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NOT SURE WHETHER THIS £-BOOK IS FOR YOU?
HERES AN EASY WAY TO TELL BEFORE DIVING IN:

-G : FOR ARTS PROFESSIONALS AND STUDENTS WHO ARE
NEW TO THE FIELD OR LOOKING FfOR FOUNDATIONAL TRAINING. GAINTHE
BUILDING BLOCKS TO ESSENTIAL MARKETING SKILLS THAT WILL BENEFIT
ARTS ORGANIZATIONS OF ALL SIZES. THESE E-BOOKS ARE TYPICALLY
"HOW-TO" GUIDES FOR THOSE UNFAMILIAR WITH THE TOPIC AT HAND.
CHECK OUT OUR OTHER BEGINNER E-BOOKS INCLUDING "HEARTY WHOLE-
SOME AND HOMEMADE: BUILDING AN INSTAGRAM COMMUNITY THAT
THRIVES."

- FOR ARTS MARKETERS WHO UNDER-
STAND THE BASIC SUBJECT AT HAND, BUT HAVE YET TO JUMP IN. THESE E-
BOOKS COVER INFORMATION ON MISTAKES OR CHALLENGES AND HOW
TO SOLVE PROBLEMS ON A MORE COMPLEX LEVEL USING REAL EXAMPLES
FROM A YARIETY OF GENRES. CHECK OUT OUR OTHER INTERMEDIATE £-
BOOKS, INCLUDING "BANISH ONLINE VIDEO MARKETING BLUNDERS--FOR

- | FOR ARTS LEADERS WHO HAVE EXPER-
TISE IN THE FIELD AND ARE SEEKING TO INCREASE THEIR KNOWLEDGE
ON A TOPIC. THESE E-BOOKS WILL MAKE YOU A MARKETING MASTER
AND INCLUDE THOUGHT-PROVYOKING WORKSHEETS TO HELP YOU
PLAN fOR YOUR ORZANIZATION'S FUTURE. CHECK OUT OUR OTHER
ADVANCED E-BOOKS, INCLUDING "8 WAYS TO MAKE YOUR ARTS OR-
GANIZATION MORE HUMAN."
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TRACKING TUMBLA

HOW TO SPOT A TUMBLR USER

With aver 42.9 million blogs reblogging animated gifs and Ryan Gosling memes, this
community of blogging f has developed a unique Tanguage and quirks that st it
apart from the rest of e Intarnel. Use this guide to recognize Mote Tumbil users.

OF TUMBLR USERS ARE
MOST LIKELY TO
IDENTIFY THEMSELVES
AS CAUCASIAN

OF TUMBLR OF TUMBLR
USERS ARE : USERS ARE
FEMALE : MALE.
: R TG
— : : P MINIMAL EXPRESSION t
BADGE OR : & : LINES DUE TO : PERPETUAL SMUG
EMBLEM DENOTES : OBSESSIVE USE OF :DEMEANOR SINCE
AN ALLEGIANCE ANIMATED GIFS TO HITTING OVER
TO OBSCURE ONVEY EMOTIONS 11,000 FOLLOWERS,
COMEDIES OR INOW REFERS TO
DRAMAS WITH i SELF AS “TUMBLR
EXTENSIVE ‘ I FAMOUS*
TUMBLR i :
"FANDOMS* s, :
@irinanan et
Srmanaasn .
—
:INEXPLICABLE
INUTELLA N
{OBSESSION.
: A"
Lissaramaraviisedl : é
: Tt
E [ ALWAYS CARRIES
: : AN HTML
OF TUMBLR :
3 MANUAL TO
— _ USERS MAKE PERFECT THEIR
MOBILE PHONE UNDER $50K. © THEME
SPONTANEOUSLY : p
COMBUSTS DUE :
TOOVERUSEOF I"_"l.,........- i
THE BUG-RIDDEN USGOF UNIQUE i

TUMBLR APP.

—_—

LOS ANGELES IS THE MOST POPULAR TUMBLR
CITY. SO IF YOU RUN INTO AN ANGELENO, IT'S
VERY LIKELY THEY'RE A TUMBLR USER

OF USERS ARE
% BETWEEN 18 AND 24,

Flowtown.
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__a0CIALSUCCESS

in 2013

A 12-MONTH PLAN T0 BOOST YOUR BUSINESS'S SOCIAL PRESENCE.

Developing a soctal media presence can be a daunting endeavor for small-business owners. When the social
landscape is constantly changing. it can be hard to know where to devote your attention and resources
Here's o game plan for hoosting your social presence in 2013

YOUR SOCIAL

REVISIT 34Ls

Rewisil why you re using 1ocia) media and
avalliate ity ymportance to your business A
2012 survey by Awareness Nelworks provides
msight into popular goals

ASSESS Firness ™

Ave you antirely now 1o 1ocial modia o are
you & well-seasonsd vateran? Either way, dtart
the year by assessing your sodisl media
Ainass. Ak yoursell guestions such =y

Top Buziness Objectives for Social Media

Bethas
i COmpaRY'S L A A 8%
my company's Uye | Hppsing S
af gocinl madliar Where e
peneeien N 5%
QeEnctation
Better
it I 1%
espariance
I 1%
Cperational Iq%
eMiciency -
I I ]E%

Extablishing yucess metrics in advance is smportant for
Eslnnl's WAYS To MEASURE evalusting soc 'g: medis efforty. Consider various ways o
SUCCESS Pauge succars as the year progresiss

Top 3 Mearurements for Evaluating Orand’s Effectivences on Sooal Media

000

Social presence ) Trafhe Social mentiont Fhare gl Socia)
Numbar of y to RCTOSY EOCIAl nfuance
followery and fane webuite plarforme converpaliony

"According (o 2023 Awarenel Networks turvey of 450+« yocal imods marketers

[l ~ 2ND QUARTER

WORK ON RELATIONSHIPS

COMMUNICATE Wavs™

Don i just stick to the same old poste. Diveraifly
the kinds of content you thave on social media
1o kesp your fans and followsrs engasged and
interestad. Some suggestions include

A BETTER

LISTENER
Social madia w0 1 just about outbound
communications. Use if 10 stay on top of the
Lonvariationt around your brand and your
induttry. Devote more time to lixtening in

HEW RELEASE - sice

1esssasssivassssnsssansnss Shire industry

of sadcial madia markaters say 1thay
monitor wocial media for mentians of

their businers teveral bbmes a wenk
napwt and

developrinents

——
—
m R

A Y

af social madia marketers say they
monilol social media for indusiry
verratians deveral limes & weeh

dacsisansanrnnssnnssasass Mald conlests o
PIVEAWaYE
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Top 3 Social Marketing Challenges:

B A BETTER
LISTENER

Social media tsn't just about outbound
communications. Use it to stay on top of the
conversations around your brand and your
industry, Devote more time to listening in.

COMMUNICATE ways™

Don't just stick to the same old posts. Diversify
the kinds of content you share on social media
to keep your fans and followers engaged and
interested. Some suggestions include:

of social media marketers say they
monitor social media for mentions of
their business several times a week.

Al

of social media marketers say they
monitor social media for industry
conversations several times a week.

dA0 QUARTER

INTEGRATE EVERYTHING

A’
ALL YOUR SOCIAL

INTEEHAT PLATFORMS

Don't do it alone. If you haven't already, look into using a
social media management app that lets you control and
monitor all your different platforms from one dashboard.

INTEGRAT

“TH QUARTER

LOOK BACKWARD,

(5'111@11“‘“4

NEW RELEASE =~

.--.-o----a.-c-.--.--..-n- Share |ndu5[ry
_. news and
developments.

sreerses Ak gquestions.

ssasssscsssssccsssssnnss Hold contests or
| giveaways.
Two popular
options:
HOOTSUITE TWEETDECK

OTHER INBOUND Make social do double-duty by integrating soctal media with

other marketing efforts, Examples include:

ACTIVITIES
Build your . Boost PR
Direct Ask followers customer L ) |'-"“-"n efforts by
followers to refer your profile with T = / 4 reaching
to join business to information "e ' i | outto
email lists, others. from your % /sl Jjournalists
followers, ST onsocial

THEN FORWARD

DONTBE svcamiences

Plenty of other businesses are facing the same
challenges with social media, Make an effort to
stay up-to-date on the latest tools and trends to
overcome these challenges.

—
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LEARN VERR" N Review

Take some time to assess your year in social
media, then establish ways to check in regularly
to identify social media successes, challenges,
and opportunities. Some options include:
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Building authority for your website is a complex task. The process is
similar to the workings of a machine which must be maintained and well-oiled
to keep it running. Building authority is a progression that
requires persistence, so keep going and keep building!

Twitter

Facebook B Blog
KGY: Google + # In Infographic
Use the key to Stumbleupon Welh Webinar
understand the Digg vid Video
different ways LinkedIn N Pre Preosentations
you can build ! FG  Free Guide / Whitepaper |
up your site's SL Site Links eB eBook

S _ , ;
authority! Dir Directories

.G/.E .Gov/.Edu
SE0 SEO Release
Sponsorships

g =

B PnC Press Release

RO
R

L - ‘- ]I " I Blog
iy According

to Hubspot,

websites that

SN » '
OO & have active
@}b o &&‘@ , blogs
SN2 A get twice
I F @S
ot as many
© & inbound
> links as
v v websiles
() [N (W] T ] without
Sponsorships ety et - O active blogs.
Charities and G
non-profits - ~

often have very |

domain with solid
domain authority.

high authority e Website
sites. Donations/ q\z‘:‘/‘// {‘J//‘/ﬁ! i Links
sponsorships \ 7\ i
give them a ’ 4 ggggi‘!{a links
reason to link \ g \ /) are the
to you. | (0l lifeblood of
\

& A the Internet,
Directories s’ | / serving as a
Good directories = X vote from
provide a backlink 8 one site to
to a site on an aged | another.

|
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Infographic
Webinars The visual
A large audience appeal of
with no travelling! infographics
Post recorded can drive
versions as video % traffic and
content with links links lo your

websile as
people share
through

s social media
~ and embed
them on their
own sites.

back to your site.
Be sure to promote!”

Digg ———/nﬂ

Submit your content,
categorize it correcily, ©
and share itwithyour ©
Digg network,

Stay on track
with ethical
practices.
Black hat SEO
can get you
penalized

; and search
\ engine jail is

\ a lonely place.
A ;
' L LinkedIn

P

i ..i;" Share
=~ content with

“:?' relevant

business

b contacts.
. Start a group

and share

& there as welll

Twitter
Grow your followers
and share content

for new link building
opporfunities.

\- ,‘/

/

Facebook
Use Facebook to
share new content
on your site and
encourage fans to
share your content
too.

~ Free Guide
Position
" 4 l" yourself as
-/‘_//r}. mmunmmnnungm 40 €Xpert bY
7% ssssssnsats Offering free,
I////?,';. a ering

L, authoritative
..‘

Q ides and
[y==0 .?, ' ?:;o:;:ndocn

O{ll - 3 : o on your site.

Edu/ .Gov ——

These are among
A the most rare
0 types of links
\ and thus the
2 most valuable.

N

Stumbleupon
e = n Stumble your
o - Wz - content reqularly
% and look at using
L . 4 *ernna Stumbleupon
' L s advertising,
Press Release 18~ , {'“‘é':' & % .
Distribtbe ki \ =00 -y A"
aplimizad i
- Optimized
teepioniine 2 anl"“"d
and links back oF porl Maintain your machine and keep adding to
'F:‘u'f“‘;“r;;‘-‘zl mrm it, By combining search, social and content
silos may pick 4 in search marketing tools, your machine has
it up, gaining . results. unlimited potential!
you credibility
with the media
and link juice! r
intelligent Internet Marketing

www verticalmeasures.con
@verticalmaasute

Prasentations Google +
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HOW TO TRAIN o-

EMPLOYEES TO HANDLE

SOCIAL MED

Social media consultants can be an expensive addition to your business. But in this day and age, no
company can operate without a sound social plan. Despite the swanky pitches you may receive from

pros, your best social media team might actually be your current workforce. But how can you find
your company'’s natural social media rock stars and get your entire team on board with your goals?

In today's connected world your employees are your brand, and everything they share online
reflects—both positively and negatively—on your company. Some companies choose to
implement a personal social media policy to protect the company's reputation.

THESE ARE SOME COMMONLY INCLUDED GUIDELINES: — Despite the dangers

When it is and is not appropriate to suggest that an employee is |—0 @ —l

SPEAKING & BEHALF | | UNRESTRAINED
—— of the company. EMPLOYEE

E X A M P L E S S MEll)IA USE,

of behavior and harassment that will not be tolerated. 7

use when expressing a

PERSONAL OPINIO ‘;‘333,‘;35..

INFORMATION EMPLOYEES ARE
NEVER ALLOWED TO SHARE

of companies —
DO NOT HAVE

— 0

internal
communication

SOCIAL'MEDIA

policy.

artsmarketing.org | e-book | 8



SEPARATE YOUR WORKFORCE

TRAINING

Not all of your employees have the same relationship with social media.
In order to train them all quickly and effectively, you should separate them
into groups based on their familiarity with the web technology they will be using.

THE DIGITAL NATIVE:

These employees have grown up with

high-tech digital technology, and social

mexlia is a part of their daily lives

What nho focus oot Training should
foous more on th company’s specifio social modia
goals and how 1o measure returns, and less on
how o use the technology

THE RELUCTANT USER:

These employecs are familiar enough with
big-name social media networks, but have

not adopted them into their daily lives yet

What training should focos on: Teach advanced
use of the social networks they are familiar with
and how to get. started with less familar tools

= THE DIGITAL NEWBIE:

These employees are extremely new to

Training

GROUPS

-
THE SAVVY TECHNOLOGIST:

Ihess employess might not have been raise

with social media and web e

taught themsel
youl wous on: Foous on the social
mo .I||| P I.ll:‘ul ms the pcompany wants o utilizs, and
bow you wish to engage audiences on them

THE DIGITAL CONTRARIAN:

These employees oppose the digital

age and feel that social media is

Jjust n passing fad or waste of time

What training should focus on: Explain how
and why businesses benefit from skilled social
media campaigns, and why such tactics are
useful to the company.

ining should foous ong Train newhies how

v

—

s:
&
2z
o
o2
[
Z
o0
=)
/m
<
S
o

to use the soctal me til a networks that your company
has deemed important 1o its digital rmupmguh. and
educate them on what the company'’s goals are.

mindflash

social media and the digital world, and
may not have the skill necessary (o
freely navigate the networks

SOURCES: RADIANG,

artsmarketing.org | e-book | 9



CONTENT
DIVERSITY IN

ONLINE
MARKETING PAST

PAST, PRESENT, FUTURE Ll
Articles

@ marketers chose articles as their
top marketing tactic .

Press Releases
58% marketers used website content
to market their brand

Website Content

9| s, | marketers had 'Website Content’
as their favorite tactic

CHANNELS

JWR NEY Static Website
76% of the websites were

static

STRATEGIES

Bot-oriented
— Content

a Reader unfriendly

CONTENT
CROSSROADS

Online Content + Delivered
www.contentcrossroads.com

artsmarketing.org | e-book | 10



PRESENT

Videos

'a 87%

agency marketers consider
videos to be the most popular
content form

Photo Slides

449, 193 M

Americans watched a video online
mn2012

CHANNELS

90% of bloggers use Facebook
facebook 90..

Ewitter &a.

53% of companies find new customers through Twitter

TreeeeITine EI M Treeeeeeeee
trerereeeeY daiaadial]
rereereTIne (p“{"q“e vsits o PRt

pittitieeee Pinterest piptiiiiiie
STRATEGIES

Localization

En % Google searches are

for local businesses

FUTURE

marketers will use +
branded mobile apps %

iy

consumers will play T
games on mobile regularly %

CHANNELS

+6S0M g ACCOUNTS
+ Google #' =SERP '

Page Rank + Google Author Rank = Better visibility

I Content Management
y Systems

More command over delivering
Personalized Content

3 E marketers will use CMS to
% accelerate content personalization

STRATEGIES

® More focus on content for smart
mobile devices

m Content Personalization will be the key
to success

4

Web Experience Management
System

artsmarketing.org | e-book | 11



STRANGERTOLOVER

DO ONLINE BRAND MARKETING IN 2013°

*Also known as inbound or content marketing. | prefer to simply call it the new standard.

MAKE A PLAN 3 CONNECT WITH YOUR AUDIENCE

obfeclives ¢ shalegy prom shanger 1o loweoy \

Set the course with a solid strategy linked to business ob- Create social content that will appeal to your audience
jectives, including: sales and marketing, target audiences, Kx :> throughout the stages of the marketing and sales cycle,

media mix and tactics, brand story/positioning, and sources nurturing them towards becoming promoters of your brand. h

of growth and competition.

DEVELOP MARKETING INFRASTRUCTURE MEASURE, RINSE & REPEAT

pesple infrasuclivre digital infhashuctive conlinuous improvement
% , Website design keep doing what's working and stop doing what's not. V

>automation Try something new! That's pretty much it.
, social design

» content management

, ‘internal roles
* lexternal roles
» policies

" lapproval flow -‘

tent social

Social Content Marketing Agency Then you'll love our Social Media

A

artsmarketing.org | e-book | 12



OBIJECTIVES

What you want to do

REACH &
ATTRACT

CONNECT &
CONVERT

CONVINCE
& CLOSE

CARE &
DELIGHT

AUDIENCE MINDSET
Who you're talking to

aarngel

{ UKNOWN )

ve never heard ol your brand.”

“I want to hear more about your brand.”

il

( CUSTOMER )

( PROMOTER )

“I'll buy again & I'm telling my friends.”

artsmarketing.org | e-book | 13

TACTICS

How you do it

Blogs
Video/Photos
Social Media
SEOQ/Keywords

Social Ads
Search Ads
Display Ads

Offers

Landing Pagas
Calls to Action
Forms/Social Logins
Contests

Lead Scoring
Contact segmentation
Lead nurturing
Demo
Coupons
Trial
Emalls
Sales call

Customer Service
Upsell
Rewards
Lol madtls
Ermut
Phone
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GOOD REASONS TO

ADD VIDEO

TO :;r-’?‘f:‘.-'.-’ MARKETING EFFORTS
HOW VIDEOS IMPROVE SALES AND MARKETING {
HEEEE 4
-~ - - - -~ 0
OF WEBSTE WSTORS ARE MOIE UIELY B
- - BUT A PRODUCT ON AN ONLISE RETAIL SI1E
AFTER WATCHING A W00

90% A1 X
gttt L L 1 l

TISIORS WHO WEW YIOEOS STAY ON A §TE
2 MINUTES LONGER
TRAN THOSE WHO DON'T

S ONE MINUTE OFVIDEO
SS9 HAS THE SANE IMPACT AS 1.8 MILLION WoRDS

WHAT HAPPENS IN A DAY?

100 MILLION USERS
WLIEN ViOED OMLINE

EVERY DAY

500 YEARS = s
10 W &) y e s
D DN ERIESOON

 EVERY DAY

A TLEED OM TwillEa

EVERY DAY
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TABLET, MOBILE & DESKTOP ENGAGEMENT

MOBILE USERS DESKTOP USERS Uik
VIEW 108 & 10 T MINS
LTINS
IPAD USERS X i
WITH mOEDS LOWGEST ]
:‘ 11 |; MINS
. —— ” el e ————a =

E . AT LEAST ONE YIDEO

ARE SHARED 37% MORE

ACE ER SPENDS r\ -
(jc 1e MNIJTES. nstcouosa MONTH \)’Q
N ILINE VIDEO AD :

_—

HOW USERS ENGAGE WITH VIDEOS

vou wave just 10 SECONDS 1o cras arrenmion

60% 0%
STOF WATCHING STOP WATCHING
IN 3 HINUTES 1N LERS THAN
e 10 BECONDS

11%
ITOF WATCHING
IN 19 SFCONDS

45%
1iTOP WATCHING
TN A RINUTE

JUN GROLP. YOU TUBE

artsmarketing.org | e-book | 15




IN HOT PURSUIT:
WHAT MAKES
PEOPLE WANT

TO FOLLOW

A BRAND?

Without a doubt, a positive online brand experience creates loyal customers.
As several studies have discovered, the majority of consumers who engage
with a brand in the digital space-whether by participating in a contest or by
“liking" a brand on Facebook-tend to not only purchase the products, but also
make recommendations to their friends and family.

ARTETALTETALRRLRAR LA R AR A

WHAT ARE TOP REASONS PEOPLE FOLLOW BRANDS?

(PERCENT OF RESPONDENTS)

FACEBOOK /

MYSPACE TWITTER

HOW MANY BRANDS DO THEY FOLLOW ON FACEBOOK?

(PERCENT OF RESPONDENTS)

12.01% 53.47% 21.2% 13.32%

10 or more

artsmarketing.org | e-book | 16



WHAT HAPPENS WHEN PEOPLE FOLLOW A BRAND?

(PERCENT OF RESPONDENTS)

|CONSIDER THE BRAND WHEN IN THE MARKET FOR THE PRODUI I BUY THE PRODUCT OR SERVICE FROM THE BRANI I

HAS AN ONLINE EXPERIENCE EVER

TOP 5 MOST POPULAR BRANDS INFLUENCED WHETHER OR NOT

YOU BOUGHT A PRODUCT/SERVICE
FROM A BRAND?

(PERCENT OF RESPONDENTS)

ON FACEBOOK AND TWITTER* 2

facebook l - 97.09% 2.91%

Youl 1D 5 ' |

Created By

<™ fer = =
COLUMN -~ FIVE “Satisfaction

SOURCES: Razorfish.com * Econsultancy.com * SocialMediaToday.com

artsmarketing.org | e-book | 17



INTRODUCING #\%ine

How to use the newest mobile video
trend to your brand’s advantage.

CONSTRAINT
WAS AQUIRED
BY TWITTER
p— & [
RELEASED IN
JANUARY 2013.

CREATIVITY

HOW SHOULD MY BRAND USE VINE?

Engage Your Followers in Conversation Educate and Amaze

Feature Your Brand Supporters Bring People Inside Your Store

Promote Your Work for a Client Tell Your Brand’s Story

Present Up Relevant Historical Trivia Advertise a Contest

Excite People about a New Product Flaunt Your Products

Take People Inside Your Office Amuse Your Audience

artsmarketing.org | e-book | 18



TRACK YOUR ANALYTICS
Simply Measured offers a free
vine tweet analysis to track the
popularity of your Vine account.
It is free for Twitter accounts
with up to 10,000 followers.

Editor's Picks

Popular Now

E
=]

NEED MORE IDEAS?
Get ideas by selecting the
Explore tab from Vine's
main menu. Vine has
seveoral categories,
including Editor's Picks
and Popular Now,

1128 AM

Your Vines By The Numbers

19 |

How Do Your Vines Compare to Other Media?

Who Loves Your Vines?

artsmarketing.org | e-book | 19



Ju“\]é. u%\kﬂ@ AT zA UUME

The numbers don't lie — a brand’s story is best
framed online with photos & video.

" ONFACEBOOK'S 752 ZOBRAND PAGES, - Videss are . Photmare
PHUTUS i VIDEO DRIVE THE MOST ENGAGEMENT:  « SHARED 12X MORE LIKED 2X MORE

‘Doto provided by Simply Measured for M Booth \W \ THAN TEXT UPDATES :

 FACEBOOK REACHED
100 MILLION USERS IN & YEARS, BUT

INSTAGRAM IS ON PACE
. A T0 BEATIT.

E mamal

100 MILLION USERS

’.‘\ ARE TAKIG A SOCIAL ACTION ON VIDEOS EVERY WEE o

artsmar ktg rg | e-book | 20



dll rnel convinced?

427 OF ALL

TUMBLR POSTS ARE

PHOTOS

. J THEBASICS

©/ TEXT, CHATS,
58 o
© VIDEO, LINKS

L
—

t

“—p_/

B
* =

* @ A LOT HAS CHANGED SINCE SNAIL MAILING POLAROIDS.

2 IN 2012, WE'VE BECOME OBSESSED WITH SHARING OUR
* PHOTOS ONLINE, AND BRANDS ARE TAKING NOTICE.

VIBOOTH

A COMMUNMICATIONS COMPANY

M Booth is a global communications agency pioneering creative science - the
intersection of research, insight and imagination. The agency shapes opinion,
enhances reputation and drives business results for some of the world’s most influential
brands. Ramed, our visual storytelling offering, focuses on creating visual content
that spurs authentic engagement between brands and their digital communities.

For more information visit mbooth.com or contact framed@mbooth.com.

artsmarketing.org | e-book | 21




A new breed of social
media personalities ‘g

)

A distinct new breed of social media personalities has been
born, according to an extensive new study by conversation
experts first direct. Which are you?

=)

S

The Ultras The The

Chocklianiad fti ] irai

O e o e Dippers Virgins
Access their pages Taking first tentative

of Facebook users infrequently, often steps in social media.

‘ spend at least two going days,or even
140/0 hours a day on weelj:s. without
the network posting.

first direct

...of Brits don’t
use any social

The Deniers _.'. __ networks

|
H el P: Maintain social media doesn’t :
| have no control their lives, but get anxious
si gna I when unable to access networks.

...of Facebook users
would feel “anxious”
or “isolated” if they
had to deactivate
their accounts

The Peacocks
The Lu rke rs Popularity contest. High numbers

of followers, fans, 'likes’ and
cyberspace. Watch what re-tweets essential.

others are saying, but rarely

; Ay x .

(if ever) participate themselves | Torttarsact
...of Facebook users y:al?t mor? -
described themselves 0 'owgrs than
as ‘observers’ their friends.

Hiding in the shadows of

artsmarketing.org | e-book | 22



The Ranters The
Meek and mild in face-to-face ' Changelings

conversations. Highly opinionated
online. S Adopt completely new

personality online so
no-one knows real
identity.

The Ghosts

Create anonymous profiles,
for fear of giving out personal
information to strangers.

Where?

\/ il Informers

N\ Seek kudos by being the
\®/ JL | first to share the latest ‘stuff’
' with audiences.

The o3 X1 Facebook users say it
seven is important others ‘like’

Ap proval or reply to their updates

Seekers

The Constantly check feeds
and timelines after posting.

QUizzers Fret until people respond. 1,

Asking questions allows 7 ‘:'
them to start conversations. 5

© first direct 2013. www.firstdirect.com
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i ‘Zn
L

El orie

X STATE OF *,

" CONTENT |
HARKETING

= )0] 3

agtEEEay
as® Yo,

'.'
*trnnesases®

o billiom vz e e covan was

CRlogs give websites

» 8%,

kating & B e e

L NS
46

'/ OF B2B MARKETERS USE CONTENT MARKETING

8% of C\MOs think 85% of B2C marketers 62% of companics autsoune
custom contens i3 the use content merketing thelr content marksting
future of marketirg — a7 from23°1
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Interesling content is one of the top 3 reasons people follow brands on social media

cgaadl Media and Blogs

reach 8 out of
10 of all U.S.
Internet users

LA L AR R E R AR RN R R N N RN N R R R NN

zorten it mardeting to azhieve
_,p'-n_-’r-"‘l T '.:'i.‘_..l JORIS
A7 ey
AS T asssessanssa

3in 10 onge anizations market with content

ot DB2B marketes rate
webinars &s 1the most
aifeclive conlant rrarketing
tactic

of consumers fes! that
organizecions behind the
contenl are nlerestes i
huilchng good relaticnships

| — Wishponc E—

THE IMPACT OF PHOTOS THE IMPRCT OF TMTTER HON USERS INTERHCT
ON FRCEBOOK ENGRGEMENT UN BRANDS ON PINTEREST
hitp://bat.ly/11n5g31 htip://bit.ly/10|Byab htip://bitly/WiXo8v

artsmarketing.org | e-book | 25



TOP 4 DIGITAL MARKETING

TRENDS FOR

%

213

Digital marketing is evolving at a tremendous pace. There are a plethora of tools, technologies and platforms that
promise to deliver many exciting changes to the digital marketing world this year. Here are some of the core trends
that marketers need to focus on in 2013.

1. Mobile Marketing

16% 30%
2015 X ) 13%

By 2015, more U.S. users will access Search queries with local intent Global Internet traffic via mobile

the Internet through mobile devices in PCs and mobiles
than through PCs/wireline devices.

of marketers plan to increase mobile marketing spend in 2013.

400 = $24.5 o
s 7 o Mobile Advertising ﬁ

59.6

billion (2012)

Growth of global maobile " Worldwide mobile advertising revenue U.5. mobile ad spending by 2013

o

RAISE A GLASS fedealaskionitatn
Av v improved user engagement
4 1 % 39%

B2B B2C

Marketers using Google+
to distribute content

advertising revenue

83

of marketers use linkedin, making it
the most popular social media
channel for content distribution.

21

of Pinterest users purchased a
product after seeing a picture on the site.

S
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How Does
Content Marketing
Help?

Y

~
_

sSs

Lead generation Backlinks can be Increases
made easy earned naturally. website traffic
LA A Al A AL A A A A A Al A Al A A
) A A A AN A A A AAA A AN DAL
: 006 FPrREEREEEEEEREERERELE
erpwEemERERRERRRERRRRRRRR
of B2B marketers are A A dad s

using content marketing.®

26%

rEenERREREERRRRRRRRRRR

33

(2012) (2013)

reepRERRERERRRR R R
s BERREEREER R
(A A A A A AR A4S A

86%

of B2C marketers are

Content marketing share from marketing budget A A using content marketing.*

eNEWSLETTERS

18

of marketers are using

INFOGRAPHICS

25%

increase in average

3.Content Marketing

E * Content Marketing Institute Survey, November 2012

website traffic® eNewsletters.®

CASE STUDIES

71% 38%

Claim
your authorship

BZB BZC Use Google+
consistentl
Marketers using .
Creste grent ’ Participation
case studies in their marketing strategy™ content
» e Connections
L 4. Author Rank e ) conmens
——
Authors are ranked based on the )
engagement factors of their ’ @ +1s
content.
Find : o Reshares
your niche
Network on
other social media
channels as well
Authority of Selective
publishing site a guest posting

dci

waw actcomerionvaey com
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(p 2-3) htip://www.flowtown.com/blog/wp-content/uploads/2012/02/Tumblr-Users-1-560x1182.png
(p 4-5): http://www.mediabistro.com/alltwitter/files/2013/01/social-success.png

(p 6-7): http://www.verticalmeasures.com/wordpress/wp-
content/uploads/z011/11/The-Authority-Building-Machine-Infographic.jpg

(p 8-9): http://staticl.mindflash.com/wp-content/uploads/2012/03/SocialMediaTraining_FINAL.png
(p 10-11): http://www.contentcrossroads.com/wp-
content/uploads/2013/02/Content-Diversity-in-Online-Marketing.jpg

(p 12-183): http://ftentsocial.com/Portals/196912/images/stranger_to_lover%20(1)-resized-600.png
(p 14-15): http://www.hpsgroup.co.uk/files/2013/05/HPS-Video-Infographic.jpg

(p 16-17): htip://www.digitalbuzzblog.com/wp-
content/uploads/2011/07/Infographic-Why-People-Follow-Brands-Hi-Res.ipg

(p 18-19): hitp://thumbnails.visually.netdna-cdn.com/introducing-vine_5155dc0b885cc.jpg

{(p 20-21): http://www.mediahunter.com.au/wp-
content/uploads/2012/08/Framed-VisualStorytelling.jpg

(p 22-23): http://interactive-schools.co.uk/library/client/images/blog-
images/infographics/social-media-personalities.jpg

(p 24-25): http://blog.wishpond.com/post/53290313899/infographic-the-
state-of-content-marketing-2013
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uploads/2013/05/digital-marketing-trends-2013-infographics.jpg
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AMERICANS
FOR THE
ARTS  ussimor e

3

AMERICANS

““ARTS

AMERICANS FOR THE ARTS IS THE NATION'S LEADING
NONPROFIT ORGANIZATION 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 OFf THE ARTS.

202.371.2830 PHONE
202.371.0424 FAX

WANT MORE ARTS MA [ING RESOURCES?
WEBS”E WWW ARTSMARKET'NG ORG

EMAIL: INFO@ARTSMARKETING.ORG

FACEBOOK: NATIONAL ARTS MARKETING PROJECT
TWITTER: #NAMPC

NationalArts
MarketingProject






