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Disclaimer

This webinar was supported by Award No. HHSP23337004T from 
the Office of Population Affairs (OPA). Its contents are solely the 
responsibility of the authors and do not necessarily represent the 
official views of OPA or HHS.
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Today’s Agenda

1. Understand the difference between content and engaging content
2. Establishing clear goals with the content you are creating
3. Learn how your audience consumes information
4. Components of engaging content
5. Using social media ads to promote content effectively
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Content

Information you create or share for your 
audience to consume
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Content Marketing Challenges

Biggest content marketing challenges your company has faced
• 65% find it a challenge to produce engaging content
• 62% don’t know how to measure the ROI of their campaigns
• 60% say that they can’t produce content consistently

Source: Adapted from Zazzle Media
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Engaging Content

It’s content that is social. It’s information that 
is engaging, relevant, useful, entertaining, 
and educational in the form of video, text, 
image or sound that produces ACTION from 
your audience.
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Identifying Your Goal: 
What do you want your content to accomplish?

• Increase website traffic
• Increase retention and engagement of program participants
• Phone calls
• Register for an event
• Increase your followers on social media
• Like your post
• Comment on your post
• Share your post
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Knowing Your Audience

To promote a product or service properly, the first thing you MUST do is get 
clear on who your audience is, where they hang out, how they consume 
information and what their challenges are

Knowing Your Audience
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Who do you want to reach?

• Teens 13-19 years old
• Young adults 21-29 years old
• Other professionals, stakeholders, community leaders to help 

promote our program
• Women 35-45 years old
• African American parents 35-45 years old
• Single teen parents
• Latino teens 13-17 years old
• Who else?
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Where do they spend time online?

• Instagram
• Snapchat
• Facebook
• You Tube
• Pinterest
• Twitter
• Spotify
• And others…
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2 Reasons Audiences Want Content

When audiences consume content online, they have only two purposes:

Informational intent: Audience members consume content as part of 
their research or their interest

Transactional intent: Audience members act with the purpose of 
completing a transaction (action driven intent)
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The Buyer Journey

• Awareness Stage: During the Awareness stage, buyers identify their challenge or 
an opportunity they want to pursue. They also decide whether or not the goal or 
challenge should be a priority.

• Consideration Stage: During the Consideration stage, buyers have clearly defined 
the goal or challenge and have committed to addressing it. They evaluate the 
different approaches or methods available to pursue the goal or solve their 
challenge. 

• Decision Stage: In the Decision stage, buyers have already decided on a solution 
category. For example, they could write a pro/con list of specific offerings and then 
decide on the one that best meets their needs. 
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How Your Audience Consumes Information

• Articles
• YouTube videos
• Instagram stories
• Facebook posts
• Webinars
• Podcasts
• Blog posts
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Components of Engaging Content

1. Use Images
2. Add Humor
3. Share Facts
4. Use Video
5. Go Live
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Effective Use of Video

Please access the video shown during this webinar here:
https://www.youtube.com/watch?v=FjFyaScG9os

https://www.youtube.com/watch?v=FjFyaScG9os
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Yes Means Test Campaign Results

• The video got more than 3.6 million views in 10 weeks
• Facebook ads drove 77 percent of the 107,000 visits to the campaign 

landing page - https://yesmeanstest.org/
• Those ads were responsible for 43 percent of clicks on the campaign’s 

clinic locator.
• That showed viewers planned to take action

https://yesmeanstest.org/
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Promoting Your Content with Social Media Ads
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Promoting your Content via Social Media Ads Campaign

1. What do you want people to do when they see your ads?
2. What is the campaign objective?

• Traffic
• Engagement
• Video views
• Conversions
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Social Media Ads as a three-part funnel

• First: Awareness
• Second: Consideration
• Third: Conversion 
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Paid Campaign Budget

You can budget your advertising campaign for:
• Search
• Display and retargeting
• Mobile
• Social (Facebook, Instagram, YouTube, Snapchat, etc.)
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Where to Advertise

Facebook (the most popular) – 2 billion users

Instagram (creative images) – 1 billion users

YouTube (video creation required) – 1 billion users

LinkedIn (great for B2B) – 500 million users

Snapchat (images-stories) – 300 Million users

Twitter (in-the-moment advertising) – 320 Million

https://www.facebook.com/business/
https://business.instagram.com/advertising
https://www.youtube.com/yt/advertise/
https://business.linkedin.com/marketing-solutions/how-to-advertise-on-linkedin
https://www.snapchat.com/ads
https://business.twitter.com/en/advertising.html
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Consider This When Doing Paid Ads

Cost per click (CPC): When you choose a Pay Per Click ad program, this is 
the actual cost you incur whenever someone clicks on your ad.  This cost 
varies depending on the platform you choose to advertise.
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Consider This When Doing Paid Ads (con’t)

Cost per a thousand Impressions (CPM): Rather than paying every time 
your audience clicks on your ad, you pay for the number of times your ad is 
shown, regardless of whether it is clicked on or not.  This is more of a brand 
awareness approach, where your audience may not take action right away, but 
will think of you when they’re ready to get your services to advertise.
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Social Media Ad Examples
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Best Practices for Planning: Social Media Ads Campaigns 1

• You want to plan what the ad will say, who to target, what action you want 
them to take and how those actions will be measured.

• Ads should have a narrow scope and drive only one action, e.g. click 
through, engagement, register for an event, call this number, register here, 
learn more, etc.

• Test combination of images, copy, call-to-action and placement.
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Best Practices for Planning: Social Media Ads Campaigns 2

Engage Users
• Identify their problem, struggles
• Ask and answer questions
• Offer a service to solve an immediate need
• Participate in comments
• Monitor your campaign constantly
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In Summary: 5 Content Marketing Strategies That Should be 
Done Every Day

1) Social media
2) Your website/blog
3) Easy social sharing
4) Paid advertisements
5) Repurposing
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Feedback survey

https://www.surveymonkey.com/r/XXT9FYM

Thank you!
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The Office of Population Affairs

Learn more about OPA: 
www.hhs.gov/opa
www.hhs.gov/oah

Follow OPA on Twitter: @TeenHealthGov

Contact OPA: OPA@hhs.gov

http://www.hhs.gov/opa
http://www.hhs.gov/oah
https://twitter.com/teenhealthgov?lang=en
mailto:OPA@hhs.gov
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