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PERFECTING PROJECT DELIVERY

Building Information Modeling solutions to design,
build, and operate buildings and infrastructure more
efficiently, more sustainably and more profitably.
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M I C R O D E S K CONSULTING SOFTWARE EDUCATION

INnformation technology, and software consulting to the architectural, engineering,
ity operations industries. Its services also include commercial-level desktop and web-based
ormation systems and building facilities management.
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The Solution
Microdesk leveraged the MEDIAmMoDbz platform to create and publish content that — “pr1aqiaMobz was able to help us
generated interest and responses from a conference using a series of find ways to truly maximize the
buzz-generating activities before, during, and after the event. First, they took assets we created by repurposing
videos Microdesk had already made of a client success story and repurposed it them for multiple uses. This has
INto a series of clips that could be distributed before and during the conference. not only helped us to more fully
ney used these clips throughout the conference to generate buzz tor their booth realize our return on investment in
via social media. these pieces, but also provided a

way to combine a variety of assets
together and configure them for a
multitude of purposes, resulting in
a truly integrated marketing
approach. ”

They then continued the customer video theme by having cameras at the
conference itself to grab interviews with attendees. This way, they were able 1o
maintain a steady stream of content throughout the conterence by turning these
Interviews into 30-second sound bites and ditributing them as well. This was able
to generate turther buzz, not only through social media, but also through word ot
mouth of the conference attendees in the clips, who were excited about their s Guyman
moment in the spotlight. The clips were then placed on MEDIAMobZ's Vit Prasident of Merkating, MICRODESK
micropublishing surfaces or Mpages, along with a form to fill out, thus better
enabling Microdesk to capture and quantity leads.

-Inally, Microdesk held demo sessions at thelr booth to show who they are and what they do. These demos were also
captured on video and distributed online, along with a lead-capture form. With a variety of different videos available, this
allowed them not only to capture leads, but also to categorize them based on viewers' specific interests and target them
with an appropriate e-mail campaign. They were also able to track the success of each of these pages using MEDIAMobz
analytics programs and compare it to the success of their other content.

The Results

-irst of all, the video content created for the conference continues to generate views long after the event is over.
Microdesk were able to provide their target audience with a variety of touch points with interactions that could be
accurately quantified. And by using these different touch points, Microdesk was able to uncover 46 new leads and
generate 16 new opportunities. All together, this video and publishing combination was directly responsible for a 22%
contribution to this event’s revenue. The MEDIAmMobz platform enabled Microdesk to re-purpose existing, create new
content while publishing and measuring all, and yielding a significant, measurable ROI.
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