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Effectively Marketing To The

Urban Community
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Atlanta, Baltimore, Birmingham, Boston, Charlotte, Charleston, Chicago, Cincinnati, Dallas, Detroit, Fort
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Raleigh, Sacramento, San Diego, San Francisco, St. Louis, Toronto, Virginia Beach, Washington, DC
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First Fridays United (FFU) is a leader in the field of event marketing and
reaching urban consumers. FFU provides an exclusive marketing platform for
reaching the lucrative affluent urban market. With over 20 years experience,
FFU understands and connects emotionally with urban consumers and
provides a perfect environment for brands that are interested in building
relationships with this demographic through multiple touch points.

LEARN THE FACTS

A FFU provides mass marketing through a database of over 450,000
professionals and 25 websites across North America

A FFU has personnel in 25 cities across North America and produces
over 360 events annually including the most recognized and popular
monthly event in the country (First Fridays) ’
FFUOGs First Fridays property reac
cities each month

FFU provides target marketing to get consumers to sample and
experience your products and services

FFU understands the core values and mindsets of the urban market
and creates culturally relevant events and advertising

FFU reaches the urban consumer where they receive entertainment,
exchange information and network

FFU uses the power of peer influence to generate critical word-of-
mouth advertising which is a powerful tool that can positively or
negatively impact a company/brand
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SPONSORSHIP ACTIVATION IDEAS

CONSUMER INTERACTION

- Advertise, display, and/or sample your product or service at our events

Utilize internet activities including micro sites and email marketing

Employ interactive activities, gaming, and exclusive entertainment

Use picture marketing to convert attendees to online activities

- Create compelling brand experiences with special branded giveaways,
distinctive environment, signage, and brand ambassadors

CONTESTS
- Provide incentive for consumers to interact with your product or service
through event and onsite contests

SURVEYING & DATA COLLECTION
- Capture valuable leads and data by surveying patrons online or at events

SPECIAL EVENTS
- Let FFU design a special event around your brand and use our marketing
power to drive affluent urban consumers to your product or service
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First Fridays United Statistics
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Who does First Fridays United reach? We target the affluent urban community through
upscale marketing, advertising, and events. We know our customers and by working with
us, they will know your brand too. Below are highlights from our online marketing survey.
More data, specifically, demographic, behavioral and psychographic information, is
available upon request.

ETHNICITY: 81% African American, 8% Caribbean, 3% Multiracial, 2% Latino,
2% Caucasian, 1% Asian, 3% Other

AGE: 79% of patrons are 251 44 (Primary 25 - 34)

GENDER: 67% Female and 33% Male

INCOME: 67% earn $50,000 or more annually, 35% earn over $75,000

MARITAL STATUS: 85% are single

EDUCATION: 81% have a degree, 28% have a post graduate degree

HOMEOWNER: 53% are homeowners

ENTREPRENEURS: 23% own a business

LOYALTY: 47% of audience consider themselves loyal patrons

PURCHASING TRENDS: 41 % of patrons would be more |
product(s)/service(s) if they sponsored First Fridays

55% would be more | i kel producgs)/pur
service(s) if the company offered samples of its product(s)/
service(s) through First Fridays

34% of patrons would be more likely to switch brands to a
company that sponsors First Fridays.

MARKETING (monthly): 850,000 emails, 120,000 flyers, 20,000 direct mail pieces, 28
websites, and 3,500 voicemails (radio is sometimes used)

FIRST FRIDAYS: 69% of patrons consider First Fridays to be unique or different
from other functions/activities they attend.

ATTENDANCE: 16,000 per month

ATTITUDES: Clientele is upwardly mobile, image conscious, trendsetters.
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First Fridays Key Markets
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First Fridays has activated events in the following cites:

Atlanta, GA
Baltimore, MD
Boston, MA
Charlotte, NC
Chicago, IL
Cincinnati, OH
Cleveland, OH
Detroit, Ml

Fort Lauderdale, FL
Hartford, CT
Houston, TX
Indianapolis, IN

Jackson, MS
Kansas City, MO
Kingston, Jamaica
Las Vegas, NV
Los Angeles, CA
Louisville, KY
Memphis, TN
Miami, FL
Nashville, TN
New Orleans, LA
New York, NY
Newark, NJ

Philadelphia, PA
Phoenix, AZ
Pittsburgh, PA
Raleigh, NC
Sacramento, CA
San Diego, CA
San Francisco, CA
St. Louis, MO
Syracuse, NY
Toronto, Canada
Virginia Beach, VA
Washington, DC

Any combination of cities may be used.

FFU has marketing capabilities in other markets as well.
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Thank You

Interested in learning more?

MORE INFORMATION

If so, | may be contacted at:

MichaelRay @FirstFridaysUnited.com
or 202-829-2668

Proprietary & Confidential Page 6



