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About me

* Social Media Coach, Strategist and Speaker
e Co-author of Facebook Marketing All-in-One for Dummies
 Community Manager for Social Media Examiner for 2 years
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Change

Next Exit &

The latest changes with Facebook, Twitter, Linkedln,
Google+, Pinterest and why they matter to you

How to adjust your strategy for the remainder of the
year to finish 2014 strong

3 cool tools that can help you streamline your efforts

The new advertising options on each of the platforms
and how to allocate your budget






I DON'T KNOW WHERE
WE'RE GOING, BUT FROM
THE LOOK OF THIS CROWD,
IT'6 GOTTA BE GOOD!
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Latest Facebook Changes

* New Timeline for Pages
* Constantly Changing Algorithm - Videos
* Facebook Ad Changes

— Audience Insights

— Website Custom Audiences
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“ Search for people, places and things Q 4 Andrea Home 2

Page Activity B3 Insights Settings Export Build Audience « Help «
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Page Activity B Insights Settings Export Build Audience - Help -

Overview Likes Reach Visits Posts Feople

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.
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Audience Insights
K1

3 Ads Manager * Allows research before you

lllllll

spend money on the ad

% Create an Ad

& Campagns * Gives you additional Interests
1 Pages

7 Repors and information about specific

43 Audience INsights e

Settings d H

1 Billing au Iences
«= Conversion Tracking

¢ Power Editor

[Z] Account Histary
4s] Audiences

=1 Email Support
&l Learn More

B Help

A Help Community

Search your ads



ﬂ Search for people, places and things Q £ Andrea Home 20+

Account: | Andrea Sodergre... =

CREATE AUDIENCE
Custom Audience W
R
=+ Custom Audience
Location W
R

UNITED STATES
All United States

<+ Country, region, or city
Age and Gender “
R
Age
12 = Any -
Gender
All Men Women
Interests o Vv
R
ADDITIONAL INTERESTS
mari smith
=+ Interes
Connections A4
R

People Connected to
=+ Your Page
People Not Connected to

=+ Your Page

Advanced ?

Create New Open Save More - Give Feedback
B (New Audience) People on Facebook

50K - 60K monthly active people Country: United States of America #

Demographics Page Likes Location Activity Household Purchase
Top Categories

1 Business Person Mari Smith

2 ProductiService Amy Porterfield

3 Internet’Software Hootsuite = HubSpot

4 Company Entrepreneuress Academy = Small Business Saturday

5  Website Get 10,000 Fans « Facebookfor Business

i} Magazine SUCCESS Magazine

7 MediaMews/Publishing Social Media Examiner = Mashable - Entrepreneur = The Huffington Post = Upworthy

8 News/Media Social Media Today = TechCrunch = TED

9 Public Figure Ali Brown = Jack Canfield = Brian Tracy « Anthony Robbins « Robert Kiyosaki
10 Author Seth Godin « Jim Rohn = Louise Hay = Dr. Wayne W. Dyer = Maya Angelou

See All

Page Likes
Facebook Pages that are likely to be relevant to your audience based on Facebook Page likes.
Page Relevance ¥ » Audience Facebook Affinity 7
Mari Smith 1 58.4K 58.4K 444 7x
Social Media Examiner 2 17K 78.4K 96.6x I



Website Custom Audiences

[ Ads Manager Create Audience %
Account
Andrea Sodergren Vahl Choose the type of audience you want to create on Facebook.

This process is secure and the details about vour customers will be kept private.

¥ Create an Ad
L] Campaigns

I Pages
1 Reports c MailChimp Custom Audience

== Data File Custom Audience

Old Reports
Old Scheduled Rep... k. Custom Audience from your Mobile App
4a] Audience Insights

Settings @ Custom Audience from your Website
1 Billing

X Conversion Tracking
(3 Power Editor

7] Account History Cancel

fo] Audiences e




Action Plan

e Focus on driving Fans to your e-mail list
* Add Pages to Watch

* Experiment with Facebook Ads
— Conversion Pixels
— Audience Insights for research

lgnore: Website Custom Audiences unless your site
gets a lot of traffic
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Latest Twitter Changes

* Twitter layout
* Twitter Cards
* Improved Analytics

* Twitter Advertising
— Conversion Tracking
— Twitter Cards
— Retargeting
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Other Changes

* Pin Tweets to the top of your stream
* |Increased prominence of images

— Only uploaded to Twitter (not Instagram or other
clients)

— Can enable Hootsuite
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What are Twitter Cards??

* Allows you to automatically pull in more text
and images from Links — similar to Facebook

* 8 different types

2 Paid Cards: Lead Generation Card and
Website Card

* Allow added Analytics
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1,065 96 542 1 493 More v
ﬂ SocialMediaExaminer & am G 7 X
NEW: How to Use Google Analytics: Getting How to Have a Family Treasure Hunt:
Started bit.ly/1TuG5A76 by @kikolani Geocaching With Kids bit.ly/14jt888
#SummerFun
12 View summary
& R My Kids' Adventures
. Kaly Sulhvan @kalysullivan - Jun 21

Kids_Adventures Here's a blog post | wrote about the first episode and
hav ng a change of heart about summer - bit.ly/InrnTcr

View conversation

‘m My Kids' Adventures @Kids_Ac
NEW: How to Make Music With Empty Soda
B Pop Bottles bit.ly/116tSXf

NEW: How to Crea e Awesome On ine Vi deos Tools and Software to
Make it Easy bitly f2v by @JohnNemoP

14 12 View summary

. SocialMediaExaminer @

How to Craft the Perfect Tweet:
bit.ly/1kqllbg by @SimplyMeasured - Erik

Simply Measured @simplymeasured « June 2
If you want to increase engagement
on your posts use these 10 Tips for

Crafting the Perfect Tweet #SocialMedia

1 View more photos and videos

R T T O R



e Summary Card: Default Card, including a title, description,
thumbnail, and Twitter account attribution.

 Summary Card with Large Image: Similar to a Summary Card, but
with a prominently featured image.

 Photo Card: A Card with a photo only.

e Gallery Card: A Card highlighting a collection of four photos.
 App Card: A Card to detail a mobile app with direct download.
» Player Card: A Card to provide video/audio/media.

* Product Card: A Card optimized for product information.

 Lead Generation Card: A Card to drive lead generation for your
product or service. **paid

 Website Card: A Card to feature your website and drive click

through traffic **paid
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dfgﬂ Vﬂk/ Author Strateg|st Speaker
"ATY



https://dev.twitter.com/docs/cards/types/summary-card
https://dev.twitter.com/docs/cards/large-image-summary-card
https://dev.twitter.com/docs/cards/types/photo-card
https://dev.twitter.com/docs/cards/types/gallery-card
https://dev.twitter.com/docs/cards/types/app-card
https://dev.twitter.com/docs/cards/types/player-card
https://dev.twitter.com/docs/cards/types/product-card
https://support.twitter.com/articles/20170389-what-are-lead-generation-cards
https://support.twitter.com/articles/20171578-setting-up-website-cards

Installing Twitter Cards

1. Add meta tags to your site
OR
Add a WordPress Plugin:

- Yoast
- JM Twitter Cards Plugin

2. Validate
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n AndreaVahl

Improved
Analytics

Detailed
Analytics
is under
the Twitter
Ads
section

Help

Keyboard shortcut

W Ads campaignsv Creativesv Analyticsv Conversion tracking

Mentions, Follows, Unfallows (B-hour increments, all in Pacific time) -
4 Getinfo
499 mentions o on = Bmme emo_m- S — S | PSP NN TN | SR N I I about
Tiollows  wpecatty lomn y ALy, 4 !=!.=I!I=!!!i'!!=-!..=!-' I i“ll!!’ |!!'= !I-!Iaall'=I!-='!.i!!!!!!'I!!=.I'!!!-=='!- Mentions,
unfollows | ' | I Follows,
25 M 1.4 - 15 J and
25 May un un 5 Jun 22 Jun
Unfollows
RECENT TWEETS SHOW: BEST  GOOD FAVES t3  RETWEETS ®  REPLES

713 Jun 2014, 7:27 AM Pacific time

Thanks @chrisabraham @Qualarooine @reciprocate @0daidO for being top new followers in my community
this week (via commun.it 24 clicks )
13 Jun 2014, 6:11 AM Pacific time

Twitter Cards for Blogs: How to Set Them Up: Have you heard of Twitter cards? Are you wondering how you
can us... bit ly/TRzwSB 5 clicks *_

13 Jun 2014, 3:24 AM Pacific time 19x NORMAL REACH

Beautiful evening! instagram.com/p/pkiONQtDSB/ 2 clicks
12 Jun 2014, 7221 PM Pacific time




New Advertising Options

W Ads cCampaignsv Creativesv  Analytics Conversion tracking Account v 3*_, v & 74

Conversion tracking Create new website tag

Create new website tag

Tag name .
How website tags work

For tracking website conversions

Website tags are embedded code snippets that are triggered
when a usertakes an action on your website after viewing or
engaging with promoted content on Twitter.

Give your tag a unique and descriptive name so you can remember specifically which
website conversion action you're tracking. Learn more

For website visitor remarketing

By default, your tag will collect website visitor data for
remarketing purposes. You can later create tailored audience
campaigns based on these website visitors.

Conversion type

Choose a conversion type that best describes the action you want to track. Learn more

Select a conversion type v

Show advanced conversion settings

Create a tailored audience for remarketing

Checkthis box to collect additional website visitor data for remarketing purposes. You can
later create tailored audience campaigns based on these website visitors.

| Collect website visitor data for remarketing purposes

You are agreeing to these terms, including this policy

Cancel



Action Plan

* Focus on driving Followers to your e-mail list
* Enable Twitter Cards
* Experiment with Twitter Ads
— Only with Conversion Tracking or Lead Generator Card

lgnore: Remarketing unless your site gets a lot of
traffic
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Latest LinkedIn Changes

* LinkedIn Publisher
* New Profiles for premium accounts
* Watch the Insights

e Sponsored Ad Content — push updates to a
wider audience
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Jen Waak e

| help busy professionals reclaim lost time and energy
and perform their best
Seattle, Washington | Health, Wellness and Fitness

Keyboard Athletes

Previous Z-Health Performance, Slalom Consulting, Waak Consulting,
Inc.

Educsation University of Minnesota

W Relationship M Contact Info Connected 2

Published by Jen _.?90

B LL . B R U R ]

Headache of Air
Travel

3 Ways to Use Novelty to Foster Creativity Ending the (Literal) Headache of Air
June 12, 2014 Travel

lay 29, 201

Background
E Summary

Jen Waak is the founder of Keyboard Athletes and a human performance coach whose passion is

helping people reclaim losttime and energy to perform at the top of their game and do what they
love.

Alifelong learner on a quest for the holy grails of efficiency and effectiveness, each week she reads,
digests, and synthesizes hundreds of scientific articles and abstracts so that she can incorporate

tha mnect rarant racaarrh intn avanthinn cha taarhae Eram nanranhucinlane ta nutritinn and encial



Jen Waak

| help busy professionals reclaim losttime and energy and perform their best.

Ending the (Literal) Headache of Air Travel

May 29, 2014 ® 1311 @& 52 @88

y'rweet‘é‘ Lr_o—, g+ 1 mVShare‘ 103

Ending the (Literal)
Headache of Air
Travel

Jen Waak / Keyboard Athletes

In the case of air travel, it really is the destination and not the journey that keeps us
going back for more. From bag fees to TSA to reduced legroom, the glamour of air
travel is just plain gone. And, to add insult to injury, air travel takes a physical toll as
well — time changes, sick travelers, and low air pressure in cabins all leave us feeling
not quite ourselves once we hit arrivals.

Fortunately, for one of these — low air cabin pressure — we have tools already
available at our disposal to alleviate those symptoms.



. a
In Search for people, jobs, companies, and more

Home Profile Connections Jo

Q Advanced B U £ 3

o
[

Interests Sernvices Upgrade

-

‘s'. BUS]NESS LinkedIntoBusiness.com

Viveka (Vivica) von Rosen

Linkedin Expert & Author: Linkedin Marketing Hour a Day | International Keynote
Speaker | Forbes Top 20 Most Influential

Loveland, Colorado | Professional Training & Coaching

A similar person
Romona Foster

SOCIAL MEDIA TRAINER &

inked iness: Linkedin Training, Speak i ‘ ked ;
curre Linked Into Business: LinkedIn Training, Speaking and Consutting, Linkedin Publisher, LinkedIn Expert CONSULTANT = LinkedIn

Slideshare and Presentation Page

Linkedin 3 : N . e Trainer, Facebook Training,
Marketing Women Speakers Association, Linked Strategies, National Speakers Association Constant Contact Authorized
Education Wilfrid Laurier University
ekl iy
S ..
ol .

& Relationship M Contact info @ friends L4

People Similar to Viveka

Published by Viveka

See more »
Robert Kintigh 2
President/C.E.O.Truth Mastery [AuthoriSpea. ..
Christian G
CEO’a! Cvcay Eﬂmp:"ysn; Holdings inc Connect
M s HP Propel @
Single IT portal 3
| Didn’t Sign Up For Your Shades of Gray - Kinky Dominate your Market with
Freaking Newsletter! LinkedIn Practices Linkedin Showcase Pages Aggregated catalog
ay 30, 2014 AL 23,2014 Open service
exchange




LinkedIn Stats

Profile Connections Jobs

Interests

Advanced

Business Services

Upgrade

12 Facebook Ad Strategies - [Report] Drive Facebook conversions by 5x & decrease ad spend by 67%.

Who's viewed your profile

Profile views
Last 90 days

)
5

David Cooper. 2™
Director, Cooper
Engineering
Software/Hardware

2

How you rank for profile views

1 Viewers from the Financial 3 Viewers found you from 1

Services industry

Jennifer
Ferguson. %

Marriage and Family

Therapistat LLG.H.T.

Counseling Center

N

Donna 196
Feldman. %

Business Coach | Social
Media Trainer |
Networking Expert | Get

A

People You May Know

Fred Peters. 1~ b
Lead Counsel at ARRIS

K

Viewers from London,
United Kingdom

Bruce

Troutman.
Owner, MMI Financial
Services, LLC

K

14



270 Other Sources

46

Profile views
Last 90 days

Who's viewed your profile

38 People You May
Know

£3 Linkedin Mobile
App

Where your o
viewers came EE People similar to

from you

g™

T3 Homepage

Viewers from the Financial
Services industry

12 Facebook Ad Strategies - [Report] Drive Facebook conversions by 5x & decrease ad spend by 67%.

How you rank for profile views

454 Unknowtide charts ~

4 Titles
4 Skills
2 Other

1 Field of study

AGS Other

Keywords

3

oy o

Search
keywords that
led to you

Viewers found you from
United Kingdom

People You May Know

g Tompanies

18 First name

18 Last name

22 Summary or job

description

Viewers from London,



Action Plan

e Use the Publisher and watch the results

lgnore: Premium account unless your main
focus is LinkedIn.

Sponsored Updates.

Social Media
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Latest Google+ Changes

* |nsights for Pages
* +Post Ads — Shows on Google Display Network
* Promoted Hangouts on Air

Social Media
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Grandma Mary Show £~

%% Insights

Visibility Engagement Audience

Views @ 4,211 All-time total Last 90 days

199 total views v

20

40

N A _ A/

4/9 4124 e

n
a2
i
[=1]
=

The information you see here may only be accessed for use by this organization. You agree to not attempt to use Insights to track or collect personally identifiable
information of any users. Values are approximate and only significant values may be shown. Learn more



Action Plan

* Watch Insights if you use your G+ Page

* Experiment with Promoted Hangouts only if
you run regular Hangouts

lgnore: +Post Ads
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a/yed Vﬂk/ Author Strategist Speaker
IFE@WEAN




Pinterest

Sddren V! e




Latest Pinterest Changes

e Guided Search
* Promoted Pins

* Better Analytics
coming soon

Promoted Pins

Join the waitlist

Decide who sees it Track what's working



Crockpot i Sandwiches r Wing

All Pins Just My Pins

CROCKPOT &
BEQ Chicken  °
SANDWICHES .*

Bakeaholic Mama: Oven Baked

Sriracha and Beer BBQ Chicken

Wings and Pasta Salad for Tom A
bbq chicken nachos

. = Sweet chili
’ t £ Lisa Schmeichel
Crockpot 380 chicken Slow-Cooker BBQ Chicken ‘ B i this chicke
Sandwiches - ' lkp smackis
Dartone Evans
O Nicolle Trottier Lack

Our Small Hours: Siow-Cooker Can't wat 1o try this recipel i)
BBQ Chicken Sandwiches a ° Teres
Toan
e Tammy Beemer T™hs &
n Tasty
InStyle-Decor Hol d b bl hop & win
nStyle-Decor Hollywoo ,) g ig game appetizer blog hop and
thanis for sharing this { u {l p " n ’ a huna nlvasusaut ]

Image Credit: http://blog.pinterest.com/post/88472890774/guided-search-hits-the-web



Action Plan

* Experiment with Guided Search
lgnore: Everything else until it’s available
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4 Cool Tools

Canva
Google Analytics

— Google Goals

— Assisted Conversions
— URL Builder

Buzzsumo
Rapportive




We're hiring!

Start a new design

s e @

Google+ Photo i Social Media Presentation Poster Facebook Cover Blog Graphic

YOUR DESIGNS EDITOR'S PICKS DESIGN TUTORIALS

YES DAY RULES

Give instant a

For Each

ocial Site 'he

Untitled design Untitled design

LinkedIn
Group TIPS
o Prevent
Sitewide Auto

Flower That Doesn't

Grow In Everyone's

Garden
Moder ation

tn all nur kind siinnn



i Audience
= Traflic Sources
Overview

» Sources

* Search Engine Optimization

* Social
Overview
Network Referrals
Landing Pages
Conversions
Plugins
Visitors Flow

Cost Analysis 8T

* Advertising

m Content

M Conversions

Help
The Sources Report

Help center

@
&

€ i ofvisis: 100.00%

o]e

Social Referral | Activity Stream

® Visits via Social Referral

gle.com/Analytics

200
150
Dec29 Jan s Jan 12 Jan 19
® Al Visits
2,000
1,000
Dec29 Jsn Jan 12 - - - Jan 18
Frimary Dimensicn:  Social Network
Social Network Visits + Pageviews Avg. Visit Duration 1
1. Facebook 708 984 00:01:25
2. Twitter 115 150 00:01:37
3. Linkedin 27 30 00:01:06
4. Google+ :- 24 49 00:04:03
5. MetworkedBlogs 20 37 00:04:57
6. Pinterest 13 21 00:00:25
7. StumbleUpon 13 15 00:02:20
8. HootSuite 12 17 00:00:23
9. Delicious » 6 7 00:00:13
10. YouTube 4 6 00:02:38



Google Goals

GOU’S]@ Aﬂ d |yt|CS Search

Home Features Leam Pariners FPremium Blog Help

Help home » Conversions

Conversions

URL Destination Goal Examples

Analyre

Conversion Overview
( Hext: Special-Case Goals and Funnels )

*Goals
This article explains how to configure Destination URL goals in the most common scenarios.

About Goals For more general information about how to set up goals, read Set up Goals.
Goal Value o Fixed URLs
Setup Goals + Ecommerce Goals
URL Destination . []w1a.rr1icallwr generated or ‘Jgriable URLs

+ |dentical URLs Across Multiple Steps
Goal Examples } L

+ Goals for Multiple Criteria
Special-Case + Tips for Setting Up Funnels
Goals and ¢ Match Types: Head Match. Exact Match & Reqular Expression Match
Funnels .

Werifying Correct URL Expressions for Goals

Verifving Goal



Overview

Goal Completions = | V5. Select s metric

@ Goal Completions

Hourly Day Week Month

200
100
| = P — . _—— © me—
May 29 Jun & Jun 12 Jun 19

Goal Value

$0.00

Goal Completions

558

|

Goals

Goal Conversion Rate

1.93%

- b=

Goal Completion Location

Source / Medium

Total Abandonment Rate

0.00%

Sales Conversion (Goal 1
Completions) Sales (Goal 2 Completions)

2 2

Thank You Webinar (Goal 3
Completions)

333 221

Thank You Optin (Goal 4
Completions)

Source [ Medium Complet?o(:lasl % Goal Completions

1. (direct)/ (none) 272 I 4875%
2. facebook.com/referral a5 M 15.23%

3. |facebook.com /referral 55 W 9.86%

4. m.facebook.com/referral 50 W 2.96%

5. google / organic 36 I 6.45%

6. socialmediaexaminer.com / referral 15 | 2.69%

7. tcolreferral 11 | 1.97%

8. plus.url.google.com /referral 7 | 1.25%

9. facebook.com/social 4 0.72%
10.grandmamaryshow.com / referral 4 0.72%

view full report



Explorer

Google Analytics — Assisted
Conversions

Assisting Interactions Analysis  FirstInteraction Analysis  Conversions

Assisted Conversions = V5. Select s metri

® Assisted Conversions

Day of Conversion = Days before Conwversion

€0
20
| S _/‘\ . ——

Path Position

Assisted Conversions

178

% of Total: 100.00% (178

May

Assisted Conversion Value

$0.00

% of Total

Primary Dimensicn: MCF Channel Grouping  Scurce / Medium  Scurce  Medium

Seccndary dimensicn -
MCF Channel Grouping
1. Direct
2. Social Network
3. Referral
4. Organic Search

5 (notset)

Other

Jun &

Last Click or Direct Conversions

Channel Groupings

Assisted Conversions

136 (58.62%)

42 (18.10%)

34 (14.66%)

19 (3.19%)

1 (0.43%)

Jun 12 Jun 18

Last Click or Direct Canversion Value Assisted / Last Click or Direct Conversions

$0.00 0.32

% of Total

Site Avg: 0.32 (0

Q, | advanced | B | @ HI
L Assisted Conversion Value Last Click or Direct Last Click or Direct Conversion Assisted / Last(_:lick or Direct
Conversions Value Conversions
$0.00 $0.00 0.40
$0.00 133 (22849 $0.00 0.3z
$0.00 66 (11 $0.00 0.52
$0.00 21 (3.78% $0.00 0.90
$0.00 2 (0.36% $0.00 0.50
Showrows: |10 ¥ | Goto: |1 1-Eoff >



Google URL Builder

Google Analytics URL Builder

Step 1 - URL to share:

|http:ﬂmwv.andre avahl.com/free-webinars |
(e.g. hitp:Awww.analytics.org.il)

Step 2 - Fill the form below OR use quick sets: | v | Edit list New!
Source™ |fac:ebnnk | (Referrer: i.e. Google, Newsletter, Facebook, Twitter)
Medium™ status update | (Marketing Medium: PPC, Banner, email, QR)

Term: | ' (Identify the paid keywords or other value)

Content | ' (Use to differentiate ads)

Campaign™: | I | (Product, Promo code or slogan)

Final URL:

T Copy o Clpboar |

| _ Generate Bit Iy & Copy to Clipboard

Configure Bit.ly

Revolution is here!
] Add the "Share to WhatsApp" button to your website!




Rapportive —
Chrome Plugin

Easily connect to people
you e-mail

DA

1 |
[}

Why this ad™

Joel Comm

Caontent Site Development |
WordPress Site Design | Small
Business Templates at Socrates
Digital, LLC, a Joel Comm
Company; Joel is an international
motivational speaker

Mew Media Marketing | Internet
Marketer | International Keynote
Conference Speaker | Twitter
Power at Joel Comm, Inc., a Joel
Comm Company | International
Conference & Keynote Speaker |
Corporate Events

Mew Media Marketing Strateqgist |
Internet Marketer | Public Speaker |
Twitter Power Author | CEO at
Infaledialnc.com, a Joel Comm
Company; Joel Comm is an
International Public Keynaote
Speaker
¥ @joelcomm
Bl Facebook ADD FRIENE
Bl Facebook ADD
[ Linkedin  CONNECTED
E Google+ ADD TO CIRCLES
& Angellist
e Flickr

YouTube

]
il

[~ Recent Mail COMPC

Fwd: Boulder, shows, and oth__.

Ta getricher profiles, please sign

im owith CAamnkhanl



Buzzsumo — Content and Influencers

Buzzsumé\\ Top Content Influencers AP| Help Email Us Blog Login You're In Test Drive Mode! Signup! »

il Articl

Ellter - it hwvandreayahlcon m & Bxport
Y Infographics

Type:

Enter a topic or domain: big data, cnn.com. See advanced search options

Giveaways Sort ay:

Interviews
FACEBOOK LINKEDIN TWITTER PINTEREST GOOGLE+ TOTAL SHARES

L4
i
«# GuestPosts
td
L4
| Videos SHARES SHARES SHARES SHARES SHARES v

Uncheck All
Boost Posts or Promoted Posts on Facebook: Which is Better?
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Review

* Facebook — many options

* Twitter — New Followers, Sponsored Content,
Twitter Cards

* Linkedln — Ads, Sponsored Content
* Google+ - Sponsored +Posts

* Pinterest — Promoted Pins (coming soon)
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Facebook Ad Budget Allocation

M Get Likes M Get Optins W Boost Posts

Example:
Monthly Budget = $167

$117- Drive to Optin
$33 — Boost Post
$17 — New Likes




Facebook Ads ROl — Conversion
Tracking

Campaign: Create Ad for Campaign
Campaign #8 - Power Editor emails - Similarity #

Status Budget Duration (Pacific Time) Total Estimated Audience®
00 Paused = $300.00]# Aug 8, 2013 7:24am - Ongaing | # 2,000,000 people
Dty

Results? Cost Per? Campaign Reach®  Frequency®  Clicks? Click-Through Rate?  Total Spent?
[ 8/5/2013 - 9/1/2013 -
$41.86 (313,070 1.3 4,683 1.153% $1,883.53

== Conversions Clicks

| Al Except Deleted ~ Full Report Lresult

| | Name | Status ? Objective ? Results ? Cost Per ? Ad Reach ? Freq.? | Clicks? Click-Through Rate ? Max. Bid ? Avg. Price ? Total Spent ?
Standard Ad - Power Editor Similrity 0~ Webste Conversons 45 $41.86 313,070 13 4,683 1.153% $0.75 5040 $1,883.53
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Thank you! Connect with me

& www.AndreaVahl.com
& www.facebook.com/andreavahl
& www.fb.com/GrandmaMaryShow

Work With Me:
One-on-One Consulting
Social Site Quick Audit
Facebook Ads Services
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