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After years of research, implementation, trials and errors 1marketingidea has created a blueprint called the 6 
Point System. This process will guide you, and your marketing team, on how to leverage the social media 
experience to create relationships, grow your client base, and scale your brand. This framework will answer:
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THE FORMULA TO FIND MORE 
CUSTOMERS USING SOCIAL MEDIA.

1. What is your most critical marketing objective?

2. How effective is your current online presence?

3. How are you currently using social media?

4. How to target the right audiences?

5. How to use mobile video?

6. How do you tie it together and test for improved performance?
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Objective:

MEASURE TWICE, CUT ONCE.

This simple proverb gives you the peace-of-mind that your marketing 
campaign will deliver results. Learn how to dedicate enough time in the 
beginning to formulating the right strategy and setting the right goals 
and objectives. 80% of marketers use metrics related to reach and 
engagement to evaluate success with regard to social media marketing. 
To impact bottom of the funnel metrics you must incorporate your social 
media strategy with other digital marketing strategies and decide what is 
your absolutely most critical marketing objective.

Write below what is your primary marketing objective?
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Awareness: Objectives that generate interest in your product or service. Increasing brand awareness is about 
telling people what makes your business valuable. Best for businesses seeking to build trust and acquire new 
customers.

Consideration: Objectives that get people to think about your business as a viable solution to their problems. 
Information seekers who are on the fence. Best for businesses seeking to increase engagement and intent 
from hot audiences.

Conversions: Objectives that encourage people who know about your brand to take a specific action. 
Common conversions are registering for a webinar, buying a book, filling an online form or making any kind of 
purchase.
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BEGIN WITH THE END IN MIND.

One of the biggest problems companies face is a clear message. If you 
start driving traffic to a page, and the message is not clear, you will not 
achieve your objectives. Conversion rate optimization (CRO) is a system 
for increasing the percentage of visitors to a website that convert into 
customers. Think of it as a marketing funnel where social campaigns help, 
raising awareness, and the landing page or website converts. By working 
on optimizing your website FIRST you’ll get better results.

Write below your one-liner?

List the problems your services solve.

Write below how your services solve these problems.

Write below your value proposition.

Funnel:
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ACTIVATE YOUR FOLLOWERS.

How are you currently using social media? Use Facebook’s native tools 
to wake up your fans. If you have clients in your Facebook Page, are you 
asking them for 2 reviews a week? Use the CRAFT method to show 
visitors the great value you can provide. This is what we call FPO: 
Facebook Page Optimization.

List all your social media channels, handles, profiles, aggregators, and pages. Then rank them by level of
engagement, and follower count.

What is your current social media strategy?
How frequently you use it and what are your
preferred mediums? Video, audio, etc.

USING CRAFT:

Engagement:

1. Cross-posting. Customizing content and re-posting from one channel to another

2. Reviews. Get reviews from your followers and clients once a week.

3. Ask Questions. Keep your audience engaged by asking open ended questions.

4. Facebook Stories. Use vertical videos to share insights both formally and informally.

5. Timing. Use your Page insights to understand when your followers are more active during the day. 
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What are the top 7 social influencers in
your field?
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Describe your audience?

LEARN YOUR AUDIENCE.

How do you target the right people to consume your content? Once you 
start getting reviews become a sleuth. Learn who these peolpe are and 
where their interests lie. Gain a better understanding of who is your 
perfect customer. Explore tapping into other audiences with similar 
interests. Facebook will even show you the type of music they like! 
Connect the dots and think outside the box about different ways to find 
out where your audience congregates.Audience:

Geography:

Age:

Relationship status:

Company they work for:

Job Title:

Education level:

Sports they follow:

Brands they use:

Interests and Likes:
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Industry:

Books they read:

Influencers they follow:



Write a story where the hero (your client) has a problem that you (the guide) will help solve. You can also 
record yourself on video for this exercise.
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CREATE THE MESSAGE

This the really fun part…
Did you know every movie you’ve ever watched began with words on a 
page? A story. Then the story was turned into a script which became the 
movie. Write words that capture your defined audience’s attention. Then 
translate your words into images and video. Use the hook, story, offer 
method. How do you stop people from scrolling past your content?Video:
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The story connects you to the reader. Describe how you went through the same problems they are now facing, 
how you felt, and how you found this unique solution that destroyed the problems.

The hook is a short, bold and often shocking leading statement. It needs to have emotion and build curiosity. 
The objective is to have someone read on.

The offer is a request to take specific action. The offer should be simple, clear, and scarce.
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Write below 2 different options for the following sections of your ad:

MEASURE AND IMPROVE

Change begins with stepping on the scale and 
continues by stepping on the scale again. 
Testing, re-testing, measuring, and improving 
your ROI is part of every growth strategy.  If 
your objective is to increase your impact using a 
video ad, you can A/B test variants of the video 
to find out which one works best. Ongoing 
testing is the key to successful marketing 
campaigns.

A/B Test:
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Primary Text

Headline

Description

Call to Action (Button)

Primary Text

Headline

Description

Call to Action (Button)

OPTION A:

OPTION B:
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Producing leads. Using Facebook marketing 
tools, businesses can target ads to specific 
groups based on similar interests and 
demographics.

Uncovering NEW target markets. You can 
now target by job titles, employers, and even 
life events.

Building custom audiences with 
characteristics similar to your current 
customers.

Your social media strategy must be consistent with your overall brand strategy.  Create 
a social schedule and adhere to it.  Like the news.  Half of U.S. adults turn to Facebook 

for news (Pew Research).  Every post needs to stand on the following 4 pillars:

Remember people do not engage with posts for your sake.  They share and like so they 
look smart and funny to their own peers.  Post content that makes them look great!

BUT HOW DOES 
FACEBOOK 
MARKETING 
DRIVE RESULTS?

Be relevant and timelyEntertain and EngageSolve a problem Be consistent

3910 Chapman St, Suite C
San Diego, California 92110

619-990-0062
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