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HP’s Commercial PCs HP ships 1.7 PCs HP’s Printing
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[/ Steps to a Social Media Campaign

Objectives
Budget

Target audience
Key messages
Content types

Platforms
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Targeting and retargeting




1. What Are Your Campaign Objectives?

What do you want to accomplish? Will this be a paid campaign?
« Awareness — watch a brand video, influencer content
» Consideration — watch an unboxing video, comparison charts, infographics

» Purchase — Buy Now buttons, pricing offers, coupon codes

Consideration

» Brand video « Comparison o Offers on
- YouTube chart on Facebook
SlideShare or Twitter

Custom creative by target audience




2. Establish Your Budget

Run the scenarios to determine how much money you’ll need:

Target audience: 1 million = $7.09 X 1,000 = $7,090

Don't forget to add your cost of creative
Click through rate: .98% = 9,800 clicks
Conversion rate on landing page: 2.35% = 230 sales

Value per conversion: $50 = $11,500 in sales




How to Define Your Paid Social Media Budget
Some benchmarks to start with

| nC US Facebook Advertising CPMs and CTRs, by Industry

. based on an analysis of hundreds of millions of global ad impressions and engagements by Marketing Cloud customers

in Q1 2016
CPM CTR

$7.94 2.52%

$7.02
$6.27 $6.33
$5.40 1.72% 1.72%
1.56%
$3.09 0.98%
0.51%

Average CPG E-commerce Gaming Retail Travel Average E-commerce Gaming Retail Travel

MarketingCharts.com | Data Source: Salesforce Marketing Cloud




3. Who Is Your Target Audience?

Facebook, Instagram, Twitter and YouTube offer these targeting options

Location - country, state, zip code, or even the area around your business

Demographics - age, gender, interests—and even the languages they speak

Interests - hundreds of categories like music, movies, sports, games, shopping and more

Behaviors - things they do—Ilike shopping behavior, the type of phone they use, or if they're looking to
buy a car or house

« Connections - reach the people who like your page or your app—and reach their friends, too
(lookalikes)

« Keywords — especially helpful on Twitter



Know Your Target

Shops at Best Buy
36 years old
Shopping for printers

Has school-aged children
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4. What Are Your Key Messages?

f HP n HP
July 16 at9:00am - & Sponsored - @

The new DeskJet 3700—With so many colors to choose from, the pop art MNever run out of ink, nor inspiration. Introducing HP Instant Ink, an ink
masters would've gone pop wild (7] hp.com/go/deskjet3700
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Ink delivered right to your door.

Enroll to save up to 50% off on ink

Ink delivered right to your door

HP.COM Sign Up

iy Like W Comment #» Share il Like Comment Share

subscription service that delivers ink right to yvour door before you run out.




5. Choose Your Content Type

The HP Spectre Laptop - forever your entertainment masterpiece.
www.hp.com/go/hpspectrelaptop #ReinventObsession

Text posts

Text and image

Instagram image — higher quality
Text and video

Animated GIFs

Influencer content

Shares, retweets

Snapchat

Live: Periscope, Facebook Live

Paid options like:
— Carousels

- Canvas

— Snapchat filters

i Like W Comment = Share

@ HP shared Emily Blincoe's video

Emily Blincoe with HP il Like Page

Joyridin® in the wagon. I'm partnering with HF to incorporate prints into my artwork. It
was super fun playing around with stop motion using printed photos. Disclaimer: don't
let your dog drive your car! Their legs aren’t long enough. Music by Josh Hedlund.

iF Like Comment % Share

hp We love this video @andrewknapp
made with his dog Momo and his HP
Bl printer. What are you making with your
printer?

_megan.h_ @allibuggaboo
supreme.irene @tthatkid]
erikb605 Der Arme Hund ihr HP opfer

aseke_k_ benran c obaka, peknama He
yAa4Han

albertabound_ Omw & @chody413
holimcandless @liyagreeenwood wif
gracelarkin @ellielarkinl6 its Chad




6. Choose Your Social Media Platform

« Facebook — widest audience, storytelling, graphics and <2-min. videos

« Instagram - graphical stories and <60 sec. videos

 YouTube — everyone, search, brand awareness, influencer, how-to

« Twitter — analysts, employees and media; trends male, real-time, Vine, Periscope — news-oriented
 Snapchat — 14-18; real-time photos and videos, filters, mobile

* LinkedIn — better targeting for business

 Google+ - trends male and technical




/. Buying Targeted Media




Target Audiences

Facebook, Instagram, Twitter and YouTube offer this targeting

Location - country, state, zip code, or even the area around your business

Demographics - age, gender, interests—and even the languages they speak

Interests - hundreds of categories like music, movies, sports, games, shopping and more

Behaviors - things they do—Ilike shopping behavior, the type of phone they use, or if they're looking to
buy a car or house

« Connections - reach the people who like your page or your app—and reach their friends, too
(lookalikes)

« Keywords



Retargeting — Getting More for Your Paid Social Media Dollar

» Targeting is good, but retargeting allows you to focus marketing dollars and brand messaging on a specific
target audience that is more likely to buy from you than other audiences

» Retargeting is more affordable, efficient and effective

* Types of data
- CRM data
— Website visitors
— Data you buy
— Data you borrow



Custom Audiences on Facebook

Your database

Matched targets

Facebook/Platform




Website Visitor Data

Available for Facebook and Twitter

How it Works

* Place a pixel on key web pages

» Build audiences you can target on social media
» Track conversions

» Target visitors to specific pages

* The day you post the pixel code you have zero
customers in your database




» Facebook Retargeting: April, 2016

e Tested
-~ Facebook targeting
— HP Custom Audience
— HP Pixel Audience

* Results

— The Custom Audience using HP data performed 4X more efficiently at delivering the audience to the landing
page

— Cost per order for the Custom Audience was 71% lower than Facebook targeting



Borrow Partner Data

e Consider which of your partners share
your goals

* Ask your partners if you can target their
customers on social media

 Your partner can run the social media
advertising via their account or you can
run it on yours



Buying Social Media Data

Shops at Best Buy
Lives in Denver
Shopping for printers

Has school-aged children



What we discussed
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Content types
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Targeting and retargeting
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