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SOCIAL BRAND

BUILDING

WITH VISUALS

AVALAUNCH @Matt_Siltala

MEDIA






We all know about the
LOVE GOOGLE
GIVES BRANDS

@~vrunet @Matt_Siltala






Brands need COMMUNITY
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P o VISUA CONTENT skt
has ma&e Avalaunch Media what it is today







First launched at'Search Fest
4 YEARS AGO
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@~vavoner @Matt_Siltala

The SPINOFFS
5 SOCAL MEDagiA XPLAINED

GUARD DOG
FOR HIRE!

IAL MEO WDIA:

S
BUS\NESS LESSONS FROM CAT

HOW REDNECKs USE S0CIAL MEDI-UHHHI



YOU ASKED FOR IT
(no, pretty much demanded it)
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http://avalaunchmedia.com/infographics/social-meowdia-explained-redux/
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WHAT DO CATS HAVE TO DO WITHA DIGITAL MARKETING AGETCY?
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STRATEGY




PEOPLE STARTED
SHARING OUR GRAPHIC EVERYWHERE
and when they did they included
branded words like Avalaunch Media

@rvacronce @Matt_Siltala

ERY




@vanonct @Matt_Siltala



20w’ -dia, As Explained By

1 NFOGRAPHIC]
=

By Allison Stadd on Jun. 25, 2013 - 1:00 PM Comment

Seeing as the Internet is the reign of cats — from Grumpy
Cat to Kitler to the cat that started it all, I Can Has
Cheezburger’s Happy Cat — it’s only fitting that cats
should be the ones to explain what social media is.

. vholl Avalaunch Mediakhas created. Check

SearchEngineNews.con

out th
social platform in the context of cats.
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GO g|e| social meowdia explained I ) n

All Videos Images Maps More ~ Search tools

IAbounswresuns (026 seconds) I V-——_—-

Social MEowDia Explained | Avalaunch Media

comfinf g i T
SOCIAL MEowDIA EXPLAINED REDUX. While social media might be second nature to some of the
more tech savvy individuals of the world, it's a fully foreign ...

Social MeowDia Explained - Internet Famous Cats explaining Social ...
https://www.youtube.com/watch?v=EcmPEfu9oH8 ~

Aug 20, 2013 - Uploaded by Avalaunch Media

Have you ever tried to explain the purposes of the different social networks to a
friend or loved one, only to fail ...

Social “Meow"-dia, As Explained By Cats [INFOGRAPHIC] | SocialTimes
www.adweek.com/socialtimes/social-media-cats/486841 v Adweek ~

Jun 25, 2013 - Social “Meow”-dia, As Explained By Cats [INFOGRAPHIC] ... Cat - it's only fitting that
cats should be the ones to explain what social media is.

Social Meowdla Explalned Dally Blts
www.dailybif
Mar 11, 2013 - Social M di; ined. social ia It's official. Those feline creatures really do
rule the Internet. No matter how much we, dog people, ...

social meowdia explained Archives - Growing Social Biz | 778 823 2801

CC

Jan 16, 201 5 - Looking fcr an easy and visual explanation of the top social media sites? Check out this
'Social ir ic. Created by ...

Soc_ial Media Explained (or_ is that MEowDIA?) - Growing Social Biz

Jan 16, 2015 - Looking to have social media explained in an easy to understand and visual way. Check
out the 'Social Meowdia Explained' infographic.

Social MEowDia Explalned [Infographlc] Infographlc Journal
infographicjournal
Feb 25, 2013 - While social media might be second nature to tech savvy marketers of the world, it's a
fully foreign language to others. In fact, even those that ...

Social Media Explained by Cats on Vimeo

™y ’ vimeo.com » Mat Siltala » Videos ¥ Vimeo ~

b | w Aug 21,2013

>l This video uses famous and infamous Internet cats to help explain social media.
‘ We are always explaining ...

N

SOCIAL MEowDIA EXPLAINED REDUX | Visual.ly
visual.ly/social dux v
Mar 30. 2016 - This is version 2 of the ever popular Social MeOWdia Explained by Avalaunch Media,

launched over 4 years ago. CaarchEnginaNeawe fcon




And every single one of
those stories, posts, links,

mentions in presentations

CAME BACK TO
AVALAUNCH MEDIA

@nvacroncr @Matt_Siltala
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It has been used in conferences all over the globe.

(as recently as
LAST week)

BRANDING POINTS TO AVALAUN@
@nvaoner @Matt_Siltala




Continues to be shared on Social Media, even though it is FOUR
)/earS Old “~T#\ BTG Socla! Media

{x 2 Follow
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For @NCA_EmmaR and cat lovers everywhere,
here's a feline guide to #socialmedia. Ht:
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1t was also great for building a
COMMUNITY OF FOLLOWERS



WHY DO WE
LOVE VISUALS?
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THE SCIENCE
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THE SCIENCE

90%

Of info submitted to the
brain is visual

Images process

60,000x

faster than text

of people respond to
visual information over

e




THE SCIENCE

Videos on landing pages
increase page conversions
rates by

90%

Posts with visuals get
94% MORE

page visits and engagement
than those without

60%
of consumers are more
likely to click on a
business whose image
appear in search results

SERY



Ok, HOW do|
actually do this, Matt?

@i uner @Matt_Siltala



| MOST IMPORTANT
Understand what you are creating

SEN



HERO - HUB - HYGIENE

HERO

o e o HUB

> o
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HYGIENE

Large-scale, tentpole events or “go
big’moments that drive awareness
at scale.

Regularly scheduled “push” content
around customer passions.

Always-on “pull” content optimized
to user’s intent and interests.

SEN






JOURNALISTS LOVE FACTS,
they love data-driven content, as well as
content that is fun and easy to consume.

@rvacroncr @Matt_Siltala @
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Content PEOPLE CARE ABOUT
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Content that has GOOD RESEARCH & DATA

® workfront

STRESS

MARKETERS
OVUT..TIME

new State
ovMarketmg Work Report

SOUASH E%

A cﬁ,

For UK workers, stress levels in the workplace are on the rise.
dr

1 O Stats Every T ative
-
2P g Should Know

Diane Domeyer | Executive Director | The Creative Group

WHAT’S CAUSING UK WORKERS' STRESS LEVELS TO RISE R WANTED HOUSEGUESTS

. workfront ! S HOW MARKETERS SPEND THEIR TIME

JILDING A
ISINESS Wl
'ASE &'

OTHER TEAMS' TIME

HOW STRESS IMPACTS UK WORKERS

O, & Insert Presenter’'s Name
90 /o ’cH‘« : R @ Insert Presenter’s Title

believe that their work-life balance is negatively affected by stress
£ FAMILY DINNER.
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TRENDING THEMES Content
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REAL TIME Content

With Coupon Box, they combine spending stats with real-time data and they have been a killer combo so far.

COUPONBOX_
US Consumption in Real Time

Watch what U.S. citizens eat, drink, buy and spend in 471 sec

1
Walmart > < E
Credit Card Purchases Gasoline
$621,078.66 $2,239,348.77 179,563 Gallons
.

$19,166.13 $14,703.21 @ l [@

®~vanonce @Matt_Siltala



MAP Content
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The contemporary history of American finance has
experienced its share of cloudy day shine and
thunderstorms. From the 1920's stock market

ash to the boom of social network companies,

FINANCIAL Content

MODERN AMERICAN
FINANCIAL HISTORY

a N

1920-1929 1930-1933 4

1929, Beginning of the 25% by 1932. 40% of
Fast

ab &

19019196 1380-1309 4

1973 due to ol criss, a5 high as 50%. Dow Jones
increased crashes in 1987, $500 bi-
lion lost in one day. Na-

1940-1943 ==

from 1941 o 1945, War

imports,
after a bank run. deregulation of the.
Deposits were not

federally ensured up to
is decade.

the
closes with
the energy ciss of 1979.

19731974 stock market
aash. Decade

1980
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UTREACH WINS







KEEP YOUR PITCH SHORT
AND TO THE POINT

= Dontﬁricky}/vith subject Iin




INFLUENCER
Integration



INFLUENCER
Integration



CUSTOMERS TRUST INFLUENCERS

)A
(@\\“

(“/’\ . A‘A, z
74 (y of consumers rely on social media to inform (((((@ X

their purchasing decisions. (ODM)

9 O (y of consumers trust peer recommendations.
o)

(OEEEN))

7 O 0/ of consumers rely on social media to inform
(0 their purchasing decisions. (ODM)

4 1 O higher rate of conversion on offers shared by trusted
X' X advocates than offers sent by brands. (Zuberance)

2 O cy 5 O O/ of purchasing decisions are primarily influenced by word-of-
o- O  mouth recommendation (McKinsey)

@nvavoner @Matt_Siltala



WORKING WITH INFLUENCERS

Influencers are social media celebrities who have
thousands of loyal and engaged followers.

They span a broad range of categories, lifestyles,
platforms and audiences, which enables them to
communicate with very tailored niches of followers.

These followers perceive influencers as friends and role
models and are loyal to them. Thus, influencer content
can be highly engaging and impacitful.




CASE STUDY
NordicTrack

AM+  voutuse views

3 O K Social shares
350%
1 5 O +  Press features

SERY




CASE STUDY
Turkish Airlines

KOBE VS. MESSI: THE SELFIE SHOOTOUT

VAN

# 1 Ad Of the decade according to
YouTube
MOST

WATCHED

: 1 4 3 M + YouTube views

1 3 M Social shares
2 O O O Press features
b}

SEN

YouTube ad all time
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@vanonce @Matt_Siltala

BUILD RELATIONSHIPS
WITH JOURNALISTS
And only pitch contenit that
would resonate with their

audience
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BE CLEAR

WITH YOUR ASK
What will you give
them? What do you
want from them?

. e— ~
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Sponsored

$99.00 at Amazon - dk k...
Spikeball Road To Victory Kit -
$99.00

Spikeball Rc Presto Cool Touch Griddl...

) » o www.target.com
S O C IA L AD DU ' e Gemmm oo 1E1TSAPSOSIE 1) thinking about this? Get
~ Free Shipping on orders of

Y8 $25 or more.
1=

Presto Cool Touch Griddl...

www.target.com
Still thinking about this? Get
Free Shipping on orders of

@~vavoner @Matt_Siltala



OPTIMIZATION
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If you want to build a brand
YOU NO LONGER HAVE THE
OPTION TO "NOT BE SOCIAL"...

@nrvacroncr @Matt_Siltala
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You do this with your visuals and you
ARE going to create a brand that
HAS a community and one that
Google WANTS to rank

@~vavoner @Matt_Siltala
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you have created that,
REA DAREC|PE FOR

' SUCCESS
SERY
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