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lln advance of he September 12111 deadline for UD 's filings, delman has developed a propo,sed paid 
pr,omotion strategy to successfully targ,et EisnerAmper employees and accountants. and auditors in the 

IDa,llas-Fort Worth area.. In order to spedfica llly t arget t hese audi1ences., Edelman recommends posting 
the "Is UD1F IV a Legit imate Real Estate nvestment Trust?,; presentation on UIDFExp,osed.co w ith 
accompanyi1nig blog content ·that hii,gh ights key takeaways ·from the report. We then rec,om end using 
promoted Unkedln or lw,itter posts to t arget the relevant accounts and audito rs with this re levant 

content. 
RECOMIMENDATION SUMMARY 

Given Hayman' s desire to push the UDF presentation to a pri ary audience ,of accountants and auditors 

in the Dallas-Fort Worth area, we reco, mend oreating a Hayman Cap ital Linkedlln channel to run a 

targeted ult i5 week campaign . linkedln offers Hayman the ability to narrowly target accou ntants at 

IEisnerAmper and sim ilar finns in the area. hrough our experience targeting audiences 1in financial 

services and working w ith Linlk.edln, we can develop a hyper-focused campa ign based on crite1ria that 

may include: 

• Indust ry (e .. g. acco,unting or financia l services) 

,., fob Htle ,(e.g. a_ dit senior or st.:1,ff accountant) 
• Skiills and Expertise (e.g. accounting or finanaial ana,lysis) 

·• Curr,ent Compa1ny (e.g. EisnerAmper~ 

·• Geography (e .g. Dallas/Fort Worth Area), 

LINIKIEDIN T.A,CTICS .AND CAMPAIIGN MEASUREMEIINliT 

Tactics.: In order to leverage Linkcedln's paid pmmotion feature, Edelman will first need to create a 

Hayman Capital company profi le on Linked n. Edel an w ill then work with Hayman to define and bui ld 

the t arget audience for t he paid campaign. We will then llaunch promoted 'dark posts' on I-layman's 

account that ar-e ta rgeted toward thiis aud·ence but willl not be seen by the general public when they 

view Hayman's. profile. 

ISa,s·ed on Linkedln,s target ing para, eters, I delman will be ablle to promote ,content tha would rea.ch a 

highly qu.alifi ed audience of accountants and auditors in the Dallas-f o,rt Worth area. The audience willl 
be targeted to speciffcally include indivldua1ls that: 

• I-lave accounting or audit job t ines. and are based in t he Dallas-Fort Worth area; or 

• 1-tav•e EisnerAmper listed as t heir current employer. 

*Pfease note this is a .sampling of the granurarity we can achfeve and upon inftiatfng the project, we can 

work with Haymcm to refine ,or expand. 
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Measurement: Through Linked In analytics, we will track the demographics of those who clicked on the 

promoted post, such as their job title and function. Through Google Analytics we will then be able to 

track the traffic driven to the UDFExposed.com blog post from the paid Linked In post and how people 

then download the PDF presentation. 

TWITTER TACTICS AND CAMPAIGN MEASUREMENT 

Tactics: If Hayman decides not to move forward with creating a Linkedln profile, Edelman recommends 

Twitter be used as an alternative for promoting content. Using the preexisting UDF Exposed Twitter 

account, we could immediately begin posting promoted content through the accd\ ~~.: .. Twitter provides 

the ability to reach its users based on a variety of demographics, interests and behav1or,;il attributes. 
/ '. \ >· - "'~---. __ 

Although it does not allow targeting based on company or position as Linketlr~1cd9)~s, w~tr1.:tet~~get 
audiences made up of those in the financial sector who are based in th~ Dalla' "'"' >'"Worth ~rea W e 

~, <''))' 

could also specifically target the followers of EisnerAmper and simila fir~ l on T 

Measurement: Through Twitter analytics, we will track how m,agy y~~rs click 

Exposed website and related content. Google Analytics will ~'enabf· 

website page views and downloads that came via Twitter. 

In terms of budget, Edelman recommends a bud 

derman will .(eevaluate the effectiveness of each promotion. Throughout the course of th~0f~i.f?;l.ig 

platform at reaching the targeted audi~dii and wl rpot~tJtially fecommend reallocating funds between 

platforms based on campaign perfocmanc ·· The final:detail~·of the budget will also depend on how long 

Hayman wants to run the paid ca pai~n. ,, t 

❖ 
·NEX '\;-----

Once Hayman select , we rec:'ommend moving forward as soon as possible so that 

Edelman can begin 

• Crea ny account following Hayman's approval 

• Set u ·ne for Linkedln paid promotion (5-7 days after account creation) 

• >.f eve FExposed.com that is focused on the presentation and can be 

ke content. 

• t;o or ina e w1 even ors to schedule paid amplification strategy and logistical details for 
. 

### 
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