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Military Advantage Overview

The largest network of Military Affinity sites on the web, serving over 10 Million
Members

Benefits for Members
- Find Benefits Information

- Connect with the Military
Community through profiles,
units, and blogs

-Read the latest news and
iInformation related to the

military
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Our Social Media Philosophy

Early believer in the power of social media and user generated content

ilifaTy com | MEMBER PROFILE = Social Media Products:

— T s eProfiles and Communities
:@%‘ SR Army , Reservist (drilling) ) . .
| [ ... o @ ~pr - Discussion Boards
seel | QENERR nseoeminanne K&t - Growing List of Blogs
Wi et ] ' ' IC:
e E Social Media Traffic:
_ AW I T - Converts 6% better than
! ! mmf’um Active Dty 1968- 1968 m l lm_ . . .
P ra—— s mee LI rcal non-social media traffic
SELL e - Historically has a higher time
"YOU DON'T | | sos s - Lol on site and pages per visit
L 07083008 * Eatod Thanks for Senin v A | | N | . . .
than non-social media traffic
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DoDBuzz Overview

Launched in May 2008 with the goal of | nn
becoming the authoritative

Defense and Acquisition Journal
on the web Y Home Land Maval Homeland Security

———— | ————————————————— | —

ONLINE DEFENSE AND AGOUISITION JOURNAL

Marketing Strateqy:

Isolate the influencers and reach passionate readers of military defense news and
information

Campaign Goal:

Increase product awareness to (new) influencers and their (audiences)
Convert visitors into RSS and Newsletter subscribers

Challenge:

Finding influencers and advertising to their audiences manually is daunting, given
the fragmented nature of social media
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BuzzlLogic Overview

* BuzzLogic offers a social media marketing
platform which:
* |Isolates and ranks influential content in

social media across any topic, and OV g'g\© |

» Serves ads within this influential content

* BuzzLogic’s influence algorithm considers a .
dozen factors to calculate influence of a blogger.© ~ <
such as credibility, relevance, linking
behavior, and reach
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Step 1: Uncover Conversations

Topics areas £ - "ar force plot traning” CR ... -« T B T
include... B - “aviatiorwesk.com® OR "usaf ta... P uh‘mmﬁ o ?’ﬁ Pﬁl O,.,Ezn& a;gt
V-22 osprey £ - "defense sacretary” OR “misse... o R ] PR
o £ - “department of defense” OR dod.. — o = e o= B

Nato Missile Defense —
B & "fir systems™ OR “ceradyne” O... o e e pﬁ; oz B
Gl Bill B -+ “ITT systems” OR “future-comba... g uﬁi;:lswu e 0 _pﬂ Qf& Rk
AFR | COM Ed “sentate ammed sarvices™ OR “d... - “‘;?:'-Im U;ﬁt m m a};& Fuln;';u
. B < 'deferse tech’ OR 'aviation we.., i “ﬂl‘pzm i Nﬁ’ir e
Boeing Tanker £ AFRICOM OR CENTCOM OR EUCOM OR... - e 0410 m o B
Aviation Week B < usaf OR "ar force™ OR "Us nav... “nﬂ.ﬂm Unige l_ra;_ﬁ Pﬁ ms:g';c nqum

Terms mapped to phrases bloggers would
use when posting on these topics
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Other Site Targeting: Same Terms, Different Outcome

Site-targeting recommendations from other networks
pulled up mostly forums, photo-sharing sites and

reference information
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BuzzlLogic Results: Active Conversations

CONSUL-AT-ARMS

Tuesday. October oz, 2007

. “AFRICO ¥ ; et iF . AT Maj Jack Fischer, a USAF test pilot, told the Society of Experimental
. s ala: shaza r — DO AT AR : ] . L] 8 N

I b ohot W T COMP LTS Test Pilots' annual convention that a F-BB nearly crashed while testing
Charlie at OFFOR (™o blog dediceted towards expanding LL L the new G BU-39 Small Drameter Bomb (SDE'}'

milblogging fopics to include foreign polioy,

wargarming, grand strotegy, and heippir bashing™ has The incident oocurred while the fighter was performing a negative-g,

mews of AFRICOM. G : A 360 degree roll with eight SDBs loaded in the weapans bay.

Money quate(s): ¢ The plane suffered a brief, dual-engine flameout with the nos= pointed at
L dawn toward the water at a very low altitude,

" Eamemnber this plan - to splivs BUCOM, SRR, <~ CENTCOM ----_'= |:. For War In

However both engines restarted immediately before the pilot was even

[P ) TR R, J—

THE TEXAS SCRIBBLER

Thus and sundry from a retired, at-home dad

= The ball shat will not e | Main | Soade race =
Abolish the Air Force?

My &ir Force careenst father must be rolkng over in his grave at Amfngton, But there's some naw sansa in the old
- H

“Does the United States Ar Force (USAF) it indo the post-September 11 workd, & workd in which the miitary
ission of LS. forces focuges more on Countarterronsm and counternswngency ® Mot wery wall Even the mew
couriennsurgency manuel authored in part by Gen. David H. Petraeus, specifically notes that the gacessive Wse
of FFrpower in countermsungency confict can kead to difaster. ®

[ still remember caling in an F-4 ong afterncon in Viet Nam and watchang it lob a 250-pounder a trifle off-target.
which, with 250 pounds of high explosive, is not really a trifle. More lke a dsaster,

via War [ Baring
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Step 2: Rank the Influencers

Conversations

wyatchlists Ad Targeting Al Reports
Warkspares > Military.com » DODEUEE Case stud... = "sir force DIlOt . Edit Conversation | Monitoring posts after Jul 07, 2007 | 44 Alertsd
Influencers All Content Watched & Engaged %% Reports Ad Targeting: ) New Site-tarqeted Camp:
¥iew: Blogs | Posts | Save as Watchlist
Overview
A
] 1 Defense Tech (98) —
a1 httpiffwwwdefensetech.orgd Defense Tech
bkt ffwnen, defensetech.org) &2
. B 2 baldilocks (93)
I nfl u e ntlal w1 htpffwewlucamerican.comfbaldilocks, . Jump to: Bloggers | Metrics | Engagements
B 3  Aviation News and Aviation Job... (43) Tools: Watch Blog | Add to Blackist
http:/fwww flightglobal.comy - B
Blogs/Posts :
BLACKFI¥E (96) o biog notes input pet: &) Add Blog Notes
f h E] hitp:ffwww. blackfive.nat! g gty @
O r eaC B 5 1a¥A - Iraq and Afghanistan Ye... (6)
. a7 htprffwwwiavaorgf .
Conversation ———rT P— —
a1 httpiffwwwcbhsnews.comf . oy TEEEIED
7 Political Radar (73) )
[+] T3 Frapelies Abemams el s ede Add 1 or more bloggers here and they will be saved for you.
< o 8 InFrom the Cold (90) N bibgears input pet: @ Add Blogger
wd  htpiffformerspook.blogzpoticom/
B8 O  The Swamp (99) Eﬂg Blog Metrics
=3 http: ffwww.swamppolitics.comy
) wihat is Social Media Reach?
&8 10 The Kingpin of Cowtown (8) for July, 2008
w4 hopiffztartelegram.tppepad.com/ Total Social Media Reach: 809,582
a 11 Engadget (30) Influence Reach: 56,252
wi http: /fwww.engadget.com,
a8 12 Alert 5 - Military Aviation Ne... {39)
htep: Jalers,
3 S Influential Posts: a3
B8 13 The Times of India: Breaking n... {(23) On-topic Posts on Watchlist: 0
http: /ftime sofindiaindiatimes. com/ :
B8 14 GlobalSecurity.org - Reliable ... {32) ; :
w2 hopffuwwalobalsecurityarg? = Conversation (Waorkspace = Campaign)
S— g 15 The Carpetbagger Report {42) Automotive - Hybrid - General (2 utorctive = Hybrid)
w4  httpiffwwwthecarpethaggerreport.com/ Influential Posts: 23
. . _ r 1 A4 MNe Famir Mackes A Wakshlink n
- L
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Identify Influencer Networks for Ad Placement

b R t Ad Targeting: &3
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Campaign Overview

Create a unique, highly targeted banner advertising campaign to attract

defense industry influencers.

In Social Media advertising,
creative is critical.

* Compelling
e Informative
» Clear Call to Action

Ran on a cross section of
250 blogs including
influencers and sites linking in
to the conversation

Three sizes of creative were
launched: 160x600,
300x250 and 728x90.
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« Program Managers
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Campaign Results: Influencers Performed

86%0 higher CTR for the BuzzLogic campaign compared to the historical
average for targeted banner campaigns

%T@i_g_]pal Terror Alert == “m

National Terror Alert
Average click-through: .23%
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Bouhammer’s Afghan Blog
Average click-through: .56%b
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Campaign Results: Social Media Users Took Action

Visitors from the BuzzLogic Campaign increased conversion

Conversion Goals:

* RSS Subscriptions Lift from BuzzLogic
Campaigh 5.32 %

Pre Campaign

Conversion
Rate

* Newsletter Subscriptions
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Campaign Results: Social Media Users were

Engaged Visitors o N
90%bo of all campaign visits were new visits to DoDBUZZ.
This campaign sent 60%o6 higher new visitors than
the site average.

EaTpakn) | % New Visits v nl-Trm-m Campsigr | % New Visits | » comparedio sts average

1, bl _dodbuzz 723 93.27% 65 A0%
2. b dodbuzz_ 150 H.36% B1.13%

3. ki_dedbuzz_300 88.13% 56 28%

Firnd Campaionc | containing 1] showrows | 10 [s] 1-3ct3] 4 || »

Campaign (Awg. Time on Site ||k incivicusl Campaign: | Avg. Time on Site |y [compared to site average

1. bl _dodbuzrz 500 0020 11.00%
2. bl dodbuzz 735 ll:l'l:i] htﬂﬂ%

3. bl dodbuzz 160 :01: -9.41%—

Finl Campaign: | containing || |bl_
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BuzzLogic ads performed an average of 6.25%b better
than the site average for Avg. Time on Site
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Key Observations/Learnings

 Active conversations about specific topics attract passionate audiences.
Highly targeted display ads can perform in this environment

 Social search is different that web search and traditional site-targeting — it's
about sourcing information via what “trusted” people are referring to. This
can get you closer to a “search” like intent.

* Influencers and their network relationships — the nature of linking
connections matter when it comes to ad performance. Sites that connect to
each other around specific topics are key targets.

« Conversations offer a new window in analyzing user psychology and intent
— the nature of conversation can impact ad performance (e.g. higher
CTRs on conversations that were politically conservative)
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