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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.




‘ Housekeeping

= Were recording!

= The Live Session @m

IS avallable
following today’s
webinar!

= Ask Questions!




‘ How to interact with us

Fie View Help [=aeElk
(= fudio

Audio Mode: @® Use Telephone
O Use Mic & Speakers

Dial: 312-878-0218
Access Code: 455-254-860

Raise your hand during Q&A if | ——_
you want to ask a question “on

09 OH

the air” You ars connected to-audio
(=] Questons =]
. . 0 Hers are my quesations .. =
Submit questions/comments Ay
. . . (2 Thanks!
during the session via chat Aty uimost pesre -

E-Newsletter Focus
YWebinar I0: $88-535-122

GoToV\Vebinar™




‘ Your MindFirelnc Team

Ramin Zamani
Director of Marketing

Joe Manos
Executive Vice President

MindFirelnc:

Marketing’s Missing Link.”




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

o Real-life examples of social and mobile campaigns

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

o Market opportunity outlook

How can we take advantage of it?
o Strategies for capitalizing on the opportunity



Real-life use cases

WHICH COMPANIES ARE
USING SOCIAL AND
MOBILE MEDIA
MARKETING?

WHAT ARE THEY DOING?




'The Cross Media Journey

= 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

@ Mmdeelnc*

Markating's Mss
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Today’s Cross Media

Experience?

Refers to utilizing a variety of media
formats

o 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




‘ Cross Media

Direct malil
capabilities include: -
Press ad o
Signage ff
o Personalized Direct Mail (Purl) Catalog g
_ _ Collateral
o Personalized E-Mail (Purl)
o QR Codes Email
Q
Web:
0 Search
Display ad
o SMS Press release
o Intelligent Mail Bar Code 2 0g post
o All Mass Media with Gurl and Curl
o Thank you email for responders Social media
o Real time lead to sales team by
territory
Mobile:
SMS
QR codes

Apps




One touch point is not enough

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

THE CROSS-UEDIA PLATFORM CELIVERY UMINERSE by Gary Mijas 2008

o

= More electronic/online
marketing + more channels

= Marketers use an average of
2.7 media channels
p/campaign




Best of breed results

Don't Know
8.3%
L One
Five or More 1%
2.7 % -
Four
12.4% F:
{ 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-mail

Membership in online forums

A home address for traditional mail

O 0000 0 o0 o

Need to be combined with mass media like:
o Catalogs

Magazines

Signage

Events

Traditional broadcast media

O 0O 0 O



You must optimize the touches

= 91% unsubscribed from opt-in e-mails

= 77% more cautious providing their e-mail
(versus last year)

= 81% “unliked” or removed a brand’s posts

= 71% more selective “liking” a company
(versus last year)

= 41% have “unfollowed” a company !l ‘l‘




Leading to “NEW” use cases

= Let's review some new |
media use cases
= The KEY —It's more -+
than technology 'k ‘

. adain & Gicw 2) Convert Visitors
= Strategy & Tactics e

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

199 4 [itaiibegan

DEnso [inJapan




QR codes gaining more popularity in the US.

MBS 2 coose rsons orsen.. < NG

€« cCf O www‘g_oo_gle.com;‘-’ns;ghts,fse rch/#q=Qr¥%20codes&cmpt=q ISR N
GOL)gle [nsfg htS fOI' Search rzamani@mindfireinc.com | My Account | Help | Sign out | ] Download as CSY | English (US) v F
beta
Compare by Search terms Filter
® Searchterms TP lU=e | Web Search -

@ Locations @ |Qr codes ‘
© Time Ranges + Add search term

|All Categories | -

Web Search Interest: qr codes
Worldwide, 2004 - present
Categories: Science (25-50%), Business (25-50%), Computers & Electronics (0-10%) , more...

Totals @
qr Ccodes T

Interest over time | Foreca @ [¥] News headlines

m

Learn what these numbers mean

w See worldwide top rising searches by clearing the search terms

@QR codes made easy

@Cr\snﬂnct“‘ Implements QR Codes

’EJ VegFest Seattle PCC Matural Markets Puts QR Codes To Taste Test
@W’here Should New York Place @R Codes?

EJ Mercredi-Appli - QR codes

| F]Westbury lesson on QR codes
| 6] Googles Kurz-Links jetzt mit OR-Codes

= g et i it o
e e A Ve 3 e S o i e oo et e e e e e e P
2004 2005 2006 2007 2008 2009 2010 F
[' The last value on the graph is based on partial data and may change. Learn more
|ﬁ&hgl€_l Embed this chart

Regional interest @ Region City
1. United States —————— | )

2 Canada —————

3. lreland —— ]

4. Australia —

5. United Kingdom —— )

6. Metherlands —

7. Germany —F *'

8. India — 7

9. Spain —1F

10. France —i “




Smartphones are taking over the U.S,, says
Nielsen research

= If your last cellphone purchase
wasn’t a smartphone and you'’re Smartphone Penetration Smartphone OS Share
IiVing stateside. consider yourself Mar 11 - May 11, Mobile Insights, US Mar 11- May 11, Mobile Insights, US

In the minority

Apple [phone ,.-'
(105) 27% /

/Rim Biackberry
[,

Windows
Mabile 3%
I_Symblan 2%
I
Palm C5 1%

Windows Phore T, 1%

= S0 says the most recent data Faute pone
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 niclsen
year!




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)

@ Androld
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R R I i - R R R nielsen
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and SAVE

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

OR codes
Text messaging

MOBIL

‘--i EFEE

pairings. To download a 2D barcode reader on ynur mabile device text 2DCODE to 30333,




‘ The next generation of marketing

= The SmartCode

= A “new” experience and value A

for each label or package — "YL“"‘" —
1' H \.,‘_‘ *
GET A KICK HERE

= A powerful marketing tool for
brand managers

= Drive outcomes

”’*”NA KNOW MDF'!E
= Complete tracking and o v pepel

measurement

‘<& MindFirelnc



‘ QR Code to “ofter” in one click

= Once itis 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.



In store promotion

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

and around the web

We're a

= Provide your customers with Favor ite
new options to connect on ' |
multiple levels

‘¢4 MindFirelnc

ting's Misseng Link,



SmartCode for high value
wines

Each bottle has an
authentication / serialized
code

Provides a life cycle
assurance for future sales

!
i
i
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Retail: Macy’s Backstage Pass

sign in | my sccount | customer servics

the magic of Rl rem——— shopping bag (0) ﬂ
i EXTRA 15% OR 10% OFF SITEWIDE!
OFF fromo code: EASTER details Eil2 i

for the home bed & bath WOMEN men juniors kids beauty & fragrance shoes handbags & accessories jewelry & watches sale

SEARCH |Keyword, Web ID | GO » mecjifiguide  STORES DEALS & PROMOTIONS GIFT CARDS WEDDING REGISTRY

MACY'S

BACKSTAGE

! Macy's Backstage Pass is your go-to |
Loas pERle ! : - destination for exclmivﬂ_fnqh_ipﬂ'ﬂdﬁl:&,
w(PH I 11 N~ beauty secrets, insider tips and more.
-?

Click the video to sée how :twurir:ll

EXPEQT

TIPS & ADVICE

watch our exclusive videos

lI
- mone
VEIBOS




‘ More retail examples:
Best Buy, Home Depot

v PoamurShot 0 B Mg
gl Carmma - Blick

i T
(I

KITCHEN
UPDATES FOR
ANY BUDGET

Get started today —call 1-500-HOMEDEPOT,
visit the stare or find inspirations and
@

STARTING ATs

PEA SGQ. FT. DELIWERED & INSTALLED
EXCLUSIVE MARTHA STEWART
LIVING™ COUNTERTOPS BY CORIAN

= Designed to work with all the ather procicts

In the Martha Stewart Living lina

= By integrafling cakinets, hardware and gaint
COROME. You CAN Credta & Blyke of your awn

REMODEL 7 % SCAN THE CODE

SPECIAL ORDER = -~ FOR MORE MARTHA
CABINETS INTERS . :
o E 4 Useyour mabile
Phona to gat
7 exciuahve tips from
Martha. request
4 fnore hiormation
or scheduile an
E appantment.
11 you don'T alfeady Mavs & GODE Taades,

WiaN homadapot comyscan of e
. HDS¢anto 43558 to download a free epp.




‘ Billboards: Calvin Klein’s “uncensored” campaign




Mobile apps, quick response codes sell

homes

= 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




Events: Tissot models wearing QR code shirts at
Moto(GP Race

e

e L

Sni

4. 5 /
e | U 1 % |
Y ..
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r , a TIBSOT

Il 4 0450048 m® 260p° ot




See how QR Code helps Lotus win in
Korea Market

= 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

Join Fs healthy Bung tlub
fiirideas, mepiration drd
Lyils ial dffez s,

5=
B —

=

Seamihs codaisng
yar Smaponz

SETHEVANDTVER

2
BEAUTY

b L

TWIST e

ILS sssous

' Digiuliy printed on an AP o

presson white BOPF v o
32 FLOZ/65 ML ; b faTi

MindFirelnc

Marketing's Missing Link.”



The landing page

is designed to load
quickly and to fit nicely in
a Smartphone screen.

TANGERINE )
. ) TWIST
Clear call to action with

strong offer encourages \
the visitor to take sign Welcome to J's Healthy Living Club. Sign up

today to begin receiving ideas and inspiration

up. to live your best life. Find tips on caring for
your skin, to exercise and activity guides to
meal suggestions and much more.

Form fields are kept to
minimum to make it easy
for visitor to sign up.

Email Address |jsmith@jscompany.com
L Cell Phone  [123-4s6-7800 |
Capturing visitor’s cell # (R

[ Will recEhe SHES promotiondl ofers
will allow future SMS e )
- communications. Continue

First Name  |John |

Last Name |Smith |



il

Thank you page confirms B E A T Y

the registration and
builds foundation for a
relationship.

Thank you for signing up for J's Beauty. You
will now begin receiving valuable information
as well as special offers via email.

Please download vour coupon here.

The coupon can be in

PDF format if there’s a X} | }

£ |
need for printed copy, or 3 i A TY I“”"
can be a barcode placed 78067

2

63

188

3

on an HTML page that S
can be scanned directly ks $5.00 OFF

from the cell phone. SRE Any J Beauty Product

THIS COUPON IS FOR DEMO PURPOSES ONLY



‘ Loyalty Programs

= Special offers

= Online registration
= Market intelligence
= Online purchases

= Time sensitive programs

-

/7 MindFirelnc

areting's Missing Link,



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

—— el 1 |

‘<& MindFirelnc



Create another level of
customer experience...

Q

o 1200% increase in QR Code
utilization last year

o 60% increase in online
downloaded coupons YoY




Other use cases (not for marketing):
iShuttle’s location based mobile communication SMS and QR code




A new plan unveiled by New
York City Mayor Michael
Bloomberg will put QR codes
on all NYC building permits
by 2013.

m Buildings

Work Permit Department of Buildings

Prrei| Mamaer: FRaesy s ld- o) -Fe-au L adrdidnnn Fupiess  FASAE A
PRSI B3 FAHD KA

BT MAATTAR 3 BRCAP STRENT Suiltess: FEETAECEE ERIDGE & SOAFTO
Soprrastay We: af-pdES

ALTEALTION FIPE J - SEETROCTION FOUIPREAT - BIDEWALE-RUED JprBill HEAYY DOTr ATOENALE ANES A
FOAL <F Jil L F AT 23 EROAD STREET.  [WRQW ABELIAL REFATAD, &DAE AFALL CCadLF WITd AL 13790
MO CTARGE [N DE5F, EGREDS OR GOCINANCTT

Raviey do segeerisd usdes Boilding Toda. 10868
Rlsotriral Applisatios Wumher for dbad Ligheimg: MITHEAZ

To e & Tordrgg Dvsgrae Q0090 or 50 shallengs @ sening sppeessl Bn @ 5 part ol 8 G Baiising apoie soon Br ARasser speiceass flsn e
P, pimate sroe "By iuirrnby” il Byt Sefbrerd mals sles o e sy e sivde g




‘ Getting more creative:
alking resume

QR Code Resume Makes Your Embossed Paper Look
Lame

b 23 days ago by Brenna Ehrlich
Clgg
lke  ElSend | W 3,454 people lke this.

Ads by Google
Eree Resume Templates - America’s Top Resume Templates. Build a Perfect Resume. Free!

LiveCareer com/Resume+Templates

Prepare to feel really inadequate about your chosen resume font. This dude has fashioned a custom QR code
resume that is sure to break up the monotony of any HR person’s day

. .

M ad e b VI Cto r P etlt Wh O Made by Victor Petit — who was looking for an internship but recently scored one — this resume is
reminiscent of band Cassius's video and accompanying app [iTunes link] for 1 Love You So.” It features a QR
code in the middle of a picture of a face (on the back of a printed resume) that unlocks a video of the missing

was looking for an

internship but recently scored
one.



‘ Getting more creative:

QRapping Paper

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




Mobile COKE Code

It’'s easy to boost
wvour balance.

Jusst buy and enjoy wour fawvorite drimbcs,
then collect the codes and enter thaem.
T hew're on lots aof different packages
and siFes, so it's easier thham ewver.




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 emalil

The average SMS response rate typically
ranges between 15 to 30 percent




SOCIAL MEDIA




“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. *“

A

WIKIPEDIA
The Free Encyclopedia



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

c
rich array of choices including ﬁ
the latest in social and mobile ,*\
marketing &

These channels help
marketers disseminate
Information to large audiences
rapidly and cost-effectively




Social media marketing
Includes participation on

social networking websites
such as:

o Facebook, LinkedIn,
MySpace,

o video and photo sharing
websites including YouTube
and Flickr

o 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...




‘ Which of the following social

networking sites are you using for your
business?

Please answer the
poll (Select all that

applies)




Renault connects with Facebook fans at the

Netherlands 2011 Auto Show

i

1 iqn' 0:05/1:18 @ 3600 Yol |




‘ Starbucks SRCH game

SRCH ms

5.-25-1 5-11-h

5-30-1



Using LinkedIn, HP creates 2000 product

recommendations

Winkorst (5]

Faatored Products and Sarices

H Lagtaps Notecoos Somputers & Tosiet

Ryan's Activity et

Ryan Reslan  recommends HP Printers & Multifunction

HF Printers & Multifunction from Hewlett-
Packard

HP legendary reliability with
high-performance business printing. Since
1984, the HP LaserJet has become the gold
standard of printing-- a recognized worldwide
leader for reliability, superior output quality,
ease of use, and top performance. Choose
from a comprehensive line of HP LaserJet
and...

31 seconds ago « Like . Commert « Reply privately

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 LinkedIn 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



‘ Brands using Social Media

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

= The campaign generated 65,000
website visitors in 30 days

= Itis 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.



‘ Col

wit

lene receives a direct mail

ith a PURL (and a QR Cod

Hello Collene!

plece

)

faceboolk
UNIVERSITY

@ % Visit your personalized URL
= 2  or scan this QR code




‘ When Collene visits her PURL (or
scans the personalized QR Code):

This demo will ask you to approve a number of "Permissions” at logr

Nathing will be posted to or by your account without your consent.




The app asks for permission to access

Collene’s account

| PURL Portfilio: Facebook Demo E
x &~ &g 2|

E:i Fa::alﬁ | hﬁﬁ:ﬂmnd’lme.putllpor!falli.n.:amfhuhoeif‘lmr;Wrnan-g:rLjsp 1r- | ie =

MindFireInc.'s

b Rotast Tor Peroszsinn < =) (B) e
'\ Il $}facebock com hu;g!fmfa(ebook.comfdiﬂngfpﬂmhﬁmﬂfm?lﬁ_wimmz‘mﬂi __

. ’ s, f Heguect for Permission
LR
t PURL Portfolio & reguesting permagen 10 &0 the Foling:
Different 1 -
permission e S\

levels can be
asked...

Lo in s Colena Toav (e veu™)




Collene logs in (and allows access
to her account)

PURL Portfolio's

Welcome, Collene

§ Con \ifut with Facebook

This demao will ask you to approve a number of "Permissions” at foain.
Mothing will be posted to or by your account without your consent.

This PURL Portfolio Facebook Integration will demonstrate how your PURL campaign
can leverage social media to increase your marketing reach.

www.PURLPortfolio.com ' Cross-media Marketing * Credit Card Processing + Sodal Media - Featured Gallery




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.



University learns a lot about Collene

User's Facebook Information

The following data has been pulled from your Facebook profile.

Name
Gender

Age
Relationship
Birthday
Location
Website
About Me
Friends

Collene Toavs
female

29

April 28, 1982

Huntington Beach, California

“Smile. Inhale, Close your ayes,

95

Interests
Movies: Official Rio the Mavie, Rio RealD 3D
Music The Saored Spiders
TV, The Guild
Books

[

Exhale and feel the love around you!”




... and her friends

Friends' Facebook Information

Below is a subset of data about your friends. You can group prospects’ friends based on demographics to precisely target potential new
prospects. For example, a sports bar offers "twenty-something males with a birthday next month" a free order of hot wings. (Note: We limited
this query to 200 of your friends selected at random.)

Genders Ages Relationship Status
60 8 Male 160  20s In an open relationship
B Female W z0s Engaged
B Unknown W 40s inal2
75  50- In a relationship - 14 friends
40 :
W G0s+ i |
50 @ Unknown :U
ionship —
< / T Unknev
20 - b I'J
25: - {
/
Marriesd
. S . mE_
State Locations Birthdays by Month
( Unknown
Kansas
rito federal _‘1‘"‘\\ .
Colarado ——
Ohio ———_ %
1 | - -

\- California Wjzn Wfeh BMar BApr B May @jun BJju B Aug
M Sep EOax Bl Nov M Dec




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!




Collene can post a message on her wall (or even directly
on all her friends’ walls,) asking them to check out the
University’s cool offer!

L. @cndas N2
hﬂﬂﬂ!ljm!ﬂﬂllﬂ

S B ol DNy ) SEl A . e s . i

i

Reach Beyond Your Mail Lists

Post to Your Wall Past to Your Friends' Walls
All of your friends will see this. All of your friends will see this.
[,} Check out this site. Enlter your message here (optional)
| PURL Porfolio  PURLs + Facebook = ROl Overload PURL Porfolis  PURL Portfolio’s Facebook Demo

www. PURLForifolio.comifacebook/ www. PURLPortfolio.comifacebook/

PURL Porifclio is excited to demonsirate Facebook As & fiend of Colizne Toavs, you are the first to be invited to
integration with our PURL platform. Our clients can now view Facebook Integration on the PURL Portfolic pistform
leverage the power of Facebook fo increase conversions You now heve the power of Facebook to communicate with

and RO your customers snd increase ROL.
Fosts to Collene Toavs's wall, Posts to 95 Frignd wails.

RSVP for an Event
Attendees will receive event updates.

New Years Eve on the Moon

2t The Moon on Sat Dec 31 2011 15:00:00 GMT-0800 (Pacific
Standard Time}

This is a test event to demonstrate Facebook Events
integration. However, if we do open an office on the
meon, you are invited. More. .

f roveves [ F RVPMaybe




‘ Another example

= A major retailer...




‘ Example~ Retailer

. . l"'i

i'

: Cﬁnmuﬂn

I:Iiltm:l of
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Rhode

o New Jere




‘ Example: Retailer

= Objectives:
o Increase store traffic & offer redemption
o Grow customer/contact base
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Create direct mail w/personalized URL, driving respondents
to landing page.

On the landing page:

o Respondents complete a short survey to receive an
offer via email

o The offer must be taken to a store for redemption

o 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:

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

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

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

o Determine which individuals are biggest “influencers”

Measure in-store redemption, by channel

Measure increase in contact/database size



‘ Quantity marketing results

= When asked how they tracked
and measured ROMI:

o nearly 20 percent of marketers said

a

a
a
a
a

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

Wachine Btetuy

Slaclidna 8 odis
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lilmwan 1M0I  Puenig 10906
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MindFirelnc

Marketing's Missing Link.



‘ Track & Measure all results

DSCOOPS 2010 (Prospects)

New Graph Recent Graphs (] Help

Delete Graph Graph Options - Data Options

Survey results

[tne answen: 190178 }———

| Personalized URLs:

272450
Dashboard, Repors
and Anahdics: 15 |——
(13%
'l Intelligem Mail

| barcodes: 2001 8%

FastLaunch
|Program: 1501 3%

i ukcnue:.uusmi

What would you like 1o learn more about?

@ MmdFlrelnc

Marketing's Missing Link



‘ More results...

Campaign Results

04-28-2010 14:25:54

intelligent Mail barcodes

QR codes

FastLaunch Program

Dashboard. Reports and Analvtics

Yes

Yes

Yes

[ Edit Report Format J

| I'd like to subscribe to MindFirelnc’s monthly e Newsletter. [question5]

I'd like to meet with MindFirelnc team at DSCOOPS5. [question6]

I'd like to schedule an online demo and leam more about MindFireinc products and services. [question4]

Show from: [FFiv]to: I@] RSl = |
Date I List ISent l\&s&s I Response |Type l
IDZ -24-2010 12:51 ' Registered attendees prospects 202 72 (23.84%) 39(12.91%) Direct Mail
03-19-2010 12:23 Friends 13 10 (76.92%) |6 (46.15% API
|02-24-2010 12:51 Intemational Prospects 218 27 (12.39%) 7E.21%) Email
:02—1 8-2010 17:41 Seeds 2 :0 {0.00%) 0O (0.00%) Direct Mail
Guests — 14 1 —

TOTAL {does not include Guests) 535 109 (20.37%) 52 (9.72%)

- respondents who came to your landing page

- respondents who submitted the survey
Survey Statistics:
mejdyuuﬂceto leam more about? [question3]
Personalized URLs 27 (50.84%)

20 (37.74%)
17 (32.08%)
15 (28.30%)
15 (28.30%)

6 (11.32%)

12 (22.64%)

13 (24.53%)

é Internet | Protected Mode: On

fa - #,.100% ~

MmdFlrelm:*

Marketing's Missing Link



Response by Media Type

Press Release
1%

Social Media/Viral
12%

Email
87%

MindFirelnc

Marketing's Missing Link.”



Social Media/Viral Detall

Facebook, 3%

Email Footers, 4%

Linked'n, 1% TWitter, 3%

MindFirelnc

Marketing's Missing Link.”



Market opportunity outlook

IS THIS AN ATTRACTIVE
MARKET FOR PRINT AND
MARKETING SERVICE
PROVIDERS?




‘ Interactive marketing spend

560,000 Mobile marketing
Social media
550,000 Email marketing
Display advertising
Interactive 000
marketing  <35,000
S5 milli
i mihn) 20,000
Search marketing
$10,000
SG Mobile and
2010 201 2012 2013 2014 CAGR Social Medi
Mobile marketing mmmmmm 29 QN Social Media
Socialmedia = §716 | $835 | §1217 34% | have the
Eraimarketng | SLad8 | 1355 | S1504 - Sio%s || siew  saeer| 1w highest

growth rate

Oplayacvertsing | 7829 5839 Sspds SII72 | SI4ZI SIS0 17

Search marketing = §15,393 S 3 g 3 150
Total 525, T]" 5-19. 12 $3 ,ﬂ]"? Sﬂ-ﬂjﬂﬁ 54?, 78 554,956 17%%

Prieol of al S 2% 13% 15% 7% 1% 1%
spen

Source: Forrester’s Interactive Advertising Models, 4/09 and 10/08 (U5 only)




‘ Fact: marketers are shifting their budget
away from traditional marketing

m “How will you fund Increases in your company’s interactive marketing budget?”

We will increase budget for interactive by shifting 60%
money away from traditional marketing

We will increase budget for interactive with no 158
budget change to traditional marketing

We will increase budget for both interactive 14%
and traditional

We have no plans to increase our interactive -
marketing budget

Don't know 8%

Base: 204 marketers
(multiple responses accepted)

Source: Forrester Research



Fact: marketers are shifting their budget away
from traditional marketing

E “Which of the following traditional marketing budgets will you decrease in order to fund
increased Interactive marketing?”

Direct mail
MNewspapers
Magazines
Television
Yellow pages
Outdoor
Radio
Telemarketing

Mone of the above

Other

Base: 118 marketers who will fund increases to interactive by
shifting budget away from traditional marketing

Source: Forrester Research



Social media was the leading
“emerging channel”
for lead gen in 2010.

SOCIAL MEDIA T4%

ﬁ ‘

WIRTUAL EVENTS

MOBILE

2
£

over [

SOURCE: UNISFAIR, MAY 25, 2010




063% of companies using social media

say it has increased marketing

effectiveness —among other benefits.
INCREASING EFFECTIVENESS OF MARKETING _ 63%

INCREASING CUSTOMER SATISFACTION

REDUCING MARKETING COSTS

REDUCING SUPPORT COSTS

REDUCING TIME TO MARKET FOR PRODUCTS/
SERVICES

INCREASING PRODUCT/SERVICE INMNOWVATIOM

INCREASING REVEMNUE

26%

24%

249%

35%

SOURCE: MCKINSEY GLOBAL INSTITUTE, DECEMEER 2010

45%

50%




More than 1/2 of US SMBs say social
media sites play an important role in
active sales.

“HOW IMPORTANT 15 SOCIAL MEDIA
N SEEKING OUT POTENTIAL

VERY NEW CUSTOMERS/CLIENTS 7*

IMPORTANT
15%

\ NOT IMPORTANT
A47%

SOMEWHAT
IMPORTANT
38%

SOURCE: FORBES INSIGHTS. MAY 2010




61% of US marketers use social
media to increase lead-gen.

D*MFESTM | DO NOT KNOW WHY WE
ond / HAVE ONE
4%
MY COMPETITORS ARE >
DOING IT
5%
“THE MAIN REASON MY COMPANY 1S
IMPLEMENTING A SOCIAL MEDIA
STRATEGY IS...
TO INCREASE LEAD
MONITOR THE GENERATION
CONVERSATION ABOUT 681%
MY BRAND
27%

SOURCE: R2ZINTEGRATED, APRIL 2010




Strategies for capitalizing on the opportunity

HOW CAN WE TAKE
ADVANTAGE OF I'T?




‘ Why you should start today

= Itis arequirement for
today’s business

= [tis an extension of
your business

= |t protects your core
business and revenue

= Opens new doors of
opportunity

= Creates new revenue
Streams

Opportunities {#**
straight ahead




Think long-term:

o It’'s an important strategic business decision
Build your team:

o Knowledge of Web development

Harness the power of technology

o Meet your customers’ needs, faster

Build partner relationships
o Don’t go in alone...



Cross-media campaigns are designed to engage respondents on a
more personal and relevant basis using multiple touches

Direct

A
Av, Mail _ _— Email Invite

Invite to campaign H

—twikker —

Refer A Friend

Invite to campaign

/P Invite to join fan page

Invite to join fan page ',‘ s _. Cueste

Follow Up Email ~ ———— R

= ey
zi




IF you need help!

= 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!

‘<4 MindFireinc



Thanks for your
time!

Joseph E Manos

Executive Vice President

MindFirelnc

916-284-8112 mobile
Imanos@mindfireinc.com

‘&4 MindFirelnc
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