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With whom else do we work?

*  Consulting on more then $80M/year in paid search advertising until 2020
* Designed new global measurement & management system for SEM

i -___=?=_ e Trained IBMers on 4 continents
——  NE— —SS— v _®

e PPC advertising and search engine optimization

e 2019 Canadian Search Awards Winner for Best Use of Search
Travel/Leisure

KiINGSTON

—— [resh made daily <

* Search and social advertising
* Natural search engine optimization

*  PPC advertising and search engine optimization

e The 2021 Webinar Series
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Brian O'Grady

20+ years of innovation in the digital
marketing trenches with startups and
Fortune 50s influencing billions of
dollars in revenue and training others
on 4 continents.

Founder & Principal Consultant




Why are
you here?

Here's what we
hope to share
today.

How to:

Use social media strategically for your
operation

Create engaging social media content
Choose social media platforms
Include hashtags in your posts

Manage and schedule your social media
publishing

Support SEO with social media



Introduction to Social Media
Marketing



What iS e 4.2 billion people, about 52% of humans, use social media (We Are

Social Ltd).
SOC|al- e There are more social media platforms than you can shake a stick
media? at - some are more important for you than others

e Todo morethan consume or react to other publisher’s
information on social media, you need to create and share

content yourself.
o  Social media marketing can be either organic or paid
o  Marketing on social media platforms allows you to connect with your
audience but you need to be clear on why you’re connecting with
them: what’s your goal?
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Organic vs paid social media marketing

e Organic - your existing audience and connections
o  Free content that you post and users share
o People who interact with these posts are:
m A percentage of your followers
m  Your followers’ followers if the post is shared
m  People who follow hashtags you are using
o  Why?
m Branding
m  Build arelationship with your followers
m  Engage with customers in the buying journey
[ Provide customer service and support
e Paid - your existing and new audience members - convert
them into followers, fans, customers...
o  Create and publish unique ads or “boost” your organic posts
o  Why?
m  Attract new followers
n Promote your product or service
m  Generate leads
| |
| ]

Drive conversions
SEO benefits

Benefits of Organic vs. Paid Social Media

Gain new n
customers Paid
Brand and followers Reach a larger

awareness Promote audience

Organic

Customer quality Target ideal

service Conieck customers

Relationship [l Drive leads

building y::;i‘;:g:t and conversions




Social
boosts

Search Warrant Online Marketing
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We Are Canadian Search Award Winners!
Best Integrated Agency Silver Award
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Hide stats ~

Social boosts grow your audience size.

You can pay to ‘boost’ posts to an audience other than your
followers such as a recommended audience or targeted audience.
Choose posts that perform well for your organically.

Video views: 370 tota Hide stats A~
aeo views n
370
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Why use social media marketing for your business?

Growth
o Increase website traffic
o  Generate leads
o Boostsales
o  Partner with influencers

e GainInsights
o  Find your audience and learn more about your
audience

o Understand the sentiment around your brand
o  Monitor your competition
Advertise
o  Promote yourself and distribute content
o Retarget your followers, visitors
e Measurable marketing
o  Reporting and analytics




Social media
& tourismiis a
match made

in marketing

heaven!

Travel is one of the most shared topics on social networks.
Social media is a place of word-of-mouth marketing, where people

interact on the networks they use
o  Wealth of sharing programs with the ability to review or share travel
experiences.

Social media is a massive source of inspiration for soon-to-be
travelers.

o  Destination discovery via social sharing.
Travel research is largely conducted online using platforms such
as Tripadvisor, etc.
Your brand is able to provide quick customer service and field
guestions, comments and concerns in a single place.
It is easy to drive your audience to your site for more information.
You can see and measure what works and learn from it for next
time.



Social Content Best Practices



What makes
a good
social media
post or ad?

One that provokes
action.

Creative that speaks to your audience
a. Imagery and video boost engagement
b. Remember the medium is the message
c.  Don’'t make me think
Relevant text
a. Context for the creative
b.  "Do not address your readers as though they were gathered together in
a stadium. When they read your copy, they are alone. Pretend you are
writing each of them a letter. One human being to another, second
person singular." ~0Ogilvy

Call to action

a.  Encourage action

b.  Repetition for emphasis
Social actions

a.  Sitevisitors

b.  Likesorreactions

c. Followers

d. Shares

e. Comments
searchQ
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Best
Practices

Image Ads

What does this ad
doright?

LucidLink
& 1,566 followers
Promoted

Yes, secure cloud collaboration for BIG media files is a thing now.

& LucidLink

No more downloading&=
or syncing. Really? {

No More Waiting to Share & Collaborate on BIG Files.

lucidlink.com

& Like & Comment (= Share

wa rrémg‘
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Best
Practices

Video Ads

How about this
one?

Keep it short

Capture attention quickly
o  Engage users during the
first seconds of the video
as viewer attention
drops after that point

Feature your brand

message early
o So users remember it

Deliver your message in a
way that extends view
attention span

Ensure your video makes
sense without sound
Include a call to action

Voltera

Print PCBs

LEARN MORE [5
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Best
Practices

Text

Address your audience directly
Include search terms and action
words

Use strong and creative calls to

action
o Link to alanding page that
matches the message of your text

Ensure your text is relevant to the
supporting creative

Don't be afraid to be bold and use
emotional language to your

advantage
o Make it memorable

RTO 9
July 14 at3:35PM - @

Social Content 101 with Search Warrant Online Marketing /Search Warrant Online Marketing

This workshop is for you if:

A. You don't know how to create engaging content

B. You've tried it before but didn't see results

C. You are ready to scale because you've seen success in the past

REGISTER HERE (&: http://ow.ly/OWCOS0Fqg2jH

JOIN SEARCH WARRANT'S

Brian O'Grady

SOCIAL CONTENT 101

TUESDAY, JULY 20
11AM - 12PM

waene  RT09

online marketing Wagones Tournm

How about this Emphasize what makes your brand
i EVENTBRITE.CA
one? stand out from competitors el e
M aXi mize the Iim ited Cha ra Cter Learn how to create and publish social content that resonates with consumers, while understa...
cou nt o Like (J Comment &> Share
searchQ
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Which Social Platforms?



Social Platforms

Tripadvisor

LinkedIn

Social network
Professional audience
B2B industry

Tripadvisor
Consumer review network
Travel enthusiasts

YouTube

Media sharing network
Global user base of over 2
billion people of diverse
audience segments

Twitter

Social network

Largely used by adults to
get news

Popular for B2B marketing

Facebook

Social network
Ubiquitous audience
Most-used & engaged with
social platform

Google My Business
Media sharing network
Google owns more than
92% of the global search
engine market



Different
types of
social
media ads

Your goal dictates
what kind of ad unit
you should use.

Twitter

o

Twitter promoted ads such as image ads, video ads, carousel ads, moment ads and

text ads

LinkedIn

O O O

o

Sponsored content ads such as single image ads, video ads and carousel ads
Sponsored messaging such as conversation ads and message ads

Text ads

Follower ads

Facebook

o

o O O O O

o

Image ads
Video ads
Stories ads
Carousel ads
Slideshow ads
Collection ads
Messenger ads

YouTube

o

o

o

o

In-stream ads

Bumper ads

Overlay ads
Responsive display ads

Tripadvisor

o

Sponsored Placements

Google My Business

o

Text or image ads promoting offers, updates, events and products



Tools for Social Media Success



Hashtags

e Ahashtagindicates, to users and algorithms, that a piece of content relates to a specific topic or

category.
e Why use hashtags?
o Boost your reach
o  Add context to your posts with limited characters
o Help your audience find you
o  Helpyou find your own content later
e How to find hashtags
o What do your competitors use?
o What are relevant influencers using?
o  Use hashtag finding tools
m  Hashtagify
m RiteTag
Use a social media listening tool
How active are these hashtags?

QRiteTag by Q RiteKit o socialmedia

Q Publishing o Enhance

Hashtags L 4 = @

n nmmedia‘ 367 87 1,348,838

n nmia 104 38 145529

n nm 638 95 4,888,246

n W 62 17 224712

w [ #owitter | 458 317 1,288,212

n HM} 217 66 2,201,454

n n@ 92 12 615088

w [ #business| 642 96 4,811,942
searchQ
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Hashtag
Basics

#SearchWarrantBlues

oy i
| i I';}\it

Hashtags start with a #. But they do not work if you use
spaces, punctuation or symbols.

Ensure your accounts are public. If not, anyone that does
not follow your account cannot see hashtagged posts.
Keep them short. Having too many words make them
hard to read and remember.

Ensure they are relevant and specific. Match your
hashtags to your content and make sure they are not too
obscure.

Know the followers and activity level. Certain hashtags
are more popular than others.

Limit the number of hashtags per post. Use a maximum
of 3 as your guideline.

Create your own. If you want to group all activity in a

particular bucket.

search
warran%{
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Tips for
Managing &
Scheduling
Social

Getting the most
for the least.

Know your audience, goal, and how you're measuring success

Create a content calendar & cadence
m There are better and worse times to post
m  Youcanrepost the same content within reason
Scheduling tools are your best friend!
o  Buffer Publishing, Hootsuite, Zoho Social
Social media management takes time and energy
o  Have aplanand an owner or you'll just lose time
Setup alerts to keep you informed so that you can react on social

Ll *PrEQA Q =

Client: Bread &Coffee x 5read & Coffee - SanLuisObispo  Bread &

G v +AddSteam 4 Add Social Networ *

W Home Feed ™ wall Posts %2 Home Stream W Sent Tweets

G T B orecu s cottee
Thes

some

j Roma Danish H bread_n_coffee
Hal

wwwww




When does your audience consume social media?

e Posting content when your followers are online is key. Once you find your audience, you can
discover when they are online.
e The best times to post on social media are Tuesdays, Wednesdays and Thursdays (Hootsuite).

Twitter LinkedIn Facebook
8:00 am on Mondays & 9:00 am on Tuesdays & 8:00 am to 12:00 pm on
Thursdays Wednesdays Tuesdays & Thursdays

search
warransc:{
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Social Media Marketing & SEO



Social media can boost your organic website traffic

e Social mediasignals don't directly help your search engine rankings, however they can influence
the number of users to organically visit your website

Social content is shared and links to your site

online marketing

o]
o  Links from social content can help Google with indexing
o  Consistent interactions made through social media and authoritative SEO reinforces brand reputation
o  Search engines index website higher and user find the site organically through searches
o  Social media profiles can rank among top search engine results (often for branded keywords).
5&"%‘ wsaezazzro}’v::rantonhne Hiadiete sear h +1 (519) 835-9161
TS WA e 000

Although it's one small step for Google, Natural Language Processing and
Passage Indexing will result in a giant leap for Search by putting people first:
https://Inkd.in/dJpRPcd #digitalmarketing #SEO

Bingo! Just what -
‘ ~ | was looking for.
&7
\'

HOME PAY PER CLICK ADVERTISING~  SEO~ CONVERSION OPTIMIZATION~  PROFESSIONAL WRITING  SUCCESS STORIES~  CONTACTUS  BLOG

Google Transforms Search by Putting
People First

RECENT POSTS

Canadian Search Awards Honours Search
Warrant June 11, 2021

Apple Changes the Way Digital

Thanks Google.

Advertising is Played June 2, 2021

Bingo! Just what
| was looking for.

| 4 7 ing Tos b Ot or Vol
Q Thanks Google. e T 00
(5 Like &) Comment ZATEGORIES SearChq
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How muc
of this
page is
social
media?

Own your brand

Google

search warrant online marketing X

-

News [ images [] vigeos @ Maps  : More

AboUt 29,000,000 resuits (0.56 seconas)

https:/viww.searchwarrantca

Search Warrant: Digital Marketing for Your Bottomline

Your digital marketing tactics have to repay your effort & budget. If your content, SEO or PPC
ads could be better. contact the pros at Search Warrant.

hitps:/ica linkedin.com > company » search-warrant-oniin.
Search Warrant Online Marketing | LinkedIn

— Search Warrant Online Marketing | 182 followers on Linkedin. Digital
Marketing for your Bottomline | Your digital marketing has to tra

Jun. 30, 24

https:/ica linkedin.com : seann
Sean Rucko - Digital Marketing Manager - Search Warrant ...
Guelph, Ontario, Canada nt Online Marl
Digital Marketing Manager ch Warrant. Search Warrant Online MarketingConestoga
College. Guelph, Ontario, Canada500+ connections.

ucko ¥

com > Guelph h-Warrant-... v
Search Warrant Online Marketing, Guelph, ON (2021)

Chents tum to the search marketing professios

s at Search Warrant online marketing for
rtising management

organic optimization & pay per click ad

https:/ww.contactcanada.com > datal » freesearch =

Search Warrant Online Marketing, Inc. « Life Sciences ...

Search Warrant Online Marketing, Inc. Court Guelph ON N1L 1J2 Canada. Contact
Num! Tek 510-835-01681; Fax:

hitps:/Mviw.yelp.ca » Professional Services > Advertising ~

SEARCH WARRANT ONLINE MARKETING - Request ... - Yelp

Jun. 1, 2020 — Speciatties: rofessional search marksters at Search Warrant rely on best
practices for SEO and PPC advertising to tum random web

hitps:/iviviw facebook.com ; SearchWarrantOnlineMar...

Search Warrant Online Marketing - Home | Facebook

Search Warrant receiver

t Integrated Agency Siver Award at the 2021

#CanadianSearchAwards. We are so proud to be racognized for our digital

hitps:/icontactout.com » Sean-Rucko-57810015 =

Sean Rucko's Email & Phone - Search Warrant Online Marketing
Sean Rucko's Email. s
Canada. Digital Mark

@gmail.com Show email and phone number. Gueiph, Ontario,
g Manager @ Search Warrant Online Marketing

hitps:/ivivw Kiipfolio.com » partner » search-warrant-o... =

Search Warrant Online Marketing, Inc. | Klipfolio.com
As your boutique digital marketing firm, Search Warrant speciaizes in transforming your
investment in online marketing into bottom line results.

Toole

p See photos L 7;’ 4

S

Search Warrant Online Marketing

Wabcite e call

k% 10 Google reviews

Service options: No onfins appointments
Hours: Open - Closes 5 p.m. =

Phone: (518) 325-0181

Suggest an edit - Own this business?

Questions and answers

Acxa quacton
See all questions (1)

) Send to your phone a0

Reviews Wrts aroview | Add s photo

10 Google reviews

From Search Warrant Online Marketing

"You can have clear regorting, simple explanations, and strong

2e how 825 technology firms, tourism associations,
sector benefit from our digital marketing services with
its. From paid search adventsing... More

W Search Warrant Online Marketing
o

CANADIAN 2!
2/ SEARCH AWAI

Social Content 101 We're excited to share
Jul. 20, 11:00 a.m. - 12:00 p.m. have won a 2021
ur. #CanadianSearchAward for.

Sign up Learn more



7 tips to
optimize
your social
media for

SEO

No s~

Ensure your social profile is complete with a link to your site
Integrate keywords into your profiles and posts

Link back to your website when posting content

Share on-site content and make it easy to share

Encourage users to share and interact with your content
Publish original content that can be used for backlinks
Track your social media posts performance and monitor it’s
correlation with your site performance

search
warranScD‘
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7 keys to
social
media for
your
operation

W N

N oA

Know your audience

Know your goal

Analyze your organic posts to inform your paid
ads

Create engaging content - make me stop

Make a calendar and plan and maybe a budget
Track your performance and learn from it
Maximize results and minimize effort with a
scheduling and aggregation tool



Q&A



Thank You



Appendix



Social media metrics

ESSENTIAL HEADUNES FOR MOBLE, INTERNET, AND SOCIAL MEDIA USE
INTERNET LISER NUMAERS NO 1ONGER INCIUDE DATA SOURCED FROM SOCIAL MEDIA MATFRORMS, SO VALLIES ARE

TOTAL
POPULATION

7.83

URBANISATION

56.4%

UNIQUE MOBILE INTERNET
PHONE USERS USERS®

5.22 4.66

BILLION BILLION

vs. POPULATION: vs. POPULATION

66.6% 99.5%

WITH MEVIOUS REPORTS

ACTIVE SOCIAL
MEDIA USERS

4.20

BILLION
vs. POPULATION:
53.6%
are. . % Hootsuite*
social |
searchQ
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