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Lesson 4 Recap © shawacademy

» Crowdsourcing

» User Generated Content 101

» Optimising the Funnel
» ROI from UGC

» YouTube Setup
» Instagram Business Account Setup

» Summary

> Career Guidance
> FAQ
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» Career Guidance
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Did you know...?

4 N

Facebook introduced the word

‘friending’ to the lexicon

42% of marketers report that
Facebook is critical or important to

their business.

< 4




Today’s Lesson

» Why Facebook?
» Business Pages
» Facebook, Organically
» Advertising and Reach

» Summary
» Career Guidance
> FAQ
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Why Facebook? © shawacademy
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How Many

people are on Facebook
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Why Facebook?

How Many Users?

< 0> x @ hitps://my_page.com

16 Million
local business

page

1.74 Billion
Active Mobile

© shawacademy

2 Billion +
Users

66% are DAU
vs MAU

Five new
profiles every
second
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Why Facebook? - =

WhatsApp
How Many Users?
Facebook Messenger
WeChat
o:e]
Instagram

S x @ https://my_page.com
QZone
Tumblr®
Twitter
5ina Weibo
Baidu Tieba®
YYYTY Snapchat**
Skype
Viber
LINE
Finterest
¥y

LinkedIn
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Why Facebook?

PROs and CONs (sort of)

© shawacademy

[ Pros:

Cons:

J

Easy to Set Up

-

Free to Start

-

Fresh Content

Big Audience

v

\

Responses Required

v
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' Create a Page

Creating a Business Page




Creating a Business Page © shawacademy
e ® catin Home  Finarencs @ -

Your Pages:

“ Lou's Cake Shop 1 message

) Caitlin Ho 3
@ What's on your mind, Caitlin? Sponsored @ %

6‘) Cakes by Cait 1 message

See more...

# Compose Post | [E Photo/Video Album | @« Live Video Your Page

1. Sign into Facebook

e OR Create an account on

4 Photo/Video Feeling/Activity

Facebook.com

Create Page

Manage Pages

Suggested Post

Create Group
a~ WordStream il Like Page  **° - .
=z Find Groups 2. C||Ck Here

WordStream Sponsored - €

Your SIMP
A higher than average Quality Score in AdWords can save you up to 50% on Io?:rjr:ly.com

your cost per click and 80% on cost per conversion. In this guide we walk Dealing wit
through the the 5 key characteristics of a high quality score account. you covere
today!... Advertising on Facebook

Create Fundraiser

Create Ads

Activity log 3. Click ‘Create Page’

News Feed preferences

Settings

HACKle :
ADWORDS._- F

\\

Log out

/\./
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Creating a Business Page © shawacademy

4. Select your page type

Create a Page .
e Local Business or Place

Give your brand, business or cause a voice on Facebook and connect with the people who matter to you.

It's free to set up. Just choose a Page type to get started.

e Company, Organisation or

Local business or place

Page name, for example, "Pat's Café" |nstituti0n

Page category, for example, "Coffee shop"

Street address b Bra nd or PrOd UCt

Dublin, Dublin

D03 e Artist, Band or Public Figure

Phone

By clicking Get Started, you agree to the =&yganisation or Institution Brand or product .
Facebook Pages Terms. g E nte rta Inme nt

Get Started

e Cause or Community

5. Fill in your details

Qualifications Professional Diploma in Social Media Marketing - Module 1 e shawacacde my
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Creating a Business Page © shawacademy

n It's Cupcake Time Q @) caitin Home  Find Friends ¢’

Page Inbox Appointments Notifications Insights Publishing Tools Settings Help ~

r 3

6. Fill out your page details

Add a Cover

Add a Picture

e Cover Photo

O]

¢ Profile Picture

It's Cupcake Time
Create Page @username

e Create Username

Home

e About

Posts
ils Like | X\ Follow A Share @ - + Add a Button

Reviews

Videos
Know any friends who might like your Page?

Photos = - z dlly respond to new Help more people discover your Page by inviting

About messages - friends to like it.

Community Improve people's experience of contacting your Search for friends to invite
Page by setting up automatic replies in

Qualifications Professional Diploma in Social Media Marketing - Module 1 e shawacademy
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Creating a Business Page

n It's Cupcake Time

Page Inbox

It's Cupcake Time
Create Page @username

Home
Posts
Reviews
Videos
Photos
About

Community
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Appointments

) caitin  Home  Find Friends

Notifications Insights Publishing Tools Settings Help ~

+ Add a Button

Know any friends who might like your Page?

Help more people discover your Page by inviting
friends to like it

s Like 3\ Follow 4 Share

_l’ Status m Photo/Video [M Live video c Event, Product+

é Write something...
- g

Sy [~ . o
\.{ Search for friends to invite

Professional Diploma in Social Media Marketing - Module 1
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6. Fill out your page details

e Cover Photo
¢ Profile Picture
e Create Username

e About

© shawacademy




Facebook, Organically s
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Facebook Organically © shawacademy

“Why is my content not being
seen?”

v

“How does their Algorithm
work?”

\

“What do | need to consider?”
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Facebook Algorithm,

Historically

© shawacademy

" facebook Edge Rank

The score between

the edge creator

W

e

e

Weight
The weight for this
the viewing user and edge type

(Comment, Like, etc)

Decay
The decay factor

based on how long ago
the edge was created

2 News o <
®J What's on your mind?
@ Messenger 4

Shortcuts
() Shaw Academy

(i PhotoVideo

Explore S
@\ LADbDible

(2] Events &) omins - ¢

Feeling/Activity

| Pages German Shepherds make the best faces when confused & #%

@ Groups

& Crisis response
nd lists

£9) On this Day

| Pages feed

W saved

§3 Recommendations

@ Photos

~ See more.

Create
Ad - Page - Group - Event
Fundraiser

o Content

EdgeRank User Affinity Weight
Time-Based New vs Old + Engagement
Decay Content =+ News Feed

1000s more
EdgeRank x .
Newsfeed algorithm
1000
elements
Reach is Engagement = Brands must

Limited to 30%

Value

get smarter
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Facebooks Algorithm, Historically

-

‘04

Facebook is
Born

~

’15
Hooray, GIFs

have Arrived!

MORE Clickbait
Control

/

‘06
Birth of

News Feed

\

-

‘07
Hello, Like Button

Hl 'ILLpOes 1 ly_payc.\.\llll

’15
Priority on
Friends’ Posts

17

Arrival of the
Ephemeral

14

Native Video
Update

17

Prioritises
Videos

~

© shawacademy

g ’09
Newsfeed
prioritizes what’s

L popular
4 )
‘14
Clickbait Control
o J
C N
17
Reactions > Likes
A8 4

4 )
13
Design Update
- J
4 I
14
Acquired
Instagram
- J
4 B
’18
ANOTHER ONE...
\_ Y,
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Facebook, Organically © shawacademy

a I
Before the

2018 Update

( A

500k followers meant

ORGANIC REACH vs. PAGE SIZE

I3
ORGANIC REACH { % )

2% organic reach

- /

( A

10k and less meant
10% organic reach

Prioritised
paid posts ) =
~ g PAGE LIKES (K - MM )

. < 1,000
User experience

& J

\ W
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Facebook, Organically

Why is organic reach declining?

> Increase in content

> Would be 1,500 Stories at login

)) News feed now shows around 300

> FB Prioritising User Experience

> Favours high quality, valuable content

Qualifications Professional Diploma in Social Media Marketing - Module 1 o shawa Cadcmy
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N\

WAY lower organic reach (if any)

DA
. Shift from ‘passive’ consumption to ‘connection’
s

. Highly engaged ‘public’ posts :

Y ‘

. Newsfeed space is now limited

7_/ . . . . . UPDATE..O
Possible rise in cost of advertising

. Need to be creative as small businesses e
/V

European
1'AY‘ i



Facebook Tips

\

Ask Audience to

~N

‘See First’

e

Raising advertising
spend is key

~N

Make it Live

© shawacademy

~N

Create Groups

Influencer
partnerships

No Engagement-

Bait

High quality
content




Advertising and Reach © shawacademy

facebook

))Advertising
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https://www.facebook.com/profile.php?id=100009153406785

Creating a Facebook Advert

n It's Cupcake Time

Q C}g Caitin Home  Find Friends

Page Inbox Appointments Notifications Insights Publishing Tools Your Pages:

It's Cupcake Time
Create Page @username

Home
Posts

Reviews

w See more

Manage promotions

Qualifications
Framework

g: It's Cupcake Time
m Lou's Cake Shop 1 message

@ Caitlin Hogg 3

See more...

\ Create Page
\ Manage Pages

"
)~ N
-y " Find Groups

L

Create Group

Create Fundraiser

Create Ads

Advertising on FaC®gok

ik Like | 3\ Follow | A Share | - Activily.log

News Feed preferences

Settings

,l‘ Status Photo/Video [EM Live video ﬂ Event, Product+ : Know any fi Log out

Help more proprcumcoveryoumragooymwmgs———

. . friends to like it
Write something...

~
- Search for friends to invite

Professional Diploma in Social Media Marketing - Module 1
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1. Sign In

2. Click here

3. Click Create
Ads

© shawacademy




Creating a Facebook Advert © shawacademy

Caitlin Hogg (109947082910006) + o )
Create new campaign € Use existing campaign €

® campaign Campaign: Choose your objective.

I—Objective
4. Pick an Objective

Ad account What's your marketing objective? Help: choosing an objective . .
¢ 5. Click it

I— Create new
Awareness Consideration Conversion

6. Scroll Down

S8 Ad set Brand Awareness Traffic

Audience . .
Placements 7- CIICk thIS
Engagement Catalogue Sales
Budget & schedule

App Installs Store Visits

B Aad

Format Video Views
Media
Additional creative

Lead Generation

Messages

Qualifications Professional Diploma in Social Media Marketing - Module 1 e shawacacde my
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Creating a Facebook Advert © shawacademy

Caitlin Hogg (109947082910006) v Create new campaign v Campaign: Choose your objective.

Appnstans SIore VIS

[ ] Campaign

L Objective \ideo Views

Lead Generation

4. Pick an Objective

f Ad account

L Create new Messages

5. Click it

oo Ad set 6. SCFO” Down

Page

Audience

Flacements Lead Generation 7. Click this

Budget & schedule
Collect lead information from people who are interested in your business.

Create split test: A/B test your creative, placement, audience and delivery optinmg#

Q Ad strategies @] [ ]

Identity

Format Campaign name @ Lead Generation
Text
Lead form

Set up ad account

Qualifications Professional Diploma in Social Media Marketing - Module 1
Framework




Creating a Facebook Advert © shawacademy

Ad account: Set up ad account.

Account 8.Set account location

Enter your account info. Learn more.

9. Click Continue

Ireland # -
Account country Currency and time zone
All of your advertising billing and
Currency reporting data will be recorded in this
currency and time zone. To change these
in the future, you'll have to create a new

Time zone Europe/Dublin # ad account.

UTC TIME LOCAL TIME
25/01/2018 14:55  25/01/2018 14:55

Show advanced options =

Qualifications Professional Diploma in Social Media Marketing - Module 1 e shawacacde my
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Creating a Facebook Advert © shawacademy

Ad setname @ |E-18+ Advanced options

Page g=ates for your audience are not
Choose the Facebook Page that you want to promote. available

e — 10. Name the set

Facebook Page @ _# [t's Cupcake Time

A =
unavailable. 1 1 N Acce pt TS&CS

[

You've accepted Facebook's Lead Ads Terms Specif
p C

for this Page. View Terms.

Paotential reach: unavailable €

12. Create an Audience

Audience Estimated daily results

Define who you want to see your ads. Learn more. Reach
720-3,300
|

Create new Use a saved audience ¥
I

Custom Audiences Add Custom Audiences or Lookalike Audien The accuracy of estimates is based on

factors such as past campaign data, the
Exclude | Create new » budget you've entered and market data.
Numbers are provided to give you an idea of
. I Y r AT VoL b = aonlv
Locations Everyon Custom Audience . : performance for your budget, but are only
Reach people who've already interacted with your estimates and don't guarantee results.
business.

Ireland Were these estimates helpful?

Lookalike Audience I
@ rel Reach new people on Facebook who are similar to
your most valuable audiences.

Qualifications Professional Diploma in Social Media Marketing - Module 1 academy
Framework




Creating a Facebook Advert © shawacademy

Ad setname @ |E-18+ Advanced options

Page Estimates for your audience are not

Choose the Facebook Page that you want to promote. available.

Audience size

/‘\ Audience
! I definition is

Specific Broad

Facebook Page @ _# [t's Cupcake Time

You've accepted Facebook's Lead Ads Terms Rl s

for this Page. View Terms.

Paotential reach: unavailable €

Audience size

Audience Estimated daily results

Define who you want to see your ads. Learn more. ?;g?e.hg{}o ESt FES U |tS pe I" d ay
e

Leads
4-24
|

Create new Use a saved audience ¥

Custom Audiences Add Custom Audiences or Lookalike Audiences The accuracy of estimates is based on

factors such as past campaign data, the
Exclude | Create new » budget you've entered and market data.
Numbers are provided to give you an idea of
Locations T Custom Audience _ : performance for your budget, but are only
Reach people who've already interacted with your estimates and don't guarantee results.
business.

Ireland Were these estimates helpful?

Lookalike Audience I
@ rel Reach new people on Facebook who are similar to
your most valuable audiences.

Qualifications Professional Diploma in Social Media Marketing - Module 1 academy
Framework




Creating a Facebook Advert © shawacademy

Create a Custom Audience

How do you want to create this audience?

Reach people who have a relationship with your business, whether they are existing customers or
people who have interacted with your business on Facebook or other platforms.

Customer file

()

Use a customer file to match your customers with people on Facebook and
create an audience from the matches. The data will be hashed prior to upload.

Website traffic

Create a list of people who visited your website or took specific actions using
Facebook pixel.

App activity
Create a list of people who launched your app or game, or took specific
actions.

Offline activity |NEW |
Create a list of people who interacted with your business in-store, by phone or
through other offline channels.

Engagement |UPDATED |

Create a list of people who engaged with your content on Facebook or
Instagram.

This process is secure and the details about your customers will be kept private.

Qualifications Professional Diploma in Social Media Marketing - Module 1 e shawacademy
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Creating a Facebook Advert

Qualifications
Framework

Video |UPDATED |

Create a list of people who have spent time watching your videos on Facebook
or Instagram.

From: || (©)

Lead form | UPDATED |

Create a list of people who have opened or completed a form in your lead ads
on Facebook or Instagram.

From: || (@)

Full-screen experience | UPDATED |

Create a list of people who have opened your collection ad or Canvas on
Facebook.

From: [}

Facebook Page
Create a list of people who have interacted with your Page on Facebook.
From: |}

Instagram business profile | NEw |

Create a list of people who have interacted with your Instagram business
profile.

From: (@)

Event |NEW]|

People who have interacted with your events on Facebook.
From: i}

Professional Diploma in Social Media Marketing - Module 1
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Creating a Facebook Advert © shawacademy

Create a Custom Audience

M Include pecple who meet ANY of the following criteria: 4 )
Who are you targeting?
Page: # It's Cupcake Time \_ v,
4 N
Select timeframe
Everyone who engaged with your Page : i \_ Y,
e \
v Everyone who engaged with your Page i ] Name and create'
# Include more & Exclude L ’ )
Anyone who visited your Page i ]
People who engaged with any post or ad [ ] 50 Show description
People who clicked on any call-to-action button €
People who sent a message to your Page 0
People who saved your Page or any post i ]
Qualifications Professional Diploma in Social Media Marketing - Module 1 e shawacademy
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Creating a Facebook Advert

Create a Custom Audience

9

Your Custom Audience was created

It may take a few minutes for us to finish matching your customers to people on Facebook. We'll notify you
when this process is finished. You can also check the status in Audience Manager.

Next Steps

Find new people similar to your existing users

Best for high quality prospecting, use Lookalike Audiences to reach new people wizgs#e likely to be
interested in your brand or product.

Create an ad using the audience

You can start creating an ad using the Custom Audience that you've just created.

© shawacademy

[
k

Create Your Ad!

(
L

Click Done

Name, and create!

Qualifications Professional Diploma in Social Media Marketing - Module 1
Framework

© shawacacemy




Creating a Facebook Advert

Ad set name €)  18-40

Advanced options

Create new Use a saved audience ¥

Custom Audiences

Add Ciictom Andiencac
AQC Custom Audience

Exclude | Create neww

Locations Everyone in this location «

Ireland

@ Dublin

@ Include w | Type to add more locations

J

Add locations in bulk

Age | 8w - 40w

Gender | m Men Women

Qualifications
Framework

-

Browse

Your audience is
defined.

[

Specific

Potential reach: 860,000 people ©@

Estimated daily results
Reach

1,300-6,000

i

Leads
4-26
e

The accuracy of estimates is based on
factors such as past campaign data, the
budget you've entered and market data.
Numbers are provided to give you an idea of
performance for your budget, but are only
estimates and don't guarantee g

Were these estimaige®eipful?

Professional Diploma in Social Media Marketing - Module 1
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Scroll Down

Click Here

Type in Location

Select Age Range & Gender
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Creating a Facebook Advert

Ad set name €)  18-40

Advanced options

Create new Use a saved audience ¥

Custom Audiences

Add Ciictom Andiencac
AQC Custom Audience

Exclude | Create neww

Locations Everyone in this location «

Ireland

@ Dublin

@ Include w | Type to add more locations

J

Add locations in bulk

Age | 8w - 40w

Gender | m Men Women

Qualifications
Framework

-

Browse

Your audience is
defined.

[

Specific

Potential reach: 860,000 people ©@

Estimated daily results
Reach

1,300-6,000

i

Leads
4-26
e

The accuracy of estimates is based on
factors such as past campaign data, the
budget you've entered and market data.
Numbers are provided to give you an idea of
performance for your budget, but are only
estimates and don't guarantee g

Were these estimaige®eipful?

Professional Diploma in Social Media Marketing - Module 1
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Scroll Down

Click Here

Type in Location

Select Age Range & Gender

© shawacademy




Creating a Facebook Advert © shawacademy

Gender m Men Women Your audience is
defined.

Languages € English (All)

Specific

Enter a language...
Potential reach: 860,000 people €

Scroll Down

Detailed targeting INCLUDE people who match at least ONE of the following €@ Estimated daily results

Reach
cupcake] Browse 300-6,000

Cupcake Interests g CIICk Here
66,096,260 people

Georgetown Cupcake Interests

Interests = Additional interests »
Cupcake Wars glorests upcake

Cupcake Mania Interests Bagggiption: People who have 1, the SpeCIfy YO ur Pe rsona

expreSTggd interest in or like

Connections € Pages related Tagggake data.
Cupcake Hoyale Interests an idea of

re only
Cupcake Vineyards Interests

Cupcake Cafe Interests Or Use Own Keywords

Hostess CupCake Interests +" Thank you. We have sent this
, v interest for review. Undo

Placements
Show your ads to the right people in the right places.

® Automatic placements (recommended)

Your ads will automatically be shown to your audience in the places where they're likely to perform best. For this
objective, placements may include Facebook and Instagram. Learn more.

Edit placements

Qualifications Professional Diploma in Social Media Marketing - Module 1 e shawacacde my
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Creating a Facebook Advert © shawacademy

& Automatic placements (recommended)

Your ads will automatically be shown to your audience in the places where they're likely to perform best. For this Estimated daily results e ~N
objective, placements may include Facebook and Instagram. Learn more. Reach
720-3.000

Edit placements [ Save AUdIence

Removing placements may reduce the number of people you reach and may make it les: that you'll meet \_ Y.
your goals. Learn more. The acc
facto

~N
_/

oo Set Budget

perfo r your budget, but are only
estimates and don't quarapisg L
Budget & schedule Were tbg ates helpful?
Define how much you'd like to spend, and when you'd like your ads to appear. ( B

Select Schedule

Budget®  paily budget ¢+ = €20.00

s
\_

€20.00 EUR

Actual amount spent per day may vary. € [ R
Schedule €@ = e BT continuously starting today CO nt' nue
Set a start and end date \_ )
You'll spend no more than €140.00 per week.
Show advanced options «
Qualifications Professional Diploma in Social Media Marketing - Module 1 e shawacademy
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Creating a Facebook Advert © shawacademy

Ad name €0 - Lead Generation Advanced options

Add an Instagram Account

Identity

Facebook Page
Your business is represented in ads by its Facebook Page or an Instagram account.
| - Pick a Format

Instagram account €
The selected Page has no Instagram account connected. Your ad will use the Page nange® profile picture. Manage copcgaiee®® o 0e settings.

m Use the selected Facebook Page +  OR @ Add an Accou

Format
Choose how you'd like your ad to look.

Type Up Your Ad

Carousel Single image Single video Slideshow

Create an ad with 2 or more Create up to 6 ads with one image Create an ad with one video Create a looping video ad with up to
scrollable images or videos each at no extra charge 10 images

Qualifications Professional Diploma in Social Media Marketing - Module 1 e shawacacde my
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Creating a Facebook Advert

Text
Enter the text for your ad. Learn more.

Text

Enter text that clearly tells people about what you're
promoting

~ Automatically show the best-performing cards first €

+

Remove

* Image Video/slideshow

Select Image

IMAGE SPECIFICATIONS
+ Recommended image size: 1080 x 1080 pixels
+ Recommended image ratio: 1:1

+ To maximise ad delivery, use an image that
contains little or no overlaid text. Learn more.

For questions and more information, see the Facebook Ad
Guidelines.

Qualifications
Framework

Ad preview 10of1ad

Mobile News Feed w

Caitlin Hogg shared a link. [b see
Sponsored - i@

|ﬁ Like M Comment # Share

Professional Diploma in Social Media Marketing - Module 1
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Add an Instagram Account
Pick a Format
Yelgell

Type Up Your Ad

Go through to Payment Page

© shawacademy
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v
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15,000

Ty
=
2 10,000
&
g
g
5,000
0

2009 2010 2011 2012 2013 2014 2015

B Advertising revenue [l Payments and other fees revenue
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iIsing and Reach

Advert

Facebook
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dJaduduudud » Why Facebook?

» Business Pages
» Advertising and Reach

v

v » Facebook, Organically
x

b4

3¢ » Summary
X

» Career Guidance

»> SPECIAL ANNOUNCEMENT

Summary > FAQ
Lesson 5
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Sales Funnel — Nurturing Your Lead Flow @ shawacademy
» The Sales Funnel

» The SMM Funnel

> Lead Flow/Generation and The Funnel

» B2B Marketing — Social Selling & LinkedIn

» Nurturing Your Leads

» Summary
» Career Guidance

> FAQ
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THEY SAY IFYOU lWE WHATYOU IIII
SYOU'LL HWEII WORKA IIAY IN YIIIIII LIFE

lW[ll 'IIIATS STUPID BECAUSE I llIIIE MY JOB
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