
	
  
	
  
	
  

Crash course: digital advertising 
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Head of Digital Training 
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•strategy & research• 
 
•training & education• 
 
•events• 

musically.com 



Agenda 

1.  Se&ng	
  up	
  adverts	
  and	
  advert	
  types	
  
2.  Comparing	
  the	
  online	
  pla9orms	
  
3.  Online	
  Adver=sing	
  Best	
  Prac=ces	
  for	
  Ar=sts	
  



OVERVIEW OF DIGITAL advertising 



Intro: Online Advertising’s Growth 

Source:	
  eMarketer,	
  March	
  2014	
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Digital Advertising Revenue Share, Worldwide 
 

Source:	
  eMarketers	
  2014	
  



mobile Advertising Revenue Share, US 
 



SETTING UP ADVERTS  
AND ADvERT TYPES 



Adwords	
  	
  
Pla9orm	
  
	
  
	
  

How to create Adverts? 

Self	
  Serve	
  
Pla9orm	
  
Power	
  Editor	
  
	
  

Self	
  Serve	
  
Pla9orm	
  
	
  



Search	
  Placement	
  
Display	
  Placement	
  
(incl.	
  YouTube)	
  
Search	
  and	
  Display	
  
Select	
  
	
  
	
  

Types of Adverts available 

Page	
  Post	
  
Engagement	
  
Page	
  Likes	
  
Clicks	
  to	
  Website	
  
Website	
  Conversions	
  
App	
  Installa=ons	
  
App	
  engagement	
  
Event	
  Responses	
  
Offer	
  Claims	
  

Followers	
  
Website	
  Clicks	
  or	
  
Conversions	
  
Tweet	
  engagement	
  
App	
  installs/	
  
engagement	
  	
  
Leads	
  on	
  TwiTer	
  
	
  





Google: Search Placement 
Search	
  Networks	
  

Google	
  Search,	
  Shopping,	
  Maps,	
  Images,	
  Groups,	
  
Search	
  partner	
  sites	
  e.g.	
  AOL	
  



Keywords 

Keywords	
  are	
  words	
  or	
  phrases	
  you	
  choose	
  that	
  can	
  
trigger	
  your	
  ad	
  to	
  show	
  on	
  search	
  and	
  other	
  sites	
  

	
  
Keyword	
  Search	
  tool	
  
	
  
High	
  volume	
  
	
  
Low	
  compe==on	
  





Google: Display Placement 
Display	
  Networks	
  

Google	
  AdSense	
  publisher	
  sites,	
  AdSense	
  for	
  Domains,	
  AdSense	
  for	
  Errors,	
  
DoubleClick	
  Ad	
  Exchange,	
  Google	
  Finance,	
  Gmail,	
  Blogger	
  and	
  YouTube	
  



Google/YouTube: In-stream   



Google/YouTube: In-display   





Facebook Ads 



Facebook: Page Post Engagement 

Desktop	
  	
  
Mobile	
  	
  

Right-­‐hand	
  column	
  



Facebook: Click to Website/Website Conversion 

Mobile	
  	
  

Right-­‐hand	
  
column	
  

Desktop	
  	
  

Partner	
  mobile	
  apps	
  	
  



Facebook: Page Likes 

Desktop	
  	
  

	
  	
  Mobile	
  	
  

Right-­‐hand	
  
column	
  



Facebook: App installation/App engagement  

Mobile	
  Only	
  	
  



Facebook: Event Responses 

Right-­‐hand	
  column	
  only	
  



Facebook: Offer Claims 

Desktop	
  	
  

Mobile	
  	
  



Facebook: Video Ads 



New Right Hand Column 





Twitter switched to goal campaigns 



Followers 



Website Clicks and Conversions 



Tweet engagements 



App instalment and engagement  



LEADS 



Promoted Trends 



Promoted videos 



NEW: Syndicated promoted tweets 



NEW: Twitter offer 



Comparing	
  



Browser	
  History	
  
Pages	
  and	
  Videos	
  
	
  
	
  

Information gathering 

Personal	
  Profile	
  
Likes	
  
Posts	
  
Interac=ons	
  
	
  

Personal	
  Profile	
  
Follows	
  
Tweets	
  
Interac=ons	
  
	
  



TARGETING IS gold 



Keywords	
  

Interest	
  

Topics/Category	
  

Likes/Followers	
  

Age	
  &	
  Gender	
  

Geography	
  &	
  
Languages	
  

	
  Mobile/OS/WIFI	
  



Costs and budget 

Maximum	
  or	
  Automa=c	
  Bid:	
  
	
  

•  Cost-­‐per-­‐click	
  (CPC)	
  

•  Cost-­‐per-­‐	
  thousand	
  impressions	
  (CPM)	
  

•  Cost-­‐per-­‐acquisi=on	
  (CPA)	
  or	
  Conversion	
  Tracking	
  

•  Cost-­‐per-­‐follower	
  

•  Cost-­‐per-­‐engagement	
  

•  Cost-­‐per-­‐view	
  

•  AND	
  Click-­‐Through-­‐Rate	
  (CTR)	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  



Match the environment 



Relevance score 



Advanced Advertising 



Consumers Browse The Internet 



Adverts are Targeted to the Customer 



How Does Site Retargeting Work? 



A Cookie is Placed 



The Cookie is Collected 
 



Where Can We Place Cookies/Pixels? 



Retargeting on YouTube 

People	
  who:	
  

•  Watch	
  any	
  of	
  your	
  videos	
  

•  Take	
  an	
  ac=on	
  on	
  your	
  
videos	
  (like,	
  dislike,	
  
comment	
  or	
  share)	
  

•  View	
  TrueView	
  in-­‐stream	
  
ad	
  

•  Visit	
  or	
  subscribe	
  to	
  your	
  	
  	
  
YouTube	
  channel	
  



Advanced Facebook Advertising 



Facebook Custom Audience 

New	
  Likes	
  at	
  15%	
  lower	
  cost	
  per	
  fan.	
  
The	
  conversion	
  of	
  impressions	
  to	
  likes	
  was	
  87%	
  higher	
  



Facebook Lookalike Audiences 

Target	
  new	
  customers	
  based	
  on	
  first	
  	
  
party	
  data	
  using	
  the	
  Power	
  Editor	
  

Facebook’s	
  Algorithm	
  creates	
  an	
  	
  
anonymous	
  focus	
  group	
  to	
  adver=se	
  to	
  
	
  
Now	
  expanded	
  op=ons:	
  
•  Find	
  more	
  people	
  who	
  look	
  like	
  your	
  website	
  visitors	
  
•  Find	
  more	
  people	
  who	
  look	
  like	
  your	
  mobile	
  app	
  users	
  
•  Find	
  more	
  people	
  who	
  look	
  like	
  your	
  Facebook	
  fans	
  



Advanced Twitter advertising  
 



Twitter Cards 
Lead	
  Genera=on	
  Card	
   Website	
  Card	
  



Twitter Cards 

Basic	
  App	
  Card	
   Image	
  App	
  Card	
  



Twitter Cards - advanced 



Tailored Audience & Look a like audiences 



Twitter Television  



Twitter TV Targeting 



One link to serve them all 



linkfire 



SamSmith.lnk.to/InTheLonelyHour 



linkfire 



linkfire 



Twitter Amplify 
Djokovic	
  and	
  Nadal	
  have	
  an	
  amazing	
  rally	
  and	
  TwiTer	
  goes	
  wild	
  
	
  
The	
  rights	
  holder	
  (US	
  Open)	
  tweet	
  a	
  90	
  seconds	
  clip	
  within	
  a	
  few	
  seconds	
  
of	
  it	
  happening	
  
	
  
Heineken	
  have	
  a	
  6	
  second	
  pre-­‐roll	
  and	
  banner,	
  and	
  promote	
  (Amplify)	
  the	
  
tweet	
  across	
  TwiTer	
  with	
  a	
  paid	
  campaign	
  
	
  



Ariana Grande 



ONLINE MARKETING BEST PRACTISES 
FOR ARTISTS 



Google yourself 



SOUNDS LIKE 



Facebook audience insights 



CONTENT IS KING 



LAUNCHING A MUSIC VIDEO 

Facebook	
  Post	
  Engagement	
  
	
  
Facebook	
  Website	
  Clicks	
  
	
  
Facebook	
  video	
  	
  
	
  
Video	
  Adverts	
  on	
  Google	
  
	
  
TwiTer	
  Tweet	
  Engagement	
  
	
  
	
  



Gabrielle Aplin 
HOT	
  LEADS	
  -­‐	
  Fans	
  who	
  had	
  liked	
  or	
  shared	
  Gabrielle’s	
  
videos	
  or	
  who	
  had	
  watched	
  less-­‐viewed	
  content	
  	
  

18-­‐minute	
  sampler	
  of	
  the	
  album	
  	
  
Unreleased	
  album	
  track	
  	
  
Exclusive	
  acous=c	
  version	
  of	
  her	
  biggest	
  single	
  
Personalised	
  film	
  message	
  from	
  Gabrielle	
  

WARM	
  LEADS	
  -­‐	
  People	
  who	
  had	
  
only	
  watched	
  one	
  video	
  or	
  entry	
  
level	
  material	
  like	
  covers	
  of	
  other	
  
ar=sts	
  	
  

Entry-­‐level	
  content	
  of	
  official	
  
videos	
  	
  
Cover	
  version	
  of	
  the	
  song	
  
‘Dreams’	
  with	
  Bas=lle	
  

	
  



MAILING LIST SIGN UP 

Facebook	
  Plugins	
  
	
  
Facebook	
  Post	
  Engagement	
  /	
  Video	
  
	
  
Facebook	
  Website	
  Conversion	
  
	
  
Facebook	
  Offer	
  
	
  
TwiTer	
  Lead	
  Genera=on	
  Card	
  
	
  
	
  





ALBUM launch 

Facebook	
  Post	
  Engagement	
  
	
  
Facebook	
  Video	
  
	
  
Facebook	
  Website	
  Conversion	
  
	
  
Remarke=ng	
  on	
  YouTube	
  
	
  
TwiTer	
  Hashtags	
  and	
  promoted	
  tweets	
  
	
  



CONCERT TICKET SALES 

Facebook	
  Event	
  Responses	
  
	
  
Facebook	
  Website	
  Clicks/conversions	
  
	
  
Facebook	
  video	
  
	
  
(Mailing	
  List)	
  
	
  	
  



Supporting acts 



Remember 

Top	
  quality	
  adverts/website/content	
  

Length	
  of	
  ads	
  

Target	
  using	
  advanced	
  op=ons	
  

Test,	
  Analyse,	
  Start	
  Again	
  

	
  

TIE	
  EVERYTHING	
  TOGETHER	
  
	
  
	
  
	
  
	
  



Any questions? 

Claire Mas 

Head of digital training 

claire@musically.com 

@MasMusicMadness / @musically 


