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Restaurant Social Media

Voice of the Restaurant Industry™
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> The FohBoh
community is the
social operating
system for the $1.2
trillion foodservice
industry.

> Offering industry
stakeholders a center
navigation point for
collaboration and
connection.

> Delivers relevant
and contextual
collective
intelligence to a
global industry.

Synergy

Online Community

> Offers SaaS
solutions to increase
customer retention
and engagement.

> Creates an
environment to
optimize business
partnerships.

> Offers a way to
level the playing field
for all operators.

> Facilitates customer
engagement and
brand loyalty to
drives sales.
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Reaching millions of foodservice industry
professionals worldwide...



Making restaurants smarter
more successful and profitable.



Restaurant Social Media



Going beyond the basics



It’s what we already do!

Listen

Connect
Communicate
Collaborate
Participate

Share

Giving up control
Engage

Build relationships
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What you should know



“...If you're not on a social networking
site, you're not on the Internet.”

- IAB 2008



In 2010, more than fOUr out Of ﬁve

online Americans are active in either
creating, participating in, or reading some

form of social content on SOCIal

networking sites atleasts
hours a month.



People Consume Media Differently

Mobile is growing
— Social SMS is enhancing email marketing
— Social games are easy and fast growing

— Mobile social networks — Four Square, Brightkite,
Gowalla, Boo Yah (mytown)

TV usage is dropping, as time spent on the
nternet increases

Publishing is changed: iPad, Kindle, Nook, Sony
Reader, trade pubs

Word of mouth has gone viral




Who's online

 The average American consumes almost
12 hours of information per day

* Getting older, with the 35+ age
demographic being the fastest growing

—People aged 30-39 are most likely to be
using social media marketing

e 45% spending 10+ hours per week online

e Vocal influencers rule but, they can
become your advocates



Why You Should Care



Communities are the driving force
for innovation.



...and brands [restaurants] must cater
to the communities.



The result is a power shift to the
connected customer.



Restaurant operators must focus on
their most vocal advocates and learn
to rely and trust them more than ever.

Finding Influencers is measurable and a key success factor.



Reputation Management

“...not everything that can be
counted counts, and not
everything that counts can be
counted.”

- Albert Einstein



Social Media Monitoring

ne point of need

ne influencer

ne crowd

ne competitors

ne crisis

ne campaign effect

ne inquiry/question

. The customer
problem

9. The complaint

10.The compliment F
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Real time online restaurant brand
reputation management is not a
nice to have.

it’s @ must have!




The Future of the Social Web

Brands are connecting with consumers
Privacy is a big concern, Duh!
Social networks are replacing email

Social operating systems are the base of
operations for online experiences

Social networks are becoming more powerful
than corporate websites and CRM systems



What We See



Online spending is 30-50% of total
marketing budgets, with 75% going to:

Al

Social network communication

Online brand monitoring | measurement
Customer engagement & retention
Optimizing business partner relationships
Employee retention and online training



FohBoh

nt Social Media

Restaurant Social Media

PANEL DISCUSSION



Panel Discussion

Social media strategy

Tactical execution

Creative application

Messaging — Push and pull
Measurement

Challenges

Tools

Time commitment and resources
Success stories

Q&A



Lisa and Robin

FohBoh

Rest; edia

PANEL DISCUSSION


http://www.youtube.com/watch?v=jZkdcYlOn5M&playnext_from=TL&videos=yxUgtxYJBao

Social Media Strategy



FohBoh Social Media Methodology

= Listening Activity = Evaluating

* Customer s Tacice Listening * Course correcting

* Restaurant Y

* Logging activity
= \ariance

Web Tools ASSES5INE * Measuring
* Market « Deployment EaEIng effectiveness = ROl + ROE
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