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We’'re an integrated agency of creative
storytellers & analytical thinkers
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1) Friction based advertising is hurting
2) The pace of change is increasing exponentially
3) Marketmg who win are equal parts left and right
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1) what will make them share? (love)
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 Understanding Today's Audience

 Break

 Mobilizing & Expanding your Social Community
* Lunch

« Keynote Speaker: Beth Thomas, Google

AGENDA  Break
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Let’s get started
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Trend 1#1: The rebirth of audio
and rising adoption of voice

Audio is experiencing a renaissance. It looks a little bit different,
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Visual overstimulation has in part led to the re-emergence, and

evolution of, audio

Of Spotify users
believe there is
too much visual
stimulation and
think audio offers
a hice escape

+23% increase in digital audio
advertising spends from 2017/-
2018, with revenue totaling
$2.3 billion

53% of Millennials and GenZ's
say that audio has shifted from
something they tune in to, to
something that completely
surrounds their everyday life



Audio isn’t one thing

PODCASTS

J2

STREAMING
MUSIC

110%: Expected growth in
revenue from 2017-2020.
17% of the U.S. population
listens to podcasts weekly.

75% of all demos use an
online streaming service.
There has been a 32.9
percent jump in paid music
streaming from last year.
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92% of adults 18+ in the US. listen
to radio each week. It's the
channel with the highest weekly
reach amongst this demao.

129% increase in the number of
people using a voice-activated

assistant device at least once a
month over last year.
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Marketers are jumping in from multiple angles

1 INVESTMENT IN BRAND

Brands are investing in things like sonic branding and audio content
series (such as podcasts or audio versions of their publication).

2 INVESTMENT IN MARKETING

Brands are increasing their investments in audio-dominant channels and
see these technologies as increasingly important going forward.
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Voice: / know what it is but explain it for my friend...

“Voice” Is an emerging user interface in the
age of digital “personal” assistants (Alexa,
Google Assistant, Siri, etc.).

Voice enables faster user interactions with
the billions of devices that can leverage
speech recognition to help access
information and get things done for humans.

And it's a big f-ing deal. A new

study released earlier this month by a
venture capital firm forecasts voice
technology funding will nearly triple in
2019 over 2018 totals.
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We’ve moved beyond widespread adoption

iPhone 4s + Siri ‘ 2014

i PHASE 1 1S DONE

Phase 1 introduced consumers to the idea of using
voice to perform basic tasks.

Google Home \

2016 | =\ \ 2018

| One billion
| devices have

T Voo ssiants WELCOME PHASE 2
PHASE2? Phase 2 is about voice becoming a pervasive
Interaction mode that has more capabilities and is
used more frequently across more devices and
Profileration of ConteXtS.

devices with
integrated voice
assistants
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Voice also isn’t just one thing, and usage is different by device

53% of monthly users use it to @ 50% of voice assistant users have
o answer general questions, the used it in the car. And 47% of
#1 use case. Most assistant monthly users use it for traffic info or
IS:”'\I-AIQE-II-E- interaction occurs on phones. CAR directions, the #2 use case.

—

o 79% of smart speakeroowners 70% of smart home appliance owners
use them monthly, 46% use are planning to buy another. The #1
them daily. The #1 use case is case use is for home security. For

SMART listening to streaming music. APPLIANCES | carables. it's about moving beyond
SPEAKER & MORE

passive media consumption.
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Marketers are approaching voice in primarily two ways

1 SEO & WEB CONTENT OPTIMIZATION

Make sure your existing ecosystem is built to support voice assistants,
where they pull from and what they say about you. This is table stakes.

2 CUSTOM APP/SKILL/ACTION BUILDS

Control the narrative by building adding a new element to your
ecosystem and creating opportunities for discovery. 35% of marketers
expect to do this by 2020.



Trend #2: The tension between
personalization & privacy

People want things that feel most relevant to them personally.
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Consumers want things that are more relevant to them
(and marketers/platforms are quickly accommodating)

Expect to receive a
personalized discount
within 24 hours of

54% identifying

themselves to a brand

41% say they expect
employees in a brand’s brick
and mortar store to know
what they've purchased online

44% of shoppers in a recent
survey said they will likely
repeat after a personalized
shopping experience



360i

But they are skeptical of the data collection process

Believe brands are
using personal
information without
their consent

/0% of internet users 18+
say they are worried
about being hacked

Only 8% of internet users 18+
want brands to identify them
from their web activity
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So it’s got to be on their terms

v" CONTROL OVER v" CONTROL OVER
INFORMATION USAGE INFORMATION ACCESS
62% of adults 18+ want 91% of online users in a
more personal control recent survey expressed a
over information that desire to have more control
companies might have or block companies from
about them. using their personal data.
68% of internet users said 40% want to opt-in to a
they would support rules promotion.

like the GDPR in the US.
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Social is not exempt from fallout around privacy concerns

“Dark Social”

The desire to move away from public placements like 41% of travel marketers
News Feeds and towards more private channels like D planned on using SMS
messaging platforms (ex. Facebook Messenger). or messaging apps in 2019
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Trend #3: The changing
face of search

Search remains fundamental to marketing, and spends continue to increase
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As with marketing as a whole, search is becoming
more consumer-centric

expectations initially - but Google has made sure 'y
It's now a better experience for both the consumer i

The desire for more customization didnt meet - ~ U )mll[r.(f o

WR
j . "o.',o‘
\@WIII ) e

"\

now even able to bid on various “qualified”
audience segments (CRM audiences, those similar
to our CRM lists, Remarketing, Affinity, In-Market,
etc.) to direct more dollars to them.

»—e
»

and the marketer. < 'V

“ <
They are doing everything they can to make sure ‘.uf‘_ \ F
that each useris getting the best ad for them ‘ - \ |
based on their behavior (previous site usage, time A\ Illl'
of day, demographic info, device used, etc). We're R 77 \

-
v
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Automation means more personalization, less effort

The Future Of Search Has No
Keywords

‘Algorithms will craft perfectly assembled advertising
copy from a series of brand statements from a website
or feed. The computing power required to do this
already exists and is likely to be made available to mass
audiences very soon. Humans are not equipped to
create keyword lists or make essential Al predictions.”

Jared Belsky

- Jared Belsky bl PO

You know him!

7
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Many new or more sophisticated tactics now in the market

* Universal Local Ads - One multi-faceted Google ad product that shows
up on Mmaps, web search, display, YouTube, etc. and that make it easy to
touch on a lot of areas with one ad and one bid.

« Automated Bidding - Automated bidding has always existed, but there
are more products than ever to work towards a variety of goals such as
site visits, conversions, revenue, etc. More later in the presentation!

« Dynamic Search Ads - A way to make ads for you by reading your
website - the same way that they do for organic results.

 Responsive Search Ads - These allow you to input a lot of ad “options”
and Google combines each option in various permutations to find the
optimal ad for everyone.
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“Visual search” usage and capabilities have grown significantly
as marketers adapt to demand for visual-first communications

9.00

“Visual search” encapsulates both
the input of an image or a visual
display of search results

credenza

ALL IMAGES

62% of Millennials desire the
ability to visually search over
any other new technology

Pants~ - Sherts+-@..:Shirt § Jacket Hat

oo @ 4

Autumn outfit
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The ubiquity of voice-enabled devices means voice search is

here to stay

-

Of U.S. consumers
have used voice
search, and 47% plan
to increase usage in
the next year

2 billion devices
worldwide provide voice
assistant access

20% of Google’'s mobile
search volume in 2018 came
from voice, equating to about
250 billion searches.
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Net net

1 SEARCH IS MORE DYNAMIC, AUTOMATED AND TARGETED THAN EVER

2 SEARCH IS MORE BENEFICIAL TO THE CONSUMER THAN EVER

3 SEARCH IS EASIER THAN EVER! (MORE TO COME)
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Trend #4: Gen Z’s alternative
relationship with social media

Gen Z is trending to be the most diverse, most educated generation.

| @ T 63 [ A 4B TR P an o T @ o Y AR R Q@ E e Y E I ER W AT amET omn T a3 e T A N @R A B Y i e 3 PP o T Ry o0 VGO @) [0 iy 4D EEESEEheEn T e W ol PSS R iy T R e P @Rt st AT T P (i Adn N e B N e RN SRR SO, S
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They are the first post-internet generation, so the digital world

/s their world

50% use
Instagram
multiple times
a day

o

43% play
video
games on
a console

o

7/ hours spent
online a day

47% spend 3+
hours a day
on YouTube

®

34% want
brands to
reach them
on social



This leads to a life on display

Of Gen Z teens and
60% of Gen Z adults
agree that they feel like
‘people are constantly
judging me.”

360i

24% list “thinking about
my appearance” as one of
the most stressful
elements in their lives.

32% more likely than Gen
Pop to say the brands they
use reinforce the image they
want to portray
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Add in an outsized sense of stress

70%

. 60%
Most parents of Gen Z children

took great efforts to give their kids 50%
the educational advantages that

would help them succeed later in 40%
life. As a result, Gen Z teens have
. . . . 30%

close relationships with their

parents, but feel the pressure of 20%

parental expectations to do well. I
10%
0%

Thinking about My financial  Trying to get good Keeping up with  Thinking about
my future situation grades everything Ineed my appearance
to do

mA12-17 mA18-24
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Don’t let that fool you - they have a strong sense of self and
are searching for real truth

‘Undefined ID’ ‘Communaholic’ ‘Dialoguer’ Realistic
“Don’t define yourself “Be radically “Have fewer confrontations “Live life
in only one way" inclusive” and more dialogue” pragmatically”
Expressing Connecting through Understanding Unveiling the truth

individual truth different truths different truths behind all things
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Therefore, their relationship with social media is different than
other generations — it’s far less superficial

1 INTENTIONAL SOCIAL PRESENCE

Theyre more aware of the public footprint created by their social media
use and are more adept at crafting & maintaining their desired social
persona. They also want to use digital and social platforms to create
positive change.

2 APPROACH SOCIAL AS A UTILITY VS. NOVELTY

Theyre a generation that prizes authenticity & practicality above all else.
These traits result in a greater skepticism of Social and a reluctance to
blindly opt in to Social not shared by older generations who were more
easily lured by Social's novelty.
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Trend #5: From e-commerce to
s-commerce
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Social is no longer just a place for inspiration & discovery - it’s
closing in on conversion

- 74% make buying
‘Social hetworks have surpassed search decisions based on

engines in the product research phase social media

of the purchase journey in 15 out of the
45 markets we track.”

200MM Daily active
Instagrammers visit a
business profile each day

-Global Web Index
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~8% of all retail sales will come from social in 5 years time

Estimated US Social Commerce Sales
Billions (S)

WTop 500 retailers ™ Total retail — Share of US e-commerce

7.8%
1% g
53% -

39% 51.8
39.2
29.3
22.0

2019 2020 2021 2022 2023 2024
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From inspiration to en route in one seamless experience

ooooo 9:41PM - eee0 9:41PM -

© ‘sttagrmm (“3 Y Cancel @ Checkout

7NA\ zara

Tweed Jacket

Instagram launched it's in-
app checkout this year - it

Total $12900 continues to lead the way
Shipping In social commerce
s Lle O e because of improved and
- automated functionality.
X = . eeee 0000
°av 2

1NR RARK likae

h Q o rg “ Q O IQ a ‘ polim‘esv
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From inspiration to en route in one seamless experience

Pinterest’'s Shop the Look has
now been fully automated and
browsable catalogs are rolled
out, giving perusers more
buying options than ever and
positioning it as a competitor to
Facebook & Instagram.

$20.00 $25.00 $79.00
Classic Striped Stripe Tee Lynnea
V-Neck Tee vy N




GenZ is driving a lot of this growth

66%

Of Gen Z are interested
In purchasing items via
social media directly.

360i

1.6x more likely than the average
Internet user to say a ‘buy’ button
on a social would increase their
likelihood of buying a product

32% have purchased
something online within the
past month
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Influencers are an increasing source of commerce for brands

1 INFLUENCER MARKETING INCREASES BRAND DISCOVERY

Social shoppers in North America are 56% and 49% more likely than
average to discover brands via celebrity endorsements and posts or
reviews from expert bloggers, respectively.

2 INFLUENCER MARKETING LEADS DIRECTLY TO CONVERSION

Influencers can now tag brand products in their posts and platforms like
Snapchat are rolling out e-commerce functionality to their biggest
mogul influencers.



What have we learned?

1

Give people new ways
to discover you. The
tried and true is still

effective, but less and

less relevant (especially
to younger consumers).

2

Novelty and superficiality
won't yield meaningful
returns. Give people a

sense of control, utilities

for daily life and the
ability to take action.

3

There are big moves
and there are small
moves. Choose 1-2

areas to test into
based on your goals
and your target user.
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We’re an
integrated
agency of
creative

storytellers &
analytical
thinkers
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How smb’s use
social media 2019
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How smb’s are using social

L]

83% of small businesses use social 69% of small businesses use
Mmedia to increase their brand social networks to increase web
exposure traffic

95% of SMB's will Only 1/3 of SMBs are Non-customers are three times
increase online Investing in video more likely than customers to
marketing marketing visit retailers from social media

budgets in 2019 ads.



how smb’s are using social

42% of marketers say that Facebook is
critical or important to their business

70% of B2C marketers have acquired
customers through Facebook

37% of users will
buy from a brand
they follow

Snapchat App reaches
53% of the mobile
audience in the US

80%+ of the pins on
Pinterest are repins

78% of users say content from
Brands on Pinterest is useful

Approximately 80% of all
Instagram users follow a

business on Instagram

360i



Why is paid social important?
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Don’t panic,
plan




©2016 360i PROPRIETARY & CONFIDENTIAL. ALL RIGHTS RESERVED.

What
should
we

do?



Paid social media marketing goals

Raise awareness

grab people’s attention
reach new people with
ads video views

090

an

Interest/consideration

drive users to website, collect

customer information via lead

generation, build community
with engagement

360i

Action

highlight sales, products and
other specials to drive people
to your store
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Choose your platform

* Great for B2C * Highly visual content « Grow awareness
* Lots of ad formats * |deal for web traffic and * Drive traffic
* Largest reach platform awareness * Great for new product
« Show off products for B2C launches and real time
conversions engagement

* High marks for visibility and awareness * Paid content blends in nicely with other pins
* Great to reach younger users 18-34 * Great web traffic driver
* Filters and lenses are great for interaction * Users are highly engaged & tends to be

aspirational



KPI's defined

KPI

KPI Calculation

CPM - Cost Per Thousand Impression

CPM = (Total Spend/Impressions)*1000

CPV - Cost Per View

CPV = Total Spend/Video View

CPC - Cost Per Click

CPC = Total Spend/Clicks

CPE - Cost Per Engagement

CPC = Total Spend/Engagements

CPL - Cost Per Lead

CPL = Total Spend/ Leads

CPA - Cost Per Acquisition

CPA = Total Spend/Number of transactions

360i




Choose your objective and KPI

360i

090
falal
Raise awareness Interest/consideration Action

Objectives Reach/Impressions | Video Views | Website Traffic | Engagement Lead generation Online sales/In-Store Traffic

- @ ‘ @ @ @ ‘ @ @

Try posting Image, video, CIFs, Short mobile friendly Clear call to action to Post Engagement Ads, | Collect valuable customer Store traffic ads on Facebook and Instagram, offer ad units and
infographics, or share a video :06-15 sec drive users on site Local Awareness Ads, emails, phone numbers retargeting ads to get users who have shown interest in store
relevant link Reach Ads on and other information to

Facebook & Instagram. | build your
Work with influencers CRM/remarketing list
on Pinterest &
Instagram
KPI CPM ChV CPC CPe Cost Per Lead CPA

*Not an exhaustive list! Just some ideas to help get you thinking



360i

Choose your audience
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Consumers want
content that
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Developing an Audience Strategy

ME
it + +

Your customers Their interest Your platform and
content
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Defining your audience
Your customer information is the best source of data to define your audience

Who are our customers? Why are they our customers? Where is our audience on social?
* Average Age « What do they like about our * What platforms do they use?

* Male or Female business? * Are they on mobile or desktop

* Where do they live? « Why do they need our * Where do they engage?

« How often to they shop? products?

 What sets you apart from
competitors?
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Use of different online platforms by demographic groups
Who to ta rg et % of U.S. adults who say they use ...

Facebook YouTube Pinterest Instagram Snapchat LinkedIn Twitter WhatsApp

Where Total 8% 73% 29% 35% 27% 25% 24% 22%

Men 62 75 16 30 23 25 23 20

Women T4 72 41 39 31 25 24 24

Understand where your e . L . . Ny N e y
audience is using social Seck oo ®m e ®m o ®m
d . Hispanic 73 78 23 38 31 13 20 49
Ages 18-29 81 91 34 64 638 29 40 27

20 94 31 71 78 25 45 25

82 28 39 54 54 34 33 31

78 85 34 40 26 33 27 32

65 68 26 21 10 24 19 17

41 40 16 10 3 9 28 6

<$30,000 66 68 20 30 23 13 20 20

$30,000-$49,999 T4 78 32 42 33 20 21 19

$50,000-$74,999 70 77 34 32 26 24 26 21

$75,000+ 75 24 39 42 30 45 32 25

High school or less 60 65 18 29 24 9 18 20

Some college 71 74 32 36 31 22 25 18

College+ 77 85 40 42 26 50 32 29

Urban 75 20 29 42 32 30 29 28

Suburban 67 T4 31 34 26 27 23 19

Rural 58 59 28 25 18 13 17 9

PEW RESEARCH CENTER




Who to target where

Other Things to
Understand & Audience
Best Practices

Do You have Email
addresses/phone numbers?

* [f not, can you start capturing
these?

Are you using the FB Insights
Tool?
 What other brands do our

followers like? What can
we learn from this?

Lookalikes and Competitive
Conquesting are typically
some of our best performers

360i

Josh Boyd (16531736113... +

CREATE AUDIENCE

UNITED STATES
All United States

Location v

Age and Gender v
Age
18 ¢ — Any?*
Gender
All Men Women

INTERESTS > BUSINESS AND
INDUSTRY > ONLINE

Social media

People Connected to

People Not Connected to

Interests o Vv

Connections v

Pages v

Create New Open Save More ~

M (New Audience)
35M-40M monthly active people
(i}

Demographics Page Likes Location

Age and Gender

Self-reported information from people in their Facebook Profiles. Information only available for people aged 18 and older.

B 63% Women
54% All Facebook

B 37% Men
46% All Facebook

Relationship Status Education Level

People on Facebook

Country: United States of America ¢

10%
65 +

Self-reported data from people who list a relationship status on... The highest level of education reached based on self-reported ...

47%




Create your ads




360i

Design for your customer & design for the funnel

- People who
don't know you

Awareness - Interesting, eye-
catching ads

- People who know you or
existing customers

Consideration - More engaging ads, clear
call-to-action for non-
transactional

- People who know you and are
about to buy something or visit

- Strong call-to-action, offer, reason
to visit in-store




For example: Awareness

360i

HOW PEOPLE CONSUME VIDEO ADVERTISING

FEED SKIPPABLES
@ (PRE- & MID-ROLL)
z
o
0
o
w
"
o
A
]
>
, . WATCHTIME -
ECR Q0D
- ALL SIZES - HORIZONTAL
- SOUND OPTIONAL - SOUND ON
- MASSIVE SCALE - SKIPPED BY MAJORITY
- RELEVANT TO ME

NON-SKIPPABLES ‘STORIES®
(PRE- & MID-ROLL)
i Q O hulu 0%
- HORIZONTAL - VERTICAL FULL SCREEN
- SOUND ON - SOUND ON
- RELEVANT TO WHAT - BETWEEN RAW
I'M WATCHING ORGANIC CONTENT

LIVETV

o

- HORIZONTAL

- SOUND ON

- PUNCHLINE TOWARDS THE END
- HIGH PRODUCTION VALUE



For example: Awareness

{:

Video Views

000 »

* Use Facebook, Instagram and
SnapChat ads to drive video
views

* Raise awareness about your
business/products

* Especially if in-feed use
supers to add words to your
videos

 UGC generally performs well
here; increases your
legitimacy and feels less
salesy

12:00 PM
Search
[# status & Photo Q Check In
| Suggested Post

9 Jasper's Market
Sponsored « &

Receive 20% off your entire purchase when you visit
us anytime in September!

Come check out some fresh,

local produce for 20% off! @ Learn More
Only valid for September
QW0 148 35 Comments 17 Shares
yfls Like 8 Comment A Share
-

360i

(BTSN

. Drinkfinity
Rethink Your Hyd

Rethink |
Hydration |
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for example: awareness

S @ wandernorthga - Follow

’ wandernorthga Where will the
weekend lead you? Hopefully to a new
trail or a new adventure. Tag a friend

who you want #wandernorthga with
below!

Why We Like kt:

« They know their brand -
outdoor enthusiasts

« They have a shop but that
Is not the focus of these
ads

 They are reposting from
others - eg: this content
was free

[pc: @switchbackshawty ]

#wandernorthga #atlantatrails
#exploregeorgia #northgeorgia
#blueridgemountains

€ gertie_parker @lollypop_squires

View replies (1
€ nich79 @terribledarible we

oQd A

1,138 likes




For example: Interest/Consideration

090

fafal

Lead generation

Offer discount or incentive in
exchange for a lead

Collect valuable customer
contact info for
remarketing/email/targeting
on other platforms

& v 0 mow Q O

Lo Fant, Covn Burrn, Nuoie Gregory v
Tomm Batnd he Dot & Do

:.\ Ot A Do -
L)
» %

|

Woicomel Dot & B0 & & sne Y Smooverng PWIge you

<
ove Y you home: Ungue Oesgre & egring ideas ot W,
Mormtons Orty Preng

every room - Dot & Bo

Graham Paterson

Furritiure Colectionn: Modenm Sesgrn for

360i



for example: interest/consideration

Why We Like kt:

Exclusive offers gives
clear reason to opt-in

Increases their marketable
1st party database

Boosting events to
followers/new audiences
ensure your event or offer

gets seen

Norwegian Cruise Line (US - English, Spanish, CA - English,
French)

Spansored - Q

Feel Free to splash under the stars. Sign up today to receive exclusive offers

Norwegian Cruise Line

Live Life. Set Sail Fesl Fres

OO‘.' Michael Zucaro, Horacio Alvaradoc and 415 0

thers

Sign Up

w!l Verizon ¥ 10:59 AM 80% (@)
|

00 272 116 Comments 4 Shares 14.4K Views

o Like () Comment @ Share

Suggested Events

. Historic Oakland Cemetery added an
wols  event.
July 23 at 11:05 AM - Q

\)“dﬂy‘ sf.vﬁ“@‘“
W g
. FREE

TOURS THEATRE
TRUCKS MUSIC MARKET CRAFTS
SUN, SEP 29 AT 12 PM

Sunday in the Park at Oakland )
e INTERESTED ¥ |

@ Chelsea and 6 friends interested
00 378 36 Comments

o) Like (J Comment @ Share

_Amanda Baxter commented.

B 5 © ® & =

360i



For example: Action

In store traffic

* Promote an in-store sale
or event

* Push an offer or incentive
for in-store purchase

Special Offer: S0% Off AN
Beauty Products

o%0

>

Special Offer: 50% Off All Beauty

Products

T

This offer is avallable in-store only

n v Bl

You can find this in your Offers. It was also sent 1o
danb@email com

RESEND FLLE | 60 T0 OFSFRS

360i

SOBU
$225
Stone Tripod Table

l

®) Sold by
={¥/ sosu

Stone top and plantation grown mango
wood legs with walnut lacquer finish

Visit

$395
Champagne Dining
Bench

$225
Stone Tripod
Table

8 50

e‘
$349
Edison La
Vertical
S m

. —




for example: action

Why We Like kt:

 Local shops
using
awareness
driven ads to
close a sale -
this is unusual

* Most common
are immediate
action-oriented
ads for “book
now”, “shop
now” with
clear CTA's

kaneboutique + Following

and Medium. Text 404-644-4868 if you
want me to hold. Should be in early
this week. #kane #kaneboutique
#summer #dresses #denim #sneakers
#atlantaboutique #instashop
#instafashion #instashopping #ootd
#fashion

’ fraggledragon Just texted you
thanks
) 9W  Repl

" :
Aﬁ, emorx calhoun Hi!

360i

SUMMER CLEARANCE

STARTS TODAY

40 — 60% OFF
STOREWIDE

K2 FERKAMNMULASEUANEKANEKANEKANE

4179 -

)
|}

< Posts

shopems
Shop Em's

Qv W

330 likes

shopems [green and gold]. mock top in bold kelly
green $225 + matching high waist short $265 + gold
structured clutch $80 + clear and gold heels...

legallyblonderr Do you have both in a medium?
Shoe in a 6.5?

shopems @legallyblonderr absolutely. call us
to purchase

n Q B O &

2 828 @ ® o =

ull Verizon 10:58 AM 80% (mm )
OO0 ss8 10 Comments

o) Like (J comment ® send

Loews Miami Beach Hotel oo
Sponsored - Q

LOEWS

A weekend getaway at Loews Miami Beach just got
better. Daily breakfast and parking are included when
you book this offer.

WWW.LOEWSHOTELS.COM

Your Weekend Retreat Book Now

Book a Getaway
Q0 153 11 Comments 4 Shares

o Like () Comment A Share




A few creative best practices

* Use interesting “thumb-stopping”
content

« Have a clear call to action
* Design with mobile in mind

« Use mixed media (test static and
video)

* Post content that adds value to
your audience

* Repurpose - but don't repeat!
Freshen up ads with new copy, or
new images

Mg NatureBox il Like Page
Sponsored - @

Deliciously wholesome snacks, delivered monthly.
Try a free sample of five of our tastiest snacks, just pay $7.95 for shipping!

.| BT
You Know You're Going to Snack. Get Smart About It.

Our snacks contain NO artificial colours, sweeteners, or flavours.
WWW.NATUREBOX.COM

Dollar Shave Club
<)

Here's why so many people are ditching Gillette and
joining the Club.

Curious about Dollar Shave Club?

Ve |
Q0% 1.2K

173 Comments 93 Shares

360i

-, Project Repat
qu_@ Sponsored -+ Q
Starting at just $74.99. Prices will go up soon! Don't
delay

PROJECTREPAT.COM

Custom t-shirt quilts at the best Learn More
price

Q0% 16K 362 Comments 634 Shares
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Is it working?




Learn from your results

Give your ads time to
learn, don't make any big
changes for 7-10 days to

get some learnings.

Test and learn - see what
works for your audience
on your channels.

Don’t forget!
Monitor and check your
results

Use your KPI's to see how
your ads are performing

360i

Measure your results
Are you meeting the goals
you set out to reach?

How are your different ads
performing?

Are some platforms
performing better than
others?

Where should you
continue to invest?



kpi’s defined reminder

KPI

KPI Calculation

CPM - Cost Per
Thousand Impression

CPM = (Total
Spend/Impressions)*1O00

$8.35

CPV - Cost Per View

CPV = Total Spend/Video View

3 sec: $01-$03
10 sec: $.15 - $.20

Acquisition

transactions

CPC - Cost Per Click CPC = Total Spend/Clicks $56 - $172
CPE - Cost Per CPC = Total Spend/Engagements $.12
Engagement

CPL - Cost Per Lead CPL = Total Spend/ Leads $3 - $47
CPA - Cost Per CPA = Total Spend/Number of $18.68

360i



https://www.wordstream.com/blog/ws/2017/02/28/facebook-advertising-benchmarks
http://www.cocosocial.co/blogs/11-fb-ad-benchmarks

Resources
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Facebook Usage Among Key Demographics Instagram usage among key demographics

360i

GENDER AGE Gender Age
.... ...
18 - 29 88% ., '.. 13-17 72%
)
° ® 18-29 64%
o, o) 30- 49 84% Ie) ® o ..
751) 83/) 39/0 H 30/0 ° 30-49 40%
MEN WOMEN 50 - 64 72% Female ° Male :
P4 50-64 21%
65 + 62% 0
g ° 65+ 10%
LOCATION Location
A //", N ~\\\ \
% (man \ javs N\
IA RN =" 55\
i o) ; { o) ; ' o) ' o)
8% L 77% ;L\ 81% | 25%
%, URBAN L .. SUBURBAN ‘\ RURAL ',' Rural
e, N i . o o s
INCOME EDUCATION Income Education
84% 80% 75% 77%
HIGH SCHOOL DEGREE OR LESS 77% 30% 42% 32% 42%
~ High school degree or less 29%
7
SOME COLLEGE 82%
Some college 36%
£
7
COLLEGE ™ ? —_ = = = College+ 42%
© e e e e
” . . . e e e
@ o o x ¥ +
LA S S < s & &
s & P g @8
x x | |
o x x

g SpmutSOCial http://www.pewinternet.org/2018/03/01/soclal-media-use-in-2018/



' Twitter usage among key demographics
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Gender Age
...’o. ...'o. 13-17 32%
o % O 40%
2 4 %) 1 2 3 /O 1 30-49 27%
Female Male 50-64 19%
65+ 8%
Location

fln
29% 23% 17%

Urban Suburban Rural

Income Education

20% 21% 26% 32%

High school degree or less 18%
aEE———
Some college 2 5%
I
—— e s c— College+ 32%
— e e— —
— e e— —
— e e— — G
X o o +
<3 o a ¥
2 a o n
v g g &
2 3
X X
2 a
@ @

‘ sprout social http://www.pewinternet.org/2018/03/01/social-media-use-in-2018/



8 Snapchat usage among key demographics (p Pinterest usage among key demographics 3 6 Oi

Gender Age Gender Age
LI LT LT Y o0y
.°o. ..o. -7 69% .°o. ..o. 18-29 34%
o % o % 18-29 68% o % o 30-49 34%
31 /O - 23 /O 1 30-49 26% 41 /3 . 16 /O a
Female 4 Mal Femal g Mal 50-64 26%
™ lale 50-64 10% emale ° ale
K 65+ 16%
65+ 3% 0.
Location Location
- o
55
32% 26% 18% 29% 31% 28%
Urban Suburban Rural Urban Suburban Rural
Income Education Income Education
23% 33% 26% 30% 20% 32% 34% 39%
High school degree or less 24% High school degree or less 18%
[ — L J
Some college 31% Some college 32%
s CEEEE———
=== Colleges 26% —_ === College* 40%
_—em = e —_— —_—e— _— O
5§ 8 i 1o
I fyog b
%

‘ spmutsocial http://www.pewinternet.org/2018/03/0V/soclal-media-use-in-2018/ ‘ spmutsocial http//www.pewinternet.org/2018/03/01/social-media-use-in-2018/



Socialbakers

360i

E socialbakers

what is it?

what can it help me do?

how do | access it?

. Social marketing analytics
tool
. Provides reporting on an

organization’s Facebook,
Twitter, Google+, and
YouTube performance

. Benchmarks the
competition and industry,
providing data for
comparisons

Compare the social
audience of businesses
within your category
across the past six
months

Understand the social
growth patterns of
other organizations to
inform social channel
strategy and goal
setting

. Log into Facebook account
. http://www.socialbakers.com/statistics/face
book



http://www.socialbakers.com/statistics/facebook
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Paid vs. Organic Search
Paid Search Overview
Campaign structure: building a solid foundation

Creative & landing page best practices




100 billion searches per
month on Google alone
(that’s 2.3M per second!)




paid ads vs.
organic listings

Google hotels asheville L Q

Q Al @Maps QO shopping [ Images [ News i More Settings ~ Tools

About 27,900,000 results (0.84 seconds)

id
pal Hotels in Asheville, NC | The Best Hotels. Great Prices | hotels.com

www.hotels.com/Asheville-NC/Hotels v
Book your Hotel in Asheville, NC. No Reservation Costs. Great Rates. Check out Our Top Recommended

text ads Neighborhoods and Hotels. Find The Perfect Hotel for You. Last Minute Hotel Deals.

Hotels in Asheville, NC | Lowest Price Guarantee | booking.com
www.booking.com/Asheville/Hotels v

Book your Hotel in Asheville NC online. No reservation costs. Great rates. We speak your language.
Secure Booking. Motels. Read Real Guest Reviews. Get Instant Confirmation. Hotels. Bed and
Breakfasts. Apartments. Best Price Guarantee. No Booking Fees. Types: Hotels, Apartments, Villas.

The 10 Best Hotels in Asheville, North Carolina $78 for 2019 | Expedia
www.expedia.com/ v

More Choices, Best Prices, Trusted. Quick, Easy & Secure Booking. Compare & Save. Instant
Confirmation. Verified Guest Reviews. 600,000+ Hotels Worldwide. 24/7 Customer Support.

THE 10 BEST Hotels in Asheville, NC for 2019 (from $69) - TripAdvisor
https://www.tripadvisor.com/Hotels-g60742-Asheville_North_Carolina-Hotels.html v

Best Lodging in Asheville, NC (with Prices) ... Holiday Inn Asheville - Biltmore East. ... Hampton Inn &
Suites Asheville Biltmore Village.

Asheville Luxury Hotels - Downtown Asheville Hotels - Asheville Hotels

Top 10 Hotels in Asheville, North Carolina | Hotels.com
https://www.hotels.com » Hotels in United States of America » Hotels in North Carolina v
15 best hotels in Asheville. Most booked. Village Hotel on Biltmore Estate. Country Inn & Suites by [ ]
i , Ashevills gate, NC. Hay: d Park Hotel. Cascades Mountain Resort, an Ascend Hotel or a n I c
Collection Member. The Inn on Biltmore Estate. Country Inn & Suites by Radisson, Asheville Downtown

Tunnel Road, NC.

(] [
Asheville Top 30 Hotels & Resorts - Romantic Asheville Ilstln s
https://www.romanticasheville.com/hotels.html v
Here are our favorite and best Asheville hotels, resorts and full service country inns - ranging from

luxury to budget. They are located near Biltmore Estate and the Blue Ridge Parkway in the western NC
mountains. Included are some top accommodations outside the city near our small ...
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SEO vs. SEM: definitions

SEM

Benefits Challenges

*  Quick results « Ongoing expense

* Easy to measure « Rising costs/competition

« Complete control  Continuous maintenance and optimization
Benefits Challenges

« Low cost  Takes time for results of work to take effect
* Trusted by users (more clicks than SEM) * Decreasing visibility on mobile

e Cost-effective over time * Harder to measure success



Google’s algorithm
for determining ad
rank differs based
on certain variables v

Asheville stores Q

rank determined by.. rank determined by..
quality score * technical issues
maximum bid * number and
ad relevance quality of backlinks
landing page * landing page
relevance quality and
expected click relevance
through rate (CTR) * click through rate

social signals

©2016 3601 PROPRIETARY & CONFIDENTIAL. ALL RIGHTS RESERVED.
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SEO & SEM: better together

1+1=3



search engine overview

Google

Google AdWords is
the platform where
advertising on
google.com and
Google’s partner
network is purchased

360i

Bing Ads is the platform
where advertising on
bing.com, some
yahoo.com, and their
partner network traffic
can be purchased




Ad Position &
Pricing

©2016 360i PROPRIETARY & CONFIDENTIAL. ALL RIGHTS RESERVED.




how your cost is determined
in the google auction

quality score: a measurement of
how relevant your ads, keywords,
and landing pages are to a person
seeing your ad

you pay $0.01 higher than the next
highest bidder!




360i

introduction to the google ad auction

three advertisers are bidding on the same keyword: where will they rank and what will they pay?

Gog Ie asheville restaurants




let’s revisit the formula

quality score: a measurement of
how relevant your ads, keywords,

and landing pages are to a person
seeing your ad

you pay $0.01 higher than the next
highest bidder!




introduction to the google ad auction

three advertisers are bidding on the same keyword: where will they rank and what will they
pay?

Gog Ie asheville restaurants

1Adl \/

bid: $0.50 bid: $0.40




introduction to the google ad auction

three advertisers are bidding on the same keyword: where will they rank and what will they
pay?

Gog Ie asheville restaurants

1Adl \/

bid: $0.50 bid: $0.40




campaign
set-up
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Campaign set-up

Getting Started — Two paths in Google

Express
Benefits Challenges
» Ease of set-up  Decreased visibility and control

N

Expert Google Ads

Benefits Challenges
 Greater control « Time investment
* Bids, Keywords, Ads « Complexity of set-up

« Exclusive tools (Keyword Planner)
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Conversion Tracking — Accurately valuing user interaction

User clicks your ad

» Google will track
these clicks

» Track engagement

with ads

*tip: compare how many
purchases you have to how
many clicks you got to see how
well your site is performing

User puts item in cart
* Place pixel on the

check-out page

*tip: use this information to
see how many people
“abandon” a purchase

User purchases item

* Place pixel on
thank you page

*tip: most web-hosting sites
such as square space will help
you track this information
automatically
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choosing the right keywords to reach prospective visitors

Gcogle how to choose keywords

01

it's all about relevancy!

*explore the website landing page(s) your ads

will be linking to and put yourself in your
donor’s shoes

)

segment keywords by category

*brand terms: keywords containing your
brand name or trademark terms (low cost, low
competition)

*generic (non-brand) terms: keywords

relating to your industry, products, or services
offered (high cost and competition

03

to maximize reach and relevancy,
include a mix of broad/general

keywords and specific, “long-tail”
terms




The Keyword Planner tool helps you find new keywords and
forecast expected traffic

All campaigns

Q @ X\ g a

360i

1

=] PLANNING

Performance Planner

Keyword Planner

Ad Preview and Diagnosis

Display Planner

|E3 SHARED LIBRARY

Audience manager
Bid strategies
Negative keyword lists
Shared budgets
Location groups

Placement exclusion lists

GO TO

@ BULK ACTIONS £ MEASUREMENT

All bulk actions Conversions

Rules Google Analytics
Scripts Search attribution
Uploads

REPORTS

TOOLS

[ SETUP

Billing & payments
Business data
Account access
Linked accounts
Preferences

Google Merchant Center

a




a clear structure
is essential for
high-performing
paid search
activity

adwords

account

ad campaign

|

keywords

ad campaign

|
|

keywords
ad text ad text ad text ad text

ad group

!

keywords

ad group

keywords

landing landing landing Elgleilgle!
pages pages pages pages

360i



paid search account structure

 Campaigns contain the high level theme
for your product

* Ad Groups organize your ads and
keywords by a common theme.

 Keywords are the actual queries relevant
to your product that you will bid on

Sunny Point | Breakfast Breakfast J Sunny Point
Menu Menu near me Location

Sunny Point Cafe

All keywords within each
ad group will get the same
ad, so group
keywords relevantly! This

helps you save money on

clicks.



Meeting Planners Weddings Sports Motorcoach

introduce your website to those e | s | Tow | B | P | | e | ek
eidemdod )am| fogas m‘ww Dew | Owrooons | % Ders

in market
itractions  Recreation&Nature  Shopping  Arts  Music  Spas&Wellness  Culinary  Tours  Neighborhoods & Nearby Towns

GO gle things to do in asheville

Q AI[IIe ™ News Q) Shopping i More Settings  Tools

Things to Do in the Asheville Area

A

&) Images () News Q Shopping ) .
over Beautiful Asheville

Filled with natural wonders and architectural treasures, you'll soon come to understand the allure of Asheville. Discover for

esults (1.03 secqpds) Explore Asheville, NC today. Family Friendly

i X in Views. A Top U.S. City.
NC Things to Do | Discover Beaut

Yeville.com/things-to-do v
‘oected Around Every Bend! Explore A*
~uty. Superb Appalachian View-

Increase clicks to your site with relevant
keyword targeting and highlight events,
products, services, and additional

iInformation

*Tip: Unsure which page is

best? Conduct A/B testing




ad copy &
extensions
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getting started: the anatomy of an ad

display url paths (2)

15 characters max each
ad headlines

(up to 2)
30 characters
Mmax each

The ad headline
Is clickable and
directs the user
to the landing
page of your
choosing

Bring The Whole Family | Biltmore Estate SYymmer Fun
www.biltmore.com/horses/horseback-riding

Kids 16 & Under Are Free All Summer. Make Memories That Will Last a Lifetime. Plan Your Visit This
Summer to Experience All Biltmore Has to Offer. Historic Gardens. Breathtaking Views.

Admission Tickets - Special Offers - Outdoor Activities - Biltmore Concert Package - Stay at the Inn

360i

description line
(up to 2)

@0 characters
max each
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ad copy: covering the basics

Google  things to doin asheville L Q

aligh ad copy Q Al @ Maps [ images @ News Q Shopping i More Settings  Tools
with keywords
for increased

About 32,700,000 results (1.03 seconds)

relevance Top Asheville, NC Things to Do | Discover Beautiful Asheville use a call-to-action (CTA)
www.exploreasheville.com/things-to-do v g eare d towa rd ac h | eVi N g
There's Something Unexpected Around Every Bend! Explore Asheville, NC today. Family Frie . . .
Adventure. True Natural Beauty. Superb Appalachian Views. A Top U.S. City. yO ur d esire d a Ct Ion (l-e-

call now, reserve, come
by today, etc))



enhance the ad unit to drive higher engagement

Visit Biltmore Estate | The Perfect Asheville Getaway
www.biltmore.com/ ¥

A Summer Escape Is Closer Than You Think. Make Your Reservations Now. Don't Miss the Breathtaking
I t /5\ Views of Biltmore Estate This Summer. 8,000-Acre Estate. Historic Gardens. America's Largest Home.
callouts

Breathtaking Views. Shows: The Beach Boys, the B-52s, Charlie Daniels Band. enhanced
Special Offers Biltmore Winery sitelinks
Discover the beauty of Biltmore Complimentary wine tastings.

Estate for less. America's most-visited winery.
Outdoor Activities Stay at the Inn

Biking, Fly-Fishing, Hiking The finest amenities.

Horseback Riding & More An oasis of service, style & charm.

« Add extensions for increased real estate and improve your CTR

« Extensions should highlight services/details that are supplemental to your standard ad text,
providing a unique experience with each click and maximizing all that your business has to offer

360i
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enhance the ad unit to drive higher engagement

 Location Extensions: display the location of your business
« Call Extensions: add a phone number to your desktop ads or link to call
from a mobile ad

« Callout Extensions: non-linking text displayed below the ad that call out
a key feature of your business

» Sitelink Extensions: clickable links to sub-pages on your site

e Structured Snippet Extensions: additional non-linking text that is similar
to, but less formatted than callouts
« Price Extensions: listing of a product/service and the price

 App Extensions: link to your app's pages in the app store or directly
download from the ad



The Ads Continue to Evolve - New formats continue to

emerge
Gallery Ads

Google

theme parks X n

WEB IMAGES VIDEOS SHOPPING NEW!

Inspirational Ads

IVIHGHUL PGV WV Sovape il m

that special someone, these
stunning Bali resorts are renowned for their ...

Amusement Park-O-Rama
(Ad) amusementparkorama.com

The perfect place to spend the day with your
family. Great for groups large and small.

Lorem ipsum dolor sit amet, consectetur ©
adipiscing elit
Www.source.com

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor incididunt
s b . .

CONFIDENTIAL. ALL RIGHTS RESERVED

In Love With Bali: 10 Ways To Honeymoon
Heaven - Flight Centre
Flight Centre » au » destinations » bali-h...

experience to suit every taste
and accommodation options
for all budgets, from luxe villas
and spa retreats to
sophisticated hotels and
resorts. Little wonder Bali is a favourite
honeymoon ...

Nov 6, 2014 - There's an ‘ R

' '

W Overstock

Bali Honeymoon Tours | Designed by

360i

Showcase Ads

@ rottery Barn
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Dynamic Search Ads (DSAs) save you time by automating ads

Google Ads crawls your site and then uses website's titles and phrases to select a landing page and
generate a clear, relevant headline and choose a landing page for each query

L] °
https//wwVWAeproreashfviE('-).'cAo;Zth’\ngs—lo—do/ -" -~ V - 77 7 o V - 7 “$§:ﬂ~—ﬂ Q‘.;; 7ﬁ,’ Dynamlcally Landlng page

———— generated dynamically chosen

Meeting Planners  ‘*~ddings Sports Motorcoach SearchQ  Trip Planner (0)

ASHEVILLE R - P P headlines based on query

e e Mettevue | 0 Do | logas | CAenDAR | o S | Drwk | Owrooors | & Deas

Attractions Recreation & Nature Shopping Arts Music Spas & Wellness Culinary Tours Neig..“~rhoods & Nearby Towns

Things to Do in the Asheville Area
\ ThlngS to Do in Asheville | Discover All There is to

Filled with natural wonders and architectural treasures, you'll soon come to understand the allure of Asheville. Discover for 2e | Explore Beautiful Asheville
yourself all there is to see and do. From iconic landmarks to local favorites, these are our sure bets for a memorable [Ad] exploreasheville.com/things-to-do

From Iconic Landmarks to Local Favorites, Find Things to
Do in Asheville, Here! There's Something Unexpected
Around Every Bend! Explore Asheville, NC today.

You write ad
description

Y & CONFIDENTIAL. ALL RIGHTS RESERVED
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3 Benefits to Dynamic Search Ads

01 )

Set it and forget it! You can choose how

03

Fully automated

« If you update your website the ads specific you want to get

update along with it « Make one ad for your whole site
* Set the bid for each ad to control and let Google do the rest, or get

spend more specific with sub-page ads

* No keywords or structure needed!

* Choose your main message and
your existing website does the rest




targeting
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from targeting keywords to targeting people

CQ‘:

audience device time iIncome

proper targeting will allow you to home in on the

right audience and get more efficient clicks




Audience Targeting — Segmenting your users and unlocking

any size budget

Audience distribution
People in "All visitors (Google Ads)" are distributed as follows, as compared to the benchmark

DEMOGRAPHICS LOCATIONS DEVICES

] include unknown

Relevant audiences
People in this remarketing list are most often associated with the following audiences

Parental status

IN-MARKET AUDIENCES AFFINITY AUDIENCES

Select audiences to add to an ad group

O

In-market audience Index Size Addedto

Travel > Trips by Destination > Trips to North America > Trips to the US 20x .
0% —.I II II I'I Il I-l— O Trips to Charleston, SC s 10M-15M  None
Male Female 18-24 25-34 35-44 45-54 55-64 65+ Parent Not a parent Travel > T by D T North A T he US
D r'a.e > Trips by Destination > Trips to North America > Trips to the 16.4x 10M-15M  None
isi ; Trips to Charlotte ~ SSE
B Allvisitors (Google Ads) [ United States
Travel > Trips by Destination > Trips to North America > Trips to the US 16 . .
D Trips to Raleigh-Durham Area Tox 10M-15M 13 campaigns
D Tr'a'.'e\ > Trips by Destination > Trips to the Middle East & Africa 13.2x 15M-20M  None
Tripstolsrael SRR
Travel > Trips by Destination > Trips to North America > Trips to the US 1 . .
D Trips to Myrtle Beach & Grand Strand 1ix 40M-45M 13 campaigns
Travel > Trips by Destination .
D Trips to the Middle East & Africa 8.8x 30M-35M  None
Travel > Trips by Destination > Trips to Latin America .
O Trips to the Caribbean 6.4x 85M-90M  None
Travel
O Vacation Packages S5:8x 100M-150M  None
Travel > Hotels & Accommodations .
O Vacation Rentals 5.4x 150M-200M 1 ad group, 13 campaigns
D Travel > Trips by Destination 5.1x 100M-150M  None

Trips to Latin America bt
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what is geo targeting?

geo-targeting allows advertisers to focus delivery of content to specific locations (countries,
states, cities, zip code, DMA) based on where their customers are




optimize locations based on

their individual performance

Performance may differ across a wide
range of locations.

Increase bids in areas where observed
conversion is high, and reduce bids in areas
where users are less likely to convert.

©2016 3601 PROPRIETARY & CONFIDENTIAL. ALL RIGHTS RESERVED.
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Device Targeting- do potential customers behave differently
across devices?




Time of Day Targeting — ad schedules

360i

+30% bid
%
Saturday [Sunday [Monday ([Tuesday  |Wednesday [Thursday|Friday
Impressions |2,000 1,500 1,000 750 800 900 1,000
Ranking 2.0 1.5 1.3 1.4 1.2 1.5 1.2

Ads can be scheduled by time of day and day of week
- Adjust bids to increase your ad position when users are searching

for your cause resulting in more efficient campaigns
- Allow budgets to extend by having ads appearing only at key times




income targeting

Search | Radius targeting | Location groups | Bulk locations

Location groups are sets of related locations that you can target to reach specific types of
customers. Learn more

target by various income brackets

see which brackets reach quality - by demographics ~  withi,
- Locay United States

visitors and customers
' : . "Select household income tier ~ ADD
Invest more in stronger performing

Top 10%
brackets

11-20%

21 - 30%

31-40%

41 -50%

Lower 50%

©2016 3601 PROPRIETARY & CONFIDENTIAL. ALL RIGHTS RESERVED.



360i

summary




so, why paid search?

1 2 3

reach your most control when and cost-effective
relevant audience where your and efficient
interested in your messaging appears marketing tactic

cause with granular
targeting capabilities
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Search Engine Optimization (SEQ)

What you’ll learn and why SEO is critical for your brand

What is SEO and benefits?

 The ingredients for success
 Potential of the channel for your business

How to Engage

* Free tools you should use
« On-page best practices

« Content research tips
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What is SEO?

Search Engine Optimization (SEQO) is
a process that seeks to grow
visibility resulting in improved
organic rankings and increased
traffic from search engines.

This is accomplished by ensuring
websites adhere to certain
technical best practices, while
delivering fresh and relevant
content to search engines and
users.
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Importance of SEO

SEARCH
ENGINE

OPTIMIZATION

93% of web experiences 92% of all searches happen 51% of traffic comes from 75% of people never scroll
begin with search engines on Google organic search via SEO past the first page of search
(industry average) engines.




SEO 101

Today’s Algorithmic SERPs

(o]0 gle what is asheville so cool L Q

!, Q Q Al [Images [@Maps & Snopping [E News i More Settings  Tools

GO' g|e asheville brewing company

A 4700. 56
O Al [8Msps [F)Images O Shopping [ News i More About 14,700,000 results (0.66 seconds)

About 1,210,000 resuits (0.65 seconds) N o
What is Asheville known for?

Asheville Brewing Company — Serving Delicious Brews & Food Since ... | M . I ) M N
hitps=//www.ashevillebrewing.com/ Nestled between the Great Smoky ountains and the Blue Ridge Mountai asheville
Now Showing. Our North Asheville Theater offers the most affordable movie ticket price in town . P Asheville offers yeaHound access 10 hlklng trails and exhllaraung VIEWS g
(possibly in the known universe). All tickets are still only $3 per .. z o famous Blue Ridge Parkway. The complete route stretches 469 miles fron
Sunday: 7:00 pm 10:00pm  Monday: 7-00 pm 10:00 pm . Carolina to Virginia and is home to a wide range of diverse plants and ani Q Al [@Msps B News [)Images [ Videos i More
Tuesday: 7:00 pm 10:00 pm  Friday: 7:00 pm 10:00 pm Jun 19, 2019 e
aa photos PR, ‘About 59,200,000 results (0.95 seconds)
Movies North Asheville = Why Is Asheville North Carolina So Cool? (Plus Things To Do ...
ALL WEEK-LONG MOVIES ARE ONLY North Asheville. 675 Merrimon : : https://expertvagabond.com/asheville-things-to-do/ Top things to do in Asheville
$3.00! TICKETS ARE . Avenue Asheville, NC 28804 .. ASheVI“e BreWIng Company P 9
Wiedcits Diraotis 8 - i il ?
Menus Downtown o0 ene ave Search for: What is Asheville known for?
Award-Winning Pub Food. If you're Asheville Brewing Company 42 %k %%k + 618 Google reviews @ About this resuls
looking for a great burger, try ... Downtown 77 Coxe Avenue .. $$ - Brewery
Locations South Asheville Why Is Asheville North Carolina So Cool? (Plus Things To Do ... e
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Hours: Open - Closes 11PM Al @ Maps [ Image| trails on 434 acres camping & hiking
Asheville Brewing - Home | Facebook Menu: ashevillebrawing com S—
https://www.facebook.com » Places » Asheville, North Carolina » American Restaurant Phone: (828) 255-4077 About 691,000 results (0.73 secory People also ask © Asheville travel guide
* k%% Rating 4.5-1,118 votes
il ing - 77 i 28801- A o T . .
ANshewIle %l]e‘m‘ng 7 CoxeBA T;Ash;vlle North Carolina 28801 - Rated 4.5 based on 1118 Reviews Suggestan edit What is Asheville known for? ) ) )
ctsueifliove tornet. Butliove tiis.. Explore Asheville | Things to Do, Events, & Hotels | Asheville, NC's ...
HILLCREST ) )
Events Is Asheville NC expensive to live? https://www.exploreasheville.com/ ¥
Asheville Pizza & Brewing Co. - Home - Asheville, North Carolina ... Find things to do, events, hotels, trip ideas and outdoor activities in Asheville, North Carolina. Find great
nttps://www.facebook.com » Places » Asheville, North Carolina » Brewery v Vied, Jul 31 Weekly % L WECAN . . " package deals and local restaurants too.
%k %k Rating 4.5-770 votes 7:00PM Zand What is there to do in downtown Asheville? 50 Things to Do in Asheille - Things to Do - About Asheville - Asheville Travel Guide
673 Merrimon Ave, Asheville, North Carclina 28804 - Rated 4.5 based on 770 ... Pizza Place in Asheville, . .
North Carolina. 4.5 .. Highland Brewing Company. Vied. Aug7 Weekly WESTWO0D s When should | visit Asheville NC? N ) ) )
700 PM PLACE The Citizen Times (@asheville) - Twitter
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SEO 101
SERP CTR
BT
* Across devices, Page 1 is still where PiEiTiZn CTR PiEiTiZn CTR
98% of clicks happen. 1 27% 1 21%
~60% of clicks occur in the top 5 2 13% 2 13%
positions. 3 10% 3 10%
Mobile organic CTRs have declined 4 6% 4 6%
INn recent years, with the addition of 5 4% 5 4%
universal results and increase of paid 6 39 6 39,
7 2% 7 2%
8 1% 8 1.5%
9 1% 9 1%
10 1% 10 1%

Source: Advanced Web Ranking | CTR Study
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https://www.advancedwebranking.com/cloud/ctrstudy/

Actively discussed in social channels

Fresh & updated regularly

Comprehensive subject matter

Great +

Fast load speed Relevant

Content

Trusted
Sites

Linked to/from
respected sources

Click-through rates



SEO 101

Brands have to adapt to stay relevant amidst

algorithm changes

SO%

of people expect a

page to load in less
than 2 seconds

As of July 2018, mobile site
speed is including as a
ranking factor.

The “Speed Update”
primarily impacted sites
whose page speed was in

the bottom third of all sites.

4 6%

of people say that

waiting for pages to
load is what they
dislike the most
when browsing the
web on mobile
devices

360i
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Things you can do today?

* Free tools to use
« SEO fundamentals

« Content research




RRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRRR

Things to do today

Free tools of the trade

—
.

Google Search Console (Webmaster
Tools)

Screaming Frog Spidering Tool
Google Page Speed Insights tool
Google Mobile Friendly Page Tester
AHREFS Backlink Profile Tool
Google My Business

o TR N
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Free tools of the trade

Setup domains in Google Search console (webmaster tools)

https://search.google.com/search-console/about

Select property type

Verify domain ownership via DNS record
charlestonbicyclecompany.com

o Sign in to your domain name provider (e.g. godaddy.com or namecheap.com)
Domain @ URL preﬁx o Copy the TXT record below into the DNS configuration for charlestonbicyclecompany.com

google-site-verification=zOnlIh7jZRr4i8-cTiSWy¢ copPy
» AllURLs across all subdomains (m., www. ...) » Only URLs under entered address
« All URLs across https or http » Only URLs under specified protocol Q Press verify below. If you can’t complete the verification right now, you can press

« Requires DNS verification « Allows multiple verification methods verify later and return here by selecting charlestonbicyclecompany.com from the
property menu

Note: DNS changes may take some time to apply. If Search Console doesn't find the record

charlestonbicyclecompany.com https://www.e dle.com immediately, wait a day and then try to verify again
Full details

0 Can't verify via Domain name provider?

CONTINUE CONTINUE For more verification methods, try a URL prefix property instead

VERIFY LATER

LEARN MORE  CANCEL



https://search.google.com/search-console/about

360i

Free tools of the trade

Explore insights in Google Search console (webmaster tools)

= - ttps://search.google.com/search-console

Performance

= Search type: Web -+ NEW Last updated: 7/2

[ https//www.fastercontent.co..

A Overview

~7  Performance

Total clicks Total impressions Average CTR Average position

118 347K EEERC 271

Q_  URL inspection OPEN REPORT >

@ @
Index ~
Clicks Impressions
6 90 Iy coverage
4 , A ‘ 60 %g Sitemaps
2 k "‘ 5 1 \‘ 30 Enhancements A~
\V

[J Mobile Usability
° ‘ NN W
4/28/19 5/10/19 5/22/19 6/3/19 6/15/19 6/27/19 7/9/19 7/21/19 < sitelinks searchbox

19 6/18/19 7/5/19 7/22119
S ity & M. I Acti v . 5
ecurity & Manual Actions 0 Your site has been switched to
QUERIES PAGES COUNTRIES DEVICES SEARCH APPEARANCE Mobile First Indexing
o Links The majority of Google’s crawl requests to
= % your site will be made using a mobile
| | £33 settings crawler.

Query ¥ Clicks Impressions Switch date: August 22,2018

JB  submit feedback
avoid landing page redirects for the following chain of redirected urls. 5 143 . LEARN MORE GOTIT

() About new version



https://search.google.com/search-console/

Free tools of the trade

Download Screaming Frog and Crawl your site like Google
Here you find lots of quick wins!

& Screaming Frog SEO Spider 8.3 - Spider Mode

https://www.screamingfrog.uk

File Configuration Mode Bulk Export Reports Sitemaps Licence Help

Scre@ming s EREET =y

Internal | External | Protocol =Response Codes URI  Page Titles | Meta Description = Meta Ke ~ site Times  API |

» —] Unique Inlinks (Top 20 URI) Number of URI % of Total M
Filter: | All b4 Export 6 - e m
e L Expor — https://charlestonbicyclecompany.com/traik-bikes 98 100.0 r ln r@

Address https: 98 1000
https://charlestonbicyclecompany.com/ https: 98 100.0
https: 1alk/2017/4/6/five-rails-to-trails-bike-trails-clos... https: 98 100.0
htps age-gallery https 98 1000
https bikes/ https: 98 100.0
https: https 98 100.0
https: bik https: 98 100.0
https://charlestonbicyclecompany.com/trai-bikes/ https://charlestonbicyclecompany.com/ 98 100.0

hitps: Depth (Clicks from Start URL) Number of URI % of Total ) , )
nps y Looks like you're running ...
htps :

https:; 7n:;IZZslsmp-me-mmay-n-me-park
https: biks

https: Ik

gory y

hitps. Y Saf oy
https: K 2017/4/ op-ride-sunday-ramble-in-kilome. .

>
Filter Total: 98

Saturday Morning Scramble | Charleston Bicycle Co
https://charlestonbicyclecompany.com/events/2017/12/16/saturday-morning-ramble v

Download now
Depth Stats & Download for Windows

Title = Saturday Morning Scramble | Charleston Bicycle Co.

Reset Title & Description I
B e ——m = e ——— ——
3 6 9 10

4

Description Using a different operating system?

5 7 8

URL Info Inlinks  Outlinks Image Info SERP Snippet Rendered Page




Free tools of the trade

Run Google Page Speed Insights Tool on important URLs

m PageSpeed Insights HOME DOCS

https://charlestonbicyclecompany.com/ h tt S: d e V e I O e rS . O O | e. C O m S e e d a e S e e d I n S I h t S

m PageSpeed Insights HOME DOCS

-

7

[0 moseiLE ) pEskTOP

Opportunities — These optimizations can speed up your page load.

https://charlestonbicyclecompany.com/

- 0-40 == 50-80 == 90-108 () Opportunlty Estimated Savmgs
A Serve images in next-gen formats 10.05 +
Field Data — The Chrome User Experience Report does not have sufficient real-world speed data for S
this page.
A Eliminate render-blocking resources —— $.95S v
Origin Summary — The Chrome User Experience Report does not have sufficient real-world speed
data for this origin. . .
A Properly size images 555s +
Lab Data G- A Efficiently encode images m— 1.8S5 v
A First Contentful Paint 8.0s A First Meaningful Paint 94s A Defer offscreen images — 155
A Speed Index 11.2s A FirstCPU Idle 12.2s
B Remove unused CSS = 03s v

A Time to Interactive 140s A Max Potential First Input Delay 960 ms



https://developers.google.com/speed/pagespeed/insights/
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Free tools of the trade

Validate URLs with Google Mobile Friendly Page Tester

P — B https://search.google.com/test/mobile-friendly

(-] http://marthalouskitchen.com/

Mobile-Friendly Test [

Test results

©@ Noloadingissues VIEW DETAILS Rendered page HTML

Jul 3 9 at Y - " - ?
Page is not mobile friendly |s your web page mobile-friendly

This page can be difficult to use on a mobile device

@ urL <> CODE

@ LEARN ABOUT MOBILE DESIGN

Fix the following 3 issues

& Viewport not set

€& Content wider than screen

€ Texttoo small to read

Additional resources

About this tool Why mobile? About Search Console

MORE USAGE TIPS —
LEARN MORE —> GO TO SEARCH CONSOLE —


https://search.google.com/test/mobile-friendly
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Free tools of the trade

Evaluate backlinks with AHREFS and understand who’s linking
to your websites or competitors

Backlink profile for https://charlestonbicyclecompany.com/

Domain with all its subdomains h tt D s://WWW.a h refs.c O m

Domain rating Backlinks Referring domains

11 ® 1,112 82

86% dofollow 80% dofollow

.
Top 100 backlinks = Top 5 anchors | Top 5 pages | One link per domain B a C k I I n k ( h ec ke r

Referring page UR Domains Traffic Anchor and backlink
South Carolina Bicycle Accident Lawyers | Bike . 25 34 34 hitpiwww.eharlestonbicyclecompany com Try the free version of Ahrefs' backlink checker. Get a glimpse into the power of our

Law www.charlestonbicyclecompany.com/ -

& www.bikelaw.com/state/south-carolina- L 301 @ charlestonbicyclecompany.com/ premium tool.
bicycle-accident-lawyers/

EN WORDPRESS

hrefs ® 2

America’s Top 50 Bike-Friendly Cities X http://iwww.charlestonbicyclecompany.com/

a www.charlestonbicyclecompany.com/ - 1
www.bicycling.com/rides/g20028305/america- Lot @ charlestonbyicycleco?np;lny.com/ https.//charlestonblcyclecompany.com/
s-top-50-bike-friendly-cities/

EN

*domain/* ~

Southeastern Cycling | South Carolina Cycling 4 http://www.charlestonbicyclecompany.com/ -
sadlebred.com/south-carolina-cycling/ www.charlestonbicyclecompany.com/ Check backlinks
EN WORDFRESS L 301 @ charlestonbicyclecompany.com/

Bike Clubs & Shops - Palmetto Cycling Coalition : . http://iwww.charlestonbicyclecompany.com/
pccesc.net/bike-clubs-shops/ www.charlestonbicyclecompany.com/
EN WORDPRESS L 301 @ charlestonbicyclecompany.com/


https://www.ahrefs.com/

Free tools of the trade

Google My Business: Claim and manage your locations. Get

360i

insights on how people find your business listing on the web.

https://www.google.com/business/
Manage

Enter complete data
Verify your business locations Choose a way to verify

Keep yeiEls hours accurate : In order to fully manage and represent this business
Manage =]gle respond to reviews on Google, you'll need to confirm that it's yours.

Add phOtOS Select how you'd like to get a verification code. Learn
more

Get Insights . (404)370-9778

How tomers find vour listi Get your code at this number now by automated
Cus m s Tind your fisting call or text message (standard rates apply)
Search queries

Where customers find you on Google
Customer actions
Direction requests

SISO

Language

English =

GINCINIE

None of these work for me
Explore slower options


https://www.google.com/business/

....................................

On-Page fundamentals

. Title & Meta Tags
. Heading Tags

. Internal Linking

. Body content



On-Page fundamentals

On-Page best practices in action

. . . - O X
Discover it Cash Back Credit Carc X o4

< C @& DFS Services LLC [US] | https://www.discover.com Q W Incognito @

DISCOVER| Allproducts “

Help and Resources Search

" Gas & Student Student Gas Credit
Al‘l:::::" Caschazlack Restaurants Cash Back & Restaurants Building
Card Card Card Card

NHL® Business
Card Card

Discover > Credit Cards » Cash Back Credit Cards » Discover it® Cash Back

Discover it Cash Back
***** 4.8 Average of 28024 Reviews’

' WA"A  No annual fee

# Feedback

Enjoy 5% Cash Back Cashback Match Redeem with Ease

Earn 5% cash back at different places We'll automatically match all the cash Your cash back never expires. Redeem
each quarter like gas stations, grocery back you've earned at the end of your your rewards in any amount, at any
stores, restaurants, Amazon.com® and first year. There's no signing up. And no time.2

more, up to the quarterly maximum, limit to how much we'll match.2
each time you activate. Plus, earn
unlimited 1% cash back on all other

purchases — automatically.
5% Cashback Calendar

360i

Keyword-Rich Title Tag

Text Navigation

Breadcrumb: Keyword Cross-Link

H1 Heading Tag
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On-Page fundamentals

Title tags appear to the user in search snippets and at the top
of the browser window

Discover it Cash Back Credit Card | Discover
https://www.discover.com/credit-cards/cash-back/it-card.htm| ¥

The Discover it card is a cash back card with benefits such as no annual fee, FICO ® Score for free every

Search
Snippet

month, and great rewards that never expire.

B SOSEl o Discover it Cash Back Credit Carc X -
Window/Tab

<html lang="en">
src="//www.discover.com/scripts/discoverlib.js"> </script>

<head><script type="text/javascript”

<title>Discover it Cash Back Credit Card | Discover</title>

Page Source



On-Page fundamentals

Title tags are the most important on-page element for
influencing rankings

Google will typically display as many characters as

it can fit within a 512 pixel limit for desktop results * Incorporating relevant and
(usually between 50-60 characters) highly searched keywords in

your title tag is vital in

communicating the relevancy

your page to those terms

Discover it Cash Back Credit Card|| Discover
https://www.discover.com/credit-cards/cash-back/it-:card.html v

The Discover it card is a cash back card with benefits such as no annual fee, FICO ® Score for free every
month, and great rewards that never expire.

Brand names are recommended to be
placed towards the end of the title tag

* Including your brand name in
the title tag helps in reinforcing
user trust
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On-Page fundamentals

Meta description tags reinforce keywords and provide a critical
area to display messaging

Discover it Cash Back Credit Card | Discover  Think of the description tag as
https://www.discover.com/credit-cards/cash-back/it-card.html ¥

The Discover it card is a cash back card with benefits such as no annual fee, FICO ® Score for free every
month, and great rewards that never expire.

a high-level summary of a
book

 As a general rule, the
description length should
target 150-160 characters

<meta name="description" fontent="The Discover it card is a cash back card

with benefits such as no annual fee, FICO<sup>&reg;</sup> Score for free every
month, and great rewards that never expire.">

The description tag should
elicit a call to action to




On-Page fundamentals

Heading tags outline the flow of content

Discover it Secured

Build or rebuild your credit with responsible use.®

***** 4.8 Average of 1399 Reviews?
No annual fee

It's a real credit card, not a prepaid or debit card Card FAQ'S

+ What type of credit do | need to qualify for
Generally, prepaid and debit cards can't do that. this card?

+ What do | need to apply?

+ What are Secured Credit Cards?

choose the deposit amount up to the credit line approved. Can | get my security deposit back?

See all FAQs

Free Social Security number alerts

WeTT monitor and alert you it we find your Social Security number on
any of thousands of Dark Web sites - when you activate.1

Check out ourvideo to
learn more.

5 Earn 2% Cash Back

. e - Not sure if a secured credit card is right foryou? @
purchases each quarter.tt Plus, earn unlimited 1% cash back on all

other purchases — automatically.
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On-Page fundamentals
Heading tags amplify core page

relevancy with semantic markup
Highest Topical Priority

Broadest Topical Focus

« Search engines are better able to
determine the page's topical relevancy
when heading tags correctly outline the
flow of content

H1 - Defines Entire Page

H2 - Defines Page Sections

« Heading tags add SEO value by giving
stronger keyword relevance to tagged
phrases, and providing a focus for a H4 - Defines 3 Level Sections
given body of text

2 B H5 - Defines 4th Level Sections RS

Every page should have a unique H]

tag. There can be only one per page!

Lowest Topical Priority
Strictest Topical Focus




On-Page fundamentals

Text content is the core determining factor for

search query relevance

Heavier Keyword Weight Discover it Secured

Build or rebuild your credit with responsible use.®

PR FK K 48 Average of 1399 Reviews?
No annual fee

It's a real credit card, not a prepaid or debit card

You can build a credit history with the three major credit bureaus.
Generally, prepaid and debit cards can't do that.

Get started with a refundable security deposit

Your secured credit card requires a refundable security deposit. You
choose the deposit amount up to the credit line approved.

Free Social Security number alerts

We'll monitor and alert you if we find your Social Security number on
any of thousands of Dark Web sites - when you activate.1

Earn 2% Cash Back

At gas stations and restaurants on up to $1,000 in combined

Lesser Keyword Weight

purchases each quarter.tt Plus, earn unlimited 1% cash back on all
other purchases — automatically.

Secured Credit Card FAQ's

+ What type of credit do | need to qualify for
this card?

+ What do | need to apply?
+ What are Secured Credit Cards?

+ Can | get my security deposit back?

See all FAQs

Check out ourvideo to
learn more.

Not sure if a secured credit card is right foryou? @

« The main body content
and heading tags should
be prioritized higher in
the document structure

Content should be
written for users, not for
search engines




On-Page fundamentals

Keyword anchor text is highly influential in supporting the
relevance of your web content

Discover it Secured

Build or rebuild your credit with responsible use.®

***** 4.8 Average of 1399 Reviews?

AL No annual fee

Ce2

>

It's a real credit card, not a prepaid or debit card
You can build a credit history with the three major credit bureaus.
Generally, prepaid and debit cards can't do that.

Get started with a refundable securifby-Z<posit
Your secured credit card requires a refundable security deposit. You

choose the deposit amount up to the credit line approved.

e

Optimized Anchor Text
“Your secured credit card requires a refundable security
deposit. You choose the deposit amount up to the credit line

approved.”

X Un-optimized Anchor Text
Learn more about Changing or Resetting your email password.

Secutcu CItUiT waiw

+ What b= _coqualify for

+ What do | need to apply?
+ What are Secured Credit Cards?

+ Can | get my security deposit back?
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On-Page fundamentals

Structured markup helps search engines understand content
and display rich snippet results

Capital One Home > Credit Cards > Cash Back > QuicksilverOne

QuicksilverOne® from Capital One®
N Unlimited 1.5% Cash Back on
i every purchase, every day.
Plus, get access to valuable benefits.

Credit Level: AVERAGE <span class="BVRRNumber reviewCount"
o Redein s P — itemprop="reviewCount">9,548</span>

Unlimited Rewards Annual Fee Purchase Rate

Earn unlimited 1.5% cash back on $39 26.99% variable APR
every purchase, every day

Structured data markup QuicksilverOne - Unlimited 1.5% Cash Back | Capital One

is easilv extracted for 94 https://www.capitalone.com » Credit Cards » Cash Back ¥
y { Y% % Rating: 4.6 - 9,548 reviews

rich sni ppet dis play ] See if you're pre-qualified for Capital One credit card offers, with no impact to your credit score. ...
Redeem your cash back for any amount, anytime. ... Explore Capital One credit card benefitsfootnote.

available to anyone, whether
or not you have a Capital One
product.



Writing Content for Search

Keyword research

©2016 3601 PROPRIETARY & CONFIDENTIAL. ALL RIGHTS RESERVED.
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Writing for Search

Keyword research is a critical starting point

Historical
Performanc
e

« Three main types of input sources:
« Competition
« Historical Performance
« Keyword Suggestion Tools

Competition

Keyword
Suggestion
s

« By combining these inputs into your
research, you should end up with a

Keyword Research Pool
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Writing for Search

Finding keyword suggestions

. Various tools exist to help with keyword research, such as Google Keyword Planner
(requires an Adwords account), BrightEdge, Ahrefs, & more

BRIGHTEDGE

Googleq‘

Keyword Planner
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Writing for Search

Using Google Keyword Planner (free)

X 4 | Keyword plan 2B Ne . Enter keyword phrases and
Google will return an
expanded list of suggestions

1/72 > None of your ads are running - Your campaigns and ad groups are paused or removed. Enable them to begin showing your ads.

Keyword ideas Q_ cash back card

e zilns v . Features include the ability
ooy — to view search volume
T |:| Keyword (by relevance) .|, Avg. monthly searches = Competition Ad impre:;;or: Topt?i:cf:(‘avé Topszrf a(EZ%E e S t | m a t e s b y | O C a | |ty
Keywords Keyword ideas 0
. Search volume is shown as a

LozEiers [J creditcard 301,000

12-month average, so Google
Trends is especially

cashback 18,100

N——
O —\_A
[0 cashback credit cards 18100 —/\—
o AVANIN

best credit cards 135,000
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Writing for Search

Aligning to searcher intent

Awareness
“What tours are good in Charleston SC?”

 Focus on the ways people
search at different stages of
the purchase funnel

Consideration
“Best bike tours in Charleston”

« Keywords should be
evaluated based on intent,
Purchase segment ualifier

‘Book a bike tour in Charleston” -~ .

Retention

“Contact Charleston
Bicycles Support”



Thank you!




