Social Media Cheeclp:

A BursonMarsteller EvidenceBased Tool
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What is a Social Media Checlp?

We at BursorMarsteller believe thatd & 2 OA I £ YSRALF ¢ Aa |y
stakeholderaccepted communications to@nd should bancluded in the
corporate communications strategyWWhile manypositive potential outcomes
are possiblgthere are anequal number of challengethat companies must
acknowledge when participating in social media.

To help companies navigate the social media landscape, we have developed an
Evidence  aSR / 2YYdzy AOl GA2y & G2 2 t-dziGhiehft SR
FyEFEfeiT Sa YR YSFadaNBa 4 K2¢ I O2YLI )
their overall online health and reputationThe Social Media Chetlp assesses

I O2YLI yeQad yR O2YLISGAG2NEQ LJ NI A OA
media platform andguides strategies and tactics for companies to engage in
social medigfor both internal and external stakeholders.
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What isSocial Medi&

A Ashift in how people discover, read and share news, informationcamdent,
includingwriting, video, audio, and photos

A Content has been shareaghline for a long time througbmail andinstant
messaging. Social media has transformed thesaalboguesone to many)
into dialogues (many to manyy leveragingnore advancedhighlyaccessible
and scalable publishirtgchnologies

AThedemocratization of information, transforming people from content readers
into publishers

Als extremelypopular because it allows people to connect in the online world to
form relationships for personal and busingsasons. ¥amplesof social media
sites include: blogs, online forums, sociatworking (TwitterfFacebook social
bookmarking (deliciousphoto and videasharing flickr), andwikis (Wikipedia).
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Social Media Changes the Way Brands and Stakeholders Interact

Increase brand reputation

Increase brand awareness

Improve search engine
rankings

Increase website traffic = Not effective
B Somewhat effective

Generate leads ® Very effective

Improve internal
communications

Increase online sales

0% 20% 40% 60% 80% 100%

Source: MarketingSherpa Social Media Marketing band PR Benchmark Survey 2008.
Methodology: Fielded December 4-10, 2008. N=1886 Burson-Marsteller Evidence-Based Communications



Objectives of the

A Benchmark, track and against:
| competitive & peer best practices
| competitive & peer shortomings
| existing audience online behavior

A

of each social media channel as per the business situation

and communications objectives

A Determine

A

communications
I telling
.
| identifying co

of the organization

to utilize social media to meet business and
objectives
oflthe story.
;initiating dialogue where appropriate
mpany advocates ang
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Our Process for Conducting a Social Media Chaek

Discover

4

Social Media
Check-up Results/
Recommendations

Data Insights Ideas
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i Have you protected appropriate
Do you have a socially profile pages?

savvy staff? i Are profiles being used

Are social media guidelines appropriately?

present and appropriate? i Are they brand compliant?

Are social media
monitoring/response
systems in place?

i Are employees participating in
accordance with policies?

i Are you providing value-added
tools and applications?

Burson-Marsteller
Social Media Check-up

Are you taking
advantage of niche
social opportunities
within your industry?

i How are your competitors
doing across criteria?

I What is the opportunity for

Are you contributing to :
you to lead a dialogue?

communities proactively
and reactively?

Are you using social media to
improve search engine results?
Are you engaging the
blogosphere?

Are you measuring the impact of
your social media?
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Type of
Content
Shared

Conversation
Types

Global:
over 300
million users

Rich, multi-
media
content

Engaging, muti-
faceted
conversations rich
with opportunity
for interaction and
content sharing

Global:
75 million
users

Microblogging
140 character
text messages

Announce news,
update followers,
provide short
bursts of
information,
directly engage
with community

*in addition to a search within niche industry specific categories and blogs

Global:
91 million in
U.S.

Video,
message
boards

Rich, intimate
conversations
made possible by
medium with
opportunity for
viewer interaction
with message
boards and ratings
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133 millions
blogs
indexed since
2002

Copy, visual
and
multimedia
content

Conversations
that are both
broad and
narrow on every
possible topic i
content can live
forever.




