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v~ Increasing website
traffic.

v~ Building conversions.

Raising brand awareness.
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v~ Creating a brand identity
and positive brand
association.

v~ Improving
communication and
interaction with key
audiences.



Why is social media so
important to marketing?é

Everywhere you look there are people glued
to laptops, smartphones and tablets.

People spend countless hours at work on
computers and checking email accounts to
ensure they are informed and companies
know that. Due to this world-wide
dependence on technology and people’s
need to connect, any business that wants to
be successful has to adapt by using social
media to not only market to, but to connect
with its target market.

How does Acell Digital connect

with its target market?

Firstly, we don’t just view our prospective
customers as a target market. We need to
see each and every consumer as a potential
friend with whom we can make a
substantial connection. We want our
customers to invite us into their daily lives
and not just into their wallets. We make our
target audience buy from us by building
trust, increasing visibility and establishing
ourselves as a household name.
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Where do we start making
these connections?

Connections can be made anywhere we can
engage with our potential customers,

/\/ market influencers and business networkers, but
/\/ we are going to give most of our attention
/\/ to the Twitter, Facebook, Instagram and
/\/ Pinterest social networks.

/\/ These networks have high usership and built-in

mechanisms for analyzing data so that we can
quantify success using clearly defined metrics.

Once we have made connections how
do they become paving customers?

The answer is simple: Emails. Once we have
built followings in the social media realm

we then usher those with whom we have \/‘\

made connections to our website’s landing \_/\
pages and email opt-in forms and build an

email list to which we can send a steady -\/-\
email marketing campaign.

Email marketing is one of the most effective v

tools in new customer acquisition and long
term customer relationship building.
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How does Acelt Digital connect
with its target market?

We don’'t know and we won't know until we
try, but proper planning is the roadmap for
success. We use a quant-based marketing
plan to forecast the goals for our campaign
in clearly measurable terms. By attributing a
quantitative measurement to our goals, we
can see in no uncertain terms whether what
we are doing is a success or a failure.

When we find tactics that bear fruit, we try
to exponentially increase their effectiveness
and output and when we find that a tactic is
underperforming, we nip it in the bud and
and try something new. Marketing strategy
is about flexibility and keeping an open
mind.

- 7
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Optimizing an Instagram account is pretty simple
due to the minimal options the app gives you. When
setting up an Instagram account, the two most
important things are:

1. Nail down the perfect Instagram Username
2. Add a Call to Action (CTA) to the account bio.

a. The bio must contain the following:

A short description of what we do
Who we do it for

A strong call to action to click a link

The link must be trackable

e Make links trackable by adding a UTM Source
code at the end of the the Link URL .

- Example: The URL is:
https://aceitdigital.ca/services/

- The UTM Source Code is:
?src=instagram-landing-page-link

- So the full link you would use would be:
https://aceitdigital.ca/services/?
src=instagram-landing-page-link

S8 AS

® Then you take that long address you
just made and shorten it using a URL
shortener like this one:

- Bitly - https://bitly.com/

e Then you take that long address you
just made and shorten it using a URL
shortener like this one:

v~ You have to use Emojis to draw users’
attention to the bio link by placing
emojis before and after the link

o
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https://tamakvirtual.com/meet-our-team/
http://www.virtual-f1.com/hiring-a-virtual-assistant/?src=instagram-landing-page-link
http://www.virtual-f1.com/hiring-a-virtual-assistant/?src=instagram-landing-page-link

The main goal in any social media marketing
campaign is to build a following that you can later
convert into website traffic and, ultimately, sales. In
order to accomplish these goals we need to contact
users who fall within our target demographic
without seeming salesy. Our increase in followers
has to come from being social and engaging. The
following are the best practices in creating a real
and useful following on the social network

1. Research
a. Using Hash at it research:

v~ Competition

e Find users who:

- Do the same thing you do.
- Have a similar Audience
- Follow your competitors

v~ Hashtags

e Find Hashtags that:

- are being used by between 100K and 1M
users to stay competitive.

- are trending.

- are relevant to the brand.

v Influencers

e Find users with TOK or more users who:
- do the same thing you do.
- have a similar audience

-
—
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2. Share for Shares

a. Share for Share is a proposition one account
user makes to another to share a link and a post
with his/her audience. This is useful because it
allows you to gain exposure to an established
audience of some one whose followers may be
interested in your account.

b. When approaching another user to do a Share
4 Share:

v~ Make sure their audience is similar to yours

v~ Make sure that they have a follower list of
under 10,000 followers if you are just
starting out.

Message them on Instagram Direct Message

If they have a Kik Messenger account link in
their bio use that as well.

In the message just ask them casually “S4S?”
or “Share for Share?”

Make an agreement to share each other’s
posts and execute that agreement

D W N N

3. Follow/Unfollow

a. Remember, you only get 60 Actions per day
(posts, follows/unfollows)

b. The follow/unfollow method allows you to
incrementally build up a following by following
users, waiting for them to follow you back, then
unfollowing the ones who don't follow you back
after about 5 days of attempting to engage with
them.

c. You should spend five days per week following
users and two days per week unfollowing them.

d. Make sure your interact with the users you
follow to give them a chance to notice you've
followed them by:

v~ Commenting on their posts
v~ Liking their posts
g

N



’(

e. If after 5 days the users you have followed
don’t follow you back, unfollow them.

Follow/Unfollow users that:

f.
v~ are competitors

v~ are Followers of competitors

v~ are social media influencers

v~ are followers of social media influencers

v~ use similar hashtags

v~ are followers of those who use similar hashtags

4. Use Hashtags Heavily

a. Make sure you have a bank of researched
Hashtags tucked away on a spreadsheet to use
in your posts.

b. Hashtags in Instagram are very important
because they:
v~ Highlight popular trends

v~ Act as keywords for people searching for
content

v~ And give new followers a way to find your
account without you trying to find them

c. When choosing a hashtag:

v~ Make sure it's popular but not too popular

® Research the hashtag in Hash at it and make
sure that the amount of people using it is
between 100K users and TM users.

d. After Posting an Instagram post:

v~ Place as many relevant hashtags in the
comments section of that post as possible.

5. Pay for Shouts

a. Paying for shouts is something you do to
promote your account to a wide audience.

v~ This can be a simple post or a “Screener” in

which the Influencer posts a screenshot of

your Account.

({11
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b. You approach an Instagram Influencer user to
pay him/her to “Shout Out” your account.

c. Steps:

v~ You approach the Influencer to do the Paid
shout

v~ You have a caption for his shout post ready
with a clear call to action.

v~ Tell the Influencer that you want your
account tagged Multiple times in the post.

e A user tag is called a ‘Mention’ and looks like:

- @username
d. Cost

v~ Pay for shares cost on average $50 and
up and should be used sparingly until
marketing capital increases.

///)>
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Call to Action (CTA) Posts are the most important
posts you make in Instagram. These posts are where
you spend the social currency you have built up by
getting those hard-earned followers to do what you
want them to do. On average your posts should
consist of 75% “Normal” posts and 25% Call to
Action posts. Remember we don’t want to be too
salesy.

(((

1. Be

Specific. Tell the users EXACTLY what you

want them to do.

2. W

hen Posting a CTA post, change your Profile

Link and bio link to wherever you want to drive
traffic.

a.

This is due to the fact that the Profile Link is

the only clickable link allowed in Instagram. Any
other links you place in Comments will not be

cli

ckable.

3. Your CTA post should contain the following
elements:
a. An eye-catching image

v~ With a Great Headline

v~ Acall to action right on the image to “Click
the link in the Bio”

b. A Compelling Caption

v~ Use a few keywords in the caption
v~ Pique the interests of the followers
v~ Tease content in the post

v~ Push an Opt-in offer

(44



v~ The Call to Action in the Caption:
@ Must have the same link as in the bio

e The link must be shortened using
www.bit.ly

e Must use emojis to frame and draw attention
to the link

e Must put link in the Post Caption a few times
so followers can copy it.

4. CTA Posts Must be regularly deleted and
reposted about once or twice per day.

o
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http://www.bit.ly/
http://www.bit.ly/
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Twitter is a micro-blogging web
application that is presented to users as
a feed of interlaced 280 maximum
character count posts that depend on
either whom a user is following, whose
feed he/she is viewing or what hashtag
he/she is observing at the time. The key
to successfully marketing a brand on
Twitter is dependent on a few factors:

Firstt you have to find the right
audience, second, you have to create
engaging content and third, you have to
keep on top of current trends. Once you
have built a solid following in Twitter,
you can drive traffic to website
effectively and with strong conversion /
rates if you have researched and /
cultivated your followers effectively. /
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The most important task apart from generating
good content in Twitter is building a targeted
following. Twitter is a conversational medium and
Twitter users appreciate not being a part of a one-
sided conversation. So, to grow and keep a following
an account’s output has to be informative,
entertaining and not spammy at all. Here are some
tips on how to engage your audience out there in
the Twitterverse.

1. Plan Ahead

a. Be ready for the predictable trends before they
come such as:

Holidays (Popular and Obscure)
Seasons

Elections

Sports Seasons

. Do the research:
Trending Hashtags
Influencers

Pay attention to the news so you can
suspend tweets during Natural disasters
and other catastrophic events.
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2. Make Tweets Conversational
a. Respond and Engage with your followers and

/ those you follow.
_/ \/
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3.
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Schedule your Tweets to go out at the “Best

Time” for your target audience.

4,
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a. Study and research the best times to post for a
given demographic and post when they are
most likely to see them.

b. Most Twitter users barely see 30% of the
tweets they get per day so it's best to spread
them out through the day to increase the odds
of exposure to all your followers.

Set Real Goals and Milestones

a. Use a quant-based Marketing plan to lay out
real measurable goals.

b. Review the results and adjust tactics
accordingly.

Optimize your Twitter Account

a. Pin an important tweet to the top of your feed
so it gets constant attention.

b. Use Twitter Cards when posting

v~ With Twitter Cards, you can attach rich
photos, videos and media experiences to
Tweets, helping to drive traffic to your
website. Simply add a few lines of markup
to your webpage, and users who Tweet
links to your content will have a “Card”
added to the Tweet that’s visible to their
followers.

c. Automate the sharing of old Blog Posts
v~ This allows you to repurpose posts and

expose them to readers who may have
missed it the first time.

d. Add URLs to the Bio Section of your profile.

e. Have a clear Bio Section statement.

N
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f. Recycle Tweets since they haven't been seen
by everyone that follows you yet.

6. Gain More Followers
a. Follow/Unfollow.

v~ You know the drill... Follow people who
are:

e Competitors

® Followers of your Competitors

® Social influencers

® Followers of social influencers

® People who use relevant hashtags/

b. Pay for Exposure

v~ Twitter ads allows you to promote your
account and website for a nominal fee.

c. Tweet like a Human

No one wants to follow a robot.
Be conversational.

Share Genuine Ideas

Be Specific

Respond to other’s tweets.
Follow industry influencers.

Use hashtags

Tweet at least 5-10 times per day

Mention users with @username when
appropriate

AR U U N N W N NN

d. Create and take part in Twitter Chats

e. Write the occasional tweetstorms if you have
something interesting to say.

f. Share Actual Photos.

\-
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PINTEREST

1. Don't run a sweepstakes where each pin or like
represents an entry.

2. Don’t run contests too often.

3. Don’t suggest that Pinterest sponsors our brand.

1. The most popular categories on Pinterest are
Women'’s Fashions and Hair and Beauty.

2. Use Images that work.
a. High resolution and professional Images

b. Lighter images fare better than Darker Ones
c. Images without faces get 25% more repins
d. Keep it simple

e. Dimensions of 736 x 1102

f. Instructographics do very well.
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1. Post at the Best Times to pin:

a. Between 2-4 PM EST
b. Between 8-9 PM EST

2. Make it easy to pin content from the brand site.
3. Connect with other Social Media Platforms.
4. Share Pins in email newsletters.

5. Do solid search engine optimization for Pinterest.
a. Research keywords.

b. Add keywords to pin titles.
c. Add keywords to pin descriptions.
d. Add keywords to pin image filenames.
6. Write great Call To Pin Call to Action (CTA) Pins

a. Be specific and tell the audience EXACTLY
what you want them to do.

7. Engage & build relationships with influencers
who have a:

a. decent following.
b. substantial amount of pins.
c. substantial number of boards.

8. Post & Engage Frequently
v~ Pin between 5 - 50 Times per day.
v~ Comment on followers pins.
v~ Follow and engage with popular boards

—
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9. Use Rich Pins

a. Rich pins are a service that Pinterest offers to
business users that provides them with the ability
to post pins that are shoppable, meaning they can
offer more information on products and can link to
a store.

.’///.//

b. Highly Compatible with our Shopify store.

10. Join & Create Group Boards

a. Group boards are where like minded people
curate a Pinterest board together. Theses boards
are great opportunities to mingle with influencers
and find new followers.

11. Use Pinterest Analytics to:

a. track success and learn strategies that work.

b. get insights into users interactions with your
boards and pins.

c. see which devices users who interact with your
boards and pins use.
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INTRODUCTION

This social media network is
the most complicated of
them all, yet it can offer
amazing returns in terms of
engagement and reach.

Facebook marketing strategy
is @ content and engagement
intensive, but the built in
tools that Facebook offers
makes it easy for good
strategy to bear fruit in
astonishing ways.




Expand Facebook Presence

a. Increasing the visibility of your Facebook
presence is the main goal in Facebook
marketing. This comes from getting people to
“Like” your brand page and content as well
getting people to share your content you post to
Facebook with others.

b. MAKE SURE THE PROFILE OR PAGE IS SET TO
PUBLIC.

2. Create Shareable Content

a. The only reason people will like your page or
profile is because you have something
worthwhile to share with others. This can be a
Facebook post, a link to a blog article you have
written for your brand, a Facebook video or a link
to content created by someone else.

b. When you create shareable or “Share worthy”
content it's best to use the Facebook post boost
button to get your content out in front of more
people so that you can get more traction with
that piece of content and then more likers and
sharers of your page’s content.

3. Post Content to Group Pages and Profiles

v~ Posting content to your company page
should be a daily task. The only way to
keep people engaged with your brand is to
keep them interested in what you have to
share. If you don’t share, you lose your
audience.




v~ Joining and starting Facebook Groups
pages is more than just a quick set up and
leaving it to its own devices. A Facebook
group must be cultivated by having lively
discussion scheduled and an exchange of
shareable content.

4, Make it Rain Traffic

a. Once you have cultivated a following of your
brand on Facebook, use strong Calls to Action
(CTA) to get followers to visit the website, visit
our Facebook Shop and submit their emails
directly in Facebook.

l j —_—
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1. Increase Shares by Making Content Massively
Shareworthy.

a. Trigger high arousal and emotion

v~ Content that arouses Anxiety and
Amusement is better than content that
arouses sadness and contentment.

b. Use a strong Call to Action when directing users
on Facebook to do what you want.

v~ Be specific.
® EXx. “Click here to read more.”
® Ex. “Go to this page to claim you $20

discount.”
c. Incentivize sharing.

v~ Be specific.
e GCiveaways
e Discount Codes

d. Use Power Words

v~ See power words list in Marketing
Materials folder.

e. Make it dead simple to share content.

v~ Put a like or share button next to posts
and product listings.

v~ Create beautiful and shareable images
and set it as a meta image.




2. Start a Facebook Group

a. Positioning a Facebook Group
v~ Have events, challenges or offer courses.

v~ Choose the right niche to offer your group
membership to.

v~ Make sure you have links to your business
and website in the group profile.

b. Create and Market Facebook Group
Make sure it's a closed group.
Closed groups don’t get spammed

Put a clear Call to Action in the Header
image of the Group page.

Set an interesting group description like
as if it were a mini sales page.

Set group tags that are keywords relevant

to the group

® People will search for groups to join
based on those tags.

Set a pinned post that will stay at the top
of the group page with a clear Call to
Action (CTA) and a link to the website
that is above the “read more ..” label that
requires you to click to read more of the
post. This way the link is visible without
having to click more.

AR R R

3

Link to Facebook group in Facebook page
menu.

Include Facebook group info in email
newsletters to subscribers.

Use other social networks to promote
Group

Answer question in the Group by writing
content that answers that question, then
post it.

D W U N N

c. Once you have built up a following:

v~ Make 90% of posts conversational and
content related

v~ Make 10% Call to Action (CTA)
promotional posts



3. Boost Visitors by Participating in established
Facebook groups.

a. IMPORTANT - DON'T SPAM FB GROUPS!

b. When introducing yourself in a Facebook
Group make sure your include brand website
links.

c. Answer questions with links to relevant
content.

d. Do something interesting, link to a tutorial.

e. Offer to moderate the group after some time
has passed.

f. Don’t just post links to articles, post actionable
unique tips and tricks, then add links to the
article at the bottom of the post.

g. Cross post from your group.

h. Share info when invited to.

i. Respond to the group administrator’s posts
j. Participate in theme days.

. Get More Fans for a Wider Reach.
a. Make it easy for people to like your page.
v~ Like buttons in appropriate places.
b. Get your friends to like your page.
c. Add link to your page in your personal profile.
d. Share Facebook page in personal timeline.
e. Invite friends and ask for referrals.

f. Ask members of established Facebook groups
to become followers or to like brand’s Facebook
Page.

g. Do a giveaway.

h. Get mentions from influencers.

i. Tag influencers’ personal profiles in Facebook
Posts

. Maximize Reach and Traffic.
a. Use keywords to find types of content to post




b. Use videos

c. Do long form posts sometimes. (3000 words
min.)

d. Write quick digestible posts.

e. Ask a simple question.
f. Don't post at high traffic times.
g. Post frequently.

h. Maximize your Calls to Action (CTA)
v~ Put a CTA on Facebook Page Header
Photo
v~ Use “Social Proof”

6. Push Traffic by Reviving Evergreen Content.

a. Evergreen content is content that will never go
out of style. It stays relevant and therefore, can
be posted more than once to Facebook to get it
in front of audience members who may not have
caught it in their feed the first time.

b. Make Sure the profile is set to public.
c. Post content to timeline.







Now that we have gone over the organic
approaches to increasing visibility on the
social media networks that we will be using,
it's now time to cover how we can give our
social media presences an added boost by
paying for ads, and remarketing to those who
have visited our site without being converted
into clients. Paid advertisements and
analytics go hand in hand because we can
use analytics to see how both our organic and
paid social media strategies are paying off.

The following is a list of the Ads managers
and analytics tools we will be using with
attached links to the tutorials provided by
their respective developers. These tools are
involved and will require their own guides
which will be provided separately as videos or
slideshows.




1. Facebook Business Manager

\\ \

a. This is where you manage all your Facebook
and Instagram Ads and view analytics.
e https://business.facebook.com

e https://www.facebook.com/business/learn/h
ow-business-manager-works

2. Twitter Ads

a. This is where you manage all your Twitter Ads
and view analytics.

® https://ads.twitter.com/

e https://business.twitter.com/en/advertising.
html

e https://business.twitter.com/en/help/trouble
shooting/how-twitter-ads-work.html

3. Pinterest for Business

a. This is where you manage all your Pinterest
ads and view analytics.

e https://www.pinterest.com/
e https://business.pinterest.com/en

4, Google Analytics

a. This is where you can view analytics across all
your internet pages.

e https://analytics.google.com

5. Cyfe

a. This is where you can view all your business
data in one dashboard.

e https://www.cyfe.com/

“Social media is not just an activity;
it is an investment of valuable time
and resources.”
— Sean Gardner



Hootsuite / Crowdfire - It is a web and mobile app
that allows you to schedule upcoming social media
posts that auto post in most social networks
including Twitter

Tailwindapp - Pinterest scheduler

Canva - online graphic design

INK361 - a tool that gives insights into how your
Instagram Account is performing. It allows you to
follow and unfollow users as well as add users into
circles or groups.

SocialBlade - allows you to do research on social
network trends and accounts including on
Instagram. It's a useful tool in researching
competitors.

Hash At It - is a Hashtag research tool that allows
you to find trending hashtags used by competitors
and social influencers on Instagram and Twitter. This
is important in building audiences for the brand.

Google Analytics - is used to view website stats,
including links that come from social media
networks like Instagram.

Cyfe - Cyfe is a tool used to track progress across all
social media accounts, websites etc.

Pingroupie - a website where you can find relevant
Pinterest group boards




e Piktochart - a web app used to make infographics.

e Adroll

- AdRoll helps to Manage Facebook Ads
marketing and Retargeting campaigns

- Retargeting is going after potential clients
you haven't converted that have previously
visited your site.

e DrumUp - is a Content Curator and Post Scheduler
for Facebook. You can find articles that may interest
your likers and schedule them to be posted.

e Facebook Analytics - is a performance tracking
dashboard that tracks how the brand Facebook
presence is doing.

“Social media
is not just a
spoke on the
wheel of
marketing. It’s
becoming the
way enltire
bicycles are
e built.”
<l
o — Ryan Lilly
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