up fees up frg

C package total amount. Number of Check-Ins:
paid either in full within 30 days o1
every 30 days via credit card ($1

Profile Photo? (Y / N): Iwitier Changes/otrategy.

Venue Currently Claimed? (Y / N) :

Specials Running:

Yelp:

Venue Currently Claimed? (Y / N) :

Payment Method: Client Signature: — roursquare Changes/Strategy:

Number of Reviews / Rating:

Check Number: Date:
Specials Running:

Expiration Date: Consultant Signature: C | Set Up? (Y / N) :

ber of Videos: - Yelp Changes/Strategy:

Youlube Changes/Strategy:
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Outline Of Your Brand’s Social Media Footprint
"Facebook / Twitter account evaluations (if applicable) faCEbOOk«»
=Evaluations of Yelp, Foursquare, and YouTube statuses
=Social media integration into company website

Evaluation Of Your Competitors’ Social Media Efforts
*Facebook fan count / page content evaluation
=Twitter followers, Tweet count, and days-live status @!
*Facebook / Twitter market share breakdown ‘
*Whose voice is more powerful, what got them followers
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Th is i n itial l sa m p I e re po rt Alayne White Spa - Social Media Analysis
co n s i ste d Of: YELS Alayne White Spa - Social Media Analysis

Perc:
Price --Creat
agn E::. mﬁ:gt Alavne White Sna - Social Media Analvsis
*Facebook t )
acepnoo age criuque
Thes Foul SUGGI
spec; Aths The go Alavna Whita &na — &acial Madia Analucic
the Pro ongoint
=Facebook page change- -
p g g Alayr fese Facebook Alayne White Spa - Social Media Analysis
that t Both F¢ likes abou
H busir. busines ‘wall” oper
suggestions
As di Examp much as p Alayne White Spa has an established Facebook page, set-up to represent both the Bristol and Providence, locations.
undel you've e The page currently has 920 fans, integrates in photos, and has a detailed description of the business and its hours of
medi FOURS operations
H H Itis sugge
u T\A’ tt t Iy Friend appears pl SUGGESTION 1: PROFILE PHOTO REMODEL
Itter account analysis NE] many < Ppecrsp Many businesses aren't aware that the maximum image size allowed for a Facebook Fan Page is 180 pixels by 540
Thes table.” The previc pixels. This gives the page the ability to have a large, eye-catching and appealing image that can integrate in the
company logo, contact information, and even photos of the business. Below is a screen grab of what Alayne White
- - Fad Swarm Spais currently using, and outlines the space that is actually available.
=Foursquare analysis / suggestions et
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Vie Bosak, Social Media Consultant (617) 396-7082
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