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WEIComE! A message from our CTO, Dennis Yu

Congratulations on your decision to supercharge your
Facebook presence and traffic.

A dollar a day on Facebook is all you need to get the job you want,
impress your friends, and make yourself famous. Sounds crazy, but we've been using

these techniques since 2008 and they work like a charm.

For example, you can make sure you get your message seen by the 58,000 people that
work at Ford Motor Company. But then you can narrow to the 22,000 that work for Ford
at Dearborn. Then filter down to the few dozen that are executives. The question is--

what will you say and what would you like them to do?

Do you want to sell a product, get a meeting, or get a job? This guide shows you how

to do this without any technical skills required.

Cheers!

Dennis Yu




So how does this fit into your overall success?

OOHE)

In our Personal Branding Guide, this is the third stage. Once you've established the plumbing

and produce consistent and constant content, you must amplify it. In the following pages,
we’ll discuss precise targeting to get your content in front of the right people for just a
$1 a day.“Dollar a day” is one part of amplification, which includes commenting back,
interviewing thought leaders systematically, and putting in place checklist processes. The

idea of amplification is not a paid only strategy-- it's how to make things 10X more powerful.




Quality Targeting

A move to quality targeting over mass media blasts.

Now do you see how this works? It's quality over quantity, folks. Think about who you want to target as precisely
as possible. Where do they work? Where do they live? What kind of car do they drive? What TV shows do they

watch? What industry conferences do they attend?

Need some PR help, but can’t afford a New York PR agency for $10,000 a month? Then let Facebook do the work
for you, running ads that target journalists who write for the Wall Street Journal, Mashable, Forrester, VentureBeat,

the New York Times or whoever. What would you like to say to them?

Can't afford to hire a big sales staff to cold call people who don’t want to talk to you? Easy! Just run ads targeting
the competitors of your existing customers. Let’s say that Marriott is your client and you've got a great case study
there. Run ads targeting the folks who work at Hilton, Starwood, Motel 6 or whoever. You can bet they want to

know what their competitors are doing. Inquiring minds want to know!

Making waves with a dollar.

Let Facebook do the work for you, running ads that target journalists who write for the Wall Street Journal,

Mashable, Forrester, VentureBeat, The New York Times.

By now, | hope to have shown you that with some ingenuity and $5 in your pocket, you can make some serious
waves on Facebook. If you're a small business or start-up, learn how to master some of the techniques mentioned
here. If you're a big brand and looking to scale, then you'll need some process and software automation to make

this happen across thousands of conversations.

Know of any companies that offer software that will do mass personalization of ad and landing page content? Ad

agencies are good at throwing bodies at client accounts — great service, but no scale. Software companies are

good at building code based on a predefined set of rules that can be repeated.



http://www.adweek.com/socialtimes/how-do-hotels-and-resorts-stack-up-on-facebook/297571?red=if
https://portage.co/blog/1925/your-killer-pr-team-works-for-a-dollar-a-day/

How to use social media to influence the press.

You are a member of the public, and thus a member of the press. So when | get terrible service, should | complain?

The levers of power have been tipping toward the public, thanks to social media:

+  Ahotel treats a friend wrong (it's happened to you, too), so he writes about it.

« Acruise line screws up its Fourth of July cruise, so this author writes an exposé on Business Insider.
+ Anairline accidentally kills a woman’s golden retriever, so she uses her blog and Facebook account to warn

others about neglect.

We resort to this only when we've exhausted our regular channels. Complaining on social media should be a last
resort, since it's basically jumping the line. When you're a journalist, blogger, or an influential person in other ways,
you wield a megaphone. Even if you're not one of those, running Facebook ads gives you that same power for a

few dollars.

Rent the megaphone!

A lot of people will file a complaint or go to the Better Business Bureau when this happens. Try that and let me
know how it works a few weeks later, counting up how much time and money you spent chasing wild geese. Then
run Facebook ads with workplace targeting (targeting folks who work at the New York Times, Wall Street Journal,

or wherever folks need to see your message). Target executives at the offending company by following these easy

steps.

Because you're targeting just a few dozen or a few hundred people, it can be done for a few dollars and in a few
minutes. The next day, the general manager of the dealer calls to profusely apologize. Folks in Japan at Toyota HQ

have seen the ad and are asking what happened.

Of course, as members of media, you and | have to be careful not to abuse our status. Yet with Facebook ads

targeted by workplace, any consumer now has this lethal weapon.

We're all press now.
Sure, at one point, you could get a message into Mark Zuckerberg’s mailbox for $100. But why not target

employees at Facebook for far less and reach a couple of thousand people, too?


http://www.firebellymarketing.com/2012/11/social-media-horror-story.html
http://www.businessinsider.com/oncruisescom-and-wesellcom-wont-fully-refund-cruise-from-hell-photos-2013-7
http://beamakesthree.com/2012/09/20/united-airlines-killed-our-golden-retriever-bea/
http://beamakesthree.com/2012/09/20/united-airlines-killed-our-golden-retriever-bea/
http://socialmedia.biz/2011/04/12/how-to-run-an-effective-facebook-campaign-for-5/
http://socialmedia.biz/2011/04/12/how-to-run-an-effective-facebook-campaign-for-5/
http://www.adweek.com/socialtimes/60-minute-facebook-ad-campaign/408499?red=af
http://www.adweek.com/socialtimes/60-minute-facebook-ad-campaign/408499?red=af
http://mashable.com/2013/01/11/facebook-message-mark-zuckerberg/

We attended a mobile hackathon, wrote a post about it, and targeted Facebook mobile engineers. Matt Kelly and

James Pearce noticed it and liked it. An intern decided to “play a trick on his boss”and ran ads targeting me. See

what happened.

B2B firms target the press to get more coverage and show up in the Facebook newsfeed.

An army of advocates

Jim Williams of Influitive shared this with us: “Xactly’s” advocate marketing program generated hundreds of

recommendations, follows and shares on LinkedIn, and a single advocate challenge resulted in nearly a hundred

new Facebook fans and Twitter followers”

Customers are already talking about the companies that they love or hate online, but advocate marketing
programs allow marketers to better organize those customers, tying their activity to sales and marketing initiatives

and results.

Small tennis program hits a grand slam on Facebook

Most youth tennis programs on Facebook have only a few dozen fans. The chicken and egg of small pages is that

they don't get seen by parents or kids in the neighborhood, so they get no engagement.

But you're supposed to be posting dutifully on Facebook and twitter each day- because there are 1.2 billion

people there, right?

Keith Wilcox is the administrator of the Gonzo Tennis Facebook page and is a daddy blogger. They're a small

academy in Boulder, Colorado. Here's one post where 10,236 people saw it and 31 people liked it.

; i Conzo Tennis shared a link.
% September 25 &

Gonzo Tennis Party 20131 October 12, 2013,
Here is some information, fun facts, and pictures....

Gonzo Tennis Party 20131
gUHﬂU[I.'HrlIh.CDI’H

"We want to invite our students and
anybody, student or not, who wants
to have some fun and play some

tennis for free, to our annual Conzo

Unlike - Comment - Share

ey Gonzo Tennis, Keith Wilcox and 29 others like this.

-;EEE Write a comment...

But normally they get about 100 people seeing their posts. That’s about 1/6th of their fan base of 650 fans.


http://www.blitzlocal.com/facebook-mobile-hack-nyc/
http://www.blitzlocal.com/facebook-microtargeting-trick/
http://www.blitzlocal.com/facebook-microtargeting-trick/
http://blog.marketo.com/2012/07/facebook-expert-dennis-yu-on-breaking-edgerank-creating-kick-a-ads.html
https://www.xactlycorp.com/
http://influitive.com/blog/case-study-xactlys-marketing-x-factor-with-social-media-influencers/

| ‘ Post ‘ Total Reach’ ‘ Paid Reach’ . Promotion

Thank you all who came and helpe... 45 - %! Boost Post
ﬁ Our Gonzo Tennis party was a hug... 96 - % Boost Post
¢] REMEMBER! Tomorrow is our "Gon... 178 - % Boost Post
We've introduced a High Performan... 45 -- I Boost Post
Here are our Mighty Gonzos having... 32 e I Boost Post
= - =3 e

If you're not seen, you don't get likes, comments, or shares.

But if you don't get likes, comments, and shares, then you're not getting the word spread, which is necessary to

grow your audience.

A local tennis program should be 500 fans, which should approximately mirror the size of your email list, the

people who come to your website each month, and the size of the folks in the community who care about you.

Friends
1 7 Connected to Gonzo Tennis

16 friends like this

S k]

2 friends were here



http://www.adweek.com/socialtimes/dennis-yu-effective-facebook-ad-techniques/294271?red=if

People care about what their friends, fellow
parents, coaches, and community members are

doing.
Especially when they’re winning.
Or having a good time

Notice how people are more likely to engage on

these posts?

What parent, teacher, or coach, doesn’t want to

see their own kid win?
That's the fuel for your social fire.

But when Keith started building the page over a

year ago, in his own words,

“I got no likes, comments, or
shares.”

USTA JTT State Championship (7 photos)

Our Boys 12°s Advanced State Champions. Congratulations!ii

-y GONZ0 Tennis
,%%’ August 30

Mighty Gonzo!
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Unlike - Comment - Share
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- Gonzo Tennis changed their cover photo.
% April 16, 2012 @

“No matter what we posted, nothing.”

Gonzo Tennis changed their cover photo.
o P March 7, 2012 @

Like - Comment - Share

“We tried cool videos, photos of our kids winning, group shots of everyone
having fun. Almost nothing.”



- Gonzo Tennis shared a link.
ply = January 11, 2012 &

"You've seen the professionals playing with specific racqu
lines from Head, Prince, V6lkl, Wilson, Donnay, blah blah
blah... it appears that each pro is playing with a racquet
that you, the regular fellow, could buy down at the local
Sports Authority..."

The Right Racqueti Many Right Answers |
Boulder Tennis Academy
gonzotennis.com

Like - Comment - Share [
Does this describe your situation?

Most coaches don't even know how to measure the effectiveness of their program on Facebook or Twitter. They

just keep posting, not aware that nobody is seeing their content.
It's like being blindfolded and constantly hitting the ball into the net.

Some people blame Facebook for this — that they've made the News Feed (your homepage and that of your
friends) so competitive, that posts from pages don’t show up. After all, your posts are competing with the updates
from all the friends of the people you're trying to reach. You need to beat them on engagement and relevancy.

Good luck.
So we discovered, somewhat by accident, the solution to this problem.

Keith's Toyota Highlander was part of the big Toyota recall. The dealer botched the service job and ripped him off

in the process. He was so incensed that he wrote this blog post about it.

Then | targeted just the folks who work at Toyota in Japan and are executives.

In fact, there are 440 of them.




Create Your Audience Help: Choose You

Location: Japan x Audience
@® Country
e 440 poopie
) City = Who live in Japan

= age exactly 25 and older
= Who like #Vice president, #Chiel
executive officer, #Marketing,

Age: 7 | 25 3| Nomax 3 #Management, #President, #Busini
: - #Chief operating officer, #Board of
T e directors, #Digital marketing, #Chie
Men financial officer, #Leadership, #Fac
.. Women execulive director, manager or sen|

president

» Who work at Toyota
Precise Interests: #Vice president «  #Chief executive oficer x #Marketing «
Executive Direcior x| Manager » | #Management x
Senior Vice President = #President »  #Business »
#Chiel operating officer » | #Board of directors » || #Digital marketing
#Chiel financial oficer » | #Leadership » | #Facebook x

Next day, we got a call from the General Manager of the dealership. He was getting barraged by calls from

management in Japan.

“Okay, I'll fix the problem. Just stop whatever it is that you’re doing,”
he said.
That's the most effective $10 that we've ever spent.

This is not about targeting people who happen to like Toyota. These are people who work at Toyota — all the way

down to their specific job titles. Yes, everything that is in your profile in fair game on Facebook.

And everything you do on Facebook, where you check in, the things you like, the friends you hang out with — it’s

all available to marketers.

So we targeted people who work at the United States Tennis Association. There are 280 folks on Facebook.

M Freien JE Teping
This ad targets 280 people

1
. v Wb bve i the United States

v Whg work &2 LSTA
o o Mews Feed om deskonn computers pof mobile {




And now our posts are showing up in the News Feeds of the people we want to reach, but haven't been able to.

B Thanks for advertising on Facebook.

Your Ad has been approved. You will only pay for the actual impressions o
clicks your ad receives. The total charge will not exceed the daily campaigr
budget you have set. Facebook reserves the right to remove content found
be in viclation of Ad Guidelines at any time.

EZETIETY) reate New Ad

Ad Preview
Conzo Tennis

It's not just fans of Gonzo Tennis, but ANYONE.

We learned that you could use this microtargeting technique to immediately solve any customer service issue, like

this or even anything you're not happy about.

You have to pay to play.

What you should do.

| get it — you don't have time or money to properly market your program. Your website may be in disrepair. Your

email list and mark materials are old. You're not posting to Facebook as often as you know you should be.

You're a great tennis coach, but aren’t a social media expert or a programmer, nor do you have the money to hire a

pro.
That’s okay.

But if you have $1 a day and 60 minutes, you can set up your program for success on Facebook to make sure your

students, parents, a prospective students are seeing you on Facebook.




Set up a page post ad that targets your fans, choosing the News Feed placement.

Notice how | selected the “promote page posts” option? This supercharges my content to show up in the News

Feed.
So as long as you're posting a couple times a week — ideally with photos and saying interesting things, you're set.

You can post something promotional every 4th post — sign up for private lessons, register for the party, bring

your friends to an event, etc. But oversell and Facebook’s algorithm penalizes you.

o T e Lo Halp

P e “ o

o Famp iy il giodae by oy pramoing Ty
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 Crawts P Puge Femt
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See how | checked the box to always promote the most recent post? Now | can set it and forget it — no need to

meddle with ads again after we're done.

| opened up the “advanced options”and unchecked the “right hand side” ads. Those 7 ads on the right are lame
— nobody clicks on them. You want to leave only the “News Feed” option checked, which ensures your posts

show up in a natural looking way.

Aidvertins oo Facabocs P ———
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Connections: 2] ' Anyone
® Only people connected to Gonzo Tennis
' Only people not connected to Gonzo Tennis
(' Advanced connection targeting

Friends of Connections: (> Target people whose friends are connected to

Enter your Page, app, or event names

For connection targeting, | chose just fans — people connected to Gonzo Tennis

Campaign

Campaign and Budget New Campaign - Use Existing Campaign
New Campaign Name: ' gonzo tennis newsfeed reach

Campaign Schedule: [/ » Run my campaign continuously starting today
_ Set a start and end date

Put it in a new campaign you call “News Feed reach’.

Set a budget of $3 a day and let it run forever.




Your Order Has Been Placed

Your order has been placed
You'll receive a notification once your ads are reviewed,

S

Go ahead and submit it and you see a“success” screen.

But don't stop there.




In your ads view, you can expand the ad and hit “create similar ad”, which clones the ad you just made.

Ad Preview # Edit  Targeting 4

This ad targets 320 people:

T = Who live in the United States
?ﬂ‘:;fd” J:":;oﬁ‘w v Who work at United States Tennis Association, Tennis Channel or USTA
» Who are not already connected to Gonzo Tennis

3;";:':;‘ h:'_:;;; = on News Feed on desktop computers and mobile devices

L qualty tennis

Gonzo Tennis

648 people like Gonzo Tennis.

View on Right Hand Sice - Create a Similar Ad

Tweak the ad to be just your city with a 25 mile radius, or however far your new students might drive.

I've chosen Boulder, Co. here. This narrows down the audience from 180 million people in the U.S. (way too big to

try to target), down to perhaps 100,000 people.

Still too big. For our micro-budgets, we must have super precise targets.




J Women

Aucience
Procise Intorests: ~ #Tenria «  Moger Federer «  #MNovak Diokovic = #Gerena Willems 320 cocsle
#Ancre Agassi v #Boris Becker s #Andy Roddick »  #Maria Sharapova » Who Bve in the United States
#Pete Sampras » » Who lve within 25 miles of Boulder,
» Who Bca #Tennis, fRoger Fodener, |
Suggested Likes and Intereets: || AAndy Mumay ) Polaybal Diokovic, #5erena Willams, #hndre
Audience: 3,500,000 Aucderca: 40,000,000 Agecssi, MBuris Becke, #Andy Rudd
| #Golf [ #Jeiena Jankovic #Mana Sharapova or FHete Sampra
Aoz 29.000.000 Aurdere. 300,000 » Who are in the broad categories Par
| #Femando Gonzilez || FBaskethal (chik: 4-12yrs) or Parents (chid: 13
Audancic 1,000,000 Auderce: 88,100,000
) milorad cavic [7] Pictoda Azarenka
Aoderce: 1,500,000
L) #Kim Clijgtors | PAna Ivanvic
Audancs: 400 000 Audierc: 2000 000
_| #Baseball [ #Janko Tipsarevic
Audiencer 38,700,000 Auderce: 311,000
[l #Stefan Edberg || PMaria Kinlenka
Audencer 48,000 Mderce: 238 000
7] #Pania Sulrr
Audence: 167,000
Broad Categories: 7] Aclivilies " Expecting Peents
BusineaaTechnology 1 Long Distance Relationship
Retail Shopping v [ Newtywed (1 yoar)
Events y [ Mewtywed (6 months)
Family Status i 8 P 08
Parents (child: (-3y1s)

f Dasasse MsREAT 41wl

I've added in some interests into the “precise interests” box. Go ahead and type in a bunch of tennis player names,

tennis brands, tennis organizations, and all things tennis. After you type in a few, Facebook starts suggesting more

of them.

Don't worry about the ones that have hashtags next to them or not, just keep adding interests until you have a

few hundred people.

If your audience is too big (over 20,000), then you can expand the “broad categories” and under family, restrict this

to just parents with kids of a certain age.

You can go absolutely bananas here, targeting folks by the type of car they drive, the phone they own, their

ethnicity, whether they have an airline loyalty card, or whatever.

For marketing a local youth tennis program, you can ignore it. If you're a business that runs Google AdWords, then

you can play with this later. For our purposes, we just want to bring in new students and increase our awareness.

Now let’s do the final ad — to target the local media.




Audience

Education: (2] ® Anyone

' In High School 200 pecpie
In College = Who live in the United States
College Grad » Who live within 50 miles of Boul
» Who work at Daily Camera, The
Workplaces: Daily Camera » | The Denver Post | Tennis Channel x Past or Tennis Channel

Under “workplace targeting,’ I've selected the local newspapers and TV stations. You might even add in various

associations and tennis-specific outlets.

Keep in mind that smaller organizations might not show up. Think about magazines that you'd like to be featured
in — target those folks. If Facebook estimates your audience to be fewer than 20 people, keep adding targets and

expand your geography (maybe to 50 miles from your city or even the whole state).
If it's above 5,000 people, then you've got something in there that’s too big.

This ad works like a charm to get media attention. The media will see it, for sure, but won't necessarily call you

right way.

As long as you have interesting content, it might get you a spot on NPR.

www.npr.org/templates/story/story.php?storyld=130188627
Classical Guitar Tab 0 Github bugs ;'_3 BlitzMetrics - mana Engagement Catego B Facebook Power Ed| onlinejobs.ph & Virool Y

September 28, 2010 12:00 PM

- * Playlist
Download

Listen to the Story

Tell Ma More 12 min 48 sec

A panel of dads discuss the ups, downs, and challenges of making sure
their children get a good education. Host Michel Martin speaks with Glen
Ivey, the state's attorney for Prince George?s County, Maryland; Lamar
Tyler, a founder of BlackAndMarriedWithKids.com;|Keith Wilcox, blogger
at AimightyDad.com; and Manny Ruiz, of PapiBlogger.com.




FOR THE PROS: This is where smart automation comes
in. Here’s an example of our scoring platform at work.

So we took the Fortune 1000 and ran a script that collected a wide range of data — market cap, their industry,
annual revenue, P/E ratio, website url, homepage pagerank, pages indexed, Facebook page, number of fans,
company logo from Google images and so forth — dozens of metrics. See the detail from our spreadsheet/CSV

file below.

Ching Mobile mww chingmobileitd herp:/fwen facobook. cormy pages/Ching:
SseTreers. PG PraTie . S SRR DI LR e FaOetaon . COITY pagEs B wee e
IPtargan Chase Matg fiprafde. www. it/ favere facebook. comf pages/ JFMorgan-Ch
Barco Santander Mt fiprofibe | wew santander.com LD S fenae facebook. com Bage: hEtp://www 3
Petrolhens woww, petroching oom http: f fasen faccbook. comy pages/PetroChina/ 11
General Electric bt/ fprofie.| werw. ge.com http: ffveee . facebook. comy pages/General-Elect
= Fllge i ol Ml T il - Db f o Fasstansh, Lu s pag a1 g/ waw.la
GOF Sual g fprafie. sk MBCon. Ael/profike-3 MR/ wwee FACCbo0k, (oMM paGE WL/ /www 3
Berkshire Hathaway e f fmreem facebook. cormy pages/Berkskire-Hay
heep: f fvaeer. facebonk. comy group. php Mpid =954
Chevron Ml.n l’FDrI“! 4 wrwrwr chevron.com M.BJM facebook. comy Chevronrel= search
Barciays v bareiiys goen  Tha dletein thumg i can fond s b g/ fwre i
Bank of China hltp Hprwfle.& Focdn net/profile-a hitp:f fawn faccbook. comy pages/Bank-of-Chin
(K- hatg:/ fprafbe. sk Mocdn.nel/hprafile- Ko/ fwees. facebook Comy pages hip: )’.'m ra
Uoyds Banking Group bt/ fprafie. wew. loydsbankngge hip:/fwee . facebook. comy pages/Lioyds-Ba
Procter & Gamble MLy fipealibe. i www. . Com IR frwre PR, wmmpm'm
EME it fiprafie. | wene and i T f favmre facebook. comy pages Enl /438 170
Telefv'a nica hang:ffprofde.i wew telefonica os  hitp:ffwnee facobook, comy pages htp:/fwww iy
UniCrodt Group R ]
T ] wewve Fip 00 RERD: ffwemre FROER00K. CoMmy pages Hewlelt-Fack.
sty hatpef fprofie | www nestle comy hetp- f foveew_faccbonk comyNetth http-/ v s
Weriran [ ammmonic stiane it fipraifide | weerer, sl B Coam REER f favarm Pacebank Comiver 31 hEER-/ e L
ConecoPhillips http:/fprofde. www. conacophillips. ¢ hitp:/wes. facebook. comf pagesHouston-TIC
Pliger map fiprafibe..i www plizer.com g f favere facebonk. comy phizer pharma

And then we ran this data through our scoring algorithm to calculate their Social Score — how well they did
versus peers in their industry. We might say, “Shell, you got a 56 and rank 7 out of 9 in Oil and Gas.” Or we might
say, “Shell, why do you have only 53,548 fans while others in oil and gas have 184k on average?” Then we target
people who work at Shell — not just everyone, but those people who have titles of VP of Marketing, Chief

Financial Officer, Public Relations and so forth.

' E:“mm; There might be only a couple dozen people and not everyone puts their information on
« Job ttle: Facebook, but it's enough. And you can bet it gets their attention! They come to a landing

o Vice President of Marketing &

Communications, Chief Financlal page that has their social scoring report, which shows a portion of the metrics that we've

Officer, Public Relations or

Nirsetnr f Pammunications— gathered. But they have to click Like to see the rest of the report, which is grayed out. Now
what happens when that person clicks “Like”? Of course, some of their friends and co-workers see it. And as all
curious co-workers will do, they want to check out what you found to be so interesting. And then when these

people see our ad, it shows that their friend liked it, which makes our offer of a report that much more credible.

But success for your company can't be solved by either a pure agency or a pure software company. The agency

can't throw enough people at the problem and the software company can't offer a one-size fits all solution to

everyone.




Only you can work the magic at your company. As much as we'd like to sell you some software, vendors like us can

only assist you in coming up with the creative strategy that resonates best with your customers, the PR strategy
that gets the press talking about you, a unique way to position how you solve your client’s pain. Ultimately,

these $5 campaigns, whether you run just one of them or 10,000 of them, boil down to a marketing strategy — a
unique, compelling message — that we can multiply out to your customers and get those customers to spread on

your behalf. (Again, if you're a smaller company targeting just a few potential or existing clients or partners, go for

it yourself!)




Final Thoughts

No matter how small you are, this will work for you, since you're targeting only a few hundred people in your town.

As long as your content is solid, this works like a charm.

Watch What Happens When Consumers Use Facebook

Sarah Sal shared the following story with us about her friend’s encounter with a car rental company while en route

to a show in Germany:

“This happened to my friend Emaline Delapaix when
she booked a car from Enterprise Rent-A-Car.

They overbooked and told her they couldn’t honor the
reservation just 45 minutes before she was due to pick
up the car.

My friend is a singer / songwriter / musician and
makes her living performing her own original music
all over Europe. Having her reservation canceled
last minute meant she lost money and not honor her
commitments.

Most rental car companies offer a complimentary
upgrade to the next available car class for these
situations. When no cars are available, they’ll offer to
help organize a car with one of their competitors and
pay the difference.”



Below is the post my friend made on her wall:

amaling celapaix

| Pt by Emating Dalapais [7]: July 4 8 BA30m &
Dedr Erterprse Rant & Car (Wessensss Decin)
Thank; you for runing my cay. F'm not Sure what kind of Dusngss you are
Funning but Callng U just 45 Minules DElore we @re due 1o DKk LD Our &
o el s thast you unlorunaliely had no vehicles: lefl in any looations Lntil
Moy i just mot right
INot only did | have 10 canosl one show bul bwo. 8 concer This evening in
Hamburg and anciher lomarow moning as part of a lesival on the Mol
Bea. And no, unfortunately as i was so st minute ard in he maddie of
Mourst season hars in Barin thare wors no other cas. avallable with ol
rental COMpans WO0aY 1or US 10 gt 10 GUP SNOWS I lima. W Tely on you
BETACE b (P ST BEhE BN B O QU INBLUTENLE B SRS 10
COMSHME 0N 1Me BR3 Fealy SIMT AD0MEcale The Mok of haip fom you in
WYRg B0 FeCTify (il SAUATON SENeF NFOLGN YOUr COMPanY OF with one of
your compatitons on the phong. Afler our experence | will defindely heling
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Later, | promoted that post using a Facebook ad with the aim of reaching executives at Enterprise Rent-A-Car.”
The ad campaign had 3 levels of targeting:

1. Fans
2. Enterprise Rent-A-Car Executives

3. The Media

View the next page for the details!




1. Fans

At the time of writing this post, Emaline’s fan page had over 3000 likes. Getting likes, shares and comments on the

post was important, as it would show Enterprise Rent-A-Car that people are listening to her complaints.

Related Resources from B2C

» Free Webcast: Hooked: How to Build Habit Forming Products
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The first set of ads was targeted at her fans to make sure we got as much engagement/reaction from them. We

even had a comment from someone saying they did not like the company because of a similar bad experience.

Ml Dave Kellogg that company is so F d up ive had the same thing happen
=@M Unlike - Reply -« 1-July 5 at 2:57am

n emaline delapaix ()
~ Like - Commented on by Emaline Delapaix [?]- July 5 at 8:33am

n Write a reply... 0]



http://webcasts.business2community.com/events/hooked-build-habit-forming-products?utm_source=B2C&utm_medium=Article-Promo&utm_campaign=Webcast10082014
comment from someone saying they did not like the company because of a similar bad experience

2 . Enterprise Rent-A-Car executives

The campaign targeted executives at 3 locations. The German headquarter in Frankfurt, the European

headquarter in London, and the global headquarter in Clayton, Missouri.
To reach the executives, 3 targeting methods were used:

A) Targeting people that listed Enterprise Rent-A-Car as an employer. While located in one of the 3 headquarters

in Frankfurt, London, or Clayton.

Targeting # Edit

Potential Audience for this ad: 440 people

Location Employers
Clayton (+10 mi), Missouri,  Enterprise Rent-A-Car or
United States Enterprise Rent-A-Car

B) Targeting people that have Enterprise Rent-A-Car as an interest.
We also targeted based on people who:
- Have a management or PR/marketing work title.

- While located in one of the 3 headquarters in Frankfurt, London, or Clayton.

Targeting # Edn
Potertial Audience for this ad: 40 peodke
Location ~ob ity
Clayion (+10 mi), Missourl,  Chief Exaculive Oficer,
Urite Staes Chal, Exscutive Disecior,
Marager, Public elatons,
Ap Vict Prasdent Chie!
e Firancial Ofice,
[o— Maragement, Misabing,
Eneeprise RentA-Car Marteg
Vice Chairman, Manager
IMaraging Dispcioe,




-Someone located in Frankfurt, London, or Clayton, while working for Enterprise Rent-A-Car.

There are more chances that they are also a fan of the company fan page. Of course this does not mean that

everyone seeing the ad works for Enterprise Rent-A-Car.

3. Media

This ad set targeted both local Berlin newspapers and travel publications:

Potential Audience for this ad: 480 people

Location Employers

Australia berliner-zeitung.de,
Canada Berliner Kurier, Berliner
Germany Maorgenpost,

United Kingdom Tagesspiegel.de or DIE
Poland WELT

United Stales

Potential Audience for this ad: 1,920 people

Location Employers

Germany Condé Nast Building,

United Kingdom Travel Weekly, Conde

United States Nast Traveler, Travel +
Leisure, Condé Nast

Age Traveller UK, Condé Nast

1 B and Older mr Aarknarkoar Manarins

If you have a story worth sharing, why not show it to people working in the media for a few dollars?

Results

It worth mentioning that the ads started running on Friday evening (European time zone). By Saturday morning

my friend asked me to stop them. Why?

The manager of the Berlin branch called her band offering to reimburse them what they would be paying to

another competitor that morning. After running the ads, it is interesting to see how the situation changed 100%.

Before we set up the ads, my friend called them to try and find a solution and they ignored her. Afterwards, the
branch manager called her personally offering to fix the situation and admitting they had broken the law and

were very sorry. How much did it cost? $10.94- a small amount to run some laser-targeted Facebook ads.
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The ads using workplace targeting had the highest CTR and cheapest CPC.
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Here's a screenshot from the ad spend breakdown per ad set.

The ad got 18 clicks from the German headquarters in Frankfurt, 55 from the European headquarters in London,

and 30 clicks from the main headquarters in Clayton Missouri. For the media campaign we got a total of 17 clicks.
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Also interesting was that most clicks came from mobile phones- perhaps being a weekend evening in Europe and

a holiday in the US?




Dennis Yu of BlitzMetrics warns:

“If your company pissed off a major celebrity with poor service, how would you
respond? Consider that even ordinary consumers have this power now.”

JD Lasica from SocialMedia.biz shares his own experiences, and outlines how to conduct yourself when amplifying

your complaints via social:

For years, social media has been tilting the balance of power between
bad actors in the corporate world and consumers. From Dave Carroll’s
United

Breaks Guitars to last week’s hellish Comcast customer service call, our
firstimpulse today is to take to our social networks to announce how

we've been wronged.

| did this recently when my iPad Air was stolen at a W Hotel — and got W

headquarters to buy a replacement iPad the next day.

The idea of taking this one step further by buying micro-targeted
Facebook ads is genius — because, ultimately, you need to cut through

the corporate hierarchy and reach the decision-makers directly with a

genuine, human message.

My advice for those who are wronged? Don’t be abusive or over-
thetop”angry. Express remorse that the company isn't living up to its

values or responsibilities.

Have you ever complained about a bad experience with a company via social? How did they respond?

Special thanks to Sarah Sal for her story and campaign data.

See how for just $1, you can make some serious ripples? It all comes down to who you target. Do you have a

dollar to spare to spread your message? Want to learn more?



You have completed the Dashboards Guide!

What's next?

You have finished Targeting! - Now move onto Ads Create.
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