If Gerald Chait had access to digital marketing automation of today, he wouldn't have said
this famous quote, “Half the money | spend on advertising is wasted; the trouble is | don’t
know which half” At Ci CORP we help you to measure your ad expenditure

WE DEVELOP MEDIA, EMAIL MARKETING, SEQ, SEARCH MARKETING, BRAND AWARENESS,

CONTENT CREATIONS, ENGAGEMENT, CREATIVE DESIGNING, PHOTOGRAPHY

marketing@creativeicorp.com www.creativeicorp.com
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EXECUTIVE SUMMARY

This presentation outlines a plan crafted with the intent of building your social media presence, primarily
including: Twitter, Facehook, Instagram, LinkedlIn, YouTube, and Snapchat.

By engaging an audience through social media channels, our team will demonstrate the ability to generate
awareness, widen your personal or company’s potential reach within your target market, and contribute to
driving more website traffic, which will ultimately result in growth.

Of course, the most effective social media marketing happens over time when quality meets consistency. The
following list describes each primary area of on-going focus:

e (reating Engaging Social Content

e (reating Mass Appealing Designs

e Posting Personal or Company Related Updates

¢ Promotions & Social Campaigns

¢ |Integrate Social Media Activity into Other Marketing Plans
| ¢ Monitoring & Responding
@ e Analytics
g *
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Creating Engaging Social Content

Beginning with quick yet thorough planning/preparation, our team will plan out a dynamic ongoing social
content calendar to guide you to your goals.

We will grow an increasing social audience and follower base through: hash tag campaigns, strong use
of keywords, sharing/retweeting relevant news, ‘liking” posts, staying updated within the industry, and
contributing our own unigue content to broaden reach.

Creating Mass Appealing Designs

Using consistent visual design elements in your social media marketing efforts helps people recognize your
updates. A strong visual brand helps you connect with your community and effectively convey your brand’s
personality. In short, it makes you memorable. \We will help you to think about your brand’s personality and
how you can convey it with celors, creatives and images.

Posting Company Related Updates

Our plan is to engage our social media audience by sharing company news, press releases, events, employee
spotlights, and more.

We will also pay close attention to industry trends, and share it. This will help to gain exposure with your
target market.

Integrate Social Media Activity into Other Marketing Plans

With clear communication and monthly brainstorm meetings, we'll be able to consolidate the marketing
initiatives to fit your goals and promotional material.

Campaigns via social media are more important than just sharing about giveaways, sales, contests, and/
or promotions. We will agree on a schedule for a series of posts to keep up the exciting momentum for all
prospective customers.

Promotions and Social Campaigns

We will utilize social channels to connect with your follower base, and engage them with prometions to get
them excited about both current events, and the brand itself.

These campaigns can last as short as a day, or can run up to six months. We'll be able to analyze the results
from each campaign, and then we will provide a report of it's success.

Results of campaigns can be compared so the most effective promotions, offers, or contests can be replicated.

Sustained Monitoring

It is important to regularly maintain marketing activity for maximum growth.

We will continually menitor each channel, and will respond to any questions, comments, and posts within
a two hour time period. Two hours will allow us to confirm that accurate information is relayed back to the
person asking.

Analytics

We will provide you with:

Daily and Weekly Analytics - Such as: follower growth, reach, demographics, comments, ‘likes”, shares,
retweets, etc.

Reporting - Summarizing various results and activities over each quarter.

We will set up a meeting to go over the results, to then tweak our approach accordingly.

SOCIAL & DIGITAL MARKETING PROPOSAL
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SOCIAL STRATEGY

You need a social media strategy - don't let anyone tell you any different. And we're not talking about posting a
cute cat video once a week on Facebook with the hope that your customers think you're as adorable as said cat.
You need to figure out where your target audience (you do know who that is, right?) is hanging out on the
internet - is it Twitter, Facebook, LinkedIn, Google+, Pinterest, Instagram, Snapchat or some other online
nook you're not yet aware of?

We also need to make sure your brand message is one that will resonate with your target market on social
media. What information are they looking for? \What problem can you solve for them? And where do they
want to find the solution?

Finally, we'll uncover which social media channels are the best match for your website’s conversion process.
The real goal is to get a consistent traffic of buyers headed to your site so we want to make certain that we're
catching your target at time when they're likely to buy and make it easy for them to do so, wherever they are.

Without getting too deep here, the internet, like the universe, is constantly expanding. There are new tools,
new sites, new platforms, new rules, and new galaxies being discovered all the time.

But before you get overwhelmed thinking your site is going to get sucked into the black hole of online ablivion,
we can help. By developing a social media strategy that is active instead of reactive, strategic instead of
tactical, we'll put down some abjectives and metrics that will make your website perform as if the Force is
with you.

c

Ci CORP
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WHY OUR AGENCY

C

—ORP

s DELIVERING CREATIVE DIGITAL INNOVATIONS

V

As marketers, we pride ourselves on coming up with
fresh ideas. It's how we stay relevant, and it's how we

grow. We're social people. We understand how
you can translate what may seem like the frivolous
online interaction of your customers into engaging
with them in a way that makes your brand more
meaningful. We know who is where, what they're
doing, and the best ways you can interact with them.
It's like knowing the dress code for every occasion.

We're a team of data professionals who tackled
the problem of understanding how the mixture of
consumer behavior and exposure to marketing
affects conversion, in the digital world.

The team at Ci CORP, previously known as Creativei
Corp has been delivering creative digital innovation
for over a decade, since five years we have positioned
ourselves as Digital Marketing Experts in the region
and served many international brands, celebrities
and royals. Every team member is certified by either
Google, Facebook, HootSuite, Adobe, HubSpot,
Content Marketing Institute and many other digital
service providers.

Our agency strategy is to achieve your marketing
goals cost effectively, hence we combine our
expertise with your human resource, (we also have

marketing@creativeicorp.com

options of handling everything at our studios) during
our operations, we visit your business locations,
participate in your marketing meetings and finally
train your staff and pass on the secrets of digital
marketing which will enable your team to handle
the digital strategy independently in future. Why?
A recent international survey suggests that most
companies change their agencies in a year or two
(either unhappy with their services or rivalry between
competing agencies). The report also revealed that
when they change the agencies, the company loses
a minimum of 6 months in transition, with us you
will not lose, as your team will be efficient enough
to handle the transition, if you decide to change us.

We are delivering proven social media and digital
marketing results. We are committed to influencing
optimal revenue growth, while exceeding our client’s
expectations. The founder was previously working
and handling the digital marketing strategy of
American University in the Emirates and handling
over a million budget per annum. Currently we have
several individual and corporate clients where we
handle the complete digital marketing strategy.

www.creativeicorp.com



SOCIAL MEDIA PACKAGE

Your social brand identity matters.

In recent years, social media marketing has gone from an optional to imperative piece of a successful
integrated online marketing strategy. According to HubSpot, social media produces almost double the
marketing leads of trade shows, telemarketing, direct mail or Pay-Per-Click (PPC). That means that your
prospects are using the internet to seek you out and will most likely take the opportunity to directly connect
with you if they like how your company is represented online.

We know that ‘social’ is important for your business that's why we designed our social media packages to

give you results but at a low cost.

vuyn@

o | D o |

Social Networks

Posts and Updates
Profile Management
Comments Monitoring
Message Replies
Dedicated Account Manager
Video Motions & GIF
Content Distributions
Content Creafion

Arabic Contents
Wikipedia Submission
Optimized SEQ
Followers & Likes
Custom Blogs /Arficles
Social Ad Management
Google Ad Management
Monthly Report
Website Updates
Bespoke Newsletter
Keyword Research

Compefition or Campaigns

SOCIAL & DIGITAL MARKETING PROPOSAL
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SILVER

Any two network
5 per week, per network
Basic
Within 96 hours
Within 48 Hours
No
No
No
Yes
No
No
No
50 guaranteed fans per week
No
250 per week *
300 per week *
Basic reporting
No
No
No

One every two month

GOLD

Any Four network

7 per week, per network
Advanced
Within 72 hours
Within 36 hours
No
Three GIF posts per month
No
Yes
Yes
No
Basic
100 guaranteed fans per we
1 per month
500 per week *
600 per week *
Advanced reporting
Basic Only
One every fwo months
Basic

One per month

* This is not part of our fees, its your allowed spending which we can manage

www.creativeicorp.com
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All the above package includes,

e Bespoke Designs for social media, but doesn't include videos (all videos has to be created by you or
we have a production studio who can handle the video productions.)

e A detailed social calender for at least 15 days, but always flexible to add new posts based on the
requirement.

e (Create facebook, Twitter, youtube channel, blog post site/area, and other social media accounts, or
update any existing accounts/blogs as needed (i.e. improved profile images and descriptions). This
includes applying existing logos and marketing graphics or creating original profile content if required.

e |nitial Activity: Transmit initial and introductory message over the selected social media outlets.
Sustain extra activity during start-up period.

e GSustained Activity: When the initial social media activity is complete, regular activity must be
sustained according to the social media marketing plan. Weekly or monthly sessions with the client
are held to brainstorm ideas, topics, and messages for on-going activity, review social media results
compared to the plan, and make adjustments as required.

¢ Transition/Hand-Over: Once this program is complete, the social media marketing activity will be
handed over to the client marketing manager for long term activity. VWe will be happy to present an
on-going sustaining proposal for social media marketing at that time. Throughout all the activities,
we will present a professional representation of the your business or organization that align closely
with other marketing and branding efforts.

e (Once the contract is signed, one of our account manager will visit you regularly to understand your
needs and your marketing strategies and goals.

e \We will study the user behavior on the site using data metrics and conduct regular surveys.

¢ Help you optimize your site with help of your web development team to ensure no roadblocks exists.

SOCIAL & DIGITAL MARKETING PROPOSAL
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DIGITAL MARKETING

At Ci CORP we move one step ahead, we combine the social media management, with social media marketing,
search engine marketing, and internet marketing, aka Digital Marketing. \Why Digital Marketing, a quick
google search will reveal several interesting articles. Our Digital Automation will sync with your marketing
goals, and we will provide you with a complete digital automation process to go along parallel with your
conventional marketing strategies.

AR

MARKETPLACE ANALYSIS

SOCIAL & DIGITAL MARKETING PROPOSAL
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KEY DIGITAL STRATEGIES:

r @ }
(2

REACH [{}?}J ACT CONVERT ‘ il ENGAGE

Prospects & Customers R Achieve Interaction L Leads or Sale L — Through Time

OBJECTIVE SETTING:

Goal Setting & Evaluation
STRATEGY:

Brand Positioning

and Value Proposifion Integrated Communication Strategy

TACTICS:
WHICH DIGITAL MARKETING ACTIVITIES DO WE OPTIMISE?

REACH ACT & CONVERT ENGAGE
Acquisition strategy to build awareness of Persuade visitors to interAct and Convert Retention and growth strategy to build
off-site and in offline media to drive web through connecting them with relevant customer and fan relationships to encourage
presences confent & offers repeat visits and sales

Online PR Landing Page Optimization Mobile Marketing

Social Media Markefing AB and Mulit-variate Testing Social CRM

www.creativeicorp.com
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RACE STRATEGY

AFFILIATE MARKETING (PARTNER)
Affiliate Marketing Analytics
Affiliate Marketing Strategy

CONTENT MARKETING MANAGEMENT
Content Management Systems
Content Marketing Planning
Content Marketing Strategy
Content Marketing Tools
Managing Content Marketing
Editorial Calender Planning
Influencer Bloggers Sourcing

DIGITAL MARKETING STRATEGY
Customer Acquisition Strategy
Customer Conversion Strategy
Customer Retention Strategy
Customer Segmentation & Targeting
Digital Strategy Development
Inbound Marketing Strategy
Online Business and Revenue Models
Online Marketing Mix
Online Value Proposition

E-COMMERCE
Customer Experience Examples
Customer Reviews & Social Proof
Ecommerce Analytics
Ecommerce Fulfillment
Ecommerce Strategy
Merchandising
Multichannel Retail Strategy
Payment & Security
Social Commerce
Web Personalization

EMAIL MARKETING
Behavioral Email Marketing
Email Communications Strategy
Email Creative & Copy-writing
Email Deliverability
Email List Management
Email Marketing Analytics
Email Service Providers Selections
Email Targeting
Newsletter Development (Content and Creative)
Moabile Email Marketing

marketing@creativeicorp.com

IN ACTION

GOAL SETTING AND EVALUATION
Customer Feedback
Defining Goals and KPI's
Performance Management
Vision Setting
Web Analytics Strategy
Run Review Technical Architecture

GOOGLE ANALYTICS
Google Analytics Campaign Tracking
Google Analytics Integration
Google Analytics Segmentation
Google Analytics Setup
Google Universal Analytics
Optimization With Google Analytics
Remarketing

INTERNET ADVERTISING
Acquisition Email Marketing
Ad Networks
Behavioral AD Targeting
Internet AD Creative
Internet AD Targeting
Internet Advertising Analytics
Internet Advertising Strategy
Online Sponsorship

LEAD GENERATION
Event Marketing
Lead Generation Analytics
Lead Generation Strategy
Marketing Automation

MANAGING DIGITAL MARKETING
Capability & Performance Review
E-Business Strategy
Managing Digital Transformation
Managing Marketing Technology
Marketing Innovation
Planning & Budgeting
Resourcing Digital Marketing
Web Project Management

MARKETING CAMPAIGN PLANNING
Campaign Creative
Campaign Planning
Integrated Marketing Communications

www.creativeicorp.com
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Media Attribution

Media Selection

Offer & Message Development
Offline Media Integration
Sales Promotions

SYNC TRADITIONAL MARKETING PLANNING

Studying Your Marketing Plan & Strategy
Incorporating Traditional Marketing Models

MARKETPLACE ANALYSIS, IMPROVE

Competitor Analysis & Benchmarking
Consumer Buying Behavior
Customer Research & Analysis
Digital Marketing Laws

Macro Environment Analysis

Partner Analysis

SWQAT Analysis

MOBILE MARKETING

App Marketing

Mobile Advertising

Mabile Commerce

Moabile Design

Mobile Marketing Analytics
Mobile Marketing Strategy
Proximity Marketing

QR Code Marketing

SMS Marketing Techniques

ONLINE PR

Influencer Marketing

Online PR Analytics

Online PR Outreach

Online PR Strategy

Real-Time Marketing

Reputation Management

Viral & Word-of-Mouth Marketing

ONLINE BRAND STRATEGY

Brand Development
International Marketing
Multichannel & Omni-Channel Strategy

PAID SEARCH MARKETING (PPC)

Local Paid Search
Multilingual PPC

Paid Search Analytics

Paid Search Creative

Paid Search Display Network

marketing@creativeicorp.com

Paid Search Strategy
Paid Search Targeting

SEARCH ENGINE OPTIMIZATION (SEQ)
Article Marketing
Blended or Universal Search
Directory Marketing
Index Inclusion
Internal Linking Strategy
Link-Building
Local SEO
Mabile SEO
Multilingual SEO
On-Page Optimization
SEO Analytics
SEO Content Strategy
SEO Strategy

SEARCH ENGINE MARKETING
Keyphrase Analysis
Branding
Landing Page
Local Search Marketing
Mobile
Public Relations
Shopping Search Marketing
Search Term Research

SOCIAL MEDIA MARKETING
Facebook Marketing
Google Plus Marketing
Instagram Marketing
Linkedin Marketing
Social Media Analytics
Social Media Governance
Social Media Listening
Social Media Optimization
Sacial Media Platforms
Social Media Strategy
Twitter Marketing
Youtube Marketing

USER EXPERIENCE UX
Accessibility

Customer Experience Management (CXM)

Findability

Information Architecture
Usability

User Testing

Website Design

www.creativeicorp.com
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Website Performance & Availability
Website Redesign Ideas and Suggestions

CONVERSION OPTIMIZATION

AB & Multivariate Testing
Checkout Optimization
Conversion Optimization Strategy
Home Page Optimization

Landing Page Optimization
Product Page Optimization

Site Search Optimization

CUSTOMER ENGAGEMENT

Crowd Sourcing

Customer Communities
Customer Engagement Analytics
Customer Engagement Strategy

CUSTOMER RELATIONSHIP MANAGEMENT

Profiling

Customer Service and Support
Targeting Models

E-Contact Strategy

E-CRM Strategy

Social CRM

User Privacy

PERSUASION MARKETING

Auditing Site Effectiveness
Gamification

Marketing Personas

Online Copywriting

Persuasion Marketing Principles

AFFILIATE MARKETING

Affiliate Marketing Analytics
Affiliate Marketing Strategy

B2B DIGITAL MARKETING STRATEGY
B2B Content Marketing Best Practices

B2B Email Marketing

B2B SEO Best Practice
B2B Social Media Marketing
B2B Strategy

B2B Website Design

marketing@creativeicorp.com
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ERAND AWARENESS
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The New Multi-Screen World

Understanding Cross-Platform Consumer Behavior

mmm Majority of media consumption is screen-based

[ 90'%! af aur daily media
7] i interactions are
? E . on smartphones

of all media interactions
are screen based

mmm Consumers move between multiple devices to accomplish their goals

Popular cross device activities
of peaple use
multiple screens % ﬁ .III
sequentially
81% 67% 46% 43%

Browsing  Shopping  Managing Flanning a
the Internet Online Finances trip

Search is the most common way consumers
continue from one device to another

with
af the times that a smartphone
viewers watch

TV, it is with D with
another device a PC/laptop

O

mmm Online shopping is a multi-screen activity

SOCIAL & DIGITAL MARKETING PROPOSAL
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Sgurce: GoogledpsosSterding 2002

Smartphones’ accessibility enables
spur of the moment shopping

19%
Flanned
81%
of people have used Spontaneous
multiple devices
sequentially to
shop online Google

www.creativeicorp.com




= = Mobile marketing is changing how we communicate as more
n I e ar etl n tats and more consumers access the internet, sccial media and
email through their mobile devices

Americans spend
on average,

of mobile searches
'Df I:IHHHE lead to action on
done on a hour.
mobile
device.

a day on a mobile
device.

L] L ] L ]
1in 7 people &
worldwide use

smariphones. . & 8 3

lﬂ| lm of social media time is spent " || Mobile Image Ads

on a smartphone or tablet.

\ 4

DIGITAL MARKETING INFLUENCE
X ON ECOMMERCE IN 2015

1

LF.-- - -

- ]

I R
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stats
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Of those surveyed, identified

Search is the #1 driver of traffic to
480’0 keyword/phrase

content sites, beating social media
research as the most effective

SEO tactic . 300! i

R R Y R R R R R A R R ]

DIGITAL MARKETING TECH

Of B2B marketers use marketing automation
tools to deliver targeted content by stage of
the buyer's journey

Kppond

CEE R R R A N R R R R R R R R R R A R R R R R R A R R R R N N
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Of marketers rated influencer  * I I n 3
2 2 0 I marketing and email as the most -
0 cost-effective online " People come toa brand through
customer acquisition channel  * recommendation
Tomeeon ’ Srorcon Mgty

------------------------------------------------------------------------

-
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ANALYTICS & REPORTING

Of marketers said they have no content
effectiveness measurements in place
and 490, are using only basic metrics
such as clicks and downloads

Leppiatindy

CONTENT MARKETING

Content marketing costs 62% less
than traditional marketing and
generates 3x as many leads

Dormnand Merc

I e 600970

of marketers create at least one piece of
content each week

araosier
AR R R R R R R R RN

.- Of teens selected Snapchat as the
2 8 0 IO most important service in 2016, Of pins on Pinterest are re-pins

+809%0

edging Instagram's 27% compared to 1.4% of tweets
Atoioe : retweeted

Jatf B

-----------------------------------------------------------------------

Of local searches lead mobile visitors to
visit stores within one day

- Bapech Engre Land

95% 51% 46%

of marketers agree that of marketers have to of marketers claimed of organisations

SOCIAL & DIGITAL MARKETING PROPOSAL

a multi-channel strategy go to T or another to be unable to react to suffer from delivering
that allows them to department when they new channels, devices, poor customer

target customers is need to add, manage trends or competitors experiences that can
important for their or edit content on their with their current cause abandonment
organisation websites technological capabilities

-
[+)
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MARKETING STAiEISTICS

chatwil drive

WHAT TO EXPECT

?3% CPCH thank custom contant
4 the furues ef marketing

Internet advertiing willl make
wp mearky 2559 of the enore sd
enadet by 1015,

& 135 billion

e 2014, marketing trams will
spend 5135 billion doflars on new:
digital marketing collateral

- Matkbers willl use dynamic cortent 1o délver highly perscnaltoed

sxperiances 10 the tght sudierce at the rght tima

TRENDS IN THE MARKETING MIX

oo bent marketing
AR

WHATTO CONSIDER

foryour digital audience

BB companiss that blog 43% of all marketers
pehecals 67% more leads Found & cistomer via
thsn those that dons Linkeslin

Lustoene tesiimonials b
tha highest siffectveness
raging for cortent marketing
o B
f | Widnot on landing paget in b i & G4 of wour sudience are
e conyersions by BE% @ wiiial learmers

¥ inbocind markesing delbvers Wil dats s processed
L 549 more leads shan 60 [}Dﬂ 0000 thenes Exster by
watliticial outbeund markering. I the brain than text

£2% of all mawketor
hwee fouand @ cuntomes
wvia Facebook in 2013

¢ In2002, 55% of markeizn

55‘?-'!{' warddwide increaed digical

arkatang bldgets.
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SURFRISING STATS:

DIGITAL MARKETING

The popularity of dinital markeling
User Breakdown
MOBILE USERS [

INTERNET USERS R
WORLD POPULATION EEE.

N\
@ \®)
/4

e D OF INTERNET USERS AGES
e o
ADVERTISING 1 2015

TOP 3
MOST POPULAR WEBSITES

® 0 O

146%

of peeple say a wehsite's 1850
#1 when establishing l LIKES
credibility.

How Dees Yeur Website Stack Up
Te Your Competitors?

www.creativeicorp.com



VIDEO MARKETING TRENDS 2015

B2B AND B2C
MARKETERS
WORLDWIDE NAME
VIDEO AS A

TOP 3

OF MARKETING PROFESSIONALS WORLDWIDE NAME
VIDEO AS THE TYPE OF CONTENT WITH BEST ROI

“Marketers can learn about

views, how much content /\ﬂ
was viewed, in what order
and geographical locations”

“Video is the preferred o
communication style
for customers. Start
converting text-based o
information into

video-based.” OF VIDEO VIEWERS
WATCH MORE THAN

n 3/4 OF A VIDEO

93%

OF MARKETERS
USE VIDEO FOR
ONLINE MARKET-
ING, SALES OR
COMMUNICATION

VIDEOS
APPEAR

TO BE MORE
PROMINENT AS
THEY CONTAIN
AN EYE-CATCH-
ING THUMB-
NAIL IMAGE
ENCOURAGING
MORE CLICKS

USING THE WORD
“VIDEO” IN EMAIL
SUBJECT LINES

MOST EFFECTIVE
SOCIAL MEDIA
MARKETING TACTIC

when it comes to

social media

“Video content can
create an entirely
new communication
to reach new
audiences faster.”

THEIR DEVICE
bile video engagement is predicted as one of the top
social video trends that will continute to grow in 2015.”

o OF TABLET OWNERS
o WATCH ONE HOUR OF
VIDEO PER DAY ON
s

SOCIAL & DIGITAL MARKETING PROPOSAL
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5 COOL DIGITAL
MARKETING
STATS

FROM THE LAST WEEK
(W/C 18TH APRIL 2016)

HIGHER ROI
You THAN TV IN
77% THREE
Tube M | ouarters of
CAMPAIGNS

BRITS ARE...

..MORE
LIKELY TO
- OPEN AN
EMAIL WITH
./ AN EMOJL.

POOR CONTENT COSTS YOU SALES

PERCENTAGE OF CONSUMERS...

..SAID PRODUGT
IMFORMATION 1S
VERY IMPORTANT
78% WHEN MAKING A
PURCHASE
DECISION.

..RETURNED AN
ONLINE PURCHASE
IN THE LAST YEAR

DUE TO POOR
PRODUCT CONTENT.

..HAVE ABANDONED
THEIR ONLINE
SHOPPING CART DUE
85% TO POOR PRODUCT
DESCRIPTIONS OR
LOW QUALITY
IMAGES

www.creativeicorp.com



Social Medida Users

Statistics 2016

Tumblr

230 Million

Instagram

430 Million
a_~

Google+

440 Million
b

Facebook

» 16 Billion

v
Linkedin

429 Million

w
Twitter \
325 Million v
v Youtube
Pinterest 1 Bi”ion

SOCIAL & DIGITAL MARKETING PROPOSAL
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Influencer
Marketing

What better way to attract new followers and customers than
through an industry influencer?

What consumers are saying about influencers...

20% g’z 68%

~ of consumens tnest
of women will consider

onling opinicns from
ather consumers.

purchasing products
sugponed by
influencers.
0 Conversions
0 can increase

of consumars under 32
speand time on social

3-10x

madia digesting peer when brands.
writhen content share conbent
through
influencers in
ﬂ/ their industry.
47%
of US readers %
consult bl o
find new I?E:ds

and ideas
What brands are saying about influencers...

" Giveaways and swoeepstakes eam higher
samed media value and engagement than

-' any cther influencer marketing strategy.
0 of influencers tell friends about the

88 flrﬂ brands thal sponsor them.

72% s sty
a ir sponsors oulside of any
contractual agreemant

44,0, Setusers doctetovorkuth

i5 relenvant to their own audience:

X

A

of fashion and beauty brands

60 % e an iuencer marketog

0/ of fashion and beauty brands plan to
2 1 J""EI inwest in it over the next 12 months,

How brands are using influencers...
84 ﬂ}% say they fnd nfluencers manually versus

using influencer identification tools,
’ 4

they most often use influencers when
Bgﬂ}{u Ia:rn:hiyng nw products

o say the relevancy of the influencer and
?2 )"":] their audience i more important than their
reach.

0. 5ay email is the most effective channed to
85 ,I"{u reach influencers.

influancer marketing buggets will
59 ?"’D :'la:?rcau in 20186, "

How YOUR brand can use influencers...
HOU®
-

‘Witn Fiying Point Digital managng everythng fom scoial
madia monicring 1o social corlent crealion, you ¢an rest
nssured that your brand hins an aMsctivs retad and 8-
commerce social sirategy in place, ard effective influsncers
ba heldp grow your audense,

www.creativeicorp.com



Channel cost effectiveness in 2015

Social media
(paid ads)

Email
marketing

Online PR

Display
advertising

Social media
(organic)

Paid Search Marketing

(AdWords) 2% e

Search Engine
Optimisation (SEQ)

0% 10% 20%  30% 40% 90%  60% 0%  80% 90%  100%

M 1lowest M 2Low-medium M3 Medium ™ 4 Medium-high W5 Highest ™ 5 Don’t use or N/A

GIJMPANIES

have increased

their Digital
Marketing “
spend by o |

" ! @ % : :::Iieterﬁ

found a
g ' Thisis the percentage of customer

Qf‘}-‘- m | conversions for websites that via

 have video on their home page Linkedin

SOCIAL & DIGITAL MARKETING PROPOSAL

n
D
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CONSIDER THE TRENDS AND INVESTMENT COMPANIES ARE MAKING IN DIGITAL MARKETING
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DIGITAL

GOUPON
MARKETING

STATISTICS AND TRENDS

=

COUPON

an

Estimated number of eCoupons redeemed worldwide

16 Billion 31 Billion

2014 2019

Estimated number of global mobile coupon users

560 Million 1.05

2014

Billion

2019

AL least 57.5% of US internet users redeemed a digital coupon or code
at least once per year in 2015 and 8 expected (0 réeach S9% by 2016,

abbdd o | abaed
B

&&h-m i&ﬁﬂ&
Shage of US companies using mobile coupons for marketing

57.5% 59%

2018 2016
2016 2017

‘What Consumers Think About Digital Coupons

68% 68%

of consumers baliews also state Coupons
that coupons bulld Eenerate loyalty
brand awareness

60%

ol comsumenrs Knee to
receive digital coupons

36.5%

50%

are maore likely 1o
visir a store if they
have received one

of consumers Spend

$10-350 more than
antEcpated when
redeeming moblle
Coupons,

SOCIAL & DIGITAL MARKETING PROPOSAL

N
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of consumers spend

$10-550 more than
anticipated when
r_HjHI'I'Ih'I’J mahils
coupans,

ALlL

59%

of consumers stane that out of all the differens
types of promaolions a retaler can employ,
digital coupons stll sway them the most when
it comes 1o infludncing a purchase decisian

o of smartphone owners are extremely
62 A or very likely to use digital coupons
in the future

14%

INCrease in open rate

Emails that :&n:adn a coupen have an:

34%

increase in unigue clicks

18%

ol worldwade onling ComSumers use
ordine or mobile coupons while

27%

increase in transaction |
completion rate

shoppeng i Stores

prereeeee

65%

arg mlllr:{. Lo LS8

thiem

48%
P PR AR I FEVE T
pare mail sant

Mobile coupan usage by
device

58 2222
e

494

of LIS smartphone owners have used
mibibe coupons on their devices
compared to 10% for tablat owners

of smartphone users
cxbatan thisir I:!-IHIIdl.
coupans directly from
thi business offering
thim,

31%
at d..'ul'.l cial
RHES,
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® TRENDS & STATS
(& (&)

| Content marketing - The Ermul

Tovo receri changes o Google

ane driving factons in the rise of -
CONMIRNT Mmarketing.

t'l'l'

These f.ml-]l‘.d- shivw thar connent will be
eyen mare sgnificant that it is in 2013,

I wmml:; [:mlﬁ | ~

marketing@creativeicorp.com

N/ "0,

€

Astexting bo this is the rise of sites like Pinterest ancd (p B
Burtfeed. the immediate popularity of infegraphics, Feeo
and ths fact that the mcst popular amicies and blog

pois wath the mipat social shanes conain clear,
woidl pliaded images.

Thee wisual nature ol the Intenmet means that Incoparating
Imagas can cnly help your marketing effon

Properly lnbeling images with relevant file names
and N.I! l.ud.l.:lmth'!;alhpn\rmr SED and
Impeowve the sccessibility of your content.

r-—’ Mobile matters more than ever

¥ il b
smartphanes and

' a category that
Y inchedes deskiop and

w0 Your business needs to have respansive In pilace,
v online features that cater 1o a mabile in
oecer b0 remasn competithe,

Don't avenahieln your cusiomens with hype. bin 1ons
down yaur eampaign message Whan yau think about
sane of the top brands in the warld Be Apple and

Groagle, thoy chearly vatoe simplicity

www.creativeicorp.com
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DIGITAL MARKETING STATISTICS
YOU SHOULDN'T MISS

Ernusil g on smariphones aad tablels have raised B0, over the Last six mesths

- D:l M

Awerage retumn on emad marketing investment: 538,25 tor every dettar spent
o = [N R (6R) (99 (89 [e9) [e) (03]
B5 %0 of proghe wauld rather provide an email for an ebook v paying wilh a bweet

Ernail Addreps  mreeersismi me vs ’

BLOGS & POSTS
-
Biog give sites mere indexed pages The average condent length lor a web
ared mone indexed links. page that ranis in the 1op 10 results
K far any keyword on Google has
ingemndlinks | #7% mare : ol Lansd 2008 weorda

e—— "

Blogs are &% more likely o influence
purchate decisions than magazines

D itapestisgrester than 1500 words
. on average it receives 86.1%
: e bwesls and T2 4% mare
i Facebook likes than a posl that o
under 1508 words
5

Companies that blog 15% ormors - u n +

enes per mankh gel §x more tralfic

Shen/corsraeies thal cew T by ! Posts with a titls length between
E 19 in 18 words are oh JVErage mone
o linked 1o than thede with bess or mene
Artiles with images gat Fi%
more wiews than these withoot
List posts got 200% more links than ©
rarmal posts x -
— = Publishers wha use infagraphics
— grow in traMic an average of 13%
mene than those whe den't
List pasts with images get 333%
e Links than normal posts
e
B ‘
E— o =
] E
Compareed 40 & 55% introbie
. in leads fram increasing pages
Lirst pasls wilh images and videos get : from 100 15
56T% mare links than normal pests -
r—
mmm

VIDEOS

Using videos on Landing pages can intrease coversions by 4%

WVideos gol 24T mone links ihan sormal posts

EN > ==

SE% ol your audience will stap welching a video within the first M seccests

y B

Wideo keeps prosgect custemers on pilg up to 2 minuies onger

E -0

20% of people will read text while 80% of people will watch a videa
it thie sarme exsct conlent

= §i/ thhididee S0

Wiewnrs retain S0°% of what Ihey ses but only 10% ol what thay resd

§ oo @

Websiies with videss are 50 times more Woely 1o be ranked on Google's frst page
Go gle

& condurmer who views 3 product video is up e 154% mae likely to add thal predust
ta his cart than a consumer who walches o vides

Bobebaeli 1 s
g

ONLINE SHOPPING

7% of consumers 53y that quality of a predact image is very important in selecling
and purchasing ihe product

AT IO

Consumers wha receive email marketing spends B1% more when shapping

Consumers whe receivi email marketing make orders S4% larger

S g o

Consumers who recerve emaill marketing arder 28% more olten

© fffA ©

marketing@creativeicorp.com

A lired emaits impreve click-through rates by 146% and conversion rates by 10%

Average buysr conselis 11 consemar reviews on the path 10 purchass

Eer- R fp— ., —ran

The average click through rate from banner advertising s 2.1%

www.creativeicorp.com



DIGITAL MARKETING

| ]
ual TRENDS 2015 “
MOBILE CoNTENT
3 OPTIMIZATION MARKETING

Content Marketing is said to make an
even greater impact in 2015. Money
from PPC, SEO and social media will
be allocated to content

Responsive Websites will $ . ‘

be maore critical in 2015

Mobile optimization is expected to take a s
big leap in 2015. Mobile-specific content =

will be created for mobile phones which =w= 4
incorporates the rules of: Responsive L

Web Design & Advertisement . s =| %)

SociAL Mepia i
MARKETING 93% oAt M khnP b1l

Social Media Marketing will be recognized e et hEer i
as one of the pillars of marketing. In 2015, 4 2 o/ Content Marketing strategy
it is expected to be used as a solid and O  effective

effective distribution platform

T @ 0 o of organizations market
n 9 A using content

SOCIAL
PAYMENTS

Small businesses will highly benefit
from a 'one click payment’ option from
social media websites. Apps such as

Twitter allow businesses to sell their
w .. 8 8 o products instantly and directly on the
thl.'y /6 user's newsfeed without leaving the

L i el s b

SOCIAL & DIGITAL MARKETING PROPOSAL
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' Highly 88%

stressing of marketers
on B2C will use Linkedin
. : lid B2B
interaction M E’nsa?kﬁing
platform

: Z o of marketers plan to increase
A using Instagram this year

Instagram has over

1200

Million Users

The app will be essential to businesses
as the preferred image-sharing
platform

@ REPURPOSE EMAIL
MARKETING

It is expected that content from emails
will be repurposed and will now be
featured as friendly downloadable
PDFs, eBooks and Whitepapers

v
s % 2

marketing@creativeicorp.com

Twitter allow businesses to sell their
products instantly and directly on the
user's newsfeed without leaving the

%
& o

/ 4"

foavd

REINVENT NATIVE
ADVERTISING

Native Advertising will be reinvented. It
will shift from being solely promotional
content to more relevant content

Native advertising
will gain more
importance

www.creativeicorp.com
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