Connecting with consumers in a direct and meaningful way has grown more
difficult. Don’t let your message get lost in the noise. Create quality content
and evoke a response.

SocialKaty, Inc | 116 West Hubbard, Sixth Floor | Chicago, lllinois www . socialkaty . com
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Where |ve Been

Where I've Been
Creetings from Lagos, Portugal.

'Like' this photo if you wish you were on the beach without a care in the
world...

'] Petar Dimic, Petri Tiusanen, Mila Supandji and 364 others like this.
57 24 shares

For more information | Jason Puckett, VP of Sales | 949.632.3620 | jpuckett@socialkaty.com

the world is your
oyster.

Map it.

Create A Map
Build A Scrapbook

X©

advisor®

Where I've Been

Travel Website & Application

Repositioning

Brand Voice

Community Management

Content Creation

Virality

Stats:

72,000 Facebook Fans
94,000 Twitter Followers

1.2 Million Inbound Links

soclalka

Where I've Been is Facebook’s largest travel applica-
tion which allows users to boast the places to which
they have traveled. WIB has a user base of over 10
million members and has recently been acquired by
travel giant Tripadvisor.

One of the most appealing aspects of the application
is the interaction which exists between users in the
WIB online community. Prior to SocialKaty, the inter-
action primarily took place on the WIB homepage
and the WIB team needed a partner to expand this
communication to the Social Media realm. Increasing
brand awareness while keeping a consistent brand
voice was a problem for Where I've Been during this
transition.

The SocialKaty team positioned Where I've Been'’s so-
cial networks as a travel information communication
hub. The content immediately gained traction and
engagement increased exponentially.

As the fan pages gained momentum and notoriety,
we launched a hashtag on Twitter called ‘traveltues-
day’ which is now used by large travel companies
such as Lonely Planet (BBC) and American Airlines.
‘Traveltuesday’ is now a place where major brands
promote travel deals, discounts and promotions.
We took the unique concept of ‘Traveltuesday’ and
turned it into an industrywide trend. This once again
proves the power of Social Media and the skillset the
SocialKaty team possesses.
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CIW TALK

CHICAGO

IDEAS
WEEK

For more information | Jason Puckett, VP of Sales | 949.632.3620 | jpuckett@socialkaty.com
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Chicago Ideas Week

Live Event Promotion

Community Management
Brand Voice

Live Event Coverage
Increase Awareness

Increase Ticket Sales

Founded in 2010 (by Brad Keywell), Chicago Ideas
Week is an annual seven-day celebration of ideas,
innovation, and community designed to ignite, in-
spire, connect, and catalyze the Chicago community
around great ideas and great people. Chicago’s insti-
tutions — museums, universities, civic organizations,
and others - in partnership with CIW, host notable
speakers and achievers as part of a concerted city-
wide event that highlights innovation and provoca-
tion. Past speakers include: Bill Clinton, Shane Battier,
Mayor Rahm Emanuel and Mayor Michael Bloomberg.

The team behind Chicago Ideas Week realized the
drastic impact of Social Media on promoting a live
event. CIW needed a partner with the proper exper-
tise and the creative ability to develop a strategy and
execution plan to surround the event.

SocialKaty developed a strategy to increase the size
of the CIW online community, increase ticket sales,
engage users, provide live community interaction,
and make event information accessible. SocialKaty
will also be promoting the event while it takes place;
interacting with both the speakers and the audience.



The Spread Joy, Send Cards program & an easy way 10 send holiday cheer
across the Uniled States o new friends. In relum, you, too, will receive a
beautitul personalized Cardstore.com card from & new friand.

Stup 1 Weite your message
Dear Meredith,

H you choose 1o share your addrass, Twitter handie, or Facebook page with ha recipiant

of your cord, you am abis 1o do S0 in the space above.

Stﬂp 2 Clsose x Card

) Joy 10 the Earth

ﬂlp 3 Enter your Address

Yo will recetve a card from a iovely, new fiend sent 1o the balow address.

,r e Mama ang Mumibd

Sreol AddresaLine2
Oty Swme s ., 2PCoda .
, 6.0 Chicagn g GOEE

For more information | Jason Puckett, VP of Sales | 949.632.3620 | jpuckett@socialkaty.com

) Nenw Troo Growth

Cardstore
102,324 likes

Cardstore.com

Online Retailer

Campaign Strategy

Social Public Relations

Facebook Application

Campaign Promotion

Community Engagement

soclalka

Cardstore.com is a greeting card retailer that com-
bines online customization with designs from over
70 independent artists. Since 1999, the company has
printed over 15 million personalized cards. Cardstore
needed help strategizing and promoting and prod-
uct giveaways.

Cardstore wanted to develop a program which al-
lowed its fans to compose a greeting and send a ran-
domly selected person in the United States a holiday
greeting. In return, the sender would also receive
a nice holiday greeting from another fan chosen at
random. As a part of the promotion, the participant
would receive a coupon to Cardstore.

SocialKaty designed a Facebook application that
encompassed all aspects of the campaign. By “lik-
ing” the Cardstore Facebook page, one could easily
compose a message and click “submit”. A physical
card would then automatically be sent to another
randomly chosen participant. Another aspect of the
promotion was to raise awareness and drive partici-
pation via Social Media.

SocialKaty contacted hundreds of influential bloggers
in a variety of fields throughout the blogosphere. The
campaign was very well received by these influencers
who did not hesitate to share Cardstore’s promotion
with their following. Upon conclusion, hundreds of
cards were distributed and Cardstore’s Social Media
reach expanded substantially.



Geja's Cafe

3,713 likes - 139 talking about this

Search people and places...

MARCH [6TH -APRIL |4TH

EST. 19465

340 W Armitage Ave., Chicago, IL 60614
Restaurant, French Restaurant

\\( Geja's Cafe
/

Guests who mention the Facebook "“Ring in the PRIZES INCLUDE:
“RING IN THE Spring” promotion berween March |6th and April |5t place-Couples massage at Lincoln Park

| 4th will receive one entry form for EACH Massage and a $150 Gift Card to Geja’s Café.
SPRING & MASSAGE  premiere dinner and EACH botdle of wine Ind place-$100 Geja's Gift Card & | hour
THE STING OUT OF  crdered for a chance to win the great prizes listed. massage..

Everyone is a winner! How? Each participant will
TAX SEASON” automatically receive a $25.00 email certficate to  3rd place-$50 Geja's gift card & $50 Lincoln

Geja's and Lincoln Park Massage. Park Massage gift card

Reservation call:

773-281-9101 o wcwww.gejascafe.com

Ve apprecle your o sl Gy, Hopeatly, our occsio o CerT eI vl 1oL Locole & nillsanc. 8, o sy pson, yod chiooss 10 canoel your smiman i ver oy
Geir's G g e enp, 07 cadl s o T8 hirid S - we vl sy you el b

aion Wl plésa divmall
g e dlo

316, and feiqueat thi your adirass be senioed fioem oo (b kL Serving yo s o s

For more information | Jason Puckett, VP of Sales | 949.632.3620 | jpuckett@socialkaty.com

@Uber CHI @GejasCafe

Geja’s Cafe

Restaurant

m /ncrease Awareness

Drive Foot Traffic

Campaign Strategy

Facebook Application

Email Marketing

® Community Management

soclalka

This small romantic fondue restaurant had 45 years of
history in Chicago’s Lincoln Park neighborhood but
relatively no online presence prior to engaging with
SocialKaty. Gejas’ primary objective was to activate
their existing customers in order to spread awareness

to new customers.

Gejas required a partner that could effectively iden-
tify and nurture lead user relationship. The ability to
create online relationships with existing customers is
an effective way to gain brand advocates and increase
the virality of promotional items. Gejas also needed
a partner to develop and manage promotional cam-
paigns which would effectively drive traffic to the res-
taurant. These promotions needed to increase sales
while simultaneously spreading awareness.

The SocialKaty team developed a strategy surround-
ing these objectives. We designed a Facebook cam-
paign which captured email addresses, incentivized
participation, and most importantly brought people
to the restaurant. SocialKaty brought the online com-
munity size from 0 to over 10,000 members, acquired
thousands of email addresses and facilitated count-

less impressions with potential customers.



Enter to Win $1,000 in FREE Rent!

Like our page to unlock the
chance to win $1,000 in free rent!

FINDERS

Searched Twitter for the phrase “moving to Chicago”:

@johnathansLAW
Johnny

I just got a job offer for a position in
Manhattan. Too bad I'm moving to
Chicago.

9 hours ago via Twitter for iPhone 77 Favorite Retweet Reply

%ﬁ: @HappiHomefinder

, _ Chicago Apt. Finders

johnathansLAW Hey Johnny, are you
still looking for an apartment in
#Chicago?

6 hours ago via web 1y Favorite 4 Reply Delete

@johnathansLAW
Johnny

HappiHomefinder: @johnathansLAW

Hey Johnny, are you still looking for an
apartment in #Chicago?” - yup, wanna

help me?

4 hours ago via Twitter for iPhone <7 Favorite Retweet Reply

LET US FIND WE'LL DRIVE YOU

what you're looking for to see umits you'll like

For more information | Jason Puckett, VP of Sales | 949.632.3620 | jpuckett@socialkaty.com

soclalka

Chicago Apartment Finders

Web Based Platform

Interactive Lead Generation Chicago Apartment Finders is the largest apartment
rental service in the city of Chicago. CAF matched

Community Management
over 10,000 people with apartments in 2011. Open-

" Increase Awareness ing its doors in 2002, Chicago Apartment Finders has
® Brand Positioning since opened up four locations and has hundreds of
m Increase Sales apartment listings.

. :
Brand Voice Prior to its involvement with SocialKaty, Chicago

Apartment Finders had a very small online commu-
nity. When SocialKaty took over Chicago Apartment
Finders Social Media outlets, a few immediate chang-
es were made. We recommended repositioning the
brand to assist with CAF’s searchability and saw im-
mediate results.

SocialKaty’s involvement with CAF has turned Twit-
ter into more than just an information outlet - it has
become a discovery tool for finding new clients. So-
cialKaty has developed a marketing tool titled “In-
teractive Lead Generation”. Engaging users on Social
Media can directly result in sales and we have proved
this theory. Many of these direct interactions have
provided leads for CAF. We also take care of the leg-
work involved with setting appointments with their
sales staff.

Not only is SocialKaty positioning Chicago Apart-
ment Finders as the #1 apartment search service in
MOVE IN the City, we are helping them grow their business on

a daily basis.



soclalka

iGive

Web Platform

m facebook Application Launched in 1997, iGive is a web based platform
= Brand Voice which enables consumers to shop at online mer-
chants while directing up to 26 percent of every
® SEO

purchase to support their favorite causes. Now de-
® Blog Design livering charitable shopping opportunities to over

400,000 consumers, iGive makes donations to more

® Content Creation

than 45,000 worthy causes. iGive has partnered with

‘ iGive.com | vLiked | | Message @ -

27,766 likes - 1,258 talking about this " Campaign Strategy

over 1,000 of the world’s largest retailers including

® Community Management Best Buy, Home Depot, and Amazon.
Confirm | iGive was looking for a partner who could develop
donation high quality content for all of their Social Media out-

N\ Click
IGlve Now!

lets. The ultimate goal of the engagement was to

drive people to iGive.com to register for their service.

caduse In ag

If your Phﬂtﬂ WiT'IS, your cause gEtS 51{]{]5{}[* .-1*; iGi‘u’E.CGm’ profit orgaizations iGive works with and the retailers

involved. iGive realized the impact of Social Media on

driving user registration and increasing awareness.
ﬂﬁ SocialKaty is experienced in accomplishing these ob-

jectives.

SocialKaty possesses the ability engage both the non

1. Upload a photo of your favorite cause in action.

{ ) Upload Photo Here

. Share the IGive.com fan page with your friends and ask them to The SocialKaty team worked with the iGive web staff

“Like" your photo.

. The photo with the most likes will win $100.00 to be donated to
the cause of your cholce!

. Winner chosen on April 27th
Click here to grab
the 1Give button!

For more information | Jason Puckett, VP of Sales | 949.632.3620 | jpuckett@socialkaty.com

to analyze activity, pathway, and conversion rates of
the traffic coming to the iGive website. Also, iGive
wanted to track which Social Media outlets lead to
new clients and the types of content their clients re-
spond to. SocialKaty provided weekly and monthly
reports of the increase in user engagement and size
of the community. SocialKaty’s team also used iGive's
Google Analytics to track the number of new clients

and the best ways to bring them in.



Pinterest - [TEEY 400

Personalized discovery.

obaz (o-baz)
n. 1. an online
bazaar

Boutique brands. Independent designers. Niche products.

N N Y

Popular Boards by Repins
40k 37826

30k

w

E _ el 19842

5 20k | I

P 1544?. 14100
. | | | I I
ok :

Board 1 Board 2 Board 3 Board 4 Board 5

For more information | Jason Puckett, VP of Sales | 949.632.3620 | jpuckett@socialkaty.com

oBaz

Web Retail Platform

m User Acquisition
® Community Management

® Content Creation

Brand Voice

Increase Awareness

*27th highest reach
on all of Pinterest

soclalka

oBaz, short for “online bazaar,” is the first web-based
community to use crowdsourcing and game me-
chanics to build group buying power around prod-
ucts and services to help members save money on
things they really want. oBaz is free for members, and
it offers businesses a unique opportunity to reach an
audience with intent to buy with zero cost.

As a new e-commerce site, oBaz faced an incredibly
saturated market of deal sites, specialty retailers, and
independent designers. The amount of online “noise”
from competitors makes breaking into this market
quite difficult. oBaz required a partner who could
create high quality content which would stand out
amongst the competition and would generate web-
site traffic.

SocialKaty was able to solve their problem by finding
the Social Media channels which best fit oBaz’s goals
and model. SocialKaty was able to predict the explo-
sion of Pinterest and use it to the benefit of our cli-
ents, including oBaz. During our Community Growth
project with oBaz, the number of registered users on
oBaz.com went from 5,000 to 62,000 in a period of 90
days.

From this case study one can see the power and ex-
plosiveness of Social Media. The online community
has a tremendous impact on user registration num-
bers which will benefit any web platform.



BenchPrep

On-the-go test prep
for iPhone, iPad, ’
Android, and web. _ Four Seae: vour Ampaer Tota T

| Onsl Overview: Math on 2012-03-05

 72% et 51:57
10:15 | |
- R

' 3:05:24

BEI‘IEI‘IP]"EP | v Liked | | Message # ~ |
18,589 likes - 629 talking about this

Education
BenchPrep is a smartphone app that is S N BEﬂGhPI’EF Have a
revolutionizing the way you study for the SAT, ACT, tl-ld'f ow Bl ﬂuesllnn?
GRE, MCAT, LSAT & maore! BenchPrep your way to , ﬂ‘g

About Photos Start Studying BenchPrep Blog Contact us

User Testimonials

¢ I use the web version for
when I'm in need of a longer
study session.

Scott C. from Portland

High Schng LSAT
Courses

3 ¢ Totally not missing carrying
books around...

Celeste B. from Boulder

For more information | Jason Puckett, VP of Sales | 949.632.3620 | jpuckett@socialkaty.com

BenchPrep

Website & Application

m User Acquisition

m Campaign Strategy

® Community Management
® Content Creation

® Brand Voice

B |ncrease Awareness

soclalka

BenchPrep is an educational smartphone applica-
tion that is revolutionizing the standardized test prep
experience! BenchPrep provides best-in-class test
prep content, packed with interactive and engaging
features which can be accessed on the web, iPhone,
Android, iPad and Kindle. This groundbreaking cross-
platform app experience allows users to study using
a robust, interactive and social interface.

BenchPrep came to SocialKaty before its initial prod-
uct launch in March 2011. The executive team at
BenchPrep needed a partner with the ability to pro-
vide personalized social customer support and build
up a vast social media community of engaged users.
The SocialKaty team worked to create Facebook cam-
paigns based on a series of promotional codes and
invite-only previews of the product that translated to
rapid fan growth of over 1,800 new Facebook fans in
the span of one week! The SocialKaty team continues
to perform personalized outreach as the BenchPrep
brand expands and diversifies, while also keeping
current fans highly engaged on a daily basis.

Since its launch, BenchPrep as accumulated approxi-
mately 200,000 registered users in over 20 countries.
BenchPrep’s Facebook community went from zero to
an ever expanding community of over 20,000 mem-
bers and social media is playing a vital role in creating
brand awareness and converting fans into BenchPrep
customers.



How It Works Pricing

Developers

Introducing InstantData.

Getting useful data for your email list has

never been easier.

Upload a text file or spreadsheet of your customers' emails and

instantly get age, gender, and more.

Salect file to upload

B | agree to Rapleaf's AP| terms.

Try InstantData Now

Or, Learn More

Personalized Emails

Customize emails to each
member of your audience.
Use gender, location, and
interests to write emails that

are meaningful and relevant.

Audience Analytics

Learn about your audience.

Analytics can tell you a rich
story about your loyal users,
and help you understand
who is using your product.

A O e b P e

~50ms

response times

Recommendation Systems

Recommend music, movies,
articles, and associates that
are interesting to your users.
Save their time, and make
the best first impression.

For more information | Jason Puckett, VP of Sales | 949.632.3620 | jpuckett@socialkaty.com

Company

/0%

fill rate

Rapleaf

Email Marketing & Personalization

Social Public Relations

Repositioning

Community Management

New Product Promotion

1B+

requests / month

soclalka

Rapleaf helps companies personalize customer inter-
actions with real-time data insight. As a data driven
organization, Rapleaf instantly appends demograph-
ic information, interests and more to a given email
address. Businesses use this instant insight to better
understand their customers so they can personalize
deals and offers.

Rapleaf received some negative press surrounding a
Wall Street Journal article discussing their product’s
intrusiveness. RapLeaf needed a partner who could
engage the community on their behalf and reposi-
tion the brand as an industry expert in the custom-
ized data field. Rapleaf reached out to SocialKaty to
assist in the promotion of both new products and in
establishing a new company message surrounding
“personalization” for online and offline experiences.

Transparency and honesty is key when approaching
a crisis. SocialKaty responded on behalf of Rapleaf,
defusing any negativity and providing a positive spin
on the story. SocialKaty used Twitter, Blog, and Face-
book to deliver positive customized responses during
these conversations to showcase the benefits of Ra-
pLeaf’s products. During the engagement, SocialKaty
was able to drive public sentiment away from nega-
tive conversations. RapLeaf’s new image encapsulat-
ed a company that is fun, trust-worthy, fast-growing,
and transparent.



Retailigence | & Like | [ Message % ~ |

3,685 likes - 196 talking about this - 14 were here

Retail + Mobile. .

The hyperlocal marketing platform that R
turns mobile consumers into offline buyers.

e mm mmemes =

will ATET. 4G 5:49 PM =

Avallable nearby a1 Tolal Wine & Mose - Las Vegas

._\\'

Introducing AAPOP

The dynamic ad solution that powers national display
advertising with local point of purchase (POP) product availability.

For more information | Jason Puckett, VP of Sales | 949.632.3620 | jpuckett@socialkaty.com

Retailigence
B2B Open API

Social Public Relations

B2B Marketing Campaigns

Content Creation

Community Management

soclalka

Retailigence provides mobile apps with location-
based product availability that guides shoppers
along the ‘path-to-purchase’ The free and open API
allows mobile developers to integrate localized retail
stock information into shopping applications. The API
powers many popular hyperlocal smartphone appli-
cations that help connect customers to the products
they are looking for in nearby stores.

Retailigence works with some of the largest retailers
in the United States. One of the challenges Retaili-
gence faced was the varied audiences to which their
marketing efforts were directed (large retailers, small
businesses and developers). SocialKaty proposed a
social marketing plan which appealed to all groups
while simultaneously acquiring new user registra-
tions. Both of these factors were imperative to the
success of the Retailigence business model.

When Retailigence came to SocialKaty, they were
looking to create business partnerships. Retailigence
needed to encourage small and large retailers to
sign-up while also increasing awareness within the
application development community. Through a se-
ries of B2B campaigns, SocialKaty was able to forge
important partnerships through consistent social
outreach, media write-ups, speaking engagements
and increased overall sales though brand awareness.



