for business

A tactical guide to enhancing your presence




Social
Local

Mobile

m Intersection of social, local and
mobile media

m Evolving Ul requires new strateqgy

m SoLLoMo platforms help brands and
businesses acquire more engaged
audiences

m GPS-enabled phones allow users to
“check-in, ” earning points and
badges



ROI: Businesses, Brands, Benetfits

m ] billion check-ins as of last week
m 10 million users as of June
m 500,000 “merchants” on foursquare

m Brand Loyalty 2.0: be where your people are

LIRS FOR BUSINESS



Adding another platform

Questions to answer before creating a new social
media account

m [s your campaign location based?

m Who are your customers?

m Can you commit the resources?

m Are you comfortable with the platform?

m Will you make this part of a long-term strategy?



Where to start

m Create a Twitter account if you don’t have one already
m “Create a Page” on foursquare

m Connect the account to your Facebook page

m Leave tips

m Create Specials

@ O 0 O 0 0 O

NEWBIE FRIENDS FLASH SWARM CHECK-IN LOYALTY MAYOR
SPECIAL SPECIAL SPECIAL SPECIAL SPECIAL SPECIAL SPECIAL

CUSTOMER ACQUISITION CUSTOMER RETENTION



PowerListings

@ Siiver Moon

You're all set! Your PowerListings are being published

Free appetizer with any entree!

Powerlistings Status
Q Foursquare
ACTIVE

Customize Foursquare Special

s & Foursquare

. Type of Special

Like, " 30 pacpie chach i o ance, oet 29
g

Friends Special
L, "Chach in i 3 ands and ot & sval shand

lesumt
Flash Specal
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29% off ther onder”

Newbie Special

2. Rules for the Special

3. Offer Description

Foursquare’s API

Make a customizod offer just ke Foursquare

Checkn Spachal
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Loyaty Special
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Mayor Sepcial
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Mobile scavenger hunt

“We have early indications that many of our
customers are eager to interact with us on Foursquare,

and we intend to increase our activity on it going

forward.”
— Gabrielle de Papp
VP Corporate Public Relations

Neiman Marcus



Brands beyond Borders

Brands vs. brick and mortar
-ESPN

*Pepsi

*Nonprofits and NGOs




Monitor

Listen

Participate

Beyond Tactics

Making foursquare part of the strategy



Digital Rx

m Create a plan

m Creatively find ways to encourage your
audiences’ active participation

m Integrate the strategy with your broader digital
media plan

m Show, don'’t tell

m Make sure your story gives people reason to

interact
+

m Measure and adjust

m Use data to inform your next steps and targeted
branding strategies
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