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What is Involver?What is Involver?

Involver is the the web’s most trusted 
social marketing platform providing 
brands and agencies the tools and 
expertise needed to build and run 
successful marketing programs 
across the social web.
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Velocity and Vital StatsVelocity and Vital Stats

• Founded in 2007
• More than 100,000 brands and agencies 

rely on our platform
• Adoption:

• 1000 new brands sign up daily
• 200,000+ applications installed
• 325,000,000+ fan relationships 

managed
• 500,000,000+ content items managed

• Offices in 5 locations (SF, LA, NYC, CHI, 
Austin)
• Employee count over 75, Seasoned 
Executive Team from Google, Yahoo, Atlas, 
Microsoft, & DoubleClick
• Extensible platform supporting: 

Facebook, iPhone, Facebook Connect 
Sites, Twitter, And more
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The world of the marketerThe world of the marketer

•• Social platforms have caused massive disruptionSocial platforms have caused massive disruption
•• Mistakes are now publicMistakes are now public
•• Audiences talk back and are realAudiences talk back and are real--timetime

•• The fragmentation of social propertiesThe fragmentation of social properties
•• The importance of optimizing for sharingThe importance of optimizing for sharing
•• KPIsKPIs may be different butmay be different but client client business goals are business goals are notnot
•• Acquisition, Engagement, MonetizationAcquisition, Engagement, Monetization
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““Apps not AdsApps not Ads””

• Interactive
• Content-centric
• Shareable
• Multi-channel
• Contextual
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3 Case Studies 3 Case Studies 

• Growing A Fan Base
• Nurturing Engagement
• Driving Leads
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Case Study Case Study -- Alicia KeysAlicia Keys

• Over a million listens.
• More than 200,000 Facebook users became 

fans of Alicia’s page in the first week of 
streaming. 

• More than 1 million Facebook users became 
fans within three months of Involver.             
adding the Music application to Alicia’s Page.

“”The Involver platform gives us top-notch social tools with 
which to optimize engagement and discovery…The results 
were unbeatable. Bottom line is that we didn’t just serve our 
core fan base; we doubled it – adding more than a million 
fans in the months following  the launch.”

- Jennifer Fowler, Vice President Digital Marketing, RCA 
Music Group
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Case study Case study –– The White HouseThe White House

• The White House Commission of Remembrance engaged an entirely new digital audience, focusing 
on honoring our fallen heroes.

• Over 160,000 Facebook users engaged with the “Remember the Fallen Heroes” app.
• Over 95,000 users in less than 36 hours updated their status to honor the fallen heroes.

“When I created the National Moment of Remembrance, it was my dream to encourage Americans 
to honor our fallen every day. Using Involver, we were able to remember heroes in a way that was 
never before imagined, across the entire nation, and create measurable results.”

- Carmella LaSpada, Executive Director of the Commission
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Case Study Case Study –– Jewelry FranchiseJewelry Franchise

• 7K fans 
• "$50 off with $350 or more purchase”
• 4x fan growth
• $500K (80% instore) in 6 weeks
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Recap Recap -- Things to think aboutThings to think about

• Be aware of relationship between Direct Marketing and Social 
Marketing 

• You must design for social 
• Social behavior is different
• Mistakes are now public
• Audiences talk back and are real-time

• The fragmentation of social properties
• The importance of optimizing for sharing
• KPIs may be different but your business goals are not
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Questions?Questions?
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