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http://www.localseoguide.com/

= The Social Local Opportunity

= Data Highlights

=  Q&A with the SLM Thought Leaders
= Live Polling

= Staying Connected with SLM

= Your Turn

A Kelsey
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LOCALSEOGUIDE.com
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http://www.city.com

LCM, Wave 14: SMB usage of various “social media” is already intense. Nearly
half of SMBs reported using Facebook for advertising or promoting their
business. 40% said they have a Facebook page specifically for their business.

Use of Social Media

Facebook 48%

E-Mall

Other
Social
Network

Blog

Twitter 19%
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I{clsqr Sources: Local Commerce Monitor — Wave 14 (BIA/Kelsey and Constat) | g
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LCM Wave 14: When we asked our tracking question about usage intentions of
various Web 2.0 capabilities in the next 12 months (vs. the past 12 months), we
see ambitious plans across most of these capabilities.
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Video on Another Web Video on Own Web Site  Links/Ads on Social Customer
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I{clsqr Sources: BIA/Kelsey surveys | 0
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What is the biggest challenge/area of need that your local business clients experience in their
social media marketing and advertising efforts?

Figuring out how to
measure social media ROl

Best practices for generating
marketing campaigns
across multiple soc....

Crganizing internal workflow
and assigning staff
to execute social media

Tailoring particular social
media efforts to target
specific audience. ..

Developing a plan for
integrating social media
into advertising and m...

Step-by-step implementation

tactics (as opposed
to just best practices)

Other —
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Saying that social media is “Facebook & Twitter” is an
oversimplification. What else should be on your radar?

I(Clsey | 14

Proprietary and Confidential. Copyright © 2011 BIA/Kelsey. All Rights Reserved.



Proprietary and Confidential. Copyright © 2011 BlIA/Kelsey. All Rights Reserved.



Donations

J3I0NUDS < Comments
I‘Inkhauks i
Followers

Interactions,
gtmails
Videos

ohares
Links

Proprietary and Confidential. Copyright © 2011 BlIA/Kelsey. All Rights Reserved.



I(Clsey | 17

Proprietary and Confidential. Copyright © 2011 BIA/Kelsey. All Rights Reserved.



Proprietary and Confidential. Copyright © 2011 BlIA/Kelsey. All Rights Reserved.



Proprietary and Confidential. Copyright © 2011 BlIA/Kelsey. All Rights Reserved.



Analog Dollars
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Marketing

| 21

Proprietary and Confidential. Copyright © 2011 BIA/Kelsey. All Rights Reserved.



TBDCommunity

Our story continues

TWITTER

Finding the first tweets from the Discovery
Channel hostage situation

September 2, 2010 - 02:08 PM

ELke 12| 24 (=) Emall =) Print
By Mandy Jenkins (Twitter @mjenkins) Text size

Update: James Calder cited this tweet, which is the earliest from the scene as of what
we know right now. From @wasroykosuge at 1:13 p.m.:
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GROUPON

Collective Buying Power
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« SLM Advisory Service

— Addressing the rapidly developing social marketing and media
segment

— We will help clients implement social across media, marketing and
advertising channels to drive revenue dollars

« Clients will have ongoing direct access to:
— Industry, Technology Reports - Case Studies
— Expert analysis - Analyst Access
— Proprietary Research - Broad Local Media Viewpoint

* Clients refer to our advisory services as their very own in-house
research and competitive intelligence team to support business
activities

For more information and to request a free report, contact
Steve Passwaiter at spasswaiter@bia.com or (703) 818-2425.
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ILIVI

Victoria Ransom
Founder and CEO
> Wildfire Interactive

Maz Sharafi
Senior Manager, Local
Monetization, Facebook

" Evan Cohen
. GM, Foursquare

Tim O’Shaughnessy
Cofounder and CEOQO,

We Go Deep
at ILM East

March 21-23, 2011
Boston Marriott Copley Place
Boston, Massachusetts

6’an

- “" Gail Goodman
i / ‘ CEOQO, Constant Contact

Walt Doyle
President and CEO
" Where

Nate Richardson
President, Gilt City

\_ David Weinberger

Author and Senior Researcher,
Berkman Center for Internet &
y Society, Harvard University

| 30
Proprietary and Confidential. Copyright © 2011 BlIA/Kelsey. All Rights Reserved.



Boston Marriott Copley Place

e CZSt Boston, Massachusetts
Special Offer

Webinar attendees who have not yet registered
for ILM East — register with promo code

to receive $200 off price.

Join the largest gathering of top industry executives for
thought leadership, networking and business
development.
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Now it’s your turn... where do you
fit in the ecosystem?

Social

Networks
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s and comments:

| npolachek@kelseygroup.com
jwilliams@bia.com
and | andrewsho@yahoo.com

eaS www.biakelsey.com/ILMEast2011
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