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About Me 

• Sr. Vice President, Affect 
– Public Relations and Social Media Firm 
– Serving Technology, Healthcare and Professional Services Clients 

 
• Social Programs Across B2B and B2C Brands 
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Why Pay? 

ROI for Earned Social Doesn’t Come Easy 
 
• Social Media is too Noisy 

 
• Time Investment Is Not Equal to Payoff 
 
• Lack of Targeting  

 
• Platforms Favor Advertisers 
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Hit the Bull’s Eye 
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What Can Ads Do? 
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Grow Platform & Engagement 
Among Target Audience 

Increase Website 
Traffic 

Interest or 
Action on a 

Topic 

Build/ 
Demonstrate 

Consumer Trust 

Product 
Adoption 

Third Party 
Credibility 
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But First, Let Me Pick a Platform 
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• B2C; 18-29 (through 65+) 
• Target by location, demographic, interests, behaviors 
• Multiple ad formats and goals to choose from 
• Huge range of interests 
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Facebook Ads 
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But First, Let Me Pick a Platform 
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• B2C; 18-29 
• Now integrates directly with Facebook 
• Photo, video or carousel ads – very visual 
• Food, travel, pets, fashion 
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Instagram Ads 
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Video is Hot 

• Short: 1-3 minutes 
 

• Compelling story 
 
– Fun / comical  

 
– Emotional 

 
• Captions 

 
• Call to action 
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Example: Video Storytelling 
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Example: Brand Awareness 
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Example: Brand Awareness 
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The Results 
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5 Month Program 
 
Results: Facebook 
• 3,000 ad clicks (content + website) 
• 3,100 page Likes 
 
Results: Yelp 
• 539 clicks to website  
• 1,251 profile views 
• 156 new customer leads 
 
Results: Business 
• 524 new patients 
• Total # of patient visits grew every month for 5 months  
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Example: Brand / Product Adoption 
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The Results 
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3 Month Program 
 
Results: Social 
• 5,373 clicks to the website – avg. $0.08 per click 
• 2,413 Facebook page Likes 
• Over 2,000 Instagram content Likes  
 
Results: Business 
• Immediate product adoption within first 30 days of launch 
• Brand awareness among very targeted audience 
• Intel on audience likes/dislikes – product adjustments 
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Metrics Matter 

 
• Do Twitter impressions = sales? 

 
• Will 1,000 Facebook shares raise the CEO’s eyebrows? 

 
• Will Instagram likes be shared on an earnings call? 
 

Make your metrics business goal-oriented, your dashboard readable,  
and your results tell a story. 
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Work Hard for the $$ 

Small Can Still Be Impactful  
 

• Know when to keep it in-house vs. outsource 
 
• Prioritize goals – don’t put $1 in every bucket 

 
• Evaluate often – don’t be afraid to change course if needed 
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Takeaways 
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Paid social is a MUST if you want: 
• A well-followed, well-engaged profile 
• To be seen/heard by the masses 
• To reach social goals quickly 
 
To do it well, and to get that money: 
• Do your research, pick your platform, build your goals, then back in a budget 
• Create tangible, business-oriented metrics 
• Have a strategic conversation with C-suite (not, “if we want more friends, we have to pay 

for them”) 
• Remember: You don’t have to spend a ton to get good results 
• Measure results – and report back 
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Thank You 

 
 
 

Stay in Touch!  
 

Melissa Baratta 
Email: mbaratta@affect.com 
Web: affect.com 
Blog: techaffect.com 
Twitter: @mlbaratta 
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