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INTRODUCTION
Raise your hand if you’re familiar with Candy Crush
Saga. It’s ok to admit it, we’re all friends here. The highly
addictive, free-to-play time-suck on Facebook has millions
of fans and players. The game is free, sure, but after you’ve
played level 89 for the 154th time you realize that $.99 for
a boost is quite reasonable.

The simple fact is, sometimes you have to pay to get ahead.
Social media marketing is the same way. You can create awesome content and engage with
your customers but still not get that extra bump you need to go to the next level. That’s
where paid advertising comes in. There are a lot of options, but in this book we’ll help you
understand which ones are right for you and how to use them to best get past whatever
level you’re stuck on.

Remember

AmpCase

Our trusty hypothetical company is back! AmpCase makes
smartphone cases of all styles, but their premier product is
a case with antenna components built in to increase signal
in poor reception areas. Keep an eye out for AmpCase
studies throughout this book for examples of how they
used paid marketing to augment their social activities.
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PART I: REMARKETING
Your milkshake brought all the boys
to the yard but then . . . they left.
The good news is someone visited your

people who have visited your website. It’s

website. The bad news is they didn’t buy.

an easy way to remind visitors about your
site and stay top of mind so that when

That’s ok, though. They may not have been

they’re ready to make a purchase, they’re

ready to buy yet. They probably came to

already thinking about you.

read the fantastic content you create on
a consistent basis (right?). Or, maybe they

Perhaps you’ve heard this old chestnut:

were just researching a future purchase or

It’s much cheaper to sell to an existing

creating a wish list. The point is, they left. Is

customer than it is to sell to a new one. The

that the last you’ll see of them?

same is true of remarketing – It’s much
cheaper and more effective to market to

Not if you remarket.

people who you’ve already marketed to.
It’s a lot easier to sell to someone who
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Remarketing (sometimes called

already knows the quality of your products,

remessaging) is actively and consciously

and likes you enough to follow you on social

showing your online advertisements to

media, than it is to a brand new customer.
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PART I: REMARKETIN

AmpCase
Study

AmpCase’s kick-butt content drives Facebook users
to their blog and sets them up for remarketing. Soon
after visiting, those users begin to see AmpCase ads
for 10% off their next purchase. Customers come back
to the site to make a purchase. The key takeaway
here is that the initial content started the process, but
AmpCase didn’t have to create more great content to
close the deal – they just needed to follow-up.

Remarketing works by putting a cookie on a user’s browser when they visit certain pages within
your site. Later, when they visit a page that hosts the remarketing network (we’ll talk about who
does this best in a few moments), they’ll see an ad you created. You can control options like:

How soon
users start
seeing your
remarketing
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How often
users can
see your
remarketing

What ads
they see based
on which pages
of your site
they visited
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PART I: REMARKETIN

CREEP ALERT: Remember
when you had that first
date that didn’t go well?
Specifically, do you remember
how your ‘partner’ didn’t
have the same opinion and
sent you 567 texts and left 84
voicemails? Yeah. Not limiting
your remarketing campaign is
like that. Make sure that you
set reasonable limits to the
number of ads people will see
so that you don’t become that
first date stalker.
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PART I: REMARKETIN

What kind of content works best?
Remarketing allows you to continue to sell to individuals on other websites once
they leave your website, without having to start the process all over again. Because
your remarketing efforts will be displayed on other pages, and typically in small and
constrained places, you need to think like an ad-man when creating the content.
Create visually appealing, compelling and brief ads with strong CTA’s that encourage
people to return to your site or social media platforms.
When you’re remarketing, you have the
unique ability to create ads that target
people who have already gone to specific
pages or taken specific actions on your
website. Let’s say you (as a running supply
website) recently ran a blog post about
barefoot beach running. You can create an ad
that targets the people who read that article
that says “The beach is calling you, and these
barefoot shoes will let you heed its call”.
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PART I: REMARKETIN

AmpCase
Study

Last week, AmpCase ran a promotion that allowed
their fans to vote on the next design theme their cases
should have. Everyone who participated in that contest
was flagged for remarketing. When the winning design
was selected and ready for production, AmpCase ran
remarketing ads that told all the previous participants:
“Our fans told us what to make next, and we listened!
The new Tuscan Sunset case is now available!”
The response was immediate – and notice, there’s no
discount or promotional offer. You don’t always have to
offer a deal to make remarketing effective.

You don’t have to use remarketing just to drive sales though. Remarketing can help your
social media goals too. By showing ads that drive individuals to your social platforms, you
can help build traction and grow your Facebook or Twitter community. Once they’re a
member of your social platforms, the high quality content you’re publishing will keep them
engaged and drive them towards the sale.
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PART I: REMARKETIN

How do I Remarket?
You may have heard of a little “boutique”
search engine called Google. Love ‘em or
hate ‘em, they’re the best place to run your
remarketing ads, but they’re not the only
option. Networks like AdRoll and Bing/
Yahoo! offer ad-network remarketing, while
Facebook and YouTube also offer
remarketing options in their systems (either

Rignite Insight: Ads in Facebook
should keep them in Facebook, so
custom pages are key here. This
way there is no user confusion or
hostility. Social media customers
are savvy enough to know where
that will take them and expect to
be sent to Facebook where their
discount code awaits.

internally or through other networks like
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AdRoll). Select the network that works best

They came to your site once -- remarketing

for your needs (we suggest starting with

is a key method to ensure they come back

Google) and use their tools to create a

and buy. It isn’t hard to do but it does require

cookie that you can place on your site. It

a slightly different mindset for both the

might sound complicated, but it’s actually

marketer and the customer. Many companies

quite easy. (We’d say it’s ‘easy as pie’ but

have extensive off-line remarketing efforts but

anyone who’s ever made pie from scratch

have yet to see how easy and profitable it can

knows that that saying is a vicious lie.)

be to remarket on social media.
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PART II: PAID SOCIAL
Not as seedy as it sounds.
And it’s legal in all 50 states.
Paid social is exactly what it sounds like -paying for ads or promotion on social media
platforms. Each social network has its own
implementation of paid advertising, and
each implementation can help you meet a
specific goal in your marketing strategy. The
key is to understanding which channel and
tactic will help you the most.

Facebook
When you think “social media”, everyone and their grandmother thinks Facebook.
Nanny is right: small and medium sized companies can get a lot of bang for their buck
on Facebook. (See Nanny, I told you I’d work you into our next book.)
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PART II: PAID SOCIAL

Facebook Offers
Let’s take a moment to hear the story
of Clippy, the Super Coupon. Clippy was,
frankly, awesome – he was a fantastic
discount on a product that people
craved. Clippy SHOULD have been the
most popular coupon around, but there
was a problem: Clippy had no friends.
Clippy went on being awesome, all by
himself, but no one shared him, no
one found him, and worst of all… no
one used him. Clippy expired alone and
undervalued. Poor, poor, Clippy.
*sniff*
The fact of the matter is that, if you don’t get buzz about your offer, your great deal will go the
way of Clippy. That’s where Facebook Offers come in. You can tie the power of Facebook and
social sharing into your offer to get it the adoration (and more importantly, usage) that it craves.
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PART II: PAID SOCIAL

Rignite Insight: When you’re selecting your demographic parameters, be sure
to target only the people who can afford to buy it. While age 13 is the youngest
you can target on Facebook, chances are good that no 13 year old is going to
buy your widget. Even if they’re your target demographic, you will actually
want to target their parents. The same goes for geographic restrictions. If the
offer involves going to your bricks and mortar store, you’ll want to restrict the
offer to users within a reasonable radius. Bottom line -- you just want to make
sure they can actually follow through and buy without incident or issue.

The real critical element is that
when you create the offer, it
should be designed to promote
sharing: You want people to
“like” it, share it, and comment
on it just like any other post.
That’s how it will gain traction
and boost sales.
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PART II: PAID SOCIAL

AmpCase has been rocking Facebook
for quite a while and now they’re
ready for a Facebook Offer. After some
consideration, they decide that they want
to capitalize on the popularity of their
‘Breaking Bad’ case. Their offer allows a
customer to buy one for himself and get

AmpCase
Study

a second at half price to give as a gift.
Because the show is popular, and
because the offer is a good one, people
like, comment and share it the same
as they would any other piece of
good content. What we learn is that
Facebook offers give us a chance to treat
advertising like we treat our content –
make it good and engaging and it will be
shared - except, in this case, it means
directing buying behavior too.
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PART II: PAID SOCIAL

Sounds easy, right? It is. . . BUT -- that’s a big “but” (hee, hee) -the key is that you also need to put advertising dollars behind
the offer. Otherwise you’re not going to get the necessary
exposure to have it really gain traction and go viral in a
meaningful way. We recommend starting with a $500
marketing budget on your first offer, but if you don’t
have that kind of budget, or your audience isn’t large
enough to warrant such a large spend, then feel free
to take the starting amount down a few notches.
Remember, some promoting is better than none.
(We’ll talk more about how to promote your
posts and offers in Facebook in just a bit.)
Hypothetical examples are great, but
how about some real-life examples?
Online custom apparel shop, CafePress,
regularly uses Facebook offers to
generate interest in their products with
great success (take a look at the number
of folks who claimed the offers):
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PART II: PAID SOCIAL

Facebook
Advertisements
Facebook ads are the powerhouse of
Facebook’s paid advertising plan. Their
tools and offerings can fuel activity at
many stages of the sales funnel.
No matter how good your material is, if no
one is looking at it, you won’t be successful
(revolutionary, right?). Because Facebook
Ads can be shown to anyone on Facebook,
whether they follow you or not, they can help
build your community by exposing your page
and offers to new audiences. They can also be
used to build awareness of any promotions
you are running, allowing you to get the sale
(Even from people that don’t follow you!).
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PART II: PAID SOCIAL

Facebook Offers has done a great job of creating a guide for using their Ads Platform.
Facebook Ads (unlike Offers) don’t
Rignite Insight: If you use the

necessarily need to tie back to a specific

Google Chrome browser, you can

promotion or product. You can use them to:

take advantage of a powerful,
but little-known feature in Power
Editor. Facebook will allow you to
upload an email list and create a
target audience for your ads. Did
you generate a list of emails from
your ‘Recipe of the Day’ email list?
Use Facebook Ads and that list
to promote even more recipes,
or even a special on the T-Rex
Bundt pan that last week’s recipe
specifically called for.

Promote a piece of gated content or a
download – “Download our eBook on the
top 10 most family-friendly beaches!”
Entice users to subscribe to a different
specific email list – “Sign up to receive our
weekly review of the hottest iPhone apps
of the week!”
Encourage reviews or testimonials from
recent customers – “Calling all customers!
We want you to tell our fans how your
experience was (good or bad).”

When it comes to Facebook advertising, proven offline marketing strategies apply: Keep it
simple, keep it targeted, and always include a bold, benefit-driven call to action.

16

a

publication

PART II: PAID SOCIAL

Promoted Posts
A relative newcomer to the Facebook advertising
suite, Promoted posts are an inexpensive
way to get a little extra juice for your post.
You’re probably not familiar with the algorithm
Facebook uses... their newsfeed. It’s a
complicated series of calculations that people
just as clever as we are have taken the time to
explain, but the summary is that your posts are
all given a score to determine whether it shows
up on a specific individual’s newsfeed.
Promoted posts are a bit like having an Olympic
gymnastics judge in your pocket. When you pay
(typically a very small amount) to promote your
posts, your score is made higher than it normally
would be, and your post shows up on more
people’s newsfeed than it otherwise would have.
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PART II: PAID SOCIAL

AmpCase
Study
Every other week, AmpCase runs a
promotion that allows their customers
to give feedback on new case designs
AmpCase is working on. The feedback
is important to them, of course, but it’s
the engagement and community building
that they really value. To help generate
the largest response possible, AmpCase
promotes these posts. The resulting
engagement and ongoing interaction
with their community more than offsets
the $20 that promoting the post costs.
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PART II: PAID SOCIAL

Promoted posts can help you reach a new

something and you should feel comfortable

audience as they can be shown in newsfeeds

putting dollars behind it.

of both followers and non-followers alike.
A word of caution though - You want to

On the other hand, if you’re promoting

avoid “Promotion Saturation”. We all have

something really big, like a flash sale or an

a friend who starts every story with ‘The

important announcement, go ahead and

most amazing thing ever, happened to me…’

promote it from the start.

How many times does that really end up
being the most amazing thing ever? (Our

Facebook is still the largest social network

guess – between 0 and 1) The same applies

out there and most businesses should start

to promoted posts. Promote the posts that

their paid social activities there for just that

really matter and promote your Facebook

reason. Between

offers, but don’t promote your regularly

offers, advertising

scheduled content posts.

and promoted
posts, Facebook
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Our rule of thumb is to watch for how

offers a great

well the post performs organically. If it is

blend of ways

getting a lot of shares, comments and likes

to support your

all on its own, then you know it’s triggering

sales funnel.
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PART II: PAID SOCIAL

TWITTER
Welcome to the social marketing superhighway. Twitter is
fast-paced social media at its best (worst?). Because of the
speed that tweets disappear from our timelines, twitter’s
paid advertising offer a great way to keep your promotion
in front of people long enough for them to respond.

Sponsored Profiles

Have you ever wondered how Twitter knows who to suggest you follow? Perhaps a little bird
told them… Or perhaps they do an analysis of your interests and who the people you follow
are following. Whichever it is, there is another component – you can pay to be on that list. By
promoting your account, you can increase your chances of showing up on people’s lists.
The precise mechanic for how this works is a bit convoluted, but basically Twitter will look at
your followers and determine who else they tend to follow. Then, they’ll identify the people
who are following those other accounts, but are not following you. Those are the people
who will see your promoted account. Phew, that was exhausting. It’s probably simpler to say
“Twitter is smart and will find people who should be a good match for you.” Your entry
will show up as promoted, but if you’re a good match that won’t matter much:
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PART II: PAID SOCIAL

Promoted Tweets
Got something to tweet and want to be extra, extra sure that people see it?
Promoted tweets are for you. Twitter will let you know how to promote a tweet, but
they won’t tell you when and why. Good thing you’ve got this eBook, right?
A promoted tweet is all about getting engagement on that tweet, so you want to make sure
it’s a strong message, with a strong offer, and a strong call to action. Let’s be clear – do NOT
promote a tweet that doesn’t have a link for the user to click (that’s like sending people
invitations to stay at home and watch TV – everyone will get them, but nothing noticeable
will happen). You want someone to click that link and take the next action, whether it is
buying something, downloading a gated eBook or just joining your Facebook community.
As with Facebook, Twitter offers a lot of targeting options to customize the impact of your
promoted tweet. This can be a great way to find potential customers who have an interest
in your product but don’t know about you specifically. Twitter targeting options include:

GEOGRAPHIC
SEGMENTS
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INTERESTS
(including who
they follow)

GENDER

DEVICE
(Smartphone,
Tablet and/
or PC)
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PART II: PAID SOCIAL

AmpCase
Study

AmpCase, those masters of all social media marketing,
use their twitter feed for social listening and customer
engagement, but it also helps them find potential
customers. To announce the release of their new dog
themed cases, AmpCase created the following tweet:

“Man’s best friend just got a little better. Get your pup-themed
AmpCase and let Fido boost your signal too!”
More important than the content, they used the targeting options to
ensure they reached their target demographic; sending the tweet only
to people with an interest in dogs and (this is the clever bit) who were
viewing Twitter on a smartphone. The highly-targeted marketing found
ideal customers and led to a doggone good month for AmpCase sales.

British Airways used targeted, promoted
posts too. By targeting only the Twitter
users in the UK, they were able to find
just the right audience for this tweet:
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PART II: PAID SOCIAL

Twitter Lead Generation Cards
The newest and the flashiest does not always
mean it’s the best. Of course, sometimes it
means exactly that. Twitter’s newest advertising
option, Lead Generation Cards are an excellent
way to get your community to share their email
addresses with you. While Twitter doesn’t have an
official ‘how-to’ created (they really are that new),

Twitter is an
excellent channel for
communicating directly with your
audience, but their advertising
options provide excellent ways to
shuffle customers through your
sales funnel. Not too shabby
for 140 characters
at a time.

Mailchimp has a great description of the process.
Twitter’s Lead Generation Cards let you get
beyond the 140-character limit and include media
in your tweet (after the user expands it). More
importantly, their Lead Generation Cards allow
you to include a call to action button. When a user
clicks it, their email address is sent to you and you
can include it in your email list. Remember the
rules we discussed before for soliciting people to
join your email list? Yep, those apply here too.
Source: PCMag.com
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PART II: PAID SOCIAL

“But Rignite”, you’re saying, “I’m not selling funny cats. What do I
want with YouTube?” Well, prepare yourself for a shock –
YouTube isn’t just funny cat videos. We know, we were surprised
too.
In all seriousness, YouTube is the second largest search engine behind Google and a
powerhouse for marketers. While much of YouTube’s power comes from creating great,
shareable, content, their advertising options provide access to an enormous audience.

Sponsored Channels
If you have your own YouTube channel, you
have the option to sponsor it. Almost all
major, and plenty of smaller, brands have
sponsored their channel at one time or
another. Sponsored channels show up in
the ‘Recommended Channels’ listing on the
YouTube homepage and help get people to
your content. A word to the wise, however – don’t sponsor your channel if all you have is
a single video featuring a spinning model of your latest product. Paid advertising can draw
people to your content, but having good content is what will keep them there.
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PART II: PAID SOCIAL

Pre-Roll Video
If you went to watch the video we linked

Ads’ and you create the ad unit. Upload

above, chances are good you saw an ad

your fifteen second advertisement and set

before the video started. Pretty big-time,

the showing parameters behind it. Once you

right? The secret is that it’s not very hard to

set your desired parameters, YouTube will

do… with one caveat. You need to have a

automatically place and show it. They show

video asset to display. The advertising itself

it based on what they call ‘True View.’ - you

is easy and not particularly expensive, but if

only pay if someone watches the entire

you don’t have a video to use, you’re going

ad, or at least the majority of the ad. So, if

to have to make one.

someone skips the ad, you don’t pay for it.
When you’re setting up your ad, you want to
target it to the audience that will respond.
If you’re selling a running shoe, you’re
going to want to run your ads on videos
about running (instead, say, on videos
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Because YouTube is owned by Google, the

about the cat Olympics). The goal here is to

video ads are handled through Google Ad

increase your exposure, but the right kind of

Words. Just go into Ad Words and click ‘Video

exposure is important too.
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PART II: PAID SOCIAL

AmpCase
Study

AmpCase does video too. Recently, AmpCase filmed a
series of ‘man on the street’ vignettes that featured people
testing their phone signal with and without an AmpCase.
The videos themselves were great and ended up on the
AmpCase YouTube channel, but the real traction came
when they cut the best moments into a 15 second ad.
They chose to run the ad only for users with a smartphone
and who watch videos on camping, travelling and/or
adventuring. By showing their video to only the people
most likely to buy an AmpCase, they were able to generate
leads that really mattered.

YouTube is a popular place for users to be and a great place to advertise,
but remember that the (comparatively) high price of creating a video ad
means that you need to be sure that it’s seen by the right people.
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PART III: PAID EXPOSURE
Your Blog Is Social Too.
Throughout this eBook, we’ve talked
and talked (and talked and talked) about
promoting your content through the
major social channels, but they’re not the
only social initiative options you have.
Your blog is a major hub of your content
efforts, and it should get some paid
advertising love too.
Outbrain is the largest content discovery
platform on the web (sounds a bit
like we copied that right off their site,
doesn’t it?). The way it works is that they
establish partnerships with major content
sites like CNN.com, ESPN.com and Yahoo
to provide additional links in the footer of
the site’s articles. Those additional links
are provided by Outbrain’s customers.
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PART III: PAID EXPOSURE

This type of exposure can generate a
lot of eyes on your content and at a low
price per site visit. Both of those are good
things, but there’s a downside too (isn’t
there always?). Because the audience
isn’t restricted or targeted directly, you’re
likely to have a very high bounce rate (a
fancy marketing analytics term that means
people don’t stick around your site very
long). This works well if your goal is simply
to generate traffic to your site and views
of your content, but it isn’t an excellent
method for pushing people to a purchase.

Rignite Insight: If you’re a smaller site
that’s interested in remarketing, you
may run into a challenge – typically
you’ll need to generate 500 views of your
content before the remarketing will kick
in. If you find yourself in a situation
where you’ve generated a good amount
of site visits and leads, but can’t seem
to get over the hump for remarketing to
kick in, this kind of paid exposure can be
the solution to your problem.
Paid exposure is a useful tool to have in
your arsenal, so long as you know what
it can and can’t do.
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CONCLUSION
We have been accused of being repetitive before,
but at the risk of being accused of being repetitive again: social
media marketing is mostly about content. Mostly.
Just because you have great content doesn’t mean that everyone
will see it. That’s where paid marketing can help. By using
remarketing, paid exposure and the paid advertising features
offered by Facebook, Twitter and YouTube, you can move
customers through every stage of your sales funnel.
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CONCLUSION
Have You Tried Rignite?
Now you can turn social activity into real measurable business

Sign Up For a Free Trial!
HOW RIGNITE HELPS
Our social media management
software makes it easy to post,
schedule, collaborate, respond, and
track social activity – all in one place.

WITH RIGNITE YOU CAN

• Manage multiple social accounts from one place
• Easily monitor and engage with customers
on both social media and email

• Improve response times with team
collaboration features

• See a full view of your customer’s history–

including relationship, social conversation,
and case history

• Track and measure your social media results
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