The elements of

SUCCESSFUL
SOCIAL MEDIA
MARKETING
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Summary

Juli&Bramble

Common problems

Not having a plan
Not creating compelling content
Not enough eyeballs

No clear pathway from social buzz ->
bookings

Jul@Bramble

What and how?e

More sales ...
New customers

Repeat business
New products/ offers
Holiday bookings/ events
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What and how?

Onsocial-
By raising awarenesse
By creafing demand?

By networking with influencers/key playersin
your market

By searching for conversationse
By creatfing emotive, story-based content?

By showing up where others aren’t (niches,
platforms— |G Stories, FB Lives, LinkedIn ...)
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What & how furnsinto who?
Who is your ideal customer?
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Choose best networks
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Choose best networks

* Where your clients spend time

* What suits your content and your
resources

* Which is best suited to your plan

Juli&Bramble

Don’'t be half-hearted

Content - be bold
Be consistent

Don't fry and be everywhere
Be proactive
Do the research
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Compelling content

* Why are you differente
Speak to what they want — even if they
don't know it !

* Eg. frad. Family holidays - their
childhood, no screens etc.

* |G able posts to share with friends

Jul@Bramble

Examples
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Be focussed

* My IG

JulaBramble
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FB Live, |G stories easy ads...

Jul@Bramble

Compelling content

Don’tjust show photos of your rooms —
talk about the experience ... how wiill
they feel2 (ask theml)

Also — that else in the area

York Minster example

Lake Lodges

Testimonials

Juli&Bramble

Great customer experience

Jul@Bramble

Communication

Juli@Bramble

Insight
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Insight

Jul@Bramble
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Experience

Jul@Bramble
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Audience
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Audience

JulaBramble

They want to know about the
experience




Why are you different?

b
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Content

Jul@Bramble

Be proactive

* Google alerts — your hotel name/ local
area

» Check against IG top posts at your
location + resp

« Listen for tweets & respond
 Twitter chats
* |G accts people they follow
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Buzz -> business

Sign up to email list & send newsletters — drip
feed?e

Messenger

Share discounts & special offers

Welbsite -> encourage booking (in which case
make sure everything points back to this)

Make it obvious (what you want them to do)
Make it easy forthem to do it - no fomd with 60
gazllion fields

Offers — explain & give phone no. orsales page in
the post

no-one’s using native video or Live (or Stopries)
clean up

JulaBramble

Social media - how is it different
from traditional marketing?
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Social media - how is it different
from traditional marketing?

Giving them what they want fo see
rather than inferrupting them & asking
them to buy!

Jul@Bramble
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Bank of goodwill

Juli&Bramble

How can we build goodwill2

* And community of people who love
what you do and would only choose
you/ refer you

What do they want?
* Help them to achieve it

« And share your unique - vision, story,
approach, experience - ie. your brand
- connect

Jul@Bramble

Social media - what do you
wantitto do foryou?

.
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Social Media —
What Do You Want To Do?

JulaBramble

Quick Social Media Quiz

« '‘Content’ means —
* Q. your blog,
* b. prinfed mailings,

» c.everything you post onsocial networks and
onyour website

* Engagementis

* Q. apre-wedding state

* b. whenthe signonthe toilet door says ‘busy’
» c.gefting responses to your online content

JulaBramble




Quick Social Media Quiz

« '‘Content’ means —
* a.yourblog,
* b. prinfed mailings,

» c.everything you post on social networks and
onyour website

+ Engagementis

* a.dpre-wedding state

* b. whenthe signonthe foilet door says ‘busy’
» c.geftting responses to your online con’rerﬂ*
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Quick Social Media Quiz

Audience is —

a. the people who watch a fim at the cinema

b. the people who follow you on social media

c. the people who love listening tfo your stories in the local
pub!

The way to get the best results is to — pick 2 -

a. think like a customer,

b. post asinfrequently as possible,

c. think about how each post can help the business,
d. make every post link back to the website,

e. use lofs of jargon in your posts,

f. be chatty, share lots of stories, share images and videos.
(open question)
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Quick Social Media Quiz

Audience is -

a. the people who watch a fim at the cinema

b. the people who follow you on social media x

c. the people who love listening to your stories i local
pub!

The way to get the best*)lts is fo — pick 2 -

a. think like a customer,

b. post asinfrequently af possible,

c. think about how each post can help the business,
d. make every post link back to the website,

e

. use lots of jargon in your posts,

f. be chatty, sharg} lots of stories, share images and videos.
(open question)
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Elements of successful social
media marketing

+ Know what you want to achieve

* Know your customer & where they spend time
online

* Choose best network(s) for you & them

» Build youraudience

* Maximise your reach

» Share unique content (attract ATTENTION)
+ Engoge (CONNECT)

* Encourage to take action (RESULTS)

* Measure results

Note: Each supports the other

Jul@Bramble

Implementation considerations

* Who isresponsible?

* Resources/ training

* Time management

» Expectations (of the public)
 Policies, privacy and consent.

JulaBramble

Manage expectations

JulaBramble
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Consent and privacy

I Agree [\

Jul@Bramble

What other marketing are you
doing/ promotion plans?

Juli&Bramble

Tie social media in with other
marketing/ activities

Eg.

Speakers at practice

Events aftending (stand)

Special promotions

Collaborations

PR — on radio/ paper

Supporting non-profits

Jul@Bramble

Who is your ideal client?

< Age,

» Gender,

* Where theylive,

» Manied?, children?2

» Occupation/ income bracket?
+ Pefsthey have?

+ Interests/ hobbies?

» Price or quality?

* TV programmes they watch?

» Celebrities they follow?2

* Newspapers or magazines they read?

Jul@Bramble

Facebook
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Facebook

Facebook demographics in the UK, 2018

70
60
50
m Facebook Users

30
20
10

0

1622 2337 3851 5271
Age Group

Percentage
S
S
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Facebook

* Business page - post 1x day
BUT reach is very low ...

* Images and VIDEO very important, can
share links but reach decreased

GREAT FOR building relationships, raising
awareness, being seen by exactly right
people (ads)

Jul@Bramble
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Facebook —not just Pages

Juli&Bramble

Quick Facebook Quiz

How many different ad targeting options are
there?2

a. 10

b. 25

c.over 60

How long should a video on Facebook be?2
a. 10 seconds

b. 10 minutes

c. 1 minute

Jul@Bramble

Quick Facebook Quiz

Competitions that ask for Page Likes and
post shares are within Facebook T&Cs

a.true
b. false

The algorithm is —

a. a mantra recited for good luck
b. computing used to organise the
newsfeed

c. mythical beast
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Quick Facebook Quiz

How many different ad targeting options are
there?

a. 10

b. 25

c.over 60

How long should a video on Facebook be?
a. 10 seconds

b. 10 minute
c.1 minute*
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Quick Facebook Quiz

Competitions that ask for Page Likes and
post shares are within Facebook T&Cs

a.true

b. folse*

The algorithm is —

a. a mantra recited for good luck

b. computi used fo organise the
newsfeed

c. mythical beast

Jul@Bramble




Facebook

Personal profile
Events
Groups — your own/ local group

Livestreams - Q&A orsharing tips/
how-to/ useful information on animal
care/sympfoms.

Jul@Bramble
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Facebook Lives

Juli&Bramble

FB algorithm and ads

Only 5% or less of people who like your
page will see your posts
And this depends on engagement levels!

Ads — distribution tool for your best
confent

Ads — also share promotions
Local ads/ video ads

Small budget

Retargeting

Jul@Bramble

Facebook ads - from the page

# CreatePost @iLive [ Event @@ Offer ¥® Job

@-

[ Photojvideo ) Feeling/Activity
@ checkin [5) write Note

(@) support Nonprofit > Add a milestone
Advertise Your Business @ cet Messages
@ o @ uist

@ startacaa

Juli@Bramble

Facebook ads

Choose a Goal

the business results you want.

omote Your Pa
onnect more people with your Page
Get More Wabsite Visitors.
Create an ad to send people to your
website

JulaBramble

Facebook ads — promote locally

Promote Your Business Locally

Julia @BrambleBuzz Social
Hedia

Juli@Bramble
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Facebook ads- boost post

Change Objective

n Engagement:resctons, comments and shares.
I .:.I Messages: angage and chat with potentisl

Jul@Bramble

Facebook ads

Boost Post

What resuts would you ik from tis ost?

o Julia @8rambleBuzz Social Media e Lke page
nsorea -8

f0cks o climb through a ruined building and take this photol
There was no-one else around, so it did cross mind that | could iip
Nosutton + and all and no one would know!

The views were defintely worth t thoughi .. See More

 Noutton
Shoo Now
Bookow

snve

Sena vassage
Peosle you choose traugh targetng
Peosla wno ke your Page

Paosle wno ke your Page and thl riencs

Juli&Bramble

Facebook ads- from Ads
Manager

What's your marketing objective? risp: Choosing an Objectve

Auction © Reach and Frequency ©
Awareness Consideration Conversion
Brand awareness Traffic Conversions
Reach Engagement Catalog sales

rop nstls Storo visis
Video views >

Load generation

Wessages

Jul@Bramble

Retargeting

Create a Custom Audience

How do you want to creat this audience?

Customer File

Wabsite Tratfc D

App Activity
Creste st o pecpl who aunched your 800 o game, ot 100k spacfic

Bnons, o irough ine it channets

Juli@Bramble

Video ads

JulaBramble

Facebook ads

Selected ideos (2
Facebook Pags ¥

Page: [l Julls @8ramblesuzz Socisl . +

Includs views from;

Page7 o b
Thumbnsil Video Detalle: 36 Video V.. @ LastUsed Show Sources N

Tho problom with inbound ... 199 Jon1a, 2018 P Fecbook ad - vty x

22:43 + Uploadet: Jun 14, 2016 May 18,2015 - 0:50

Includes views from;

Tne Hignights of CMA Live 20. 1@ sunm, 208 Shaw Sources v

5:47 » Uploaded: Jun 05, 2016

How t0 go from stsuggiing to 1634 Jun 08, 2018

059+ Uploadd: un 09, 2018

Wnat's Stopping you Go Live? 205 Jun o3, 2018

43136 + Uploaded: Jun 03, 2018

Doos Twittor Realy Work? 18 vy 20,2018

220 - Uplaadec: My 20,

acebook ads - wnst yau'e v 1078 ey 18,2008

30:54 + Uploaded: May 18,
018

Juli@Bramble

oo ron s o
1un 09, 2018 - 059
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Awareness building/ follow-up
system

Jul@Bramble
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It's not all about Focebook
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Twitter

Jul@Bramble

Twitter

Twitter demographics in the UK, 2018

35
30
25 m Twitter use
15
10
5
0

2337 3851 52-71
Age group

Percentage
N
8
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Twitter

Very fast-paced
Tweet > 3x a day

* Images, videos, links
» 240 characters only

JulaBramble

Twitter

Twitter lists

Twitter chats

Businesses can talk with people
Join in any conversation

GREAT FOR finding new people based
on search — be sfrategic — get noticed
by them & their audience

Journalists & #journorequest

JulaBramble
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Instagram

Jul@Bramble
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Instagram

e 3% 4 @

15%
9% 9%

6%

1317  18-24  25-34 3544 45-54 55+

Juli&Bramble

Instagram

« 2nd most popular social media
platform after Facebook

« >30% of users have bought a product
they first discovered on Instagram

Jul@Bramble

Instagram

Only images / video - quality

One link only (in bio)

Post 1xa day

Businesses can talk with people

Use hashtags, emojis, location

GREAT FOR: being found, engagement

Juli@Bramble

Instagram Hashtags

* Hashfags-> your content found in
search

Which to use?

You can use 30!

» Local

* What would your audience search
fore

+ Check populogfzigflugncer accounts

Instagram Stories — things are
changing

INSTAGRAM STORIES USER GROWTH

Juli@Bramble
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Instagram Stories

* Images
* 15sec videos

« Stickers, masks, text, gifs, filters,
hashtags,@ s, doodles ...

* Boomerang

» Location (get seen)

« Add highlights fo bio

» Disappear after 24 hrs (archive)

Jul@Bramble
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Instagram Stories

Juli&Bramble

Instagram Stories

© Instagram, (2]

» Watch All

Geaet

@ e

Jul@Bramble ’

Instagram Stories

Engagement- getting to know people
behind the business

Tips and ‘real life’ learning

Exclusive offers/ content

Behind the scenes

Give people a reason fo follow you

Promote event2 Share what it's like for
customerse Teach?

Jul@Bramble

Instagram Stories

 Build relationships with others by
responding fo their stories!

(Social media evolution to 1:1)
* REPURPOSE - video, image orstory!

* Use to go LIVE on Instagram (can bring

in one other person; will be able to
bring in 3!)

JulaBramble

IGTV

Share vertical videos

Up to 10 mins long

Description with clickable links
Noft taken off ... yet!

JulaBramble
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YouTube YouTube
YouTube

Among online UK adults aged 18+, the % who use YouTube
QF ™
Female 80
Gendt
mf 2534
Age

1554

5561 %

a3

s

§

Ll ')

g

5
2 3
2 3
¢gle
2|23

Jul@Bramble Juli&Bramble

YouTube Build audience

» Videol!! (Repurpose & share)

« Second biggest search engine after
Google

» Post consistently

Use keywords _ -
Not much 2-way conversation =

Slow subscriber growth aft first but can
go busy very quickly!

Jul@Bramble Juli@Bramble

How to build your audience Maximise your reach

The bigger your (quality) audience, the
bigger the opportunity for your business.

« Follow others

» Share great content

* Make them feel special

* Engage with others (share their content)
» Especially engage with influencers
Remind in-practice (share why)

JulaBramble Jul@Bramble
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How to maximise yourreach

Within and beyond your current
audience

More people you reach, the better your
results

Proactively engage
Hashtags

Share contfent that gets shared and
responded to

Join trending topics (TV, awareness days)
Facebook ads

Jul@Bramble

Share content

Juli&Bramble

Content

What to share — what they wantf, how
you're different, what you want them to

do

Format — engagement, network
When & how much fo share
Repurposing

Curating

Scheduling

(For ‘organic’ social media but also fo
share with Facebook ads)

Jul@Bramble

Choose fruit i&osé Choose'l J
that hasnt flown. g ut' Tfli § plastic.
g

i W
_Choosg 2 fair.

Choose wonky I Choosc paim
veg. ¢ dealfor/all.

oil free.
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Why choose you?

3 reasons

What do your current clients love about you?

* Do you specialise in a particular area?

Do you offer out-ofthe-ordinary in anything?

Do you have more/ different fraining?

Do you have more/ different tech?

Do you freat clients differently from the others?2

Do you have a different vision/ approach from the
others?

+ Do you offer different (better) client benefits from the

others?
Are you the only pracfice in..... who ..... 2
What's your ‘personality'2

JulaBramble

Does your bio stand out?

Juli@Bramble
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Does your bio stand oute

xlvets

XLVets Ireland

@XLVetsireland

Anetwork of 25 veterinary practices
working together to achieve a better
future for #farming and #veterinary.

Uk |
£,
/N

s
i

We are Ireland's premier Veterinary
House call service! We bring the

veterinary consult room to your home.

Jul@Bramble

Vets Direct Ireland
@VetsDirectuna

Cromlyn Vets.

@CromiynVets.

We are one of only three RCVS.
accredited small animal hospitals in
Northern Ireland. We are dedicated to
the professional and loving care of...

11/21/19

Does your bio stand out?

Vale Vets Devon Evolution Farm Vets Synergy Farm Health
@ValeVetsDevon @EvoFamiets @SynergyFamivets

Dorsst. Based at Netner Stoviey near
Bridgnater

Charter Vets Tavistock RFC Alison Hawkes

@CharterVetDevon @TavistockRFG @mercuryvets

Proud to et Mercury Vets, it
Y tagahip Jub. . inDevon. &yourpet.

Roundswl Hospital. When it comes to Vets and Junior section. We welcomeall  We bring the operating theatre fo

your pet, 1 -

Juli&Bramble

What do they want when they
book with you?

&

What questions would they have
before booking for the first time?

Juli@Bramble

What questions would they have
before booking for the first fime?e

* How good are you?
. L;jow much experience do you have in treating ...

How much will it cost?

How well will you look after....2

What happens after| book?

Will | get any unexpected bills?

How will you let me know progress (of treatment)?
Are you easy to contact?

What times can | come in?

« Will | always see the same vet?

JulaBramble

They'llnotice you ...

Do | Like You?

* Do you share interesting

stuff?

+ Do you ask my opinion?
« Do you listen to me?
» Do you understand how |

feel?

* Do we chat?

* Your top tips, advice, FAQs
* Questions

* Images & videos

* Fun stuff

* Relevant news

* Replies to comments
 Your opinion on information

Juli@Bramble
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They'll start to warm to you ...

Do | Like You?

* Your profile
* Your story * Your branding

« Your USP « Behind the scenes stories,
pictures & videos
+ Who you work with
* Stories about staff
* How you help
« Stories about how you work
* Your personality
+ Stories from happy
customers

Jul@Bramble
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They want to know ...

Do | Trust You?

« Stories that demonstrate

+ Are you an expert? your work

+ Do you help people like * "Expert” information

me? * PR stories

+ Do you get good results? « Details of staff expertise

+ What do other people « Testimonials

ink?
think? + Endorsements by “big

names”

Juli&Bramble

Contentisimportant ...

* If your content doesn’t stand out from
the crowd and attract atftention (ina

goodway), then you're in the scrum
for affention based on:

» -who's using the snazziest apps
» -who's producing the most content

Jul@Bramble

Contentis important

And you'll be compared to other
practices based on price, rather than -
how good you are, how much
experience you have, how fabulous
your after-care is, what your
specialisation is ...

Jul@Bramble

What content can we share?

Basic content plan foraweek
Eg. 2-3 tweefts, 1 FB post, 1 IG post per day.

Create from categories —
« Credibility eg. fraining/ expertise/ specialist skills

Behind the scenesday-to-day (showcasi our vision/ why you're
different/ whatit's Iikeyfo be c;/(clienf] gy vy

New treatment/industry news that's relevant
Value (eg. top tip, answer to FAQs, petcare, etc)
* Funny
« Testimonial/ success story
Curated - other people’s content —eg. artides
Offer/ promotion
« Events/ what's coming up
« Local stories or work with not-forprofits

JulaBramble

Content-joinin the
conversation

KBB Ark Gkbbark - 3h v

[Masks s #NationalQuietay - so the perfect time to enter our #competition with
@whirlpoolUK if you haven't already! One lucky winner will win this Whirlpool
‘washing machine, worth £449! For your chance to #win, simply RT + follow us.
Closes 17 September. Good luck!

WIN!
TheWipool Supemecare

FSCR90420 Washing Machine
in Whie (RRP £449)

National Quiet Day 12 September 2018

Ox nNw O O

JulaBramble
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Content —local story/ outreach

ry i Norwieh

Content — expertise/ positioning

3, Hole Vet Group
S september 11 at 9:47 PM - &

Our Chippenham branch is accredited with Hospital Status by The
Royal College of Veterinary Surgeons - but what does this mean?
Take a look at our digital tour of the hospital to find out more:

/AN -

WWWHALEVETERINARYHOSPITAL CO.UK
Hospital Tour | Hale Vet Group | Vets in save
Chippenham | Wiltshire Vets

©0s 1 Shares

Juli&Bramble

Jul@Bramble

Content — great photo

Juli@Bramble

Content - show your business
personality

o, Clare Street Vets shared an event.
ptember 212t 11:64 PM - G

Looking forward to hosting our own “Pupcake Day” in aid of Dogs
Trust, October 5th 9§

FRI,OCT 5 AT 9 AM
Pupcake Day 2018

Dogs Trust Ireland - Finglas, Ireland
Q Causes - 146 people

00w

JulaBramble

Content - educational/ expert -
sharing value

o

Dysfunction in Dogs
tion s

Juli@Bramble
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Content — educational/ expert —
sharing value

3, Clare Street Vets
September 19 at 8157 AM - §

Willow Veterinary Clinic Norwich
iy 18-6

Did you know.. by 2 years old, 70% of cats and 80% of dogs already
of

It's & tad windy out there today! If your dogs are in the garden check

home care is so important. your gate is secure as it may well blow open in the wind. Fencing
2t . you may ik e 4 el bty ot panels can also blow down. Lots of dogs get out on the road during
there is a moderate amount of tartar (calculus) present, a storms for this reason, sometimes with fatal consequences. = Ideally,

Ll up o placue and ingiits both around the canine and carmassis bring all pets in until Storm Al has passed.

Preerstio horm arecan vt th b of e B hy
on the toot

vemweﬂ  hertor this dog would banfi irom  scale and poiish

procedu

o0 1 Comment 5 Shares

Jul@Bramble
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Content— educational/ expert —
sharing value

o

(e ™

momanti They are XLVETS Beot Wesning d Housing Rosdshow with WSO and Chanee.

% CONKER
EL- WARNING

o 2 Commnts 805

ptmicen e e
e

Juli&Bramble

Content - case studies

uw":‘, S

Willow Veterinary Clinic Norwich
September 12 at 2:14 PM - &

Meet Jake. Jake is well known by all members of staff here at
Hellesdon for being the most soppy, loving and kind hearted old
boy. Jake recently had one of his toes removed after finding a Ao
cancerous mass. It took a long while for Jake to heal due to
infection (and Jake wouldn't stop licking itt!) But after much
perseverance from both staff and owner, multiple bandages,
dressings and check ups, Jake has now made a full recovery and is
now CANCER FREE!! We all love you Jake @

003 3 Comments 2 Shares

oY Like () Comment > Share (i34

Jul@Bramble ‘0

Content — 1o get a response

Hale Vet Group 5, Claro Stroot Vots
erier 1038 1244 -G " st 146

How unique Is your pat's name? Comment below and just for the next

name here at Clare Street Vets!

Hello

my name is

Describe

your dog
with just one
(clean) word...

on 40 Commants 2 shares 00 19 Commants 4 Snares

Juli@Bramble

Content - testimonials — do you
share them?

Marie Clarke

* 3k Kk Kk - Marcn 7, 2018

Highly recommend Willows Vets! Everyone from the vets and nurses
have

welcoming. 1vo rocontly finishod tho 4 weaks puppy classes and |
ey can' spesk highly enougn of Elfe and Jodie! As well as th

" puppies, th ”
Support we receivad has been so heloful Essecially for someone like

Kind with my 11 year old so very eager to
pectof carn o Himnew es anlFim very gl w s
willow:

o Vik Lydia Byrne
e ¥ K J %k - June 4, 2018
Fantastic and helpful stafft

They are happy to answer questions and no question is too silly.
Our experience with our dog and puppies has been wonderfull

In particular Vet Pamela has been nothing short of exceptionall

It was lovely to know she knew where our adopted dog had come
from originally and made sure she was healthy

She has cared for our puppies to the highest level and when one of
them got il recently she cared for her throughout the night and was
extremely understanding and friendly to myself and my mum who
were clearly upset.

1 could not recommend these guys more.

THANK YOU! €

JulaBramble

What do you want them to do?

W) Willow Veterinary Clinic Norwich Halo Vot Group
iy 18-G Soptomber 19519234 -G
Don't forget that July s our dental awareness monthil Book in now for petwith us?
your ouroral
candoat

Rogister | Hale Vet Group | Vetsn Cippentam | s

Wiltshire Vots
o: I ———
© comment Do @

) Most Relevant *

@ (e s commen °o@®e
vitimes @ i eon s W st ety
[ZEvoAy) —

%, Hole Vet Oroup Hi Nihol,to avld confusion, we
ol rcommend calng st 36d pets Y018 1
st clant.

U Repy - 49 °

Juli@Bramble
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What do you want them to do?¢

Content - the language you use

* Do the words and phrases you use
mean the same to your audience?

* Are you using jargon?
* Would this put your audience off, or
bring them closer?2

Juli&Bramble

Juli&Bramble
Content
e Relevant
* Relatable
e Varied
* Timely
e Consistent
JuliaBramble

Content-is it working?

Jul@Bramble

Content Format

* Image or video

» Format to suit network

« Facebook, YouTube - create captions

 Vertical video!

* Video- 1 min Instagram, (10 min IGTV)
2 min Twitter

JulaBramble

Content Format

Image editing fools
« Canva

Picmonkey

Easil

WordSwag (app)
* Snapseed (app)

Video creation tools
« Lumenb

Biteable
« Facebook sideshow
« Splice (app)

Legend (app)

Adobe (Spark, Premiere) (app)
* Ripl (app)
«  Apple clips (app)

JulaBramble
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Content-when & how much to
share

» Consistency

» Different for each neftwork

* 2 -3x day Twitter

* 1x day Facebook, Instagram

* What time of day will your people be on
there?

» Best fimes -> Facebook, Instagram
Insights

» Same content, different format/
language for each network

Jul@Bramble

11/21/19

Content Repurposing

VIDEO ->

» Share on Facebook, YouTube

* Embed to blog

» Share blog on Facebook, Twitter, Instagram
* Tum into words (Rev.com)

» Images — quotables overlaid

* Images and one or 2 lines

+ Shorter video clips

* Rerun as Facebook Live

» Alsorepurpose content YOU adlready have eg.
other marketing materials

Juli&Bramble

Content—what do you want
them to do?

» Visit website2 — share links to website (blog)

» Share post?— ask

* Respond to post? — ask

» Tell youwhat they want? — ask

* Encourage fo visite —remind

» Book with you? - share offer, voucher, remind
* Aftend event-remind, WIFT

» Joinyour email list? — share link fo sign up
page, WIFT

Jul@Bramble

Content Curating

» Sharing content created by others —
blogs, videos, etc.

* You add value by finding it & filtering it
for your audience

* Who creates good content regularly?
* Use Google Alerts
« Don't over-use (no more than 1/3)

Jul@Bramble

Content balance

WIFT
VS
WIFU

JulaBramble

Why people unfollow brands

ACTIONS THAT MAKE PEOPLE UNFOLLOW
BRANDS ON SOCIAL MEDIA

46.0%
41.1%

34.9%
29.9%

17.9%
15.3%

PERCENTAGE OF RESPONSES

=1 .
Too many promotional They post Too quiet
messages too much
i
Informationnot  Use of jargon /slang  They don't
relevant doesn't fit brand reply to me

JulaBramble
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How could you improve this
contente

oQv W
Liked by

We have some exciting news... watch
this space. Spud is super excited. #agencylife

Jul@Bramble
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How could you improve this

content?
Video of vans

\_/ Exeter, Devon

)
@ Y e Bramble

Content with impact!

EuMnre'tma%asmmg
dark and light lour:.

1t shades of col

The Changing Seasons by

Queen’s Park Academy
Create Club
A3D mixed media art

projectto create their
‘season tree’

serunch and bwist 60
meuture, shape & fol

¥

Qv n

Juli&Bramble

How could you improve this

contente
Tweet of someone else’s blog post

Instagram Adds GIFs in DMs, Video Tagging and is Testing a Range of Other
Features ia soci

INTRODUCING

Instagram Adds GIFs in DMs, Video Tagging and is Testing a Range o...
Instagram continues to add and test new features, providing new interactive
and engaging options within the app.

socialmediatoday.com

Juli@Bramble

Content with impact

l Oooh I'm loving these new features coming to Instagram, especially being able
to add quiz-style questions to Stories - how about you?
Which new feature do you like the sound of the most?
News via @socialmedia2day

INTRODUCING

Instagram Adds GIFs in DMs, Video Tagging and is Testing a Range o...
Instagram continues to add and test new features, providing new interactive
and engaging options within the app.

socialmediatoday.com

JulaBramble

Content with impact

50
ekl

Jul@Bramble
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Importance of a content plan

Post/ tweet
Day of the week

Update 1

Update 2

Monday

Fun stuff/ question

Testimonial/ success story

Tuesday

Useful/ informative article

Behind the scenes

Wednesday

Top tips/ FAQ answers

Promotion/ next steps

Thursday

Useful/ informative article

Expertise/ training

Friday

PR/ credibility

Top tips/ FAQ answers

Saturday

Promotion/ event

Fun stuff/ question

Sunday

Weekend relevant post

Behind the scenes

Jul@Bramble

Content Scheduling

Scheduling tools

« Buffer —Twitter, Instagram (business),
(Facebook)

Allows you to queue

» ContentCal —not Instagram directly
but enables content planning

* Facebook — use built-in scheduling

Juli&Bramble

Jul@Bramble

Engagement — maximises your
impact
Why is it so important?
Builds relationships

Encourages trust
Gets your content seen by more people

But ... it's not the be all and end all!

Jul@Bramble

Engagement — maximises your

impact

How do we get it?
Share content that sounds like a friend

Ask questions
Ask opinions

(but avoid engagement-baitl)

Also — be proactive

JulaBramble

Engagement maximises your
impact
Instagram/ Twitter

» Engage-worthy content
* Be proactive
» Be strategic

» Eg. local, influencers related to your
business, influencers your followers
follow

JulaBramble
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Engagement - maximises your
impact

Facebook

* Engage-worthy contfent
* Livestream

* Encourage check-ins

* Ads

Jul@Bramble

The otherside of the coin

Negative comments/ complaints
Respond quickly

Acknowledge them so they feel heard
Take conversation off social media
Ask what solution they're looking for

Juli&Bramble

Medasure your progress

Jul@Bramble

Measuring

* Analytics in platform
+ Google Analytics

* Bit.ly

* Voucher codes etc.

Jul@Bramble

Measuring- Facebook Insights

Notifications @ Insights Publishing Tools Promotions

Page Summary Last 7 days ¢

Results from Sep 08, 2018 - Sep 14, 2018
Note: Does not include today's data. Insights activity is reported in the Pacific time zone. Ads activity is
reported in the time zone of your ad account.

JulaBramble

Measuring- Facebook Insights

When Your Fans Are Online  Post Types  Top Posts from Pages You Watch

Data shown for a recent 1-week period. Times of day are shown in your computer's local timezone.

1,468 1,444 1,463 1479 1,484 1,478 1,490

TTTTT

JulaBramble
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Measuring- Facebook Insights

When Your Fans Are Online  Post Types  Top Posts from Pages You Watch

The success of different post types based on average reach and engagement.

Show All Posts v Reach Post Clicks Reactions, Comments & Shares
Type Average Reach Average Engagement
4 —
B¢ Video 136 3 —
s
[ Phoo 181 3 e
. 4 —
& unk 108 { —

Jul@Bramble
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Measuring- Facebook Insights

All Posts Published

Reach: Fans / Non-Fans | v | [ Engagement Rate /| o

Published  Post Type Targeting Reach Iment Promote
Reach: Organic | Paid

e hel . -
oonszote | RERY lvehepedmanybusinesses | g @ Impressions: Organic  Paid Boost Post
8:16pm {8 run competitions which have

v Reach: Fans / Non-Fans

Juli&Bramble

Measuring- Facebook Insights

All Posts Published

Reach: Fans / Non-Fans | - | (il Engagement Rate #
Published  Post Type Targeting React  PostClicks  Reactions, Comments & Shares
Reactions | Comments / Shares
've helped many busin
onsio1s R Ivohalped many bushessss  me @ w Post Hides, Hides of All Posts, Reports of Spam,
ai18pm (=3 run competitions which have
+ Engagement Ra

Jul@Bramble

Measuring- Facebook Insights

7550 working with an amazing dent
osriazote Discover what 2 social media @ |ue » m e
ea2pm A marketing thought eaders
s B ook mnsieas @ g w =
P there a master of
091172018 B Engagement - we spend hours @ 75 | 5% ml Boost Post
s4pm trying to create the perfect

=

cornorots FooRmgesosmisnouBick o @ o 5% m
o SchootSpecal Hoy,

oozt [ESS lan Anderson Gray and Ihave @ | ] % -
Sson " G tnaly emerged rom schoo!
e - | “ o w - .
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Measuring- Facebook Insights

Actionson Page =
Ewnts :
Vidoos
stories "
Messages.
(O ToP Videos ot eAroRMING VOKOS BY MNUTES ViEWSD FROM 1 - 14
Now Gotoyou
Video Library 1 se0 sl of your videos.

T~
s

JulaBramble

Measuring- Twitter Analytics
Tuiter a @8

Dr Julia Bramble
@JuliaBramble

Profile

Lists

~2 [@ Do

Moments

8

Promote Mode

Twitter Ads

Analytics >

JulaBramble
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Measuring- Twitter Analytics

W Analytics Homs Tews Aderses Eurs Mooy [—

Tweet activity

Your Tweets earned 169.4K impressions over this 31 day period

Jul@Bramble
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Measuring- Twitter Analyftics

Juli&Bramble

Measuring- Twitter Analytics

——
ax =
a —

— =
== - -

Jul@Bramble

Measuring- Twitter Analytics

Jul@Bramble

Measuring- Instagram (business)
Analytics

nnnnnnnnnn

.......

............

ssssssssssssssssssss

JulaBramble

Measuring- Instagram (business)
Analytics

JulaBramble
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Measuring- Instagram (business)
Analytics

.....................................

nnnnnnnnnnnn

Jul@Bramble

Measuring — Bit.ly

Simple Facebook Ads Success

Juli&Bramble

Summary - successful social
media marketing

* Know what you want to achieve

* Know your customer & where they spend
time online

* Choose best network(s) for you & them
» Build your audience

* Maximise your reach

» Share unique content (attract)

* Engage (connect)

* Encourage tfo take action

* Measure results

Jul@Bramble

What's nexte

p
 Home (3) e

Customer Services

Which restaurant would
you like to dine at?

Find my nearest

Search by location

.e Where are you?

How would you like to °
check for live arrivals?

Which service would you
like to check? | can help

you with Tube lines, bus Your location

routes, Overground, TfL Tap to view on map
@) Rai, ramand DLR
Searching for restaurants.
ube ]
’e One moment please!

Jul@Bramble

idwey;,

Action plan

OVER TO YOU!!

What are your top 3 actions?

JulaBramble
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