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T.he Ultimate Digital
Marketing Process

The Untold Truth

Forbes Billionaires Innovation Leadership Money Business Small Business Lifestyle Lists Advisor Featured Breaking More

is a critical

part of our Unique Process.

| feel the need to tell you
the truth about Social
Media. Social Media rarely
works.

What | mean by that is that
it rarely works without
combining it with Paid
Advertising.

Let me explain...

Page 3| SOCIAL MEDIA

in

Facebook Puts Everyone On Notice
About The Death Of Organic Reach

Ewan Spence Senior Contributor ®
~
z Consumer Tech

v
h‘ Storyteller exploring digital worlds, mobile, music and podcasting

® This article is more than 6 years old.

Facebook's Brian Boland has taken to a Facebook blog to talk about the decline

of a post's organic reach in the social network. In his role as VP Ads Product
Marketing, he walked through the implications as organic reach becomes a less

effective engagement tool.

A post's organic reach reflects how often it will be seen without any further help

from either the Facebook algorithm or paid-for engagement.

With more information, posts, auto-playing videos, large images, game alerts,
and more, all flowing down a Facebook user's timeline, the first reason given by
Boland makes perfect sense. With more content generated by users, businesses,
and groups on Facebook, there is far more to show in the same digital space.

That means more screening, and more posts that will never be shown




The Ultimate Digital

Death of Organic Reach Marketing Process

When social media first got its start, It was the perfect place to market When | say practically nothing, it is

organizations like Facebook were your products and services to a estimated that your organic social

able to gain tons of active targeted audience. Just simply get media reach went from 40% of your

subscribers to their platform. people to like your page, and now content being seen by your followers
they are exposed to all of your down to an astonishing 2%.

However, once it reached a critical content—whether they like it or not.

mass, Facebook did something So, how did Facebook make money?

brilliant. They gave companies And then practically overnight,

unlimited free access to the social Facebook turned off the water. Well they said ‘Hey Mr. Company you

network. And companies cameinin Suddenly, all of the free visibility can still have access to that audience,

droves. companies were getting...was gone! but now you are going to pay us for the

privilege of marketing to them.”

They thought, “Wow, this is a And your audience, including yuor

goldmine! One website where all of fans, likes, and connections, went

our potential clients will tell us from seeing your content to At i it

everything about themselves... where seeing practically nothing. And as dnas

they live, who they associate with, this Forbes article suggests,

what they like, what they don't like.” Facebook made billions.

5%

ocT
°
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This chart we made shows Facebook's declining organic reach (according to a widely cited study from
Social@Ogilvy) charted against Facebook's stock price during the same period. As organic reach dropped
from approximately 12% to 6% (and now often at 1%), Facebook's stock price moved from nearly $50 to
nearly $70, adding billions of dollars in marketing capitalization

Yes, Facebook has encouraged businesses to build and reach audiences for “free” on their platform (until
that free ride ended), and that should be no surprise whatsoever. Clear-eyed business observers have been
raising the alarm about building your house on rented land for years, but Facebook has still been able to

Rachel S

In planning and executing social media initiatives, it's important to know who
your target audience is and produce content that will push users down the
funnel of awareness, attitude, and action.
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Tpe Ultimate Digital
Marketing Process

Now, this change doesn’t mean that
you shouldn’t still want to actively
generate more fans, followers,
likes, and connections.

People like Big Numbers.

In fact, those numbers that used
to hold so much value still have
the benefits of something we call

For every a product or
service gets on Facebook, it
improves it’s perceived value.

But to be clear, these numbers
rarely help your actual organic
social media reach. That can only
be acquired now through paid ads.

So, with that being said honestly
up front, let’s dive into some

specifics of using social media as
part of your marketing strategy.

SOICAL MEDIA | Page 5




The Ultimate Digital

Marketing Process 80/20 Schedule
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80/20 means that, as a general rule,we  simply add value for your followers and

recommend that 80% of your posts establish yourself as a trusted resource.

be about establishing you as athought ~ While the other 20% of your posts can

leader. This is where you share be used to talk specifically about and

statistics, stories and compelling promote the features, benefits and

images. highlights of your products and
services.

The purpose of these posts are to
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The Ultimate Digital

Marketing Process Social Media
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Total engagement vs Total engagement Total engagement change Total engagement growth

Link Burlding

PRC Keyword tool
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Engagement summary
Social Media Tracker
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Here’s how social listening works. social media posts can reach out to them directly.
We obtain your company’s keywords
and apply them to our social media then your organization Just like with your content strategy,

tools. will get a notification. social media comes down to
consistency.

If someone in your social network This automation gives you the
uses one of those keywords intheir  immediate notice you need so you
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Whoever said
was obviously

never in marketing.

We tirelessly review your
social media analytics to
figure what needs to be
tweaked, and ultimately,
which platforms and posts
convert the best potential
clients.

Social Media

& Inbox (1)

Q, Monitoring
® Published

5] Scheduled (69)

N Reports [

Apps & Add-ons
Follow Me Module
Content Calendar

Tracking URL Builder

Connected Accounts

Publishing Schedule

Social Media

User Guide Daily Checklist Q D

Compare Time Frames Compare Platforms Compare Channels Campaign Reach

il ~ Filter Channels v This month to date v

Compare Time Frames Report

Here’s what you published.

This month you have published 20 messages. That’s 8 more than this time last month. [EZX£3

20 [ This month
Last month
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Summary

Ever feel like you're being watched? Are those
shoes you searched for on Amazon following
you around everywhere? That’s not a
coincidence. This is called Retargeting--a
highly sophisticated method to track
customer behavior that is one part of a social
media strategy.

The #1 value of social media is that it’s the
biggest mall in the world and you need a store
init. This is where people are congregating.
Social media allows you to get your content
not only in front of those who have previously
engaged with your content but to also use the
demographic and targeting tools of social
media to reach new buyers like never before.

Rather than convincing them to come to you,
you can reach customers where they’re at to
present your products or services. But with so
many platforms, which are the right ones for
your business? Once we know that, what is
the best approach to market effectively
within them? How does your approach differ
from B2B to B2C? How does it all tie
together?

Just putting up a page isn’'t enough. What you
should know about social mediais that,
without a paid strategy, your efforts will
barely make a dent. According to research
done by Forbes, Only about 2% of your or
ganic audience can find you without having a
paid strategy. You also want to have different
strategies for different audiences. Ultimately,
you should stop thinking about B2B and B2C
and instead start to think about B2P--since
every business is made up of people.

Retargeting ads that follow users around
after initial research can help keep your
brand top of mind for customers.

We use social media to craft messaging,
brand awareness, and retargeting through:

e B2B, B2C, B2P (Business-to-people)
channels

Rich content & video

Paid strategies

80/20 social media calendar

..and more.

T.he Ultimate Digital
Marketing Process

farotech

PAID
ADVERTISING

HOW TO USE PAID ADVERTISING TO
IMPROVE YOUR BRAND'S VISIBILITY

As you can see, there is a lot you could and
should be doing to grow your
audiences to get more fans, followers, likes,
and connections. Platforms like LinkedIn
with an associated lead nurturing strategy
can strengthen your B2B endeavors. An
80/20 social media calendar puts out daily
content that establishes you as a thought
leader or talks about your unique product
or service. That leads us to

Learn more about the pros
and cons of paid advertising in the next
eBook or download the full

0
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