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FIGURE 4-2: Boards are made up of a collection of Pins.
FIGURE 4-3: Sharing is caring.
FIGURE 4-4: Searching for a brand’s name.
FIGURE 4-5: The results page after you select a keyword from the
search results...
FIGURE 4-6: You sign up for a business account at a different
landing page.
FIGURE 4-7: What category best describes your brand?
FIGURE 4-8: Oh, where do I begin? Profile!
FIGURE 4-9: Starting with Settings.
FIGURE 4-10: Your Pinterest home feed.
FIGURE 4-11: The public view of your Pinterest profile.
FIGURE 4-12: All the cupcake-related boards.
FIGURE 4-13: The Create a Pin page.



FIGURE 4-14: Use the search function to find accounts to follow.
Book 8 Chapter 5

FIGURE 5-1: Select one of these methods to open your TikTok
account.
FIGURE 5-2: Make sure you pick a creative username!
FIGURE 5-3: Welcome to your new profile!
FIGURE 5-4: The search results when you type cupcakes.
FIGURE 5-5: The different actions you can take on a TikTok video.
FIGURE 5-6: It’s time to get creative!
FIGURE 5-7: Searching for tacos on TikTok.
FIGURE 5-8: The ad creation tool.
FIGURE 5-9: The video starts out vertically (left), but as viewers
turn their p...
FIGURE 5-10: The analytics overview screen.
FIGURE 5-11: The content analytics screen.
FIGURE 5-12: Individual video analytics.
FIGURE 5-13: Checking demographic data.
FIGURE 5-14: The live analytics category.

Book 8 Chapter 6
FIGURE 6-1: Let people on LinkedIn know that you’re available.
FIGURE 6-2: Give your website links meaningful names.
FIGURE 6-3: Use the Advanced People search to find potential
clients.
FIGURE 6-4: See who in your LinkedIn network is a shared
connection with your t...
FIGURE 6-5: Get specific information about your target company
through its prof...
FIGURE 6-6: Read through the activity of your prospect on
LinkedIn.

Book 9 Chapter 1
FIGURE 1-1: Zappos.

Book 9 Chapter 2
FIGURE 2-1: Marketing Dive.

Book 9 Chapter 4


