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Facebook
Cover photo

As of July 1st, Facebook has relaxed its cover photo rules, which previously stated that they could
not be made up of more than 20% text. While lots of text would not really suit the elegance of your
brand, should circumstances call for it, you can use your cover photo as a banner ad to promote
offers or promotions.
One powerful tactic involves adding text information and call-to-action that encourages users to
click the cover photo, e.g. "Get 10% off your first purchase, click here..." or "Free delivery on orders
of £50 - [more info] button". When they click, more detailed information about the offer can be
written in the cover photo's description. Use my Facebook Template (link at the end of the report) to
optimise the design should you ever choose this route.
P.S. I did notice that it says free delivery over £50 on Facebook, but over £100 on the website?

About section

In general, fill out as much of your About section as possible. Include links (fully typed using the
http://www. prefix) to your other social media profiles here, too. The text in this section is picked up
by search engines, so it never harms to add a smattering of keywords.
Where you have written "Welcome to Millany.com. The home of luxury bridal accessories and
Jewellery," in the short description, change the web address to http://www.millany.com and it will
become clickable right from the front of your Facebook page. Use this same short section to feature
a call to action or other key info, like your free delivery over £50 option.
Use the longer description to give more detailed information about the business, similar (but
perhaps not quite as long) as is on your website's About page
(http://www.millany.com/pages/about).

Custom tabs

Build and use custom Facebook tabs to showcase the business and its offerings. As Tasmin Ridgewell
launched the business, it would be great to learn a bit more about her in one of the tabs. Others
could host your Pinterest content, a competition, your e-mail newsletter sign up form (and the
benefits of signing up), videos, etc.

Post Content

It looks like you have made a good start on posting to your page. The high-quality images of people
wearing the items that you sell can be really powerful, especially as when they appear in news feeds
of fans. In these kinds of statuses, don't be afraid to add a little extra detail and a link at which fans

can click through to see more images/information and purchase. Shorten and customise the link at
bit.ly as an easy way to track when and how many people clicked. For example:
Here's Mara Rooney wearing a beautiful Jennifer Behr headdress, made from delicate crystal leaves
on a delicate wire frame. More info: http://bit.ly/14NxJxz
#bridalwear #weddings
Hashtags now work on Facebook, so be sure to include a couple of relevant ones at the bottom of
each post. Hashtags are clickable and could help boost the chances of your content being found.
Depending on how receptive your audience is to promotional posts, it is always good to mix them up
with other types of valuable content. In Millany's case, this could include blog posts and videos
about the latest wedding and bridal trends - either created by you or others - and great stuff like
your "5 Minutes With" interviews. Simple posts like asking a question or filling in a blank are easy to
do, too.
Facebook Ads

Without spending any money (and assuming you don't already have a large offline fanbase),
reaching 10,000 fans in six months could be tricky - unless your content goes semi-viral, which is

always a possibility, however small :) Facebook ads are probably going to be a really useful tool in
this respect. They are very easy to setup, but the degree of success you have depends on a number
of factors including your budget, ad design, copy, and the audience you target. My best advice would
be to start with a small budget spread across several different ads to see which performs best. Then,
keep tweaking one variant at a time and keep going until you can see which ad is working best for
you. At that point, you may want to increase the budget to reach more potential fans. Facebook ad
tips:
- Include a question in your headline and a call to action in your copy, e.g. Looking For Bridal Wear?.
Give people a reason to like your page in the ad copy.
- Use photo colours that contrast/compliment the Facebook white and blue. Add a coloured border
to make your ad stand out.
- Experiment with images of human faces (close up works best) and inanimate objects.
All the info you need to get started is here: https://www.facebook.com/advertising/
Facebook Insights
Of course, all the "Likes" in the world don't mean anything unless the fans are engaged and helping
you reach your overall business goals, i.e. pushing people through to your website and getting them
to buy, spreading the word, etc. Use the advice on posting above to keep the engaged, and use
Facebook Insights to see which posts perform best for you, and at what times of day people are
most engaged. You can use this information to tweak and optimise your future content.

Twitter
Background and Header Image
Twitter's background and header image are prime "real estate" for promoting your brand, much in
the same way as the Facebook cover photo. You can change them periodically, and include
information about your products and offers. Use my template (linked at the bottom of this report) to
build a design for Twitter that it optimised for as many screen resolutions as possible.
Twitter Bio

As well as using this space to tell people who you are, you can (space permitting) also use it to tell
people why they should follow you (bridal inspiration, products, etc.), and use it as a space to
periodically advertise offers and promotions.
Twitter content
The active lifespan of a tweet, once it is posted and hits the feeds of your followers, is extremely
short, so feel free to tweet your top content several times per day... e.g. offers, blog posts. Like
Facebook, use shortened links to track your engagement rates, as well as a few relevant hashtags.
- Images uploaded direct to Twitter, and Vine app videos show direct in people's Twitter feeds and
are a great way to showcase your products and offerings, so be sure to include these too.

Gathering followers
- As well as the @Connect menu, use Twitter search to look for mentions of your brand and make a
point of reaching out to people who do.
- Spend a few minutes a day searching for people who are looking for information or inspiration
about the products and designers' work that you offer, and tweet them to help out. In my case, I
search for people who are asking questions about social media and tweet them an answer. They're
almost always very happy for the help, often follow, and might check out my website and book as a
result.
- Follow and interact (tweet, retweet) with others in fields associated with the business, and work
gently on building relationships that might develop into a partnership or cross-promotion
opportunities.
- Include your Twitter address/@username on all marketing material, and in your e-mail signature.
The same goes for your Facebook, Pinterest, and Instagram accounts :)

Customer service
Twitter's immediacy makes it a great platform for customer service, and if people tweet you for
help, they normally expect a quick reply. If you do encourage or receive queries, be sure to follow up
with them as soon as you can in order to project a really great brand image. To help avoid any
confusion or upset, you could even state the hours you will be around to help in your Twitter bio.

Instagram
Photos

I absolutely love your Instagram photos; the mixture of product shots, behind the scenes, flowers,
and overall inspiration and culture around your brand and its offerings are great. I would definitely
recommend sharing these photos to your Facebook and Twitter fans at the same time as they are
posted to Instagram. To share to a Facebook Page rather than your personal profile, visit the Share
Settings option via the cog menu of the Instagram app.
When you post images of products, don't forget to include a shortened bit.ly URL or even one just to
your website home page, so that people have a quick way of checking them out. The links aren't
clickable from the Instagram app or website, but if they are short and memorable enough, they will
still tempt some people (rather than hoping that they visit your profile where a website link is
clickable). Include a couple of hashtags too, but not tons like the image above, as it is pretty spammy
and not the impression you want to portray.

Videos
Instagram recently launched a 15-second video recording function, and this could be another really
fun and powerful way to promote your products every now and again too.

Pinterest
Pinterest's user base is more women than men, and it is full of people looking for wedding
inspiration, so could be a really great promotional hub for Millany.
Boards and Pins Names and Descriptions

When you create boards and pins, being descriptive and keyword rich can benefit how well your
content can be found in search. For example, your "Be Inspired" board features a couple of lovely
images, but at first glance, people might not know what it is about. Something similarly short, but
including relevant keywords - like Wedding Decor Inspiration - could work better.
In fact, the more specific you get, the better chance your board has of being discovered in search.
For example, you could go from something sort of general like Wedding Decor Inspiration to boards
like Wedding Table Decorations, Bridal Tiaras, Wooden Peg Wedding Cake Toppers, Emmy Design
Earrings Summer 2013, etc.

As for the pins themselves, make sure to include a short, keyword-rich description and a couple of
relevant hashtags. If the image is a product from your website, add a link in the description too.
Pinterest doesn't allow bit.ly URLs, but Google Analytics and other tools will be able to reveal if
people are finding your site via Pinterest.
To take the "bunting wedding invitation" pin as an example, this could be much improved by the
user with something like: "Elegant blue, brown, and white bunting wedding invitation, stitched into
brown card, £3.99 for 5. Buy at: www.youronlinestore.com/productlink
#weddinginvites #weddinginspiration
Boards Type

Like Instagram, a big part of growing your brand on Pinterest is indulging in the culture around it
and, for the most part, letting others find their way to your products as a result. As you have already
begun to do, build boards around the theme of weddings, destinations, colours, trends, etc. as well
as those specific to your products and designers.
Boards Order
Pinterest allows you to drag and drop boards into any order you wish, so be sure to position the
most important boards near the top and "above the fold."
Image types / Videos
As you have already begun to do, keep the images you post to Pinterest of a high quality and visually
impactful, as a way to catch the eye of users. Pinterest also allows you to pin videos from YouTube
and Vimeo, so consider including those as part of your strategy too. Instagam and Vine videos are
saved to your phone once recorded, so think about repurposing them to YouTube or Vimeo so that
they can be pinned.

General Advice
- Be consistent with your social media content posting once you start. Two to three posts a day is
more than enough, but one post per day is a good minimum. If possible, plan some of the content
you will post in advance, e.g. blog posts, wedding inspiration, pins, and post ad hoc stuff like behind
the scenes photos and videos in between.
- Re-purpose content to free up the time you spend on social media. For example, post a photo to
Instagram and share it to Twitter and Facebook, and upload it to Pinterest, or find a great image for
Pinterest and share it with your Twitter and Facebook fans. One piece of content, three audiences
served :)
- Evaluate your progress regularly using information from bit.ly, Facebook Insights, and Pinterest
Analytics. See what it working well and do more of it, and filter out some of the stuff that doesn't do
so well.
- Engage with your fans. When someone comments or messages you, make a point of replying. It
shows that customer that you care about them, and tells others that your profiles and community is
active and alive.
- Build relationships first, and sales will follow, but rarely overnight. If you spend too much time
solely promoting your products, people will be put off. Some people use the 80/20 rule - posting
others' valuable stuff for 80% of the time, and yours for 20%. I prefer the 30/30/30 rule - 30% my
own content, 30% other peoples' content, 30% promotional stuff, but these boundaries are flexible
and you can experiment and use analytics tools to find out what works best for you.

Social Media Templates

To help you build and optimise your social media profile designs, feel free to download my
templates. All the info you need and the download link is here:
http://bit.ly/freesocialmediatemplates

