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Book 7 Chapter 4




FIGURE 4-1: Kim Garst integrates her many social channels on her
Facebook Page.

FIGURE 4-2: Instastories display at the top of the screen.

FIGURE 4-3: Have2Have.it lets you link your account to an
Instagram marketplace...
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FIGURE 5-1: Instagram comes with a variety of filters you can use
to enhance yo...

FIGURE 5-2: You can upload photos to Facebook and Twitter from
Instagram.

FIGURE 5-3: Use the magnifying_glass icon to view random photos
or search for o...

FIGURE 5-4: View stories by tapping_a profile picture at the top of
your newsfe...

FIGURE 5-5: Tap or hold down on the white circle to take a photo
or video, resp...

FIGURE 5-6: Send your story as a disappearing_message to an
individual user or ...

FIGURE 5-7: Swipe up from the bottom of the Instagram Stories
screen to see pho...

FIGURE 5-8: Tap the Aa icon to create a text-only post.

FIGURE 5-9: You can save your story before you post it.

FIGURE 5-10: You can save your story after you've posted it as
well.

FIGURE 5-11: Send a direct message to individuals.

FIGURE 5-12: You can also send a direct message to a group.

FIGURE 5-13: @martinholsinger talks to his target audience of
residential contr...

FIGURE 5-14: @egglestondesigns uses before-and-after shots to
show her home sta...

FIGURE 5-15: @glwheeler76 showcases her jewelry in a fun series
with a call to ...

FIGURE 5-16: @isocialfanz shows his followers the equipment he
uses to record h...

FIGURE 5-17: @coreycwalker shows her followers her conference
travel to Cape Co...

FIGURE 5-18: Instagram Stories ads have a call to action at the
bottom of the s...
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FIGURE 6-1: Using_Facebook Live is as easy as posting_to your
brand page!

FIGURE 6-2: Describe your video, set your permissions, and
determine your audie...

FIGURE 6-3: Viewers can interact by asking_questions or by using
reactions.
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FIGURE 1-1: A newsletter service such as MailChimp gives you the
tools you need...
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FIGURE 2-1: To get someone’s attention on Twitter, use an @reply.

FIGURE 2-2: Put a period in front of an @reply_if you want
everyone who follows...
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FIGURE 3-1: Khan Academy is a customized YouTube channel.

FIGURE 3-2: Find what’s trending_from the Explore page.
FIGURE 3-3: The Dove Portraits video.
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FIGURE 4-1: The Pin is the heart and soul of Pinterest.
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 | 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.
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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.
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FIGURE 6-1: Let people on Linkedln 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 Linkedln 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.
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FIGURE 1-1: Zappos.

Book 9 Chapter 2
FIGURE 2-1: Marketing_Dive.
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