5‘931 ngh »urf ‘?¢ 5g.f-- y o

-
-‘

N
.

3010 mllmlulolpllwl'

For IABC Orange County

Presented by Chuck Bankoff

Director of Web Services - WSleWorks
www.WSleWorks.com

949 -481 -0728



<WSI

We simplify

the Internet

CHUCK BANKOFF "'-

(949] 481-0728

Call today
To GET YOUR FREE
WSI WEBSCAN

web:

email:

Find uson
Facebook

"

Chuck Bankoff:
)@9“4..31.\() 8

chuck( @WSie lru\ﬁ.aw‘.;.co
AP

v

Consumption.
A How do we reach consumers hew?

A Search, Surf & Social: Where Consumers
really spend time

A Reputation Management

www.WSleWorks.com

OO0 10

A Evolutionffromtiiraditional to Digital Media /\

01011001



%WSI‘ What 0s Everyone Dol
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millien
Media
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%WSI ‘ How consumers find & engage you
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\ Across your entire Web Presence, not just your website



%WSI ‘ Consumers Transitioning to Digital

1 trillion unique URLs, 24/7
access to world’s data, CPC,
call tracking/recording

News, Blogs & Tweets in real-time,
huge breadth & depth of choice

Instant access to 6B songs &
movies, 160 GB storage: 40,000
songs, 200 hrs video

On demand, time shifting,
streaming (Tivo, Hulu, Netflix/Roku)

350,000 eBooks, 1,500 book
storage, portable, text to speech,
built-in dictionary

I SRR WSI | We Simplify the Internet




%WSI ‘ Businesses Transitioning to Digital
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WSI ‘ How do you reach local consumers now?

SMB Media Consumers
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%WSI ‘ Disproportionate MedigAlocation

Media Consumption Search
(hours per week 5%

\
} Online 50%

Communication
(Ern ail 8 IMY

27%

\
} Offline 50%

By spending less than 10% of their ad dollars online,
local businesses are missing the opportunity to reach
consumers where they spend over 50% of their time!
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%WSI ‘ The Search, Surf & Social Sales Cycle
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‘ At each point you can engage and convert them into customers ’
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%WSI ‘ Story Time 1T Search, Surf & Social

The Story

Vicky has a friend in Dallas Texas who is getting married. Vicky is the
bridesmaid wanting to take her friend and three of the other bridesmaids
to a special day at a local spa. She is taking all five ladies and is looking
for a place that has great pre-wedding spa packages.

T I N eSS S WSI| We Simplify the Internet



Consumers Search Online

%WSI “Consumer-to-Business Conversation”

Search

Vicky searches on Google and gets 5 or 6 results
She has heard of the fiCresc@ndpasdpa
Vicky clicks on t he I-Q nskp aaon dw egbosei st ¢

Vicky has to run off to a meeting and decides to pick this up later.

T I S EEmmSSE WSI| We Simplify the Internet



Consumers Surf Online
"Business-to-Consumer Conversation”

<WSI

Surf:

At the end of the day Vicky comes back to her
desk to check her email and the news online.

She goes to CNN and wow! There is a
display ad for SuzieQs spa!

T T

. . ) 80% of consumers
Vicky clicks on the banner and finds herself back on read online reviews &

Suzie-Qds site. Vicky br owse 0% thsrthenu g h
thinks it looks pretty good.

Vicky was | eaning towards the Cres:
of them, but now she is curious about SuzieQs spa.

T I N EmSRE WSI| We Simplify the Internet



Consumers Socialize Online

%&b SI "Consumer-to-Consumer Conversation”

Social:

Vicky goes to Yelp or CitySearch. Now instead of searching on
Aweddi ng part yalaspasipackppge&ks diary BPua

Vicky is no longer searching, she is researching Suzie-Q, and she is
doing it on a review site.

Maybe she didnodot see enough r-@igthe w
right choice, so she searches Google specificallyf or AC udza ye s [

T I N eSS S WSI| We Simplify the Internet



WSI Consumers Socialize Online
"Consumer-to-Consumer Conversation”

Suzie-Q6s map | i sting show
section with several reviews with 3.5 and 4 star
ratings.

Vicky reads a review by another woman
who brought her friends there for a pre-
wedding spa getaway who wrote thatfii t wa 32 |
the best value for her money and really a Vi
great experienceo




%WS” Search, SurTheXatsSoc i

Reputation: 90% of consumers believe
online reviews*, which impacts conversions,
also factors into organic search rank

Customers

Social: 50% increase in CTR when consumers
exposed to social media & paid search?, also
factors into organic search rank

Display Advertising: builds brand awareness
& lifts conversion 22% over search alone?

Organic Search: together with paid
search increases purchase likelihood 73%'

Paid Search: proven fastest for
getting site visits and leads




%WSI ‘ Social Media Summary

consumers Businesses

Check Your Online Reputation Manage Your Online Reputation
1. Search Google, Yahoo, etc.

2. Read reviews on sites &
directories

1. Grade yourself

2. Claim directory listings
3. Promote content
4

LT ———

. Mobilize advocates for reviews

Exchange Online Referrals Manage Your Online Referrals

1. Seek referrals OZ'r‘r”a‘i‘ 1. Set up social media profiles
2. Spread referrals 2. Collect followers

3. Mobilize followers

Quick Start:
3 N

AGoogle yourself! Run a search for your business name, and business type.
ACreate profile pages on the review sites that impact your business most!

AGet your biggest fans to write authentic, positive reviews on those sites!
< J



%WSI ‘ The Search, Surf & Social Sales Cycle

v LIS O MV

= friends

‘ At each point you can engage and convert them into customers ’

@ 2011 Reachlocal, inc. | 1.28



%WSI ‘ Story Time - Pampers

April 2010 Rosana Shah complained about a diaper
rash caused by Pamperso

Pampers didnot take her compl ai nt
story to Facebook.

Within weeks, her anti-Pampers site had close to 1000
followers which prompted the Consumer Product Safety
Commission to launch an investigation.

Mothers everywhere were calling news stations and posting

videos and pictures of their Dbabi
Internet.



%WSI ‘ How People  Choose

Apnis yaJeasal nzpny :921N0S

Online

ntacts Y

Offline

58% of searchers

90% of consumers visit a competitor
86% of consumers check out business reviews trust the reviews site after seeing
online before making purchasing decisions. they read! negative comments!




%WSI ‘ Reputation Optimization Defined

yoseasay Jendnr :20in0s

Traditional Search Engine
Optimization (SEO)

What it means:  optimizing so your
site shows up when consumers search
online for your  business type

\

Google

Private Schools Dallas

| Advsnosd Search
Erefersnces

Langusge Tosols ‘

Google Sear: eeling Lucky

The Goal: getatleast onelink to
your business on the first page of search
results for a few keyword phrases

Note: Only 10% of users go past the first page of search

results and the percentage is expected is continue to decline.

Reputation
Optimization

What it means:  optimizing for what
shows up when consumers search
online for your  business name

‘ Advsnosd Sesrch
Praferences

Lsngusge Tools ‘

The Goal: get as many positive
links about your business on the
first page of search results and
minimize negative links




WSI Reputation Optimization:
' Step 1 - Grade Yourself
-~ 5 ____§ 9
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Search your business name on Web inages Vilso Maos tis Shozsng Mai mae v

Go Ogle Highland Park Prep @ Saucoe Teacn

) Web  Show optmng
Questions

W, com Park Prep - Prepping for the Future. Find out more!

Is your website in the top organic spot? Hiahland Park Prep School: Hiabiind Park Texas

This page provides i about & hics, , leachers,
spacial programs, ethnicity, gender. and comparisons for Hiahland Park Frepin ...

Does your maps listing appear?

Tip: you should

4220 Mockingbird Lane, Highland Park Texas 75205

place search ads
for your name !

Does any of your other content show up? - ¢
Ex: YouTube videos, Facebook profile, blog, etc.? Highland Park Prep School; Frivate School Review

Compare K-12 school ratings nationwide Lo find the best schools, View parent ratings,
reviews and test scores and choose the right preschool, elementary, ..

W com/ Park School -

What review sites show up? Are the
.. . Highland Park Prep School: Savvy Source
Comments pOSItIVe Or negatlve? “The Highland Park Prepi School s a learning community composed not anly of its

staff and the chikiren who attend, but also their families and members of ...
NV, com/ Park School - ached - Similas -

Highland Park Prep School: Video

What appears when you search your Y !
buS|neSS name + reVIeWS Or your bUS|neSS slaﬂamtmclumenwmallel:l.ht.lanolheiri:m\llfels.’;v‘ﬂ‘vr\«nber.s'ol "
name + complaints? Highland Park Prep Blog

“The Highland Park Prepl School is 4 college prep school par excellence.

Focus on the baskcs seams to have g way to more an..
VW com/blog

Done

The goal is to optimize the entire page of results that consumers
see when they search online for your business by name.




