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You should hear us now.

If you can’t:
Please reference the number and access
code provided to you via emaill,
or call 949-474-4418 x-219 for help.




Were recording!

The Live Session m

IS avallable
following today’s
webinar!

Ask Questions!




Raise your hand during Q&A if
you want to ask a question “on
the air”

Submit questions/comments
during the session via chat
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Fie View Hep Dozl

=] sudio
Audio Mode: @ Use Telephone
O Use Mic & Speakers

Dial: 312-878-0218
Access Code: 455-254-360

ou are connected to-audio

=] Questions
Q:Here are my questions ..
& Here is your ansver.

(2 Thanks!
& Wy utmost pleasurs

E-Newsletter Focus

YWebinar I0; $88-535-122

GoTlo\Vebinar™




Ramin Zamani
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Joe Manos
Executive Vice President

MindFirelnc:

Marketing’s Missing Link.”




Which companies are using social media & mobile
marketing? What are they doing?

Real-life examples of social and mobile campaigns

Is there a market growth opportunity for print and
marketing service providers?

Market opportunity outlook

How can we take advantage of it?
Strategies for capitalizing on the opportunity
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More than just hype

The New Marketing “Results”
Engine

Traditional marketing is
undergoing radical change

The future: Integrated
marketing activities versus the
“silo” approach used today

MmdFlrelnc

Markating's Mss
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Refers to utilizing a variety of media
formats

Including Social & Mobile
Provides a high level of interactivity
Is inherently engaging

Provides improved results

Direct mail

Print:
Press ad
Signage

Catalog
Collateral

Email

Web:

Search
Display ad
Press release
Blog post
Affiliates

Social media

Mobile:
SMS

QR codes
Apps
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Direct mail

Print:
Press ad -
Signage
Personalized Direct Mail (Purl) Catalog N
_ _ Collateral
Personalized E-Mail (Purl)
OR Codes Email
Web:
Search
Display ad
SMS Press release
. . Blog post
Intelligent Mail Bar Code Affilintes
All Mass Media with Gurl and Curl
Thank you email for responders Social media
Real time lead to sales team by
territory
Mobile:
SMS
QR codes

Apps
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Study: “Capturing the Cross
Media Direct Marketing
Opportunity” Infotrends, Oct,
2010

More electronic/online
marketing + more channels

Marketers use an average of
2.7 media channels
p/campaign




Don't Know

8.3%
L One
Five or More N 8.1%
2.7% -
Four
12.4%
Two
30.5%

Three
N= 518 Marketing Respondents 38.0%




Consumers available on an average of 7.2 channels, including:
Landline phone
Mobile phone (or two if counting voice and text!)
Skype
Facebook
Twitter
Personal & business e-malil
Membership in online forums
A home address for traditional mail

Need to be combined with mass media like:
Catalogs
Magazines
Signage
Events
Traditional broadcast media
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Let’'s review some new

media use cases
The KEY — it's more

than technology t ‘

. adain & Gicw 2) Convert Visitors
Strategy & Tactics i

Cusiomars to Customers
designed to achieve the «

Marketing Objective




THE QR INVASION

(PHysicaL AND DiciTaL WoOrLDS COLLIDE)

GR CobpE
[KYOO-AHR KOHD] -NOUNM

(QUICcK RESPONSE cCODE) A 2D MATRIX BAR CODE CAPABLE OF
STORING UP TO 4,296 ALPHANUMERIC OR 7.089 NUMERIC CHABLE
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Web Search Interest: qr codes
Worldwide, 2004 - present
Categories: Science (25-50%), Business (25-50%), Computers & Electronics (0-10%) , more...
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gr codes T——

Interest over time ecast @ [¥] News headlines

m
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@QF‘\ codes made easy

@ CrispRoot™ Implements QR Codes

@VEDFESI Seattle: PCC Matural Markets Puts QR Codes To Taste Test
@ Where Should New York Place QR Codes?

EJMercred\-Achi QR codes

Ej'u"-f’eslbur lesson on QR codes

@ Googles Kurz-links jetzt mit OR-Codes
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If your last cellphone purchase
wasn’t a smartphone and you'’re
living stateside, consider yourself
In the minority

So says the most recent data
from Nielsen, which claims 55
percent of U.S. mobile phone
purchases over the last three
months were smartphones.
That's up 34 percent from last
year!

Smartphone OS Share
Mar 11- May 11, Mobile Insights, US

Smartphone Penetration
Mar 11 - May 11, Mobile Insights, US

!

Apple Iphone /'

(105) 27% /

Feature phones
62%

[ 2%
Windows
Mobile 9%
LSymblan 2%
I
Palm 05 1%

Windows Phore T, 1%

nielsen

---------




Android share of recent acquirers flattened in 2017,
Apple is now driving Smartphone growth

Recent Acquirer Device OS Share
Acquired a new device In the last 3 months, Mobile insights, National

45% 45%
579% 54% Feature Phene

66% Recent Acquirer
68% 55% 55% Smartphone Penetration

® Other
ol — r % Windows Phone7

e RIM

® Apple Phone (10S)
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and SAVE

Quality California wines for your holiday parties, gifts, & enjoyment.

OR codes
Text messaging
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Hosting a party? scan this code with your mebile device or text HOST to 30333 for
suggestions on the number of bottles and type of wine to serve as well as perfect wine and food
pairings. To download a 2D barcode reéader on your mobile device text 2DCODE to 30333,
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The SmartCode

A “new” experience and value
for each label or package

A powerful marketing tool for
brand managers

Drive outcomes

Complete tracking and
measurement
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Once it is in your cell phone,
it may give you details about
that business (allowing
users to search for nearby
locations)

show you a URL which you
can click to view a product

present a coupon which can
be used in a local outlet

@ MindFirelnc

Marketing's Missing Link,



A QR code on a café in
Seattle, WA links to Google
Places and reviews on Yelp

and around the web

Provide your customers with
new options to connect on
multiple levels

We're a

Favorite

@ MindFirelnc

areting's Missing Link,



SmartCode for high value
wines

Each bottle has an
authentication / serialized
code

Provides a life cycle
assurance for future sales
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It's second nature for many consumers
to research any big-ticket purchase
online before they pony up their hard-
earned money. So why should buying a
house be any different?

Well, it's not.

Some brokers are using quick response
codes — or QR codes on their "For
Sale” signs and flyers!

By David Pitt, Associated Press

http://www.youtube.com/watch?v=0RUOW4bjB_o






Homeplus Subway
Virtual Store

Busy Korean’s
searching for more
free time!

http://www.youtube.com/watch
?2v=0PMA4Ui6Sjfk&feature=play
er embedded




SmartCode enabled Label and Packaging
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Special offers

Online registration

Market intelligence

Online purchases

Time sensitive programs



Turn faceless visitors in to
identifiable profiles

Provide coupons on demand to
drive traffic

Capture marketing intelligence

Provide special offers or high-
value downloadable content

Track & measure media
effectiveness for ROI



Create another level of
customer experience...

Drive real-time customer
actions

It's a “Game Changer”
Application

Can be leveraged on multiple
levels

Change your offer coupon or
call to action — monthly

1200% increase in QR Code
utilization last year

60% increase in online
downloaded coupons YoY
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A new plan unveiled by New
York City Mayor Michael
Bloomberg will put QR codes
on all NYC building permits
by 2013.



Made by Victor Petit who
was looking for an
nternship but recently scored

one.



QRAPPING PAPER, a
wrapping paper printed
with QR codes that can be
scanned with a code
reader to pull up 50
different — but equally
ridiculous — holiday-
themed YouTube videos.



Text for Info
Polls

Voting
Surveys
Coupons
Sweepstakes

Reminder
messages



The success of mobile campaigns, such as voting on
American Idol or receiving mobile coupons, has revealed
that consumers are willing to participate in timely relevant
campaigns

Harris Interactive poll showed 56% of teens stated they
would be interested in viewing ads with incentives

Over one-third (37 %) of adults noted that they would be
receptive to such advertising
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Short code campaigns are rapidly growing
In popularity because of their inherent
simplicity

Nearly all mobile phones (over 96%: CTIA
2009) are capable of receiving SMS

SMS-based campaigns achieve over a 90
percent opt-in rate, compared to 22.1
percent for email

The average SMS response rate typically
ranges between 15 to 30 percent
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“Social media is the use of

web based and mobile technologies
to turn communication into interactive
dialogue.”

“A common thread running through all
definitions of social media is a
blending of technology and social
Interaction for the co-creation of
value. “



Just a fancy way to describe
the bazillion conversations
occurring online.



Marketers are constantly
evaluating which digital
communication channel will
best meet their needs

Today they are faced with a
rich array of choices including
the latest in social and mobile
marketing

These channels help
marketers disseminate
Information to large audiences
rapidly and cost-effectively
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Let's see...

Social media marketing
Includes participation on
social networking websites
such as:

Facebook, LinkedIn,
MySpace,

video and photo sharing
websites including YouTube
and Flickr

blogging, microblogging
(Twitter), podcasts, forums,
product reviews (Amazon)
and social bookmarking
websites




The marketing landscape is
rapidly changing

New media are creating
new opportunities

Let's take a look at the
current trends...



A

Please answer the
poll (Select all that

applies)
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Challenge
» Engage commercial clients on LinkedIn

» Encourage business professionals to
recommend HP products and services to
their peers

* Quickly build a critical mass of
recommendations

Solution_

» Establish LinkedIn Company Page to
engage

professionals in a business context

* Activate Linkedln recommendation
capability, inviting visitors to endorse HP
products and services

* Use LinkedIin Recommendation Ads to
accelerate results

Results

* 2,000 product recommendations in two
weeks

* 20,000 new followers on HP Company
Page

* 500,000 viral updates about HP products
and services



Sara Lee recently ran a social
coupon campaign that resulted Iin
81% coupon redemption

The campaign generated 65,000
website visitors in 30 days

It is another example of brands
testing out traditional direct
marketing tactics in the realm of
social media



In January, the brand presented
consumers with a $1 off coupon
for Jimmy Dean D-lights breakfast
sandwiches

They were encouraged to share
the offer with three or more friends
In order to receive a coupon for an
additional $1.50 off.

According to SocialTwist,
more than 64% of visitors
made the referrals and
received the $2.50 off
coupon, with the referral
chain extending to up to
five referrals per initial
referral

SocialTwist founder Vijay
Pullur said that his
company has seen
similar results with its
other clients such as
ConAgra Foods' Hunt's
tomato products, which
saw a 55% redemption
rate




Sara Lee had the potency of social referrals
In mind when developing the campaign.

“At Sara Lee, we know that direct friend-to-friend referrals are

highly credible because consumers know their friends
personally, know their likes and dislikes, and naturally target
the shared messages better than any demographics or
psychographics,” said Michael McDowell, manager of shopper
marketing at Sara Lee.



This type of campaign may showcase the future of traditional print
coupon programs

According to Coupons.com Inc.'s Digital Coupons Trends Report
for 2010, savings from coupons distributed via newspapers in
2010 grew only 7% from 2009, meanwhile savings from digital
coupons increased at nearly six times that rate!

“People aren't buying the Sunday paper; people aren't going to
their mailbox

“So coupons distributed socially online is a great way to reach
people where they're reading because they're reading their email
and Facebook or Twitter streams.”



Now let's see how a typical University (we call it
Facebook University in this example) can leverage
technology to integrate direct mail with Facebook.

In this campaign, the University sends a postcard
with a PURL (and a QR code) to a prospective
student, named Collene.



*

Hello Collene!

facebook
UNIVERSITY

2 % Visit your personalized URL
[=]: 2  or scan this QR code '-
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First, the University “knows” a lot about
Collene (her demographics, her
Interests, her friends, etc.), and can use
this info build a relationship with a
personalized message.

Second, all Collene’s friends will “see”
her status and may want to learn more
about the University’s offer.









Collene happens to be
Interested in movies, so
Instead of offering a
$20 Macy’s gift card,
the university can offer
her two movie tickets
for completing the
survey.

For John Nerdman,
another prospective
student who loves
books, the university
offers a $20 Amazon
gift card as the
Incentive!
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A major retaller...
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Objectives:
Increase store traffic & offer redemption
Grow customer/contact base



Create direct mail w/personalized URL, driving respondents
to landing page.

On the landing page:

Respondents complete a short survey to receive an
offer via email

The offer must be taken to a store for redemption

Respondents can also share the offer with their
friends

Respondents who share the offer with friends are
automatically entered into a sweepstakes (free stuff for a
year, iPad 2, etc.)

Friends who respond virally start a step 2, and the process
repeats.



Visit & Response Rate to Direct Mail

Social Media:

Facebook: Measure how many people each share brings
(e.g., 1 share brings 5 additional people)

Twitter: Measure how many people each tweet brings (e.g.,
1 tweet brings 10 additional people)

Determine which social media site drives quality results
(consider placing ads on the network)

Determine which individuals are biggest “influencers”

Measure in-store redemption, by channel

Measure increase in contact/database size



When asked how they tracked
and measured ROMI:

nearly 20 percent of marketers said
they did not

34 percent said they were planning to
Introduce a formal ROI tracking
system.

Typical measures included
Revenue
Profits
Market share
Volume, caliber and conversion of leads
direct response metrics









Response by Media Type

Press Release
1%

Social Media/Viral
12%

Email
87%




Social Media/Viral Detall

Facebook, 3%

Email Footers, 4%

Linked'n, 1% TWitter, 3%




Market opportunity outlook
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Source: Forrester Research



Source: Forrester Research















Strategies for capitalizing on the opportunity
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It is a requirement for
today’s business

It IS an extension of
your business

It protects your core
business and revenue

Opens new doors of
opportunity

Creates new revenue
streams




Think long-term:
It's an important strategic business decision

Build your team:
Knowledge of Web development

Harness the power of technology
Meet your customers’ needs, faster

Build partner relationships
Don’t go in alone...
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We are here to
help you

We have
hundreds of world
wide customers
just like you

They are tapping
Into these new
areas of growth
successfully!



Creating a personal and
relevant “experience” is
an opportunity for new
high value pages and
revenue!

The first step is
leveraging today’s new
tools and methodologies
for your customers!



Thanks for your
time!

Joseph E Manos

Executive Vice President

MindFirelnc

916-284-8112 mobile
Imanos@mindfireinc.com




