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» “Blitz created a custom social dashboard for Nickelodeon. The dashboard
analyzes and reports in real time our social reach across the hundreds of

-

accounts and pages. It is a great enterprise-level solution for businesses with a
n

MUSIC TELEVISION®

large and diverse social presence.

— Julie Sun, MTV Networks

Ghicagu Tribune “Dennis Yu is a Facebook Marketing genius.”

| — Brent D. Payne, Former SEO Director, Chicago Tribune
A
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2 BlitzMetrics” Social Dashboards
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3 BlitzMetrics” Social Dashboards

Features Benefits

All Your Data In One Place - ¢

Excel hell got you down?2 Now get beautiful, automated
reports.

What happened more than 89 days ago? Facebook doesn’t
keep this data, but we do.

What is the cross-over between all your pages, brands, and
locations? How do you get them to work together?

Advanced Analytics

Unlock your competitors’ strategies. Set benchmarks.

How is your content performing by geography, time of day,
and how can you improve your reach and engagement?

Who are your most engaged and influential fans?

Integrated Advertising - ’

(sponsored stories)

Configure Facebook ads to guarantee your posts show up
in the news feed.

Quickly adjust underperforming ads.

A single view of your owned, earned, and paid media.

“The Blitz team exceeded our expectations wildly and assisted us in igniting our

RosettaStone @ fan growth to the extent that it is now making a material impact on business.

kY
"

& — Eric Ludwig, Vice President, Rosetta Stone

n

“We've been using Blitz to strategically grow our fan base. What we
like most is their micro-targeting approach to drive the right fans and
engagement, especially via Sponsored Stories to amplify our content. Our

click-through rates are as high as half a percent and our page engagement
. ore . . n
levels are significantly higher than our competitors.

. — Tyler Durham, Digital Marketing Specialist, Texas Roadhouse

BlitzMetrics.com 1960 Joslyn PI. Boulder, CO. 80304 CONFIDENTIAL AND PROPRIETARY Dashboard Guide 5.6b



4 BlitzMetrics” Social Dashboards

Your Brand Has Many Products, Teams,

Shows, Or Locations Worldwide

+ADD PORTFOLIO w

- MSN

L. MSN (fb tw )
| MSN Real Estate (fb tw )
L. MSN Autos (fb tw )
| MSN Lifestyle (b tw )
L. MSN Money (fb tw )
| MSN Entertainment (fb tw )
L. msnNOW (b tw )
- + Add a new entity to group
- + Add group to portfolio
+ Gumpeﬂtm‘s (competitors)
L. Pages
- + Add a new entity to group

L. Yahoo! (fb tw )

| Yahoo! News (fb tw )

. Yahoo! Music (fb tw )

| Yahoo! Finance (fb tw )
| Yahoo! Sports (fb tw )

|

- Y ahnn! Mm!'ﬁ Hb Iﬂ I

If you're the NFL, you have 32 teams, which each
have 53 players. And each of these players has a
Facebook and Twitter.

If you're Viacom, you have many TV shows and
films, organized by business group and brand.
And then you have competitors to monitor. You
want to compare social data against Nielsen and
BlueFin.

If you're Allstate Insurance, you have 12,000
agents across the United States in addition to your
central hub. Each of these agents has a Facebook
page, as well as presences on Google Places,
Yahoo!, Citysearch, Yelp, and other directories.

We help you manage your portfolio in one
place — not an Excel spreadsheet some
intern tries to keep updated.

) “What I like best about Blitz is that they remove the black box approach to SEO
(( and PPC. We have great visibility into PPC management, and a similarly clear

Quiznos path toward SEO improvement. It's an approach that a non-technical manager

. n
- TOASTYE |ike me can understand.

m — Bill Flaherty, Executive Vice President, Quiznos

BlitzMetrics.com

1960 Joslyn PI. Boulder, CO. 80304
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5 BlitzMetrics” Social Dashboards

Analytics Across the Organization

Single view of social activity across all your brands
and versus the competition.
Via high definition TV, iPad and Web

Analytics Guru

Every metric that Facebook has — at your
fingertips. Or hit the database directly, as it’s
your data.

Access via database directly or your favorite reporting tool

K3
CoGNOs §Ssas

Best In Business Intelligence™

+1
Witableau

No more “Excel Hell” each week assembling client
reports.
Output branded spreadsheets in Excel, PowerPoint & Web

Show: | Active Users

400,000

350,000
300,000
250,000

200,000

150,000

100,000
50,000

[
Jan2011 Feb2011 Mar2011 Apr2011 May 2011 Jun2011 Jul2011 Aug2011

Community Manager

Who are your top fans and how well are you
treating them?
Use with the web and iPad

bENOGRAPHICS

8% 8 1 % T;Ill;;llllml[sz . TOP CITIES

e

““We were very impressed with the work that Blitz did for us in growing our

WEEKLY WORLD®
NEWS
THE WORLD'S ONLY RELIABLE NEWS

Weekly World News Facebook community. In a word it was “impact”. As

soon as they started working with us we saw an immediate increase in our
community, and within a few days the exponential growth we experienced
was nothing short of dramatic.”

— Geof Rochester, Weekly World News

BlitzMetrics.com

1960 Joslyn PI. Boulder, CO. 80304

CONFIDENTIAL AND PROPRIETARY
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6 BlitzMetrics” Social Dashboards

Screenshots - Executive Dashboards
1.1 All Your Data In
159,286,440 31,091,900

nicl(elodeon SOCIAL MEDIA DASHBOARD

$2,776,298

Potential Media Value ($5 CPM)

One Place
Navigate from the top
level all the way down to

Overview

Competitors

Export

Controls

: !
S —— GROSS AUDIENGE GROWTH FB ENGAGEMENT MV G S I n g | e U Se r O n G s I n g | e
oo 18,065,251 + 11.28% 3.26% pc g e
Nickelodeon (22) 1,778,282 4 6.91% 0.30% :
Mktoons @ 7,903,639 # 4.67% 0.15% .
— 2200002 2 2500 Lo Our data platform pulls directly
SR — Py 201 from any publicly available APIs for
o/ r - ]
e 1,506,114 # 13.37% 125 social data, including the Facebook
s oz 25,744,320 + 7.61% 037 Graph AP, Facebook Ads AP,
—— -
T EEED QR ez Twitter, YouTube, Google AdWords,
o e — e Compete, local listing directories, and
158,286,440  6.58% 1N% p ’ g ’
a host of other sources.

STANDARD

1.2 Competitor
Face-off

All Portfolios = All Categories « =
Maybe your fan count
ADMIN ENGAGEMENT MARKET ACTIVATION .
PAGE FANS POSTS LIKES POSTS COMMENTS INTERACTIONS 9% SHARE sov PTA RATE FOLLOWERS RELATR is |OWer; bUf are yOUI’
TOTAL 415,218,050 131,618 5,619,366 6360 1,368,257 1,338,261 1.77% 100.00% 100.00% 6,846,807 K 20,721,330 {G ns more engcgedz
Benchmark against others
43,020618 926 117,290 22 18,356 136,572 0.32% 10.36% 186% 485,695 1 247,414 in the industry or specific
brands of your choosing.
STANDARD
41,526,879 63 288,738 63 25,620 314,421 0.76% 10.00% A428% 636,526 2 0
(e 26,976,220 316 142,104 36 20,111 162,531 0.60% 6.50% 221% 162,816 1 131,282
Hﬂse

i

.." “Wow! This is incredible info. Thanks again for sharing.

Marketo

— Jason Miller
Social Media Strategist & Content Marketing Evangelist, Marketo

BlitzMetrics.com 1960 Joslyn PI. Boulder, CO. 80304 CONFIDENTIAL AND PROPRIETARY Dashboard Guide 5.6b



7 BlitzMetrics” Social Dashboards

TOP FACEBOOK COMPETITORS BY AUDIENCE

= VICTORIA\'S SEC KOHL\'S MACY\'S .
i jcr

Fans 839 Fans 14,148 Fans

ket Share et Share Market Share

Imagine this in your office,
reflecting what’s happening
in real-time for your brand.

1 just finished a 1.46 km
run with a ime of 15:44
with Nike+ GPS.
#inikeplus #makeitcount -
n

1.3 HD Dashboard
Each of your posts will
resonate with a different
audience. Find out who
they specifically are. Pull
out the influencers.

CUSTOM

1.4 Custom Views
Need a custom design

with custom metrics? No
problem. You give us the
design and we’ll implement
it. Or we can design for

you.

CUSTOM

i . .
We couldn’t have picked a brighter or more competent partner to

£ lU'F help us drive our lead generation program. Blitz did a fabulous iob."

— Chris Lynde, SVP Directing Marketing Services, Equifax

BlitzMetrics.com 1960 Joslyn PI. Boulder, CO. 80304 CONFIDENTIAL AND PROPRIETARY Dashboard Guide 5.6b
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*\!ﬂrmont,‘

i/ \

i White Mountan - (7 Independent Lens: Independent 42

) National Forest ¥ | I = e
\ ;

-
f

= Categories

(¥ Independent Lens: posts 0
- @0 Independent Lens: comments o
© WHYY These Amazing Shadows > [#§) Independent Lens: station 63

Philadelphia
Thu10:30P

Prime Time

# Domino's Pizzagymmersville, Locations X
wv

(304) 872-0100

1006 Wal St, Summersville, WV 26651-
2101

Rhode Island
Connecticut

MNew Jersey.

“ District of
Columbia

Mapl%u:&m 12 Google, INEGI, MapLink, Tele Atlas - Terms of Use

PIentyOfF'ish@’

Free Online Dating

— Marcus Frind, CEO, Plenty of Fish

BlitzMetrics.com 1960 Joslyn PI. Boulder, CO. 80304
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1.5 Social

Weather Map
Pulling from the Twitter and
Facebook APls, we can
geographically visualize
where a brand’s fans are
located. The map includes
the option to filter by most
influential fans/followers
to help Client efficiently
leverage its online
consumer base.

STANDARD

1.6 Geo-Spatial
Mapping
Local and social intersect.
What are your customers
saying about you across
Yelp, Google, Bing, Yahoo,
FourSquare, Instagram,
Tumblr, and other sites?
How about across all your
locations? How accurate
is your data and how
does it affect your search
rankings?

CUSTOM

”Simply put Blitz is the future of local search. lts genius is in its simplici’ry."

Dashboard Guide 5.6b



9 BlitzMetrics” Social Dashboards

Screenshots - Marketing ROI

CUSTOMER CARE 2.1 Customer Care
Metrics
Unless they have a small

BENCHMARK ACTUAL THRESHOLD

% of fans not receiving a response 75.21 10 —
fan base, most brands
Average response time 32943 200 . .
are guilty of neglecting
Average question response time 309.73 60 [ ] .
their fan base. Our
% of questions not responded to within an hour 9.85 20 ——

dashboard allows Client
to measure its response
time and the percentage

RESPONSE TIME PERCENTILES (IN MINUTES)

M Al Post Response Time Question Response Time .

8,000 of fans getting responses,
allowing action to be taken

5.000 and improvements to be
measured.

4,000 CUSTOM

- — n l

0 - l ||
10th 20th 30th 40th 50th 60th T0th B80th 90th
blitzmetrics — Thursday, April 26,2012 085727 PM 2.2 Ea rned

741300 | ¥ID | From 2012-03-28 to 2012-04-27 | Submit (Americallos_Angeles)

B Media Value

el bl 614,022 What is the value of

your unpaid efforts2 For
example, if you wanted to

‘CONTROLS > DASHBOARD SETTINGS.

PORTFOLID OVERVIEW

GROUP. TOTAL FANS. AVERAGE ENGAGEMENT

N — — = specify $2 CPM, 50 cents

Impressions CPM 5

— — e e value of fan, 30 cents
o e L s twitter follower, $1.15
o subscriber, $6 video CPM.

e STANDARD

" Show Notifications on Dashboard
[sa]
M- £ poge Name 2.3 Export Your Data
(4 A B | @ I D T E I .
1 [Page Name | Type Post Name Message PostedAt Consumg DOWnlOOd reporl's vida
T2 [ — e T o ¢ Sy o T T o v e o . - S Vo) Sy o TV A e
| owmtmion I et O Cr st o Excel.
4| ee—— v - S — — 0 W s - g S Tl ¢ Friends
5 | tm—— g - P S AP — 4 Mentions
o - - e o Sueman S ¢ 4 * Vowre “wenny’ o Sl STANDARD
T | - = S e W el G W o s G ] « YouTuhe Channel
5 g il A e Pugmeiies S Ot ke Alnu Ciath Giatees 8 7 subscribers
O |ttt s = st Lo e S e B L ——— % U
. - Tl Wree & T N g ] v YouTube Videos
-e T e W BN Tl T Thm Thamies T s M ot Sae 7 Views
—_— gt i P g S Eavecitea
e D T O =) liken
. ——— - 3 [ S — 7 Dislikes
- " o PR RS S € S W el ¢ Average Rating
.. - - B T I T TN S < Number of Raters
. e < — po— W 7 MaxRating
il -ty — 7 Min Rating
e N L e ——
. R T rry——— =
A S ol o Wy Download
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Screenshots - Brand Power

GROSS AUDIENCE

12,955,055 &

Number po

19.38% 0.96%

0.96%

¥ an administrator of the

GROWTH ENGAGEMENT EMV

$22,023,593.50

$22,023,593.50

PORTFOLID OVERVIEW

Graph View Table View
GROUP GROSS AUDIENCE GROWTH FB ENGAGEMENT EMV IMPRESSIONS
Nickelodeon (22) 19,306,803 + 9.42% 3.12% $852,796.43 170,559,539
Nicktoons (6) 1,806,003 + 6.88% 0.07% $14,022.00 2,304,358
TeenNick (4) 7,969,596 + 4.01% 0.15% $128,382.00 25,676,370
SpongeBob Squarepants (8) 52,660,996 + 3.90% 1.86% $917,222.00 183,443,987
Nick Jr. (11} 1,665,772 # 5.37% 3.06% $60,615.00 12,122,725
Web Properties (8) 1,521,425 + 10.58% 2.08% $66,260.05 13,253,687
Nick Rewind (24) 25,901,275 * 5.85% 0.31% $321,775.00 64,355,108
Needs Admin (2) 20,110,396 0.00% 1.86% 30.00 0
Fans [ Engagement %
60
L ]
L ]
45
g L]
B .
] L e [ ]
g 8
1} ® o ® ‘o
L ]
15
0 L] 2
10 1,000 100,000 10,000,000

39%

MALE

1317
18-24
25-34
35-44
45-54

55+

o M interactions
()

ars
250

1 s

13-47 18-24

2534 3544

45-54

55+

BlitzMetrics.com 1960 Joslyn PI. Boulder, CO. 80

304
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3.1 Owned, Earned
and Paid
Using Facebook metrics
for viral, organic and paid
impressions, our platform
can put a value to a
brand’s owned, earned
and paid media.

STANDARD

3.2 Tie Alerts with
Automatic Campaign
Execution

Monitor what matters

to you. Let the tool sift
through the data for you.

In this case, the trigger
metric could be fan growth,
engagement rate, or new
lead generated.

CUSTOM

3.3 Fan Engagement
Metrics

What content is activating

the most engagement and

who is most engaged?

STANDARD

3.4 Demographics
Your engaged audience is
not the same as your fan
base — find out why.

STANDARD

Dashboard Guide 5.6b
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Skye Huff
Beth Turner
Wanda 3 Brown
Sarah Loveless
Tyreesh Carter
"Keshia’ HoneySuckle
Merna Maide
Rebecca Boyles
Maria Beatriz Castillo
LaRonda Butler
Debra Scott,

M Likes

Comments [l Posts

Likes on Comments
| |

COUNTRIES
Graph View Table View
Fans

97 IR 202011

Filter by fans 97 [l

Fans

ar

1402911

g

Wy

11114 1[4 11 ] S —

STATION
KAET
KAWB
KCPT
KCTS.
KERA
KETA
KETA+
KETC
KLRN
KLRU

4,686,794

Qverview 3
Competitors. 134’228
Export
Controls

MARKET

Phoenix

Minneapolis

Kansas City

Seattle

Dallas

Oklahoma City

Oklahoma City

St. Louis

Austin
Dennis Yu
dennis@blitzlocal.com Las Vegas

KLVX

POSTALCODE
85004
56601
64108
98109
75201
73113
73113
63108
78291
78712
89121

DATE
December 29
November 3
December 29
December 29
December 29
December 29
November 3
January 3
December 22
December 29

January 1

Thursday, April 26,2012 07:29:15 PM

7d130d 1YTD | From 2012-03-27 to 2012-04-26

'YOUR WALL

aption this! And then tune in tonight for Facing the Storm: Story of the American Bison. Listings here:
http:/fbit.ly/luedV7...

independent Lens | PBS

The bison is an enduring symbol of America, and yet it stands on the brink of collapse. Is there room for the
LB American bison in America anymore? Tonighton |...
[

FRONTLINE

Submit  (AmericalLos_Angeles|

‘l [T7] DON'T LET YOUR TAX $ PAY TO KILL THE AMERICAN BUFFALO. INDEPENDENT LENS ON PBS TONIGHT.
8 £ FACING THE STORM THE STORY OF THE AMERICAN BISON. SUPPORT" BUFFALO FIELD...

David O'Donnell

TIME DAYOFWEEK PRIMETIME COMMUNITYCINEMA EPISODE HH HHRATING SHARE

11:00 Thu yes no These Amazing Shadows 4325 02 0.6
3:00 Sun no no Donor Unknown 850 0.05 04
9:00 Thu yes no These Amazing Shadows 8002 08 1.4
10:00 Thu yes no These Amazing Shadows 22351 12 26|
10:00 Thu yes no These Amazing Shadows 8464 03 0.6
10:00 Thu yes no These Amazing Shadows 773 0.1 02
9:30 Thu yes no Donor Unknown 1357 02 03]
10:30  Tue yes no These Amazing Shadows 4308 03 0.7}
10:00 Thu yes no The Woodmans 3915 04 0.8
9:00 Thu yes no These Amazing Shadows 6184 09 16
11:00  Sun yes no These Amazing Shadows 1503 02 0.4]

BlitzMetrics.com

1960 Joslyn PI. Boulder, CO. 80304

CONFIDENTIAL AND PROPRIETARY

3.5 Top Fans

A brand’s most engaged
fans can often be their
most influential. Identify
them for special treatment.
We have a formalized audit process,
and we can set up “Face Off” and
portfolio analysis. It's one thing fo
measure the number of fans, posts,
comments, and tweets, but altogether
a different matter to assess influence
and engagement. The voice of a

single influential user could be worth
more than 10,000 nameless users.

STANDARD

3.6 Country

Level Data
Sometimes the country
with the most fans isn't
also the one with the most
active fans. We go beyond
the 19 country limit in
your Facebook analytics.
Get data presence in all
countries.

CUSTOM

3.7 Incorporate
Nielsen and
Bluefin Data

Find out how your digital

strategy drives more TV

viewership and can aid
your ad sales team.

CUSTOM

Dashboard Guide 5.6b
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Screenshots - Content Effectiveness

; 4.1 Post Detail
Si no fuera por él no tu

POST INSIGHT DETAILS 1 []7,424 24[],546 ] 3,524 Get the full breakdown

Reach Impressions People Talking About This on impressions, negoﬁve
107,424

SSIONS feedback, shares, and

13,344 LIKES 13,690 1N

19344 Likes saf SO 128 VIRAL 5,202 11 . . ( other metrics not in
85,128 V1741 117 COMMENTS DEMOGRAPHICS Facebook Insights for each
MARISOL MELENDEZ
COMMENTS EIFb, no es mak. Hay q saberlo usary q escribes y q dejas de escribir. A quien dejas danlda edrltmds O'I: yOUI’ posfs_ BeCG use
wisoLNEoE S entraratu page y 2 quien noooo. ¥ el empo q e dedicaras 2 esa page.....Cada cual es TOP COUNTRIES
bled log h Th. H
o g S Lao People’s Democratic Republic (18] each of your posts will
S esponsabled a Inedy Mvjlo issey United States (131) . .
aevtr i 1TSS r—— activate a different
mmmunm ~ Spain (18) .
A ~ Feliz cumpleafios!!!! Mark you are a genius, thanks 1! Italy (1)
m Tuesday, May 15, 2012 12:44 United Kingdom (1) GUdlenCe Ond hove O
Brazil (1) . . .
I JOSEDIAZ
= e TOP LAGUAGES different objective.
Tuesday, May 15, 2012 12:55 Spar}ish;casmhan (206)
T English {132)
NADIE OBLIGAANADIE AESTAR ENFB Y EL NO TIENE LA CULPA DE LO QUE PASE EFUEUTR[” STANDARD
CONLAGENTE EN FB GRACIAS Y FELICIDADES ME ENTRETENGO UN, ONTON YA ian (1)
h QUE ESTOY JUBILADAY ESTO ME QUITA EL STRESSSSSSSSSSSSSS
Tuesday, May 15, 2012 01:02 LIKES
CAT TORRES Bl
" DR NERWE
Tuesday, May 15, 2012 01:04 1 $yd [ B AR
[ OMAYRA VELAZOUEZ - B ™
i IRECERE
amigos por aquil! Happy Birthday Zuckerberg W £

4.2 Post Management

POST MANAGEMENT f
LAST 10 STATUS UPDATES POSTED IMPRESSIONS COMMENTS LIKES FEEDBACK TARGET Lots of content across
Descérgate el juege, compite v comparte. v gana premios Unicos. Faécil no... 06/01/2012 09:07 am 12,302 1 2 0.00% Spain dlfl(el’en’r COUDTI’IeS Ond

Tussenstand van de Red Bull Mobile wedstrijd na Ronde 2: 1. Chabelli: 122...  06/01/2

products? No problem. We

Ti aspettiamo all\'Idrescalo di Milanc il 10 giugno dalle 14. Anche per bat... 06/01/2
separate out performance

Ronde 2 van de Red Bull Mobile wedstrijd \"win je eigen festival\" coming u... 06/01/20 IMPRESSIONS COMMENTS LIKES FEED

Lass dieses Wochenende deine Erde langsamer drehen...... 06/01/20 m 43 981 for yOU.

Tussenstand na Ronde 1: 1. Carolien: + 4 2. Chabelie: + 2 3. Lieselot: + 1... 06/01/20 106,981 8 218

Luister nu naar MMM voor de grote finale van de Red Bull Mobile wedstriid: ... ~ 06/01/20 s 255 ShOUld you be posﬁng
35,281 o B once per day or perhaps
19249 ol 5 times per day? Tune the
107,476 7 198 .

most effective balance
53,046 3 49 -
55140 L of reach versus negative
B o7 feedback.
12,401 1 13 STANDARD
" .. . . . .
T Dennis impressed me with his clear way of expressing complex technical

issues. He has a very strong grasp of Internet marketing. | look forward to
. . . . n
working with him in the future.

entertainment

— Douglas Schiller, Chief Financial Officer, Live2Net/Track Entertainment

BlitzMetrics.com 1960 Joslyn PI. Boulder, CO. 80304 CONFIDENTIAL AND PROPRIETARY Dashboard Guide 5.6b



13 BlitzMetrics” Social Dashboards

BESTTIMES T0 POST 4.3 Post Timing
Owerall for public posts, the best day to post is Saturday, and the best time to post is between 1 KnOW WhGT ﬂmes Of doy
generate the most impact?

aph Wiew Tablke View Public s
We let you know.
£0,000 4
STANDARD
60,000
40,000 .
10
20,000
8
, . 6
s EFES
Mmoo W e A
2

"Blitz offered to help us with our SEO/SEM and did an amazing job — both in prowdmg
strategic and tactical guidance and in training us on the finer points of optimization.

— Marc Sirkin, CMO, International Rescue Committee

BlitzMetrics.com 1960 Joslyn PI. Boulder, CO. 80304 CONFIDENTIAL AND PROPRIETARY Dashboard Guide 5.6b



14 BlitzMetrics” Social Dashboards

Screenshots - Controls

blitzmetrics |
MANAGE MSN DASHBOARD:
+ MSN
I Pages
. Unknown mnmm:@ Dennis Yu | MSN (fb tw )
|l MSN Real Estate (fb tw )
CEE - MSN Autos (fb tw )
- ACCOUNT SETTINGS: . MSN Lifestyle (fb tw )
= L. MSN Money (fb tw )
e el D | Bt Boke : MSN Entertainment (fb tw )

L MSN Lifestyle (fb tw )
- MSN Money (b tw)
|- MSN Entertainment (fb tw )
|- msnNOW (fb tw ) Lead Analyst: ' oennis vu
i- + Add anew entity o group
| L+ Add group to portfolio
% Competitors (compeitors)
! pages
I- & Add anew entity togroup
L Yahoo!
L Yahoo! (fbo tw)
|- Yahoo! News (fb tw )
|- Yahoo! Music (fb tw)

b msnNOW (fb tw )
i+ Add a new entity to group
i+ Add group to portfolio
“. Competitors (competitors)
' Pages
. i+ Add a new entity to group
' Yahoo!
- L Yahoo! (fbo tw )
. Yahoo! News (b tw )
- Yahoo! Music (fb tw )
- Yahoo! Finance (fb tw )

BRAFICO DE ENBAJAMENTO DA CONCORRENCIA

T — PG

Fans / % Engajamento

100
L]
75
2
8
g .
X 50 ° ot
E’ . °®
o ([ ]
25 < s o
Rl * ®°
L ]
7 . i * o So
1 100 10,000
Fans

CMP.LY

BlitzMetrics.com

1960 Joslyn PI. Boulder, CO. 80304

3.8 1
0% 5%
28.95% 30%

“You guys rock!”

— Neil Glassman, CMO, cmp.ly

CONFIDENTIAL AND PROPRIETARY

5.1 Manage Portfolio
Configure your brand
footprint in our intuitive
interface.

STANDARD

5.2 We Speak Your
Language

See your data in English,

Korean, Spanish, Italian,

German, French,

Portuguese, and Japanese.

More languages coming!

STANDARD

Dashboard Guide 5.6b
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Monday, March 26,2012 12:11:57 AM

b’i tzmetrics NICKELODEON DASHBOARD

74304 | YTD | From 2012-02-25 to 2012-03-26 | Submit (America/New_York)

Overview CONTROLS > USERS

Competitors

s NAME EMAIL ROLE
user
admin
user
user

user

-

GROSS AUDIENCE GROWTH ENGAGEMENT

12,955,055 + 19.38%

Mumber posts on the page by an administrator of the page.
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5.3 Multi-User

Management
Manage access across your
organization, whether they
are administrators or read-
only users. You approve
access.

STANDARD

5.4 On Screen Help
Tool tips and definitions
right where you need them.

STANDARD
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Newsfeed Coverage and Feedback Rate

STANDARD

12,101,339 218,700 29,763,610

Fans PTAT Impressions

1.712% 3.34% 8.02%

Engagement Newsfeed Coverage Feedback Rate

i

Percentage of the total fans who have Percentage of fans who saw the page that

seen the page. also interacted with the page in some way.

There are two metrics at the top of your dashboard page, as well as competitors: fans and PTAT. Everyone
knows what a fan is, but PTAT (People Talking About This) is a bit more mysterious. It's worth your time to
understand why Facebook has chosen this as their single most important way to measure engagement.

Here's the formula:
Fans x Newsfeed Coverage x Feedback Rate = Engagement.

If your engagement is low, it can be because your messages just aren’t showing up in the news feed or
because those who see it aren’t interacting with your content.

Usually the culprit is the former, but often content optimization can significantly help improve the feedback
rate. This, in turn, increases newsfeed coverage, as Facebook’s algorithm is more likely to show engaging
contfent, while burying content that doesn’t get likes, comments, and shares. Alex Schultz, a Facebook
executive, calls this “inferestingness squared, boringness squared” to show how important engagement rate is
to competing in the news feed.

The algorithm formerly known as EdgeRank is based on multiple factors, but suffice to say that your page is
competing in the news feed for attention. You have to be more interesting than the friends of your fans — a

high bar!

Your dashboard identifies which content is the most engaging, so that you can post more similar content. You
can also spy on competitors, like we talked about before.

You can also look at each post to see how it performed in Newsfeed Coverage and Feedback Rate.

If the Newsfeed Coverage is low, then you might want to run some micro-targeted ads to pump up that
particular post. If the Feedback Rate is low, then consider content optimization techniques (posting with a
photo, asking questions, posting when fans are most active, responding to comments, and shortening your
post to under 120 characters).

NOTE: You cannot see this data on competitors, since it requires an insights token. But you can see their PTAT and how many
interactions they are driving. This still gives you an apples-to-apples comparison.
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Analyze your brand’s social loyalty vs those of
competitors by looking at engagement and retention

See how you compare and view their top fans.

Facebook Retention Model Date  10/16/2012

Change Retention
Total Fan Base 32,556,941 Scores ., oeye) l

Active Fans 1,486,825  %of Active Fans 269,657 % 103.4

since Jan 12

Interactions Summary

Interaction Scores

Interactions 2,966,746 167,667 @ -1%

. m Post Likes = Comments m Likes On Comments
Interactions 2.05 1.38 1%
(Per Active Fans) 500000
Interactions by Type LD
Posts 6,800 373 @ -13% o - N
Likes 2,534,649 147124 @ -14% B S
Comments 283,420 16898 @ 14% 250000 S~ -
Likes On Comments 88,677 3,272 9% 200000 . B B B O - .
150000
?]
Posts per unique poster 6,800.0 3730 @ -13% 100%0 Pages Fans Deltat2 Wow
Lik i lik 2.0 1.4 2%
sethEe s o : |Rosetta Stone 1,290,175 0.44%
Dec-11
Comments per unique commenter 13 1.1 1% 0,
Likes On Comments 1.9 16 10% ltaly 55’380 0.16%
Korea 44,778 0.19%
o,
Page Posts Japan 47,935 0.52%
600 300000 United Kingdom 40,571 1.11%
500 " o,
“ Facebook fans (main) Germany 29,193 -0.25%
400
poets 300 Careers 3,488 0.00%
1,200,000 -
o HomeSchool 28,991 3.15%
1,000,000
100 —
800,000 40,000 - A — fanan
. | Japan
d Unite
Dec-11 Jan-12 Feb-12 Mar-1 20000 Male 30,000 | — United Kingdom G;W
| —
ROC0C0 Female 20,000 | —Germany Caree
200,000 | Hom
10,000 —Careers
Cd
> R 0
30000 & & ¢ & & &N S
LS 4)»9 e ,,;»’é LY P a,’\f'v e 27-Jul  10-Aug 24-Aug 7-Sep 21-Sep  5-Oct
25000
20000 YouTube views twitter followers
PosiS000 i
——US Youtube ——IT Youtube UK Youtube ——JP Youtube —— DE Youtube 100,000 _Main account 4,000 Other
10000
3,000,000 - 79,434
5000 S 80027 80,000 -
® 2,500,000 - 43,0 ——a—o—"° 3,000
P N 2,000,000 - 60,000 -
& F & & 2,000
L G 1,500,000 | 40,000 |
- 4 1,195,330 ’
1,000,000 / 20,000 - 1,000
Retention Distribution 500,000 =— &
) =
- 1-Jan 1-Feb 1-Mar 1-Apr 1-May 1-Jun 1-Jul 1-Aug 1-Sep 1-Oct ey
Retention(Davs) 18-Nov 18-Dec 18-Jan 18-Feb 18-Mar 18-Apr 18-May 18-Jun 18-Jul 18-Aug 18-Sep il
Active Fans 1,446,825 ® At least 2 interactions
At least 2 interactions 409,238
only 1 interactions 1,037,587 1,087,587, only 1 interactions
72%
coo00 Retention Distribution Retention Distribution(%)
4% 4% Fans with at least 2 interactions
50000 1%
40000 3%
3%
Fans 30000 2%
20000 2%
o IIII III i IIIII IIII i
1%
; TR LT m Iinaasiiiiinnsl
FoEEENORARRSNECRRARARARRARA IENR89YRBREZIAZIRZRBIARS
CONNAHERESHABRE SR RSB H A MR E R S Puipnipot i g gt
CHE8RIRRA PHABRIRRR
Retention(Days) Retention(Days)
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Data Sources

Standard

. gl A.,w.,,,.sgle‘

f i Jff | D =

gle OMNITURE' niclsen _ ##~7

Ana ytics &~ WS EEEEN B . . ceeeee Constant Contact’

Pty é MaJCwa» erticalResponsée

e

Cllx “You guys rule. And you can quote me.’
. — David Szetela, Founder of Clix Marketing

FOTOLOG

MARKETING
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Access Your Data Anywhere, On Any Device

It's your data, so you should be able to download it or access it via your favorite reporting - not be forced to
use our inferface.

i . ™
DIItZMetrics s s s AN T |
4,686,794
s
Competiots 134,228 'en tune i tonight for Facing the Storm: Story of the,

Export

Controls
s
B rroNTLINE

DON'T LET YOUR TAX'S PAY TO KILL THE AMERICAN BUFFALO. INDE

in America anymore? Toright on |.

B ] FACING THE STORM THE STORY OF THE AMERICAN BISON. SUPPOR
David 0'Donnel

107,424

77777 o —
™ = "
PO 8712 ™ yes o
DDDDD g 89121 Sun no
.
Access The Raw Data Directly
Growth History by Company Month over Month
W Revons
—y
I .
Exce MicroStrategy

how’s your pony? “0...M...G.. Blitz is a metrics tool to watch. FANTASTIC *actionable*
social measurement stuff unlike anything I've seen. Wiping drool off
. .
my face. You don’t want to miss it.

— Lavra Lippay, President, How’s Your Pony?¢

BlitzMetrics.com 1960 Joslyn PI. Boulder, CO. 80304 CONFIDENTIAL AND PROPRIETARY Dashboard Guide 5.6b



20 BlitzMetrics” Social Dashboards

Results That Speak for Themselves

* 74% improvement in ROI for a national Quick Serve Restaurant Franchise — 5,300 locations, 3,500
keywords. 37% increase in leads and 33% more franchise applications within 60 days.

* 561% ROAS on online merchandise sales for an Entertainment Company — over 400% ROAS on Pay-
Per-View sales.

* Reduced cost per order from $37 to $10.91 for a national Casual Dining Restaurant — and
increased unique visitors to the site by 309% via efforts in SEO, paid search, and social media.

* 270% increase in leads generated at the same budget for a Medical Services Company — and
increased their Google Quality Score from a 1 to an 8.

189,019,732 2,163,141 $311,885,638

Gross Audience People Talking About This Earned Media Value

§7]4,088

Monday, March 26, 2012 12:20:48 AM

FE PoliticalE t
TI':; 0 I Ica ngagemen Yesterday | 7d 1 30d | YID | From 2012-02-25 |to 2012-03-26  Submit
Overview Select a State + Select a Party Select a Office Seeking

Popular Reports
Sk _
Republican Party Show/Hide Columns

Presidential Race ENTITY FANS ¥ FOLLOWERS DD SUBSCRIBERS: EHen W TWEETS O vineo views

MO Senate Race TOTAL 35,238,669 16,934,167 388,880 1,014,322 11,824 9,609,539

MA Senate Race

MT Senate Race 25,858,282 ¢ 13,281,123 ¢ 212,464 ¢ 523,168 ¢ 202 5,230,149 Pl =710 =0I0710 AL AFILICH Z0RHEH 23l
NV Senate Race 7‘-' S O 2.
NM Senate Race Barack Obama il = AHBE
. . . .
VA Sorata Fate ‘- 1,548,608 393,214 5,55 122,184 a3 884,980
WI Senate Race - Vet -
Mitt Romney.

Top Videos M .| 296,382 ¢ 1,450,984 & 8948 34,791 178 387,692

1,459,172 ¢ 48,966 © 1764 57,265 % 33 20,101

921,873 ¢ 265,027 ¢ 56,651 ¢ 61,246 % 50 496,369

m_ .. . . .
Blitz is a really impressive, clean and easy way to track, analyze and
n

- make online marketing strategy plans.

LET'S EAT. RIGHT. NOW. 4

— Anna Marie, producer for Food Forward
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Los Angeles Times Case Study

Is Facebook worth it? Film execs confide they may cut movie ads

Some movie executives are increasingly skeptical that Facebook ads and promotional

campaigns that ask users to ‘like’ a movie can deliver big box-office returns.

January 8th 2013
Hollywood's friendship with Facebook is showing signs of strain.

The entertainment industry was among the first to embrace the Silicon
Valley phenomenon. Studio executives thought the giant social network
held great promise in reaching moviegoers for less money than
traditional advertising such as trailers and TV ads. Facebook’s origins

even became fodder for the 2010 Academy Award-winning movie
“The Social Network.”

These days, major studios are taking a hard look at the cost of winning
friends on Facebook. Some industry executives are increasingly
skeptical that Facebook ads and promotional campaigns that ask
users to “like” a movie can deliver big box-office returns.

“For people who are actually looking at the research and are looking for return on investment, for metrics
that indicate specifically what Facebook’s role is in the movie marketing equation, the jury’s still out,” said
Jim Gallagher, a movie marketing consultant who formerly oversaw marketing for Walt Disney Studios.

Fred Leach, Facebook Inc.’s head of entertainment measurement, said the Menlo Park, Calif., company is
working more closely than ever with Hollywood studios to help them target the right audience for a film,
including giving studios more data showing the connection between ads and movie ticket sales and more
tools to track the effectiveness of Facebook campaigns.

In Hollywood, few are openly critical of the world’s biggest social networking company.

“Facebook continues to be an important advertising partner,” said Dwight Caines, president of worldwide
digital marketing at Sony Pictures Entertainment. “They are on every campaign we do today.”

But other film executives confide privately they are considering cutting their spending on Facebook ads, just
as carmaker General Motors Co. did last year, when the nation’s third-largest advertiser dropped its annual
$10-million Facebook campaign after deciding the ads didn’t help sell cars.

The skirmish with Hollywood comes at a sensitive time for Facebook. The company, under pressure from Wall
Street fo grow revenue after its initial public stock offering in May, is competing with other social media for a
share of the estimated $1.5 billion a year each major studio spends promoting movies globally.

Part of the problem is that studios are being asked to pay for the exposure they once got for free.

For years, studios have set up Facebook fan pages to connect with moviegoers, sending photos, video clips
and other updates to the News Feed of users who “liked” a particular film, at no cost to the studios.
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Then, in September, Facebook made a change to the algorithm that decides what users see in their News
Feed. Facebook says it made the shift because users were tagging posts with negative feedback.

Maijor brands, including Hollywood studios, have seen a dramatic decline in the number of fans who see their
messages.

For example, 72% of movies and network TV shows experienced a drop in the number of people who saw
new Facebook posts after the new algorithm launched, according to BlitzMetrics, a Facebook marketing
firm that analyzed 9 billion page posts generated over a 60-day period before and after the change.

That decline took a toll on two factors marketers watch closely: reach and engagement.

Twenty-three percent of the biggest studio pages saw a reduction in “engaged” users — people who click
on a post, share it with friends or write a comment — because of decreased exposure in the News Feed,
BlitzMetrics found. The drop in “reach” — the number of people who saw these updates from the most
popular film and TV sites — was even sharper: 45%.

The change in the algorithm coincided with a push from Facebook to get studios to buy ads in the News
Feed.

Social media experts say studios will have to find new ways to appeal to users and interact with them more.
Pages that get a lot of likes and comments are favored by Facebook’s algorithm.

Some studios are responding by bringing in their own writers and production teams to help create more
engaging campaigns. Studios will also have to place ads to recapture the attention of their audience on
Facebook, the experts said.

“The days of free traffic are over,” said Dennis Yu, founder of BlitzMetrics. “Facebook has been trying to
educate marketers on how to be social — to post the most engaging content — so as not to be penalized by
their algorithms.”

To be sure, movie studios haven't turned their backs on Facebook and its 1 billion-plus users around the
globe. Every major holiday film — including “Twilight: Breaking Dawn — Part 2,” “Skyfall,” “Lincoln,” “The
Hobbit: An Unexpected Journey” and “Les Miserables” — has a splashy presence on the site.

Facebook’s Leach said 99% of all films released this year advertised on the social network, although he
declined to say how much the studios spent.

“There are so many people on Facebook, it is a good place to have a presence — as a reminder. We buy the
billboards in Westwood too — a lot of traffic drives past those,” said one marketing executive who spoke on
condition of anonymity for fear of angering Facebook. “It doesn’t mean your film will not open if you don’t
have that. The correlation is probably minimal. But when we're opening a movie, we want to be in as many
relevant places as we can.”

At the same time, studios have been turning to the next generation of social media players, including Twitter,
Tumblr and Pinterest, said Todd Steinman, chief executive of the social media marketing agency M80.

“Nothing exists in a vacuum. You've got all these platforms that have emerged,” Steinman said. “Facebook
is still the behemoth, but for immediacy and for intelligence and for market penetration, | think Twitter has

BlitzMetrics.com 1960 Joslyn PI. Boulder, CO. 80304 CONFIDENTIAL AND PROPRIETARY Dashboard Guide 5.6b



23 BlitzMetrics” Social Dashboards

probably surpassed it as far as a marketing vehicle for movies that are coming out.”

The evolution of Summit Entertainment’s digital strategy over the four-year run of the “Twilight” series is a
case study in how studios traverse digital platforms to keep up with a movie’s fan base.

For “Twilight,” the first film in the blockbuster series, released in 2008, the studio focused on Myspace, the
dominant social network at that time. By the following year, Facebook and Twitter both figured prominently in
campaigns for the first sequel, “Twilight: New Moon.”

With the final installment in the “Twilight” saga now in theaters, Summit added two more digital outlets,
letting fans listen to and share music from all the films in the franchise on online music service Spotify and
encouraging them to pin images from the film to personal pinboards on Pinterest for their friends to see and
share.

Still, Facebook dwarfs all of its competitors.

“When you are marketing a movie, you want to reach the widest audience possible to get people talking
about it,” EMarketer analyst Debra Williamson said. “Facebook still has that hands down compared to
Twitter.”

Social media marketing efforts are a drop in the promotional bucket that splashes money on TV ads and

movie trailers. Kantar Media estimates studios spent nearly $2.9 billion on television ads in the U.S. alone in
2011.

Television commercials, in-theater previews and word of mouth remain the primary factors that influence
a moviegoer'’s decision to see a movie, according to Vincent Bruzzese, president of Ipsos” Motion Picture
Group.

“I still think [Facebook is] one of the most powerful marketing inventions of all time,” said Ben Carlson,
president of the research firm Fizziology, which uses social media to forecast box-office results. “But it’s not a
one-size-fits-all, write a check, and magic happens. lt’s not a cure-all.”

Questions about the role of Facebook in movie marketing campaigns come at a time when studios are
looking to cut moviemaking costs, including the film prints and advertising expenses known in the industry by
the shorthand term P&A.

Facebook is “a super-duper expensive piece of real estate, and it’s only one part of the old ball and chain of
P&A,” said veteran marketing executive Terry Press, co-president of CBS Films. “lt's not like you can do only
Facebook. If you could open a movie on Facebook, that’s all you would have to buy. But it isn’t.”
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