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FACEBOOK

facebook

Sign Up
Connect with friends and the it’s free and always will be.
world around you on Facebook.

I

See photos and updates from friends in News Feed.

He N T J -
Share what’s new in your life on your Timeline. New |
Birthday
2 . Find more of what you're liooking for with Graph Search. Month $ Day $ VYear $
Female Vae
By ciicking Sign Up. you agree 10 our Torms angd hat you hawe
aad ouwr Data Policy, mciuding our Cooke Use

Create a Page for a celebrity, band or business.
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Create a Page

Connect your business, yourself or your cause to the worldwide community of people on Facebook. To get started, choose a Page category.

Community or Public Figure

NOWCase > anad ServICeS F-{“f‘“l‘_}a"l' your brand and onnect ana share with peopie In your community, crganization
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& hE¥E15 Posting skills

RHER. MNXE
Reprint pictures and
video articles

HIiEERT &ML, I—AMELESSE
Schedule regular posts to
Increase fan participation

EmENEE
Release event information
=R R

FACEBOOK: R4y = Post through Time

FACEBOOK Post Sharing
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Reprint pictures and video articles

URBEEEAIHIRSH, FACEBOOKBGIER
A] LIS R NS ERE R UAEIZNE CRIES
The URL is filled in in the post status and automatically extracteC
by FACEBOOK; Can be reproduced to change the picture and
translate into their own language

& hE¥E15 Posting skills

HZER &M, RAMLE5E

—<¢ Schedule regular posts to

BEMLEMNE L% NED), BRAmMIRES SR increase fan participation
Invite fans to participate in online or offline activities to
enhance the sense of brand or content participation
ESIE Rt 784*295(% &

Live image design: 784 x 295 pixels

SRS &5
Post through Time

FACEBOOKISF43 =

FACEBOOK Post Sharing
NEE B CCHNEIL; DZEEIAARIEEIL; 7ZEEI/AE

Share your own timeline, with friends and groups




& hh$E15 Posting skills

BaER. XE RS IR E SRR E S SR FIMN, AN
Reprint pictures and video articles AEH.TaghrEREXFRNRRRE, BIMM1T
Read posts from your favorite brands or
competitors to increase content marketing

The Tag Is placed at the end of the text in a
separate line

FACEBOOKItFH =
FACEBOOK Post Sharing HIZER &M, IeRAMELESSE
Schedule regular posts to
Increase fan participation
FHS &G _ \ _
Post thr h Tim FacebookiZER{RAVMK 7 BY X HEFZ RE BY & Bi7E B
ostthroug € S AEHA, BSjE)RR: timeanddate.com

AR HE bk e B (8] ] LU HERZ RO MG SGE A BYEY 8] Faceboo'k POStS regularly based on your |
According to the brand precipitation time can be account’s time zone, Target your target audience
scheduled and post the past time Time conversion: timeanddate.com

P




FACEBOOK/\2H group

Facebook/v¢H
IZNBE A -FEIITIE SIS TE —1MRUBBSIILAHENMRRTR; a5 ZNE IR
G buildine - Topic discussion point A Facebook group is a social tool similar to a BBS
roup & P P discussion group; Strengthen interaction and
setting ~—+ communication with fans
02

XF/NHTTIE E I TE IS IS E
X/ NBRITISIREEEFK

Debate the topic of the group discussion B X 7 75 2R AR AT 7 it TS e 4R B 0L
Set an opinion for the group discussion EX B IEMH TR P A RB R #17/V¢HiTi8Establish

discussion groups for new solutions and new products

O Invite seed users or public users to a group discussion
S

EI12/¢HThe management team

Group name and icon Settings N E RS EATIS E
Group Privacy Settings INAFRFAIS B
Group Email Address AN LS bl
Group description with labels NRTEIR SR

Precipitate high-quality users, expel non-high-quality user line TR

1P, IXZEIELAEF 2

N
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YOUR PAGES
Test Group _ = P
/ # Write Post (8] Add Photo/Video  [EM Live Video [ More ADD MEMBERS
M Secret group
# Enke O 2k i B
About
Wnie someathing MEMBERS 3 members
Discussion @
Members
«4 PhotoVideo Feeling/Activity "o
Events SUGGESTED MEMBERS Hide
Friends
Manage Group _
RECENTACTVITY = Add Membet
- Add Member
shorlcuts Add Member
DESCRIPTION Add a descrption
Tell members what this group is aboul.
*-'u’.S
Add a Tow descriptive keywords
LOCATIONS Add locations
Add locations far this group,
o Vv Seen by sveryons
CREATE NEW GROUPS
| & @ o) GA
’ ' ¢l & W Groups maxe 1 éasier than
Create Group
gver to share with friends,
OLDER family and teammates,

1¢® Tumn onchat lo see who's
e avadabio,

Suggested Groups Sea Al
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FACEBOOK ADVERTISING MARKETING METHODS

FACEBOOK

F A B E) F 0I5 SETR 0 2 A
Home page Home page Active LB AN Get
vost interaction like response Discount
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Advertising account Marketing Activity Advertising
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Site hits
%5 | A 15 18] 48 BY R i
Attract users to your
site

L EE {4
SN 3E B
Website
conversion
Increase site
conversion

bjectives
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Marketing
campaign
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Homepage and
homepage post
engagement
Promote posts

MARES AR LR S RAIAIE
MAS5EX E=mRAP S5
RENBZESSS Response to
Application Installation receive
App Engagement text preferential |
Improve application activity increase
installation and user participation

participation
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1 Advertising

ﬂﬁir‘*?ﬁEA/B/ﬂJﬂ %IE}"‘ aial) BEERE JE (-2 il f*ﬂgﬁiﬁv‘*ﬁlﬂgiﬁi

Z SSIETNE R IRETIESEPN = =<NIE] ' I:EjJ/EF{,_. Like AD creation 3 XAEIRS

Manage advertising 1§f“f-d:)jﬁﬂ (EMEE RE/1TR/SHRRES

budget A/B testing Manage AD run times Managing Advertising insight Report
Low entry into unknown No end time Analysis insight report

advertising status
AD start/pause
Revision review

Custom insight reports
Save/subscribe/export the
Insight report

territory Set advertising cycles



B Demostration mEClick s &£ ZiCost

1 —— 3K ML= = L _Eg‘/—llJ_-,—::
TR S8 ERaHN CPC-F AR %
TR RINRER 13 EF CPM-FR =t plAs
. . o o L e — < sl wEE_ 4R R
Number of views - AD views REER= oA/ BRI E5-I SRS EEMA
Number of social presentations Clicks - The total number of clicks on an AD |
Social click CPC- Cost per click

CPM- Cost per thousand clicks
Cost - Total cost of AD creation

Click through rate = clicks/displays

EE//INE }2{EOperations
Coverage/frequency AL, B, TESHITEE
SRBAFEE] SRR Perform actions such as convert, like,

The number of times an AD is viewed per user install, etc



TWITTER

( Twitter \

[FTEEHAFR
Advertising marketing

Twitter Twitter R AES
EEHNE r&EBRS Z s R ZmRIn
Advertising ¢ BE$Advertising O Naming St o Performance
marketing value objectives and conventions and Advertising optimization
services performance bidding

optimization
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Community user

Potential users to
pain point tracking create portraits

?ig¥ﬁﬁb7ﬁﬁb%ku SNSH1E¥E1H R EFhF PR
Community >N Quality seed user
interactive activity community )

: cultivation
planning marketing

P18/ RKaafbUsers’
sense of community has

been strengthened




1B P E{%$7:& Community user portrait creation

AORMY =B
The population Social
attributes attributes
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Target

TR
behavior
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Psychological
attributes
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Interest
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group
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1B P E{%$7:& Community user portrait creation

=
Social attributes
AORTE MRS, T, EERR, FREW,
The population attributes 13z % % Social position, occupation,
FE, W3, B, #iE, FHE, WA marital status, housing, vehicle,

M B age, gender, height, region, social relationship

education, income and education

TR
behavior and habit

NI, JBEIEERE, KRR
group il i sF - Sports, leisure travel, hotel

B frBf i,
Target

testing Interest preference ommodation, diet and living, etc
W%, B, A8, XHKF DIRE MY
Shopping, games, sports, O E 8 psychological attributes

culture, etc £EAR, TR, HEW, AESES
Lifestyle, personality, needs, motivation, values,

°
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/ /

32 QUhED



FhFH P IZFF Seed user cultivation
B8 ZFIRINMFA P ExXisting

@ resources to acquire seed users

["S83 AR
Advertising or celebrity
User model
building RZEe)E, HEEOfEContent

creation, community praise

@ S H=E Vest Operation




FhFHEH P 1Z% Seed user cultivation
AP REEIT

@ User model building
: saBN R X ERK

Active activity planning
cultivation RARelE0E

Content Creation Response

B P32 EEiTDiscussion on
user communication

WFRPIEST

Seed user




FhFHP1ZF Seed user cultivation

. Creation <&

iR IEALA P M= APEZEXAA WEIENA LS AL T
Market hotspots ~ Take users' PR Narrative Activity Design
AR BEF views seriously Provide user content communication
Hot reinvention demand creation
BSEE content
Chances

marketing
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Painpoint Thinking

VS B mB

Traditional Product Thinking

HE R KB A S R BT
ldentify requirements and produce Research first, then market
LUmE BB RRKAES SR AT

To meet consumer demand as the leading Push products to customers
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Online and offline e mIRITEEHEAPS5REE
integration of Community product design or
community activities marketing user engagement shaping

S B E R R _ ‘ .
informa%ion Event product reputation shaping
placement strategy Planning

HEELETIENS S = 1EHEE S EENSSHEAN

Community Implantation of sense of
activities embed a participation in community
sense of operation and management

participation
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% 2 FRISBI4LE$;8E00nline and offline Community product design or marketmg

integration of community activities user engagement shaping
1%t = mUser design product
P11 & User design price

e/ P targeted user
e &E5hE P Decide on a theme

01

B MO ECommunity product
reputation shaping

AT EHIE BHENAERKRCampaig

marketing information

NIt = =Ps A
placement strategy *iﬁ'ﬁﬁb%t] IPEBEROEERSSIS —
s o 03 Community Jser experience word-of-mouth communication
afmﬁ).\%i‘ﬁiéab | . Event and guidance
Marketing into community acti Planning AT User test

SIHR LR 2475 D))

Marketing becomes a community fan &

g it Z& 5Participate in product design;
2 & M AE £ Call for improvement suggestions

#EizE S EENS S E A Implantation of

sense of participation in community operation
and management

05

1B EShE NS 5 Community activities

embed a sense of participation =
RS 5I3E5hUser planned activities Users participate in community operation
I P 2R X453 User planning details I PS5 HERER

User participation in community management



AP Y)3E K& User belonging enhancement

ARSESS5RERAMMRER
High user participation
enhances

the sense of community honor

LB EThR A 118 R E
Quality activities enhance
the sense of community
honor

t1a¥ B B

Community
support

IR E L P51

Star user
cultivation



AP Y)3E K& User belonging enhancement

ARSES5RALEFRER

High user participation enhances
the sense of community honor
IPS5RMAEIE
User participation provides ideas
IP&51%1T
User participation in design

M~ o e =R A TR

Explore product or creative issues

t1E¥ B H)

Community support

FRE{L A P IEE
R ESE IR A By a2 Star user cultivation
Quality activities enhance IE1E = DL <A
the sense of community honor Cultivate opinion leaders
T MR LB 75 E T WEMLEET
Organize regular warm-up events Rotating community group
BN ARLE R leader

Organize large-scale events
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