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FIGURE 3-11: My first post is making me hungry!
FIGURE 3-12: This is where you adjust notifications for Posts,
Stories, and Com...



FIGURE 3-13: The Field & Main chef working hard in the kitchen.
FIGURE 3-14: Ingredients straight from the garden!
FIGURE 3-15: Everyone meet Julie! She’s Field & Main’s newest
team member!
FIGURE 3-16: This is where you’ll start your Instagram Live
broadcast.
FIGURE 3-17: If you selected to make your broadcast into a
fundraiser, you’ll s...
FIGURE 3-18: And we’re live!

Book 7 Chapter 4
FIGURE 4-1: Select one of these methods to open your TikTok
account.
FIGURE 4-2: Make sure you pick a creative username!
FIGURE 4-3: Welcome to your new profile!
FIGURE 4-4: The search results when you type cupcakes.
FIGURE 4-5: The different actions you can take on a TikTok video.
FIGURE 4-6: It’s time to get creative!

Book 8 Chapter 1
FIGURE 1-1: The zoo of social media sites is vast. Your time,
however, is limit...
FIGURE 1-2: Factor in relative market share, using data such as
that from StatC...
FIGURE 1-3: Somebody’s Mother’s Chocolate Sauce generates
traffic to its websit...

Book 8 Chapter 2
FIGURE 2-1: PatentPlaques.com uses the business directory on
Spoke to promote i...
FIGURE 2-2: MommySavers is an example of a demographically
targeted social netw...
FIGURE 2-3: The Karen Martin Group uses SlideShare to establish
credibility, ex...
FIGURE 2-4: Selecting the Near Me option to find nearby places
(left); then com...
FIGURE 2-5: A Meetup search for small-business activities near
Denver produces ...

Book 8 Chapter 3



FIGURE 3-1: Spotify offers a variety of advertising options for
brands.
FIGURE 3-2: An easy-to-use blogging platform, Tumblr offers
another route for b...
FIGURE 3-3: Showcase your brand’s talent and creative side with
Vimeo.

Book 8 Chapter 4
FIGURE 4-1: A newsletter service such as Mailchimp gives you the
tools you need...

Book 9 Chapter 1
FIGURE 1-1: A typical Google Analytics dashboard displays key
web statistics.
FIGURE 1-2: A HubSpot page showing details about social media
activity.
FIGURE 1-3: Bitly offers several displays for traffic statistics.
FIGURE 1-4: A sample conversion funnel for Google Analytics.
FIGURE 1-5: The Social section of Google Analytics makes it easy
to collect and...
FIGURE 1-6: The Social Users Flow page displays the path taken
by visitors who ...

Book 9 Chapter 2
FIGURE 2-1: Typepad stats (top) for the blog run by former New
Mexico State Sen...
FIGURE 2-2: Viewing statistics for YouTube videos.
FIGURE 2-3: A plethora of metrics to gauge the performance of
your video conten...
FIGURE 2-4: Basic statistics on Pins and followers were visible to
everyone who...
FIGURE 2-5: Access Pinterest Analytics from the menu bar on your
business Profi...
FIGURE 2-6: Pinterest’s analytics provide valuable information
about users and ...
FIGURE 2-7: Gain more insights into your Pinterest audience.

Book 9 Chapter 3
FIGURE 3-1: Referrers from social media are accessible through
Google Analytics...



FIGURE 3-2: The Twitter Analytics dashboard displays tweet
activity.
FIGURE 3-3: Individual tweet metrics.
FIGURE 3-4: You can track all these activity types by adding
columns to your Tw...
FIGURE 3-5: Analytic programs such as Foller.me can help you
understand the val...
FIGURE 3-6: You can monitor retweets, favorites, mentions, and
replies from the...

Book 9 Chapter 4
FIGURE 4-1: The Insights Dashboard Overview page provides
basic traffic, conten...
FIGURE 4-2: The pop-up window for exporting Insights.
FIGURE 4-3: Take advantage of the Pages to Watch feature to
keep tabs on your c...
FIGURE 4-4: The actions people took on your page.
FIGURE 4-5: The Reach detail page.
FIGURE 4-6: The Post Engagement detail page.

Book 9 Chapter 5
FIGURE 5-1: Social Plugins statistics show how your share buttons
perform.
FIGURE 5-2: LinkedIn offers analytical detail for Visitors.
FIGURE 5-3: Get a plethora of details about your updates here.
FIGURE 5-4: Clicking the drop-down menu opens up seven
different metrics to vie...
FIGURE 5-5: LinkedIn offers analytical detail for Followers.

Book 9 Chapter 6
FIGURE 6-1: Facebook’s Insights analytics tool displays Facebook
metrics over a...
FIGURE 6-2: Google Analytics showing social network referrals.
FIGURE 6-3: You can easily track results for non–Ads campaigns in
Google Analyt...
FIGURE 6-4: Google Analytics displays Social Value in chart and
linear forms as...

Book 9 Chapter 7


