The Latest in Social Media Marketing



Most popular social networks worldwide
By monthly active users (millions)

Facebook
YouTube
WhatsApp

Instagram

ok

Messenger

Weixin/WeChat

TikTok

Douyin

oo

Sina Weibo

Telegram

Snapchat

Kuashou

Pinterest

Twitter

Reddit

Quora

Most Popular Platforms in 2022

PEOPLE

CONTENT

STRATEGIES

INDUSTRIES

EMOTIONS

WEAKNESS

O © O

* 25-34
-

Photos & links

= Live video

Local marketing
Advertising
Relationship
building

= Beauty/fitness

LI

Jobsfeducation

train

* Healthcare
* Restaurants

Finance

Infarmed

Guilty

Curious
Self-conscious
Connected
Entertained

Weak organic
reach

® & & & & @

18-24, 25-34
Millennials

Inspiration &
adventurs

Questions/polls

Ecommerce

Crganic

Influencer

Higher ed
Sports teams
Menprofits
Technology
Consumer goods
Office supplies

Inspired
Entertained
Adventurous
Smart
Flirtatious
Self-conscious
Creative

Playful
Attractive

High ad costs

" & & & ® @

* 25-34, 35-49

P !d&dﬁtream



TikTok & YouTube Usage

Average Time Spent per Day by US Adut Users on continues to increase. In North
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Usage by Platform
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Create new campaign

Buying type

Auction

Choose a campaign objective

« Start with your goal.

 What are you trying to
accomplish?

* Hotel bookings?
Ordering a guide?
Filling out a form on
your website? Event
attendance?

Facebook Paid Advertising



Audience

Define who you want to see your ads. Learn more

Reach Potential Traveler:

Prioritize delivery to people who may be planning to travel

Create new audience Use saved audience »

Custom audiences

Q) Search existing audiences
Exclude

Locations

Location:
« United States

Ana

Placements

Who are you trying to
reach?

What locations make the
most sense? Keep in mind
costs by location, too.
What do you know about
your audience for interests
and behavioral targeting?
Do you have custom
audience lists you can
upload for a more targeted
effort?

Facebook Paid Advertising



 Use creative that is
impactful with identity

Facebook Page

Inspiring visuals, clear
CTAs and concise
messaging. “, odneyadvertising e

* Video remains the n
best performing - ol
creative on
Facebook/Instagram.

 If possible, use 2o N
creatives with the ® sngemageorvideo
right size, square, s - -
vertical, etc. per colcion | o BB e
placement.

Odney

Description - Optional

Facebook Paid Advertising



« Use Facebook Ads Manager
Reporting tools to create custom
reports that are easily exportable
to share internally with staff. iF Piottable + | || Group breakdowns e

« Use insights and trends to amend

¢ All reports Untitled I'EpOrt

(), Haddelivery X  Searchand filte Clear [ This month: Jul 1, 2022

. Ad Set = Delivery = Attribution Results - Frequency =
strategies for the most cost- Name sering
effeCtlve Campalgn ND Touris... | 7-day click or 1-day view
« Depending on your campaign

goals, your reporting metrics will T enly 3 gy clck o 1-day view
be different. A traffic campaign
focuses on CPC, outbound traffic
and CTR. A video views campaign

ND Touris...

ND Touris...

ND Touris... o Yo 7-day click or 1-day view

focuses on video completions, Total results
thru-plays and cost-per-views. -

7-day click or 1-day view

Facebook Reporting & Insights



« Strategy and Content
Calendars

© « Strategy and planning takes
time upfront but saves time in
the long run.

« Use a content calendar as a
living document to map out
timelines and events.

« Use the Co-op partnership
program.

How to be Effective & Efficient



’ » Duplicate Campaigns in Ads
Manager if you're targeting the
same audience. You can go in
and edit any part of the
campaign, ad set or ad creative
after duplicating.

« Save audiences for future use.

« Save customized reports for
campaigns with the same
objective.

How to be Effective & Efficient



Pay attention to audience saturation. If you've
used the creative repeatedly, update the
creative for that same audience.

Freqguency goals should be around 3-5.
Anything above 5, the costs generally
Increase.

Campaign length: We recommend 4-8 weeks
depending on goals, time of year and creative
assets.

Video length: Anything under 30 seconds is
performing the best.

Paid Social Media Advertising Tips



Reminder: Marketing is a series of experiments
that you continuously learn from. You can’t be
afraid to fail because it's an opportunity to make
the next one better. Social media is a constantly
changing landscape. Test and test again to reach
the right audience, at the right time, on the right
platform with the right messaging.

Questions?
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