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IS CONTENT MARKETING TRADITIONAL ”a’f”"
ADVERTISING'S NEW RIVAL? '

*‘

Content Marketing is a force to be reckoned with. As companies seek to expand their
reach anline, budgets for Content Marketing are growing and new tactics and promotion
strategies are being explored. Here we dive into the ins-and-outs of Content Marketing,
how companies are currently usingit, and the budgets that are being allocated to this

massive new platform,

WHY SHOULD COMPANIES USE CONTENT MARKETING?

RISK MITIGATION LEAD GENERATION LEAD NURTURING LEAD SCORING

A & I @

Content marketing develops Content drives traffic as Asa lead develops, strong It's based on how a prospect
trust by providing the buyer i well as captures leads ! conhtent will educate and : interacts with the content and
with information that will help through forms inform, developing a robust through nurturing campaigns.
them make the right decision, lead nurturing program. i

thus reducing organizational | :

and personal risk.

HOW ARE COMPANIES USING IT?

THE MOST POPULAR f :
CONTENT MARKETING &f — =
TACTICS USED BY R~ =
BUSINESSES TODAY

SOCIAL MEDIA ARTICLEPQSTING - IN-PERSOM EVENTS ENEWSLETTERS CASE STUDIES

(EXCLUDING BLOGS) 18% 62% 61% 55%
19%

OOGOEO

WHITE PAPERS  WEBINARS/WEBCASTS  PRINT MAGAZINES VIDEOS PROMOTING CONTENTIN ~ MICROSITES PRINT NEWSLETTERS
43% 42% 42% 41% TRADITIONAL MEDIA 30% 25%

OO000

RESEARCH REPORTS DATA-DRIVEN CONTENT PODCASTS DIGITAL MAGAZINES MOBILE VIRTUAL CONFERENCES EBDOKS

23% MARKETING 16% 15% 11% 11% 9%
21%

COMPANIES WITH OVER 1,000 EMPLOYEES USE COMPANIES WITH LESS THAN 10 EMPLOYEES SEE
AN AVERAGE OF 9 CONTENT MARKETING TACTICS. AN AVERAGE OF 6 CONTENT MARKETING TACTICS.
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PERCENTAGE OF MARKETERS
WHO USE THE FOLLOWING

SITESTO DISTRIBUTE
e - ﬁ
—_—

95% 54% 51% 38% 8%

BIGGEST CHALLENGES 36‘0/0 PRODUCING ENGAGING CONTENT 210/0 PRODUCING ENOUGH CONTENT

NARKETRS T - IS
MARKETERS TODAY —

20(.,/0 BUDGET TO PRODUCE CONTENT 119/0 LACK OF C-LEVEL BUY-IN 90/0 PRODUCING A VARIETY OF CONTENT

91% OF B2B MARKETERS PLAN TO INCREASE SPEND IN

ARE BUDGETS GROWING? CONTENT MARKETING OVER THE NEXT 12 MONTHS.

CONTENT MARKETING IN-HOUSE VS. OUTSOURCE

SPENDING OVERTHE /8 45%
NEXT 12 MONTHS

9 45% N-HOUSE ONLY

v
3%
o
£ OUTSOURCED ONLY

52%

B2B MARKETERS ALLOCATE APPROXIMATELY 26% OF
THEIR TOTAL MARKETING BUDGETS TO CONTENT MARKETING

CONTENT MARKETING While Content Marketing spend is ymfflmntlymiwthsntmzﬁtlamk advertising; Itis not to be:
SPENDING BY COMPANYSIZE . dismissed as Incansequential. One day Content Marketing may directly rival traditional advertising, ‘

% OF BUDGET CREATION

AVERAGE 26% 578,600 301,000 379,600

1.000% EMPLOYEES 21% $182.300 875.000 SLHSZ 300

100-999 ENPLOYEES $77.200 258,000 $335,200

10-99 EMPLOYEES SYA 400 100,000 S142 400

FEWER THAN 10 EMPLOYEES 22700 34.00( $56,700

PRORS
10FS

ArtsMarketing.org | e-book | 4



™

S

SLackTivisT:
Doing something in
support of an issue
or cause that requires
minimal personal
effort.

Term coined by
Dwight Ozard and
Fred Clark in 1995

AcTivisT SLacKTIVIST

SenpinG a TWeeT # aTTenDinG a siT-in,
but it can‘achieve the goal another way by spreading awareness of the issue

IR T ST A l - momtee oo s o

Social media allows us Slacktivist can build
to learn about more issues awareness of an issue
more than ever before overnight

How many siGnaTures can a sinGLe
PERSON WITH a PETITION GET?

The whole world
can sign an online
petition

in 36 hours,

New anti-corruption
laws are now in the

Indians signed a petition on Avaaz.org to clean up
corruption in India
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‘SLackTivisTs are LK+

2 as likely to encourage
X others to sign a petition

axlikmy: i or contact a politician

volunteer

4 H

2K+

as likely to ask
for donations

-

25 likely to take
partin an event

of people say that the internist has
had a major Impact on the ability
to get individuals together
1o make social change

Red Cross raised 520 miflion in 5 days after
the Haiti earthquake through text message
donations. 10,000 texts per second at
its peak

KONY = 2012

ITRNVIBTAVE THIEDREN

Kony 2012 received 112 million views
within & days.

of Twitter users are
group participants.

of internet users participate in
groups, compared with 56%
of non-internet users.

During the SOPA blackout, 3.9 million
SOPA-related tweets were sent out

10 .51GNS YOU MIGHT B a8 SLACKTIVIST

Retweeted samething
about a cause m

E a
You are wearing
an awareness

bracelet

Participated in
a short term
boycott

Turned off your »
power foran =
hour

Put a magnetic ribbon

¥ Donated through
b &R YOUr car

Faeehask

Changed your Facebook
status In support of 3
cause

Signed an online petition

Shared a video about a
cause

Bought a product because they
will donate a portion of proceeds
to charity

httpy//csic.georgetown.edu/research/215767.html

httpy//en.wikipedia.org/wiki/Slacktivism

Sources

http://mashable.com/2011/10/24/slactivism-cause-engagement/

http://firstmonday.org/htbin/cgiwrap/bin/ojs/index.php/fm/article/view/3336/2767
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http//pewinternet.org/Reports/2011/The-Soci

https://twitter.com/#!/twittercomms/status/16007 1169997946880

http://www.cc.gatech.edu/~yardi/pubs/Yard

CHIT1_SIG.pdf

httpy//www.fastcompany.com/magazine/145/do-something-helping-humanity-with-a-click-

of-the-mouse.htm|?partner=homepage_newsletter

http://www.avaaz.org/en/highlights.php




The 140
Character Fix

You not only You've reserved P, You own the book
§ know what the a Twitter handle - “Twitterature®

Fall Whale is, for your unborn :

you have your child

own customized

T-shirt

“W ? e

Cigarettes Alcohol Caffeine Sex

Is it really possible to be
addicted to a social network? EEs

100 million
Yes!In a 2010 study, ig—
college students were challenged to go 24 hours without 5'555.!?:;
social media and used the following words to describe

their experience: = Twitter has 100 million

active users
« More than 50 percent of
these users login daily

« Nearly 250 million

23% 21% 12% 8% 8% [maaaiis

Addiction Physical or Failure Confusion lsolation
Mental Distress

A look at Twitter users
in the U.S.

P remale ® 1522 @ 1exs than high school
@ vl ® @ High school
@ s @ tradessome higher education
@ o= @ achelors degree
B5+ Graduate degree
® @ q
Age

.

Gender

Education Level
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What do people tweet Other Hot Topics
about the most? End of Super Bowl XLV| 10:245

Beyonce's pregnancy announcement

The current ——
; ) 8,869
tweet pEl’ EECGnd 2071 U.5. Women's World Cup final game

(TPS) record: S 7,196

Set on December 9, 2011 when Steve Jobs' resignation

the 1980’ flick Castle in the S /064

Sky was broadcast in Japan. Japanese earthquake in 2011

G 5 530

Tweet-free for 3 months:
Nov. 2011-Feb. 2012

Celebrities are addicted, too

Famous twitter quitters who couldn’t stay away...

Tweet-free for 1 month: Tweet-free for 1 day:
Dec. 2011- Jan. 2012 Nov. 9-10, 2011

Ashton Kutcher Alec Baldwin Chris Brown
“Quit” after criticizing "Quit” after being kicked "Quit” in frustration
Penn State for firing Joe off an airplane for refus- over being asked
Paterno before he read ing to turn off his phone guestions about his
about the scandal at the then ex-girlfriend
university. Rihanna.

] ol ituady Ny e Cuardian, 2012 Fnekchookcon natreat, Ing,, 2013

= .:+ X i ‘ On]inESChDDlS com

gt Far every chapter of your educatins
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by @MDGadvertising {‘]

o Where Is Inbound Marketing Headed?

Where is it headed? In a word: online. Here, we explore why inbound marketing is gaining
ground on outhound, and look at inbound channels that will continue to grow in years to come.

Increasingly Inbound

A majority of businesses are increasing their inbound marketing spending in 2011,
due in part to past success with inbound marketing.

Increasing Spending

Increasing Inbnund
Marketing Budgets

Past Suceesszth I.nbmmd Markehng

TP PP ............. J ! u “EODDD?UF

Change In Management

Cutting Inbound
Marketing Budgets

¥ 3 Compared to two years ago, more marketers are shifting their lead generation
Shlﬂ-‘ to Inbound Marketlng budgets to inbound channels.

2011 Lead Generation Budgets _ Outbound - 24%

'Hlll}(':ilf_'li company blogs and so

The recent growth of inbound marketing can he partly attributed to the faet that
The LOW~ Cos‘t‘, Adval]_ta_ge cost perlead is typically 62% lower for inbound-dominated organizations than for
outhound-dominated organizations.

Average Cost Per Lead A significant number of businesses identify more inbound marketing channels
- as having below average cost compared to outbound channels,

Percent of respondents who identified each channel as helow average cost
M [nbound Channel . Outhound Channel
Channel 10% 20%

Blogs

Soeial Media

SEQ/Organic Search

Paid Search

dominated :  dominated
businesses businesses
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Success Through Channels

Conve I't]..ng Leads Maore companies are acquiring customers through blogs and social media in 2011 compared to 2008.

Company Blogs LinkedIn Facebook Twitter

41

2008 2011 2009 2011 2009

For companies that seék to acquire customers through a hlog or social media sites;
SUCCGSS B_V Aud]_ence suecess depends on whether the goal is B2B or B2C. LinkedIn was niore successful
for B2B marketing, while Facebook was most successful for B2C.

Percent of users who acquired a customer through that channel B B2e M B2C

m LinkedIn

E Company Blog

n Facehook

3 Twitter

Looking Ahead

As inbound marketing spending increases, much of that will be devoted to online. Within the online space, several inbound channels
are poised to grow over the next few years.

Online Marketplace Social Networks On The Rise Blog Popularity Boost
Inbound marketing will inereasingly take place The meleoric rise of social networks is expecied Similar Lo social nelworks, blogs are enjoying
online, By 2014, analvsts project that more than to conlinue for the next [ew years. Tnbound mereased readership. IUs projected that by

one-Afh of all media ad spending will be online, misrketers will have a growing number ofusers 2013, 58% ol all Internet users will beregular

to tailor their gampaigns 10 blog reaters,
Projected Online Ad Spend
(Of Total Media Ad Spending) Projected 1.8, Soecial Network Users Projected U.S. Blog Readers

2012 2013
Search Remains Strong Despite a growing numiber of channels for consumers to research products, the search engine is still the most popular,

Sources Used To Begin A Search On Branded Products (According To U.S. Online Buyers)

Taar with o gedreh enging and ok far top seareh rasults

midgadvertising oo

Sources: HubSpot.cony, eMarketer
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SUCCESS

GETTING TO THE ROI OF SOCIAL MEDIA

In the last few years, both small and large businesses have increasingly turned their marketing efforts toward soclal media, convinced that
joining the social ranks will deliver a measurable monetary ROI time. In truth, the ROI of social media—unlike other marketing technigques—
1s measured by the impact it creates, instead of a monetary return. This year, marketers promise to deliver both. We find out if the era of a
truly measurable ROI in social media is here.

Most businesses that are investing in social media marketing are positive it will eventually
IF ' WE BUILD IT. THEY WILL COME ¢ produce an ROI, according to a study by Marketing Sherpa.

adadersdl BUSINESS OWNERS ATTITUDES TOWARD SOCIAL MEDIA MARKETING'S ABILITY TO PRODUCE AN ROI Jebdiasinhinssdas

e - &

say social marketing is a say soclal rnarketing is say social marketing say social marketing
promising tactic that will producing a measurable ROL; is basically free; is unlikely to produce ROL:
eventually produce ROL let's let's continue to invest let's keep it that way. why invest rmora?
invest, but do it conservatvely. in this tactic.

64 PERCENT OF BUSINESS OWNERS INVESTING IN SOCIAL MEDIA MARKETING WERE CONFIDENT IT WILL DELIVER A RETURN.

(HANRIY R ECE AYET I 2 survey by Chief Marketer noted how most marketers measured their social media campaigns in 2011,

MARKETERS' METHODS OF MEASURING SOCIAL MEDIA MARKETING SUCCESS:

60% Numbers linking as friends, 39% Sharing, forwarding, :_rew.'est'mg'_ 35% Qualified leads from social media
followers, "likes" or posting brand content

30% Visits or time spent with bral : 25% Incremental =ales attributable to 18% Brand awareness/favorability
social content social media (measured by surveys)

*Numbers do not add up to 100 percent, as respondents were allowed multiple responses.
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' 1. CONSUMERS ARE SATURATED BY

THE SHEER VOLUME

OF DIGITAL MARKETING MESSAGES

- A00K0.000
- 4.000.000

2.00:0.000

Mpfedaits:
hthﬂnsmthﬂlm 8- = 000000
| say they receive
‘too many promotions
and ars axy
to too many AL
-adverts

1296 ey 1968 111 ] .’m‘ iﬁ_*rl “i I#H ity 2005 2008 2007 Boos 2008 2010
8 b Al ¥

wHAT DoES THIS CONSTANT
BDMBAIID!ENT DO TO RESPONSE RATES?

<. BUT WAIT! ®

THERE’S EVEN MORE DAMAGE...

Li:TY e
W Il @ .
of ConsSuImETS ol consumErs Wkl of consumars of consumATE
‘would unsubseribe respond negativaly would stop using would protest
Irom & hrand's o fufure messages their product or sanrice on social tsdia sites
prometiong i thay froom thst e
thought the messages
thoy wote recaiving
wmin too fregunmt
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4. S0 WHICH ONE DEVICE

WOULD THEY LIKE TO RECEIVE ADS AND PROMOTIONS ON?

L&)
By

W

-
-
-

of consumers respond
positivaly to Augmented Reallty

EgaE
Chyeed
respond positively

R R

of consumers prafar

a4 SHORT TEXT-ONLY MESSAGE,
Iike a Tweet, a Facebook message,
a Google Adwords message,

an BME et

><]

of consumers
prefer a detallad
EMAIL

B
=]
E
By
<
=]

11
24;0
5. AND WHICH DEVICE WOULD BE THE

MOST UNACCEPTABLE?

B /0 of consumers say they are turned off by unwanted
advertising on their mobile or smartphone

6. 50 CONSUMERS HAVE DIFFERENT
TOLERANCE LEVELS ON DIFFERENT DEVICES.

WHAT ABOUT DIFFERENT
DIGITAL CHANNELS?

g
2
5
&

7. AND WHAT DOES IT TAKE

FOR THE MESSAGE TO CUT THROUGH?

consumers consumers mare COnsumErs more £ORBUMEATS more EONSUMIETS MOre
ore likely Iikesly to respond Likes| to likely liksly to respond to
to .ea:u nd to to uwmnunm thatare pro to respand to u,omounns with
messages tallored specific to their ntextually relevant  promotions that are attention grabhing
to persanal location to what they were apectic to the time phrasing
interests doing they are sent

ANY GIVEN DAY, CONSUMERS ACCESS THEIR FAVOURITE

)

— [ ¥ rHROUGH
L 0r | VARIOUS
5 J DEVICES

S0 DEVICE- SPECIFIC MARICETINB

IS BECOMING OBSOLETE

of =] of ugs of consumers uss m BOTR usemore  of don't
more than Luaede ica mare than one device than cne dewice to GO .r_lm ons device n Bemorw Wi
to CHECK THETR o EROWSE THE ON SOCIAL METIA 1o PLAY GAME!

EMAIL INTERMET SITES like Facehoak,

Twitter, sto
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by: @MDGadvertising E;j

A MARKETER'S GUIDE TO PINTEREST

Marketers can't ignore Pinterest, the fastest-growing social site around. The virtual pinboard has users so addicted that they're now spendlf\g{
roughly 98 minutes per month pinning fashion. food, wedding planning tips, architecture, craft ideas. and cute pet photos. The site’s meteoric
growth is unprecedented, forcing marketers to ask, “Should we get in on this?” LUe break down the who, why, and how of Pinterest

Stee Pegple Whe Pin

FEMALE-DOMINATED AND VARIED IN AGE

Though Pinterest users are mostly female, their ages are nearly evenly spread between 25 and 54, according to Januvary 2012 data from
Google’s Doubleclick Ad Planner collectad mid-February.

87

FEMALE

© INCOME -

50~ s, $25,000- 2 $50,000- $75,000- - $100,000-
$24,999 (?7‘/" $49,999 lft? ®  §74,009 $99,999 i $149,999 BL204000+

Uhy You ofhould Be on Pinterest

IT'S MAKING HISTORY

According to comScore, Pinterest hit 11.7 million unique monthly LS. visitors in January, making it the fastest standalone site in history
cross the 10 million mark.

Tay 2011 |-@ 418,000 Pnioredt U.of. Undgree Vesitors
Jun 2011 |-

il 2088 -

CAug 2011 e 1,270,000

alep 2011 | ‘® 2,023,000

Gt 2011 | 3,295,000

Chlow 2021 | ® 4,855,000

Dee 2011

e zp12 | ® 11,716,000

IT'S DRIVING TRAFFIC

Pinterest has the potential to drive serious referral traffic Rccording to Shareaholic, based on data from their 200,000 member publishers,
Pinterest drives more referral traffic than Google+, LinkedIn, and YouTube combined.

Pescontage of Totol Reforial Taflic iv Janusiy

Yo, Webatle

¥ 105% 043% 0.22% 0.2%
€& ¢ & =
Pl ST

YOUTURE 'REDDIT GOOGLE+ LINKEDIN

COMPANIES ARE ON BORARD

Companies big and small are using Pinterest to post products, projects, and ideas. Some of the more popular pages are websites, stores, or
publications that cater to erafting, cooking, and design — all elements that thrive on Pinterest.

Etsy REALSIMPLE west elm

39,000+ followars F2000+ followers 22000+ followars 18,0082+ followers
700+ pins 2,700+ pins 800+ pins 2,000 pins
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SHow You Should Use Pinterest

A BIT OF LINGO

Mastering any new social platform can be a challenge. Here's a primer on basic Pinterest vocabulary.

“This recipe on Cupca_kes.com loaks "This cupcake recipe Sarah found 'ﬁ VA "I"m pinning so many cupcake recipas
so good | have to pin it looks preat, |'m going to repin it.” 22 | should just make a cupcake board."”

An image or video added to Pinterest i Similar to a retuseet on Twitter, users can y A set of pins. Users can create boards
either from a website using a Pin ltbutron | repin items they come across that other : on any topic (recipes, birthday ideas,
or uploaded from a person's computer, i users have pinned, adding them to one ' dream home]) and can add as many

! of their boards, : pins as they like.

HOW TO MAKE PINTEREST WORK FOR YOU

ke are s i Add o Pin ¢ button 2ot wiutal Promote mere than.  Lowwn from the

Pinterest caters to a If you want your The site is so addicting in Resist the urge to only pin Follow some big names on
unique demographic with customers to pin items part because it's a visual products you sell. Try Pinterest to get a sense of
specific interests. Decide from your website, make it expenence. Explore what posting news, tps, or even houws they're using it.
whether your customers easy. Add a Pin it button to gets repinned, then bump products from other Whether they're big
are using it and how. pages on your website. up the quality of the companies to get a variety. companies or individuals
images on your site, with a huge following,
watch and learn.

SOURCES: GDOGLE DOUBLECLICK AD PLANNER, COMSCORE, TECHCRUNCH, PINTEREST, INC.COM, MASHABLE

mdgadvertising.com n]
twitter: @MDGadvertising
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WHO'S USING GOOGLE+?

We all know about the high profile Google+ users such as Mark Zuckerberg
or Sergey Brin, but what about the average user? We take a look at the
demographics of Google+ and just how active they are.

S GENDER BREAKDOWN OF GOOGLE- USERS

Since its inifial launch, Google+ has been largely male-
dominated with nearly 63 percent male users comparead to
37 percent female: The largest group of Gooagle+ users are
currently males ages 24-25;

AGE AND GENDER OF GODBLE+ USERS
® FEMALE

NATIONALITY B

X S

Like most other soclal networks, Googla+ has its Most Google+ Users fall into the middle-class
core audienca in the United States; but is gaining income bracket, between $30,000 and $149,000.
popularity with the tech-savvy Indian population.

GODGLE-USERSBYCOUNTRYOF GRIG R m——
“Soo NI

]

s MNMN

o

g

g

[NDIA 1K CANADA  GERMANY  HRAZIL  TAIWAN
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x
Since its explosion onto the social media scene in June,
Google+ has been growing in number of members but
wavering in the amount of traffic the site generates. |s
Google+ on its way out already?

THE INACTIVE MAJORITY SLIPPERY SLOPE

While Googlet can boast almost 40 million users, Goaoglet has been declining in the amount of unique
a majority of those are inactive users. In a recent survey visitars to its site since its peak in September. A very
of activity on Googlet, only 17 percent weare considered similar pattern emerged when the site was initially
acfive and frequent Googlet users, launched in July and many early adopters' activity

tapered off in August,

=
MLLOH

orli oal Cail (0

GOOGLE- PAGES ANINITIAL GROWTH

While unigue visiters may be slowly declining, a new Since its launch on November 12, 2011, Googlet+ has seen
feature, Google+ Pages, has increased traffic and may an initial increase in the number of total U.S. visits. There
be the next big push for the site, Googlet Pages allows was a growth of 5 percent over the previous week and 25
brands, products, companies, and organizations te build percent over the previous month,

their own tailored Google+ presence,

PERCENTAGE OF TOP 100 BRANDS REPRESENTED ON GOOGLE+ PAGES  TOTAL U.S. VISITS BEFORE AND AFTER GOOGLE+ PAGES LAUNCH 101211 [ 11.2071

6.8

MILLION

10.12M 1.201

SOURCES:; EXPERIANHITWISE.COM | COMPETE.COM |

TECHCRUNCH.COM | BIME ANALYTICS | SLATE.COM | SEJ.COM | FIOWtDW"-.. In Partnership with Column Five
HUFFINGTONPOST.COM | SEARCHENGINEWATCH.COM | £t e 2
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Yoast.com Presents

PRESS

A Global

As o March 2012, WordPress is on

72.4M

different witiites around the globe
making WardFress the most widely
wsed and posular CMS in eximtenca

UOE 51 30
210 uer
ez 084
2102 AW
zZing xy

WordPress global usage

S

WerdPress boasts more than 37 million global searches every month

The number of complete official transiations of WordPress, with many others coming

40:

An average day on WordPress com )
sees around 500,000 new pasts.

=e =ilje =Hlje =Hje

2 = =iljs = =&+
. =iBe =i =i =B

diyar ane Daily

. J[ Pius Polidaddy, Vedpod, Yo
® Matian, ot to mentis
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Market share

WordPress boatts (he biggest market shar when it com

538%

\:"3} WORDPRESS

I the: LIK: WaordPress ks ten times

Working with WordPress

ﬂ_)c;or'ﬁlcr!

i E:pmun

0 COMTEMT MAnSoumETt Systom

Q Drupal Othe

US, WardPress is evan maore
than Erupal 2

Waordpress - 2 4million «

it - 66,000 =

$50p/h

@W@RDPRE S8

ODesk reports over 36,000
WordPress developers and
B6.396 WP jobs posted, an
average of 6,725 per month,
It alsa lists WordPress as the
5th maost requested skill

I’Iusjuﬁ Directary. Altogethet, thise plugins have Bodn
downinati=d more than

285,000,00C

thries, ar nearly ofe download for every. persan inthe

Uit States of A

Yoast plugins

are 19,000+ plogirs freely availatde n the WordPress

W.,« Gmgleﬂ_na]ytics

[for WordPre

Track your WaordFress sibe aaeily and with lots of
metadata views per suthor & category, automatic
trackang of cotbhount clickes and pageviaws

3. 01 million h‘"’

cewhioads to date, with an average
v 3.000 downlbads per

“R,-‘ WordPress SEO

b Yorst

Improve vour WordPress SEC: Write battor
content and have afu timized WordPress
il Using the WondPress SEO plugin by Yoast

1.12 mllllon £

cowninads 1o date, wit ] ]
Frpure of nearly 3,000 dnhnlmd& L.c1
day

Average Rating: * * * *i

ArtsMarketing.org | e-book | 20



INSTAGRAM

o?\@tzon , : ,

THE SMARTPHONE PHOTOGRAPHER § APP OF CHOICE

PHOTO SHARING 101

How often do people share
personal photos online?

T | }l_{._;[
/
“§ARARELY

317% NEVER

Of those wha share pbotos online, what percentage
of photos are taken with a cell phone?

38% SOMETIMES

COLLEGE STUDENTS LIKE TAKING
PHOTOS ON THEIR PHONES

TAKING PHOTOS 18 THE THIRD MOST COMMON TTPE OF CONTENT COLLEGE STUDENTS
CREATE ON THEIR SMARTPHONES — THIRD ONLY T TEXTING AND EMATL.

FREUHEHL;T 10 20 30 40 50 60 70 80 90 100

INSTAGRAM USERS ARE ANYTHING BUT LAZY

L [, ey e
'uu;:: .uu; ; Oi'n‘. [ﬁmm
o 1 BILLION INSTAGRAM PHOTOS.

PHOTOS
HAVE BEEN PROPLE LIKE PHOTOS
VPRI TO MORE THAN THEY COMMENT.

MoRE ritAN Tuar's IN JANUARY THIS TEAR, INSTAGRAM
5 MILLION 58 PHOTOS ENFOTED 78 MILLION LIKES ON PICTURES.
PUOEOS ARE UPLOARED y i '
R SECOND " SHARING PHOTOS. IN JANUART
2612, PRESIDENT OBAMA JOINED
THE NATION ON INSTAGRAM.
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INSTAGRAM USER GROWTH

:: ™ IN MILLIONS OF USERS
35 =
au |
25—

15—
0=

OCT0 DEC'I0 MAY'M  SEPT'L DEC'Il MAR'TZ  APR'1Z

HOW FAST DID IT TAKE OTHER SOCIAL MEDIA
GIANTS TO REACH 100 MILLION USERS?

WITH A NEW USER MIGNING UP EVERT SECOND, INSTAGRAM IS ON TRACK 10 REACH 100 MILLION
USERS, ONLY TW YEARS AFTER ITS GCTORER 2010 RELEASE ON THE 10X PLATFORM,

LIWIH TUMBLR TWITIER FADI'{

FTAUNCHED LAUNCHED LAUNCHED LAUNCHED
MAY 2003 APRIL 2007 JULY 2006 FEB 2004
100 MILLION BY ..(ﬁ MILLION BLOMGS o0 MILLION RY Too MILLION RY
MARCH 2011 FEB 2012 SEPT 2011 AUG 2008
I i 3 4 5 & 7 ﬁ 9 10
LINKEDIN
TUMBLR | |

IN YEARS

® AHI] GAMPIIS STAFF MEMBERS

HOST CONTESTS THAT ALLOW STUDENTS T INTERACT WITH BACH OTHER,
AS WELL A5 THETR PROFESSORS,

GO BEIIND THE SCENES AND SHARE PHOTOS OF WHAT STUDENTS MIGIHT
OTHERWISE NOT GET Tt SEE,

TAKE SILLT STAFF PHOTOS TO SHOWCASE TOUR PERSONALITY,

FEATURE PHOTDS BY PROFESSORS/ STUDENTS, HAVE A DIFFERENT
STUDENT EVERY WEEK TAKE A PHOT( OF PROJECTS THET ARE WORKING
ON IN TOUR CLASS.

THINK OUTSIDE THE ROX. DETERMINE WHAT ENCOURAGES TOUR'
STUDENTS T ENGAGE AND PIND DIFFERENT WATS T'O INTEGRATE
THAT INTO YOU'R INSTAGRAM ACCONINT.

BE ACTIVE IN THE COMMUNITY. LIKE AND COMMENT ON PHOTOS AND
DISGOVER NEW FELLOW PHOTOGRAFHERS BT SCANNING THE "POPULAR" FRED,

CONNECT WITH TOUR PROFESSQRS TO SEE WHAT THEY ARE
UPTO DUTSIDE OF CLASS,

INSTAGRAM I8 ABQUT GETTING CREATIVE. TAKE PHOTOS OF OBFECTS,

PEQGPLE, R EVENTS FROM INFFERENT ANGLES,

SHARE YOUR PHOTOS OX TOUR TWITTER FEED AND FACEBOOK PROFILE, BUT
MANAGE HOW MUGH Y0U SHARE TOUR INSTAGRAM PHOTOS, ONE-FIFTH
(27 PERCENT) OF FACEROOK USERS NAVE DELETED FRIENDS , 1

Sources;

Inslagram “Instagram Press Senlee ™ Apnl 20012
Mol DAYTMY = Plota Shar

e . OnlineColleges

Ask Yomjr Targal M §
1z

March

Myldamory “A po [ 1671 Facebhook uxs

Lignjwar I Coliwadtn Tast Kifehen Research Buparts, “Studon] Soiatphone Surecy Gisestlions end Ressity, April 2010
Gooete Iwvestor Ralatiogs '_n-ﬁ-: Anroinces Fourth Quartor and Fiecal Year 2001 Rusalie.” Jpany 20132

Toriltezr Bies " On -Humedned Millaey Vokees, ™ Seplambnr 2011

R eadWntzWek catraok Hils 100 MEbon Hsems,* Aupust Z008

Lbrikarclin Bleng DOk MBIy Mttt and Caddiling.” March 2000
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the (")

social harvest

Deapite Limited Budgets, Nonprofit Organizations Find Graal Valus in their Fast-Growing Social Nelworks

Ressarch from the 2012 Nonprofit Social Networking Benchrark Repor

shows that Nonprofits continue to graw thelr presence on sacial networks without
spending large amaunts of timé or money. A deep dive inta how nanprofits are achieving
these results has uncovered valuable insights.

Social Networking
Growth Trends

L

98% 729 44,
f » n

Staffing for Social Networking Activities

Honptofit survey e yteadiy g stalf resources
dicated b ! hing sctivitles, though seventy
e parcent sl have only ane person spanding half (of fess) thelr
tiene o the task

Budget for Social g Activities
Neonprofit survey respondents continue to increase ther
budgets for social networking activithes yet most (seventy four
percent] alocate fevaer than 10 thousand dallars, Forty three
percent sllocate rero dollars.
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Farmer’s Market

A Facebook Like costs 71% more
{ 5 than a Twitter follower...

cost o f
| Soion AL

* Averages are based on self-reported data. The way each nonprofit organization ealculates acquisition costs may vary.

Fundraising on Social Networks

Despite continued growth and steady budget increases,
nonprofit survey respondents still raise relatively small
amounts of money directly through social networks.

1%
2% 1%
14% 5% 3% 2% 2% 1% 1%

83% 94% 97% 98% 98% 99% 99% 100%

Value of a Facebook Supporter

Although small amounts of money are being raised, the low cost of acquisition
and the 12-month value nonprofit survey respondents place on a Facebook
supporter shows why social networking continues to be an important activity.

December

IO I I 0 I I 21481

Aversgas ars DEser oo oefi-(eponsg Cstx T WEY S3¢h nonpiTargszafion CHICHETSE 1ha vElus of & FacEuaok Lile may ke

http://nonprofitsocialnetworksurvey.com

brought to you by:
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Americans for the Arts

Washington DC Office
1000 Vermont Ave NW - 6th Floor
Washington, DC 20005

202.371.2830 (P)
202.371.0424 (F)

Americans for the Arts is the nation's leading
nonprofit organization for advancing the arts in
America. With more than 50 years of service, it is
dedicated to representing and serving local
communities and creating opportunities for every
American to participate in and appreciate all forms
of the arts.

IMORE ARTS IMRKETING RESOURCE

website: http://artsmarketing.org
e-mail: info@artsmarketing.org
facebook: National Arts Marketing Project
twitter: #nampc




