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DirtyMouth	
  Communica0ons	
  

DirtyMouth	
  
Communica$ons	
  	
  

is	
  a	
  consul0ng	
  and	
  coaching	
  
prac0ce	
  designed	
  to	
  help	
  
racing	
  proper0es	
  get	
  the	
  

most	
  out	
  of	
  their	
  marke0ng,	
  
from	
  social	
  media	
  to	
  public	
  
rela$ons,	
  adver$sing	
  to	
  

sponsorship.	
  	
  

Kris0n	
  Swartzlander	
  



Internet	
  Usage	
  



What	
  is	
  Social	
  Media	
  Marke0ng?	
  

Social	
  media	
  marke0ng	
  is	
  the	
  use	
  of	
  social	
  media	
  
plaCorms	
  and	
  websites	
  to	
  promote	
  your	
  business.	
  	
  
	
  
These	
  plaCorms	
  include:	
  	
  

•  Facebook	
  
•  TwiHer	
  
•  Instagram	
  
•  Snapchat	
  

•  Periscope	
  
•  LinkedIn	
  
•  YouTube	
  
•  Google+	
  











Why	
  Social	
  Media	
  Marke0ng?	
  	
  

•  Your	
  customers	
  are	
  spending	
  their	
  0me	
  HERE:	
  	
  

Reach	
  them	
  where	
  they	
  already	
  spend	
  their	
  .me!	
  



Marke0ng	
  Objec0ves	
  and	
  Goals	
  

•  Build	
  awareness	
  for	
  your	
  brand,	
  or	
  a	
  specific	
  
product	
  or	
  service	
  

•  Build	
  buy-­‐in	
  and	
  loyalty	
  for	
  your	
  brand	
  
•  Deliver	
  a	
  beHer,	
  more	
  transparent	
  customer-­‐
service	
  experience	
  

•  AHract	
  new	
  customers	
  
•  Deepen	
  the	
  (purchasing)	
  rela0onship	
  with	
  
exis0ng	
  customers	
  



So,	
  Where	
  Do	
  You	
  Start?	
  	
  



To	
  Be	
  Successful	
  with	
  Social	
  Media	
  
Marke0ng…	
  

You	
  need	
  to	
  be	
  in	
  the	
  right	
  place,	
  at	
  the	
  right	
  
0me	
  with	
  the	
  right	
  types	
  of	
  content.	
  	
  



The	
  80/20	
  Rule	
  

If	
  you	
  want	
  to	
  get	
  80%	
  of	
  the	
  results	
  for	
  20%	
  of	
  
your	
  0me,	
  effort	
  and	
  money…	
  

Spend	
  it	
  on	
  FACEBOOK.	
  	
  



Facebook	
  Usage	
  
1.71	
  BILLION	
  Ac$ve	
  Facebook	
  Users*	
  

–  91%	
  of	
  ages	
  15-­‐34	
  ‘s0ll’	
  use	
  Facebook	
  
–  31%	
  of	
  senior	
  ci0zens	
  are	
  on	
  Facebook	
  
–  42%	
  male	
  
–  66%	
  use	
  it	
  daily	
  
	
  

	
  
	
  
	
  

*As	
  of	
  August	
  2016	
  



What	
  About	
  Racers,	
  Specifically?	
  	
  



The	
  Big	
  Problem?	
  	
  

Facebook	
  has	
  changed.	
  Businesses	
  need	
  to	
  
learn	
  to	
  adapt	
  to	
  the	
  new	
  Facebook.	
  	
  



The	
  State	
  of	
  Facebook	
  

Average	
  Post	
  Reach:	
  	
  
6.52%	
  of	
  total	
  page	
  likes	
  

	
  
Average	
  Post	
  Engagement:	
  	
  
4.58%	
  of	
  those	
  reached	
  

	
  
	
  
*Study	
  of	
  5,000	
  pages	
  in	
  August	
  2016	
  via	
  Locowise.com	
  
	
  



This	
  Means…	
  

	
  
Roughly.3%	
  of	
  the	
  people	
  who	
  like	
  your	
  page	
  -­‐	
  3	
  
out	
  of	
  every	
  1,000!	
  -­‐	
  engage	
  with	
  your	
  content	
  

on	
  average.	
  	
  
	
  

But	
  why	
  so	
  few??	
  	
  



Remember.	
  	
  

Gelng	
  people	
  to	
  spend	
  as	
  much	
  0me	
  as	
  
possible	
  on	
  the	
  plaCorm	
  is	
  cri0cal	
  to	
  Facebook.	
  	
  









Over	
  100,000	
  Different	
  Indicators	
  of	
  Importance!	
  

•  How	
  popular	
  (liked,	
  commented	
  on,	
  shared,	
  
clicked)	
  are	
  the	
  page’s	
  past	
  posts	
  overall?	
  

•  How	
  popular	
  is	
  this	
  post	
  with	
  everyone	
  who	
  has	
  
already	
  seen	
  it?	
  

•  How	
  popular	
  have	
  past	
  posts	
  been	
  with	
  the	
  
viewer?	
  

•  Does	
  the	
  type	
  of	
  post	
  (text,	
  photo,	
  video,	
  link)	
  
match	
  what	
  types	
  have	
  been	
  popular	
  with	
  the	
  
viewer	
  in	
  the	
  past?	
  

•  How	
  recently	
  was	
  the	
  post	
  published?	
  
•  How	
  ‘close’	
  are	
  the	
  viewer	
  and	
  the	
  poster?	
  





Again:	
  To	
  Be	
  Successful	
  with	
  Social	
  
Media	
  Marke0ng…	
  

You	
  need	
  to	
  be	
  in	
  the	
  right	
  place,	
  at	
  the	
  right	
  
0me	
  with	
  the	
  right	
  types	
  of	
  content.	
  	
  



The	
  Right	
  Time	
  

Ask	
  Yourself:	
  When	
  are	
  your	
  customers	
  
searching	
  for	
  and/or	
  consuming	
  the	
  types	
  of	
  
content	
  you’re	
  pulng	
  out	
  there?	
  	
  
Common	
  Times:	
  Lunch	
  and	
  Dinner,	
  Post-­‐Dinner	
  
on	
  Weekdays	
  
	
  



The	
  Right	
  Types	
  of	
  Content	
  

First,	
  what	
  types	
  of	
  content	
  are	
  there?	
  	
  
	
  
•  Text	
  
•  Link	
  
•  Photo	
  
•  Video	
  



What	
  Is	
  Your	
  Audience	
  Engaging	
  With?	
  	
  

•  Photos	
  and	
  videos	
  are	
  king.	
  	
  
•  Short	
  videos	
  are	
  beHer	
  than	
  long	
  videos	
  
unless	
  they’re	
  highly-­‐produced	
  pieces.	
  	
  

•  Content	
  that’s	
  meant	
  to	
  be	
  in	
  the	
  form	
  that	
  
you’re	
  presen0ng	
  it	
  in.	
  	
  



Already	
  on	
  Facebook?	
  	
  

•  Use	
  your	
  analy0cs	
  to	
  see	
  what’s	
  worked	
  
before.	
  	
  





Content	
  Checklist	
  

•  What	
  do	
  I	
  want	
  this	
  content	
  to	
  accomplish?	
  
•  Does	
  it	
  tell	
  a	
  compelling	
  story	
  to	
  the	
  person	
  I	
  
want	
  to	
  reach?	
  	
  

•  Is	
  it	
  the	
  way	
  they	
  would	
  like	
  to	
  receive	
  it?	
  	
  
•  Do	
  they	
  want	
  to	
  see	
  it	
  when	
  I’m	
  pos0ng	
  it?	
  	
  
•  Does	
  it	
  lead	
  them	
  to	
  take	
  the	
  ac0on	
  I	
  want	
  
them	
  to?	
  	
  



Let’s	
  Make	
  It	
  Easier.	
  	
  
And	
  More	
  Effec0ve.	
  



Make	
  It	
  Easy:	
  Scheduling	
  



Make	
  It	
  Easy:	
  Templates	
  

•  Canva.com	
  
•  Examples:	
  	
  



Make	
  It	
  Effec0ve:	
  Good	
  Images	
  



Make	
  It	
  Effec0ve:	
  Consistency	
  

•  Show	
  up	
  regularly.	
  	
  
•  Post	
  at	
  least	
  2	
  0mes	
  per	
  week	
  to	
  get	
  started.	
  	
  
•  More	
  is	
  not	
  always	
  beHer.	
  Post	
  what’s	
  
relevant.	
  	
  



Adver0sing	
  



Facebook	
  Adver0sing	
  	
  

Social	
  media	
  ads	
  are	
  very	
  reasonably-­‐priced	
  for	
  
marke0ng	
  your	
  most	
  important	
  content.	
  	
  
	
  
Facebook	
  ads	
  can	
  be	
  used	
  for:	
  
–  Increasing	
  engagement	
  with	
  exis0ng	
  fans	
  
–  Increasing	
  reach	
  to	
  new	
  fans	
  
– Genera0ng	
  sales	
  leads	
  
– Genera0ng	
  actual	
  sales	
  	
  



Ads	
  Targe0ng	
  

•  Age,	
  Gender,	
  Rela0onship	
  Status	
  
•  Loca0on	
  (Home	
  and	
  Traveling)	
  
•  Ac0vi0es	
  and	
  Interests	
  
•  Page	
  Likes	
  
•  Behavior	
  History	
  
•  Advanced:	
  Pixel	
  Targe0ng,	
  Custom	
  Audiences,	
  
Etc.	
  





Facebook	
  Ads	
  in	
  Real	
  Numbers	
  
•  Spend:	
  $7.79	
  
•  Reach:	
  12,100	
  
•  Paid	
  Reach:	
  2,085	
  
•  Average	
  Reach	
  per	
  Post:	
  779	
  
•  Page	
  Likes:	
  	
  

10x	
  Normal	
  Reach	
  for	
  FREE	
  
-­‐>	
  The	
  Power	
  of	
  Good	
  Content	
  +	
  

Marke0ng	
  Dollars	
  <-­‐	
  





U0lize	
  Best	
  Prac0ces	
  +	
  Ads	
  to	
  GROW	
  

•  Our	
  clients	
  saw	
  an	
  average	
  of	
  34%	
  growth	
  in	
  
2015	
  by	
  using	
  these	
  tac0cs,	
  with	
  one	
  seeing	
  
223%	
  growth.	
  	
  

•  Average	
  page	
  growth	
  across	
  Facebook	
  =	
  .21%	
  
month	
  over	
  month.	
  	
  



DirtyMouth	
  Communica0ons	
  

DirtyMouth	
  
Communica$ons	
  	
  

is	
  a	
  consul0ng	
  and	
  coaching	
  
prac0ce	
  designed	
  to	
  help	
  
racing	
  proper0es	
  get	
  the	
  

most	
  out	
  of	
  their	
  marke0ng,	
  
from	
  social	
  media	
  to	
  public	
  
rela$ons,	
  adver$sing	
  to	
  

sponsorship.	
  	
  

Kris0n	
  Swartzlander	
  


