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Social Media Breakdown
FACEBOOK

Most popular

unique
1! 9 monthly
BILLION users
predominantly female

83% of online women
75% of online men

AGES best place to reach Millennials and Generation X
18'49 Generation X spends almost 7 hours per week on social media

of users spend 20 minutes or
more on Facebook every day




Social Media Breakdown

Fastest growing

unique
monthly
users

predominantly female
38% of online women
of online men

90% of Instagram users
are under 35

of Instagram users
follow brands




Social Media Breakdown

unique
monthly
users

TWITTER

Most oversaturated

predominantly male
227 of online men
157 of online women

mostly 18-29
year-olds

AGES
18-29

53% of Twitter users never
post any updates

users only spend an average of 2.7 minutes
on Twitter's mobile app per day




Social Media Breakdown

e LINKEDIN

monthly

users  MILLION Professional and B2B

slightly male
of online men
27% of online women

$75K/year or more use LinkedIn
vs. only 21% of $30K/year of less

45% of people making $

LinkedIn users are typically
slightly less likely to use other
social networks




Social Media Breakdown

Twitter

Facebook

LinkedIn

Instagram

Tumblr

Pinterest

Google+

Posting
Dead Zones

Literally the worst times
to post on social media.

8 8an Twitter
| L

12-8 am Facebook
I

9 am-5em LinkedIn

I

12-8 » Instagram
I

12 am-12 e # Tumblr
1-7 am 5-7 ¢ * Pinterest
I |

671 -8 an ‘ Google+
I L

Timing Is
Everything

Post smarter right
meow.

1-4 eu

5-6em

7-10 en
8-1em

9-11 am
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Club Runner Newsroom

@%oumey « STORIES OPINIONS

HOME PAGE > PRESS CENTER

Press Center

OVERVIE) PRESS COMPANY COMPANY . MAGE
< - RELEASES STATEMENTS ARTICLES ANLERARY UBRARY >

PRESS BY TOPICS

1]
~y
Board of Directors
Election
Acded: February 22,2013
{ Board Members to Retire

Unbottled :

Annual Dividend
Increased by 10 Percent
Acded: February 21, 2013
The Next Page for Unbottled
L J

Brand Development

Marketing
Communications
Analysis and Information
PR Coverage

Owning Your Story

SEE MORE

Engagement
LATEST STORIES S TORRSS All Topics :m

W"e To
+

L A
- Coke

o,
» 30 ve"

e,

SPa,

Ingrid Saunders Jones to Retire  UBS Global Consumer Confer...  Full-Year and 4th Quarter 201...  Diet Coke: Sparkling Together...
Added: Fedruary 18, 2013 Added: February 14,2013 Acded: February 12, 2013 Added: Fedruary 6, 2013




Videos

° Live videos
° Video Blogs
o Public Service Announcements (PSA)

o Content Creation




Two-way Communication

“Hi. My name is Alicia and | will be
selling apple pies from 2pm-6pm for
only $5. If you would like one, please
call me at 999-999-9999.”

People on social media:

1. Ohemmgeeee | want one how much are they?!
2. Hi, | would like a pie. What kind are you selling?
3. | just sent you a message. Could you please
send me the info on how to get a pie?

4. Yassss! | love pies! How can | order one?

5. Hello. I've sent several emails and no one will
email me back. | really want a pie.

6. What's the latest | can get a pie? | need to know
the cutoff time.




Hiding Comments

Rotaract Club of North Bay - Nipissing © Send Message

ofit Organization

2% 360 people reached Boost Post

oY Like (D Comment /> Share S -

0D 6 Top Comments ~

g rite a comment 0@ @
& Brett Tucker Congratulations 02
Like - Reply - Message - 2w

. Ellen B Barriage- Faulkner Congrats to all 02
Like - Reply - Message - 2w

Megan Johnson Congratulations to these incredible en!
o1

Like - Reply - Message - 2w

e & Jacqueline Liddle A great celebration tonight, congr
Like - Reply - Message - 2w

6 Tanya Vrebosch Happy Anmversary!o 2
Like - Reply - Message - 2w

Rotaract Club of North Bay - Nipissing © Send Message

Nonprofit O

2L 360 people reached Boost Post

oY Like () Comment /> Share [ R4
0D 46 Top Comments ~
Vrite a commert 0B ®

Brett Tucker Congratulations ()
Like - Reply - Message - 2w

Ellen B Barriage- Faulkner Congrats to all

Like - Reply - Message - 2w

Megan Johnson Ccngratulan’th

Like - Reply - Message - 2w

Hlde or embea .

credible women\

£ Hide Comment
“’ & Jacqueline Liddle A great celebration
Like - Reply - Message - 2w
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Facebook Advertising

www.facebook.com
—_— -
n = Ads Manager Search C ry, McDermid v @A ™ {3  Hep @
McDermid Al (14400732) ¥ o
u We are removing some metrics that are redundant or out of date starting in July of 2018. Learn more. X
Q Search ¥ Y Filters ¥ 4+ Jan1,2018 - Feb 9, 2018 ~
B: Account Overview £3 Campaign 88 Ad Sets B Ads
Export & Import
U Create Rule Columns: Performance ¥ Breakdown ¥ Export w
Campaign Name v a Delivery - Results Reach Impressions Cost per Amount Spent Ends Frequenc Unique Link | ¢
Result ' Clicks
3 Poutine Pints and Plaid 2018 ® Inactive 87 4,930 13,170 $0.59 $51.45 Feb 1, 2018 2.67 76
Link Clicks Per Link Click
B Event: Poutine, Pints and Plaid ® Inactive 81 4,622 15,243 $0.88 $71.21 Feb 1, 2018 3.30 103
Event Respon.. Per Event Resp
Results from 2 campaigns —_ 7,554 28,413 _— $122.66 3.76 172

People Total Total Spent Per Person Total




Twitter Advertising

OBJECTIVE

Welcome to Twitter Ads

Twitter Ads objective based campaigns are designed to help you achieve results that
drive action and add value to your business. Create campaigns tailored for a variety of
business goals, from driving website traffic to increasing brand awareness. Learn more

Select the ob

jective for your

4

App installs
You want people to download your
app.

Promoted video views
You want more people to see your
GIFs, Vines, or videos.

Awareness
You want as many people as possible
to see your Tweet.

%

n

Followers

You want to build an engaged
audience to amplify your message,
on and off Twitter.

Website clicks or conversions
You want people to visit and take an
action on your website (e.g.
download a paper or make a
purchase).

Tweet engagements

You want to maximize engagement of
your Tweets and get more people
talking about your business.

App re-engagements
You want your existing users to open
and use your app.




Analytics

o Facebook analytics www.facebook.com

o Twitter analytics www.twitter.com

o Website analytics https://analytics.google.com/analytics /web/?authuser=3#/embed/report-
home/a89899645w133370859p137397978

i
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Programs to look into

o Hootsuite

° https:/ /hootsuite.com/
o [f This Than That

o

o Google AdWords

o

° Public Image Incentive Program (PIIP)

o
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» Email: mcdermidalexandra@gmail.com
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