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THINK’S EVOLUTION
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¥ Copywriting °_ Digital ads °© Faclcralgoolslc?ds
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service SMM GDD
. Facebook Ads
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N ot
QUESTION

Do you focus primarily on LeadGen clients?
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N ot
QUESTION

Do you focus on eCommerce clients?
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N ot
QUESTION

Are you currently running ads on Facebook?
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N ot
QUESTION

Raise your hand if you're comfortable with it
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1 Social... 5 years Ago
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-
UNIQUE VISITORS IN 2012, FB HAS EARLY LEAD

wgmcmo) S,US.  YOYCHANGE
* FB has early user lead but had FACEBOOK nEBBEB e
stagnating user growth el |5]8[5[1]s
TWITTER . B m B B +13%
o Twitter growing faster WORDPRESS .amgna =

unkeon SEIEIERERED o
PINTEREST . E B B B “1047%
MySpace? Wikia? GOOGLE+ . a BB mn sso%e

TUMBLR .EBBBB -
MYSPACE . n g B B m —

WIKIA . naB BH e
.

s July 2012 v. Sept 2011, the first month the site became public

 Remember Blogger?

* Pinterest has explosive growth
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FACEBOOK NEWSFEED INTRODUCED (2011)
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-
MESSENGER AS A SEPARATE APP (2011)
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-
FB SPONSORED STORIES LAUNCHED (2012)

- TS and "Il Tike Nomorerack.

. Nomorerack ) Like Page |
6-Piece Set: Ultra-Soft 1600 Series Egyptian Comfort
Double-Brushed Bed Sheets - Only $29 Today On
Nomorerack!

Save 81% Off Retail!

Shop Now =» http://bit.ly/1hiUHUZ

A |\'

= -

ment - Share - ﬂllOQ 717 £18,903 17,371 - & .
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THE ROCK IS STILL SHREDDED

Dwayne Johnson & ( ==
g Dwayne Johnson @ r— = & @TheRock N, o
Ciamis 2 Our big 2017 #ProjectRock @UnderArmour
One of my fav shots. #YOUvsYOU tcho”eclt‘on drOpf( TCJOLAR%FEFI{(%\Q/L'TIECJUQ'T‘Q
#TeamBringltStrong RT: @mcouch1927: Rock eSeiong awalte e e raning
s : : shoes. #BeUnstoppable [
this has just gone up in our gym. e
#INSPIRED
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WHAT DID IT MEAN FOR MARKETERS?

Attract Convert Close Delight

‘=I=III9 ¢HHHHHE}
Blog lls-to-Action Email Social Media
Social Media nding Pages Workflows Smart Calls-to-Actic
Keywords Forms Lead Scoring Email
Pages Contacts CRM Integrations Workflows

2012 — Social is only at the Attract & Delight stages of the funnel

strangers ViSItOrS
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-
BUT THINGS HAVE....CHANGED

FACEBOOK MONTHLY ACTIVE USERS
JUNE 2017

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017
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2012 we were growing communities
and spreading messages on social.

Today, we’re engaging,
generating leads and selling.
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Changing
Social
Landscape

Only 2 years ago, social had a
component in our marketing strategies.

Today social is leading our strategies.

Retooled our marketing stack
supporting Facebook Ads with inbound +
GDD




Top of the Funnel.
Attract
Strangers - Visitors

2
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THEN

ORGANIC REACH

PAID TRAFFIC

TARGETING
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Organic Facebook Clicks Organic LinkedIn Clicks

Clicks Clicks
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Video

Has become part of every social platform
Most engaging format on FB

Using video at TOFU for engagement and

audience building.

“‘How can video add value to this campaign”

(+1v]

42 Shares

&

Ali Parmelee and 203 others Most Recent *

* Pinned Comment

Sharon Fox - 26:55 Why don't schools use weighted GPA. Isn't that part of
the reason kids take AP courses.
Like - @ 3 - Unpin Comment - A

Gurlal Sidhu Hlo
Like - Reply mbe
Bonny Poindexter Tavares - 9:00 How closely do schools adhere to their
published minimum ACT scores and GPAs? If a student is below those
numbers, should he/she apply anyway or is it hopeless? What else will
Admissions consider besides those numbers?
Like - Reply - @ 5 2
S S - Colleges usually don't have minimum test scores
and GPAs, but | like families to really consider the middle 50% range
as a way to determine how competitive the student is. The students
getting admitted in the bottom 25% tend to be special acceptances
d... See More
Like - Reply - © 1
September 4 at 9

% View more replies

Kathrine Johnson Mcmahon  0:00 Hope son is okay to take Oct SAT to
meet Nov 1 early decision.
Like - Reply - @ 1
S8 S Most of the time, this should be fine. There are so
many other students doing this as well. The scores tend to arrive
right before or right after the deadline. Most colleges are completely
fine with this. Just check individually with each college to
ma... See More
Like - Reply - €

% View more replies

Katie Chaplin - 0:00 | am wanting to know if this is good for kids as well?
Like - Reply - @
S S - Absolutely. | have a lot of parents and students
watching my FB Live sessions.
Like ‘- Reply - Commented on by Sara

Kelly Adamiak Corvelli 3 Advice about AP classes. What grade should

students start taking AP classes? How many AP classes are competetive

colleges expecting students to take each year?

Like - Reply - @ 3 - A at 8:48pr

a S04 s - Depends on the high school. Some schools only
offer APs to juniors and seniors. But if a student is applying to a
highly selective college and can handle the rigor of AP courses, |
would recommend that they begin taking these courses as soon as
they are permitted. When | worked at Penn, there was an unstated
expectation that the student was taking APs in all five subject
matters if they were available.

Janice Cerio Niemi - 35:51 Hello! My daughter did well on the June ACT,
but wants to test again in September to see if her score improves after
reviewing more over the summer. Should she wait to see if her score
improves before she sends the report to colleges or should she go ahead
and send it for *free” when registering for the test? Thanks!

Like - Reply - @ 1 126 at 4

@ " " Janice, she has time on her side by taking itin
September even if she plans to apply Early Decision or Early Action.
She can wait until she receives her score before she decides to send
it.



Varying stats on video engagement.

What we should know.
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VIDEO ENGAGEMENT

Great engagement up to 2m
Drop off between 2min - 6min
6m - 12min second sweet spot

Results vary based on audiences,
industry and message.

Testing, testing, testing!

Average Engagement

70%
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Average Engagement vs. Video Length

=WISTIA

2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20

Video Length (minutes)

Wistia |
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Mobile

2012 was 10% of FB’s revenue

Today is 82%

80% of social usage comes from mobile
Fragmented buyer’s journey

Changes in mobile ads are making them

effective for B2B

sevee ATAT T

<

——
.

New exam procedures require examiners to evaluate CMS
effectiveness when assigning compliance ratings.

4 Uncover how a Unified CMS model will clearly show you
the preventative, detective and corrective controls you nee(y
to have in place.

Free Ebook: Compliance Management
Goes Full Circle Download

© 302

o Like () comment /> Share
'

12:54 PM

.
) Juggling soccer practice, violin lessons, a noon
conference call and wine with your best friend (to keep you

sane)? £ &, @
We can help. Pick the perfect daily planner for you—choose

from a wide variety of best-selling momAgenda® styles,
sizes and colors.... tinue Reading

Get Organized With Style!
*% %% “Love, love, love my Myagenda!!! | have tried the co.

OO0 173 29 Comments 22 Shares 8~

i Like () comment /> Share




FB ADS ARE WORKING FOR B2B

Custom Audience and retargeting

Videos, gated content, webinars,

white papers, demos

High engagement and strong

LeadGen
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MOBILE ADS FOR B2B

Placement

SPEND

B Mobile Facebook Feed

Showing 2 of 2 total rows

291
B Desktop Facebook Feed $124
Name Spend = Imp. % Frequency % Click-through rate %
Mobile Facebook Feed $291.29 12.8k 277 o (.97%
Desktop Facebook Feed $124.25 3.79k 2.39

- 0.16%

Results =

Multiple Objectives

Multple Objectives

Export v

Cost per Result %

Multiple Oblectives

Multple Objectives

View More
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-
FACEBOOK ADS

. il Search Facebook Q _

Create Ad

Wrile 8 Commment &

FACEBOOKAD | -~~~

‘ Intusionsoft e Like Page

Sponscored - A

P | 24.000 thriving small businesses use infusionsoft 1o automate thelr
sales and marketing. Start a product demo now!

Ex

- — v 5
Sales & marketing amomnon“om&.. ‘

Built for small bu;!ne

$164.10 at Amazon
Danwel Welkngton York 06100W Women's
Watch - $104.10

\ ,

GetResponse Upgrace
getresponse_com
LOog on now Lo upgrade and get access 1o al
Sales & Marketing Success our great features!
Grow sales, save time and stay on top of it all.
WL USRONGO T ,.OOM Englesh (LM - Privacy « Terms - Coolies
More -
Like - Commment - Share ¥ acot © 2015

FACEBOOK ADS
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-
AND TARGETING IS MUCH BETTER

4. Keyword
5. Website Targeting '(e'.g.
Targeting Articles containing

(e.g.: Inc. Magazine "Health Insurance”)

or Home & Garden
Weekly)

2. Remarketing
(e.g. People who
visited the "buy” page
of your website)

3. Interests &
Market Segments
(e.g. Business
Services,
Photography)

1. Identity
(e.g. Specific Emails or
Phone Numbers)
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-
FACEBOOK AUDIENCE INSIGHTS

. MUBSpCl Acadary = @ = I3 Holp i)
Pages L
Litestyle
IS dermog and rbeves? doen baed on ey Dohasace, b pfnity snd other otivtes. Source: Peronice
Peapie Connected to Fimguest ences hene from Acoom Daka
PAGE
H.eSpon Aoadony Litestyls Seleced Audicnoe Compars =
b
On the Go 7 a0
People Mot Connested to
+ “our Page Urnan Divie ity ™ I “1Xr%
Aseances 5 CareerBuildng s127%
Casusl Comiont oy ] 13
Efthisread Ela 7 4%
o Professicrals ™ 7
Active Utestytes 7 — a7
Summt Estres e
Fimnly Estanisnen v 2%
ST o mdercs malichad
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Middle of the Funnel:
3Convert
Visitors -2 Leads
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THEN NOW
LEAD

Keep visitors engaged on your Keep visitors engaged across the

GOAL website web

PROCESS
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More access, better targeting and video
are making FB Ads an important part of

our marketing stack.
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B
OUR APPROACH

#INBOUNDPARTNERDAY



INBOUND + FB ADS

Strangers Visitors Leads % Customers™ ¥ Promoters

e

TOFU: MOFU: BOFU: SOCIAL.:
Video ads Engagement Conversion Reviews
Brand awareness App installs Product Catalog Customer service
Reach Video ads Sales Email automation

Traffic Lead generation Store visits
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B
BUYER’S JOURNEY

Awareness Consideration Conversion
Brand awareness Traffic Conversions
Reach Engagement Product catalog sales
App installs Store visits
Video views
Lead generation

#NBOUNDPARTNERDAY



B
FACEBOOK ADS MATCHES THE BUYER’S JOURNEY

Awareness
@ 1 -TOFU - Traffic
@ - TOFU - Video views Consideration
@ 2- MOFU - Ebook Downloads - Conversion

Conversion
@ 2- MOFU - Ebook Downloads - Lead Form
@ 3-BOFU - Demo Request - Conversions
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B
LEADGEN FUNNEL

TOP OF FUNNEL MIDDLE OF FUNNEL BOTTOM OF FUNNEL
Campaign Objective: Campaign Objective: EMAIL #1
Video Views Conversion
Goal: Segment high Goal: Drive high quality l
quality custom offer conversions on
audience landing page

EMAIL #2

} }

9
9
9

KPI:

$X per 3-

second view CPC - $X & under

CTR - 1%+ l

EMAIL #4

|

KPI:
CTR-X%

Conversion - X%
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32%

Conversion rates from ads

LEADGEN

#INBOUNDPARTNERDAY



B
ECOMM FUNNEL

TOP OF FUNNEL MIDDLE OF FUNNEL BOTTOM OF FUNNEL
. f— Campaign Objective:
Campaign Objective: Campaign Objective: DPA Retargeting
Video Views Conversion Retargeting Days 1-4
Goal: Segment high Goal: Drive high quality
quality custom offer conversions on l
audience landing page
Campaign Objective:
DPA Retargeting
l Days 5-10
KPI: KPI: l
$X per :03-view CTR - 1%+ Campaign Objective:
DPA Retargetin
ROAS - 1-2% Bt S Days B
ROAS - 2%
KPI:
¥ CTR-X%
ROAS - 3-4%
OPT-IN EMAIL

Email:
Value

Website > Email: N N Em N .
IntrO/Value Purcrlases.’ PurChESES?
No No
Yes l Yes l
New
Email List
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Return on Ad Spend

ECOMMERCE
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-
ADS MATH

www.hubspot.com/ads-calculator
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https://www.hubspot.com/ads-calculator

MESSENGER ADS

L DigitalMarketer
’é‘ PutOshed by Moty P 18 November 22 13:10 * §
. 4 DigitalMarketer Era

Have a Question about how we can help double the size of your business?
Have a guestion about DigitaMarkoter lab or any of our products? Ciick heso
o chat!

over

s, lurn on chat

260k people like this, including Babak
Azadmd?GStnends
25 OCTOBER 17:11

Weicome! Would you like to
subscribe to DigitalMarketer?

Sure

Have a question? Click here to chat with us!
We wil Goutie 10,000 Businasses in o Hext S years. Will yours e one of
hem? Surt More hap Swww JQRalmarceter COMOUSIomer vk

optmazason
Send Message

MIALMASIE TEM

Want to create your own bot?
Go to hitps./m.me/ManyChat

& View Rosults

45386 pecple reached
T

» Lie B Comment “+ S
OO David Gasrial, Paud Melnte and 337 omens

Top comments *

29 shaver
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MESSENGER ON BUSINESS PAGES

ezCater
@ezCaterinc

Home

Posts

Reviews

Videos

Photos

About

Trustpilot Reviews
Twitter
Community

Events

ok Like 3\ Follow ) Recommend

# status [8] Photo/Video

-
Write something on this Page...

Posts

ezCater
3hrs-@

Get your pita fix from the nation’s top Mediterranean caterers!

The 10 Best Mediterranean

| Restaurants and Caterers for

Your Next Event - ezCater

Mediterranean catering is not only healtny but
also satisfying. Check out these 10 best

Mediterranean restaurants for your next event.

WWW.EZCATER.COM

Caterer in Boston, Massachusetts

4.4 % % %%y  Always Open

=@ Very responsive to messages

Community

24 Invite your friends t
k4,831 people like this
S\ 4,856 people follow this

© 64 people have visited

About
: Dovntown
Crossing - told
ton Forest Hills
mon

© Message

# ezCater is active now. Starta

conversation.
A% 4.8K people like this

ros
Squi

{ Recern

1200 P
Kiw

VAN S S00N T Mt are pour
Vavel detals

o
KL DOFQTY

Sorah Hem

Jeromy Gogoerg
Cvar LEvak

e - Sop
Wed, March 30 $:50 AM

S -

S
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HUBSPOT’S OWN MESSENGER RESULTS

E1: SEA: Webinar Ad -> Rego Bot

Click --> Submission Rate
Cost Per FB Subscriber
Cost Per Lead

Cost Per MQL

Broadcast 4 Week Performance

Open Rate
Click Rate
MQL/Delivered
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Close
Leads—> Customers
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MAKE THE
SALE BY...
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BOOK & BUY ON INSTAGRAM

eeeee ATAT = 9:41 AM 100% -

< victoriabellesalon

37 325 78

T
(AN AT A

Victoria Belle Salon
0  — Hair Salon
Treat yourself at Victoria Belle. Visit our urban oasis
wenes ATAT ¥ 10:20 PM | 5% w0 weses ATAT = 10:20 PM | ss% soeeo ATAT 10:20 PM L 55% W for all of your skincare, haircare and beauty needs.
TR victoria-belle.com
¢« HABILIMENT = </ mabiiment = HABILIMENT Q &
| ‘ Montana Wide $30.00 Book
e s Nenee , Brim Hat
iablliment
v )
rlabiliment has all of your fas

Directions Call Email

Click the link below to shop

vww. like2b uy/Habiliment |, sachion wants 8 needs
3 shop

- Ament
-

H+H

m= N

| QUANTITY: 1

~

ADD TO CART

PRODUCT DETALS
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-
B2B... BOTTOM OF THE FUNNEL

WAIT. JUST'WAIT.
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SOCIAL MEDIA NOW - RECAP

Attract

Social

#INBOUNDPARTNERDAY



NNNNNNNNNNNNNNNNNN



.
ATTRACT - LEAD ADS
N Y T

Lead Ads

Put a form on Facebook, get contacts in MubSpot

Dapiay wrgia borms 00 Fatebood end Wtegre™ Nl aers Con comgieie o bed claks. WS sdurond sedence
ety piny | o ai Gpodily mibade S 40 T 0a S Soleny Gt Sy

Powrw b0 Laad AdeT Sas fum Hay mant
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-
ATTRACT = INSTAGRAM
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-
CONVERT = SMART LIST RETARGETING

Create audience X

Website traffic audience

Engage with people who have visited your

website

Contact list audience

Engage with people who are members of one

of your lists in HubSpot.

Look-alike audience

Engage with people who resemble you

COMNTACES Or Visitors
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CLOSE

.%1 motion.al

HubSpst Software *  Pricing

HubSpot Acquires
Motion Al

The power of bots at your fingertips,
free

Technology has changed the way we communicate. Today, people expect to.
interact with businesses when, where, and how they want.

Bots allow us to do exactly that, helping growing businesses scale one-to-one
communications.

With HubSpot's Motion ai acquisition, saon anyone will be able to build a chatbot to.
«communicate with customers on their terms - na technical skills required.

enabling businesse:

y channel at scale.
HubS, ‘-)wt across every ¢l

you'll automatically get it when it's live.

Resources ~ Partners ~ About ~

)

HubSpot Bot

B Hithee @

We've acquired Motion ai the
#1 cross-platform be buider.
-]

I sure you have some
quastions. wihat weuld youlike
toknow?

Whatsabo? | Why Mationai?

What news v HushSner?

Coming in 2018 - Make sure you don’t miss out
HubSpot and the Motion Al team are already hard at work, building bot technology

into the core HubSpat platform. Our mission? Bringing chatbots to the masses and
better engage, convert, close, and delight their customers

Bots will be available as part of HubSpot CRM Free. Sign-up for your free account and

Sign Up for CRM Free

Send
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B
SELLING FACEBOOK ADS

Setup
* Full Funnel Build

+ $2,500 - $15,000

Retainer (add on/stand alone)
* 3-month minimum
« $2500 - $10,000

Commission
* 3-month minimum
« $ per lead
* % per net new; % cart abandonment
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Q&A




. THANK YOU
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