BLASTMEDIA
Sept. — Dec. 2014
Why One Month Matters?




Campaign Goal

To increase the awareness of BLASTmedia’s successes to potential clients with the use
of social engagement and media outreach; and, share why public relations, social and
creative play a vital role in company success.




Campaign Highlights

One Month Matters

Goal: Increase awareness of BLASTmedia successes through statistical research and data-
driven results.

Campaign Results:

* Created a full report showcasing the impact one month can have on a company's success and
awareness. In this report we broke down how BLASTmedia’s services of social media, PR and
creative impacted our clients positively in 30 days.

+ Created five branded images featuring tips for improving a company’s brand logo and design.
The tips were then featured in a blog post on BLASTmedia’s site.

*  Wrote and optimized two blog posts, one focusing on the “Do’s and Don’ts of Creative” and the
other on “Google Analytics for Dummies.”

* In total these blog posts received 72 page views with 55 page views from Facebook, Twitter and
LinkedIn.

+ Drafted and pitched the Social Sweepster PR case study to 15 public relations focused outlets.
We secured interest with MediaBistro and helped foster a relationship for another case study
with PR Daily focusing on the success TCP had working with BLASTmedia.




The Report

This report highlights the successes of BLASTmedia’s clients in a one month duration.
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PR Results
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Creative Process:

The Dos and Don’ts of
Creative Brand Design

Researched and created
five branded images to
highlight tips for improving
a company'’s brand logo.
The fifth image was
included in a blog that goes
more in depth about the
process.
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713 Keep it
J Simple.

When designing, simplicity is always the best choice.
Too many things in a small area tends to be cluttered.
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) Use
/ Typography.

Experiment with two different fonts together versus
just one. This adds a dash of professionalism.

/&> Don't Go Straight
/ to the Computer.

Ideas come from your brain, not your web search
engine. Sketch out your ideas on a piece of paper.




Be Aware of What
Your Colors Mean.

Different colors subconsciously evoke different feelings.
Pick a color that helps show your company'’s personality.

Don’t
ImitateWork.

Resist the urge to take a neat idea from the internet.
Have something that people will recognize as your own.




Social Media — By The Numbers

October 14 | November Percent
14 Change

Facebook 1,258 1,266 + 0.64%
‘Likes’

Twitter 6,147 6,136 -0.17%
Followers

LinkedIn 749 766 +2.27%

Followers




Social Media — By The Numbers

Social Image Statistics Totals
Media Series Posts

Results

Facebook 487 355 34* 910
Twitter 1,359 1,452 1,389 4,200
LinkedIn 2,857 557 580 3,994

ﬁ In all, we were able to garner 9,104 impressions.

*Only one blog was posted to Facebook.




Social Media Engagement

 Most Beneficial Shares

* LinkedIn — Alexandra Virden (500+ connections)
* Media Coordinator at Live Wire Media
* Facebook — Danny Goff (1,833 friends)
* Co-Owner of RNG Unlimited
»  Twitter — Chrissy Glesing (944 followers)
* Media Relations Director at OneAmerica Financial Partners Inc.

Christy Glesing 940
@ChristyGlesing Followers

Public and media relations, communications professional

with technology interests and a strong sense of

community. Opinions are my own.

Alexandra Virden =
Media Coordinatior at Live Wire Media

Ocean City, Maryland | Public Relations and Communications

Indianapolis, Indiana http://t.co/hxsFUiSdCk

Current Live Wire Media, LLC, Earth Travel Apparel
Warschawski, 52 Apps, Augusta National Golf Club
Education  University of South Carolina-Columbia

m Send Alexandra InMail | ¥ 509;" BLAS

media




Blog Results

« Our two blogs generated a
total of 72 page views.

° DOS and DOn’tS Of Creative Google Analytics for Dummies: Three Steps
Brand Design and Google ' "o e e

Analytics for Dummies had oo
an average time on site of B " “ N
00:03:30 and 00:07:50 R
respectively in comparison oL Eseﬁi
to the average site time of | =

00:01:38 [heDomana Dot orcreate Brand besienf 8

you may find yourself at a mental roadblock. Have no fear, fellow creative minds! Before you

start worrying and throw some clip art at the screen, take a bit of BLASTmedia’s advice on where \ media
to start and what to do:



Twitter Highlights —

« Together our three top tweets
received 1,826 impressions.

* Our most successful tweet was our
second statistics tweet, which is
shown below. o oo e Tt o ot 437

Detail expands
Number of times users clicked on the Tweet to view more details

BLASTmedia W Follow Replies 4
- A - Number of replies to the Tweet
@BLASTmedia

Retweets
Number of times users retweeted the Tweet to their followers

5

#ClientSuccess >> As a whole, the
BLASTmedia PR team secured 122 pieces ke ey oo e pknof i Teeot s 1
of coverage in just 30 days for a client. Favorites

#OneMonthMatters

Number of times users favorited the Tweet




N BLASTmedia \ BLASTmedis
a C e O O Posted by Liz Vinson 1?1 - October 20 & Posted by Liz Vinson 7] - October 29 - Edited 1?1 @
Your branding tells the public who you are as a company and sets the tone for It's easy to run to the web for inspiration when beginning the creative design

your business. Our tip? Avoid using too many graphics, colors, and words in process. Instead of getting your ideas from the Intemet, scribble down some
your logo - simplicity is key. #OneMonthMatters notes the old fashioned way ~ with pen and paper. #OneMonthMatters
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LinkedIn Highlight

BLASTmedia Don't run to the web for creative inspiration. Instead, brainstorm design ideas on a piece of
paper.

« The second image
series tip received 1,573
impressions, 7 clicks,
and 5 interactions.

 The average LinkedIn () Don't Go Straight
post receives bl i il

approximately 330
impressions, 3 clicks,
. . ili Organic @
and 2 Interactlons. Targeted to: All Followers
1,573 7 5 0.76%
Impressions clicks interactions engagemem

ﬁ This equals a 336.6% increase




Questions?




