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Meet LOKA. 
We love our clients:

• New Mexico Tourism Department 
• TOURISM Santa Fe 

• City of Albuquerque 
• New Mexico Department of Economic Development 

• Mercedes-Benz/Audi/Porsche of Albuquerque 
• CPLC New Mexico 

• HELP New Mexico 
• Hoy Recovery Program, Inc. 

• Eight Northern Pueblos, Inc. 
• Texas Secretary of State 

• Austin Independent School District 
• Dallas Water Utility 

• HOLMANS USA Inc. 
• Choose Your Own Adventure  

• Los Alamos National Laboratory 
• Regional Development Corporation 

• Santa Fe Bandstand



Are you here yet? 
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When you’re running a business, you wear every hat imaginable. 
We’re here to help you simplify your approach to social media 
marketing and focus on what will bring you the best results possible. 



You’re right. It’s changed a LOT. 
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Discovery: 1994-2000 

• First banner ad displayed (with a 78% click-through rate!)  
• Google AdWords launches  
 
Proliferation: 2001-2009 

• WordPress, Facebook, YouTube, Twitter launches 
• Facebook ads launches 

Standardization: 2010-2014 

• Google introduces Quality Scores 
• Facebook audits ads and bans controversial items 
 
Consolidation: 2015-2019

• Google and Facebook control 84% of ad space 
• Amazon accounts for 50% of all U.S. eCommerce sales 
• Facebook organic reach is now 0.5% 



So what now?

We flip the script. We veer away from automation and we 
return to old-fashioned customer service values.  

It’s time to make marketing human once again.
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Simply put, it starts with storytelling, and ends with a conversation. 
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How are YOU telling 
your story online right 
now? 

And, does it align with 
the story you tell your 
customers when you 
are face-to-face with 
them? 
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Next, we need to 
consider the stories 
customers tell 
themselves when they 
think of your product. 

If you’re selling online, it 
starts and ends with the 
care you give them. 
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SURPRISE
your customers by posting 
relevant content 

DELIGHT
your customers with human 
interaction online

TRANSFORM
your customers into loyal fans 
who tell your story for you to 
their friends and family



Sure, there’s a lot of noise out there.

So…how do you cut through it and introduce yourself to your 
target audience with great content and start great 
conversations? 

Good news…you don’t have to do everything.
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Let’s start with content.

It’s got to be relevant, consistent and true to your brand voice. 
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CONTENT: Tools & Tactics 

Airtable: content collaboration, 
editing and approvals 

Later: scheduling 



And, WHAT kind of content should be posted?

We’ll take it step by step for a few select platforms here.
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INSTAGRAM: What should be in the mix? 

1.Brand Hashtag (every post) 

2.Hashtags for context  

3.Geographic hashtags 

4.Partner hashtags #NewMexicoTRUECertified  

#

Partner tags where appropriate (@NewMexicoTrue) @

Research: 
hashtagify.me 

https://www.instagram.com/explore/tags/newmexicotruecertified/
http://hashtagify.me
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INSTAGRAM: What should be in the mix? 

Excellent quality visuals tell your story at first glance 
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INSTAGRAM: What should be in the mix? 

STORIES. STORIES. STORIES. 

@
Don’t forget to tag! 
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INSTAGRAM: What should be in the mix? 

Video • Polls • Boomerang • Contests 
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INSTAGRAM: When and what to post, and how often? 

• Content mix: make it entertaining or aspirational first. Mix in 
promotional content with your other content. 

• Frequency: study the numbers and the engagement. Make 
your posts consistent (aim for 5x/week). 

• Engagement: aim for interactions that can then sweep your 
viewers into conversation with you.  



What about Instagram + E-Commerce?
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INSTAGRAM + E-COMMERCE

• The Key: an engaged follower base, frequent posting, frequent use of 
Stories & use of hashtags and locations to make yourself discoverable 

• The Goal: 10,000+ real followers.  

Unlike Facebook, follower count opens a whole new world to you on 
Instagram. At this level, you can link to your store from Stories. Until 
then, put the link in your bio and mention it in your post. 

+
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INSTAGRAM + E-COMMERCE

The Foundation: add your products by 
using Catalog Manager in the Facebook 
Business platform. Make sure your 
Instagram profile is a Business profile 
first. 

Go to Business Manager > Assets > 
Catalog to set up.

+ +



 21

INSTAGRAM + E-COMMERCE

Once you have a Business profile and 
are approved for Instagram shopping, 
you’ll be able to tag products with 
prices and view Shopping Insights.  

+ +
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INSTAGRAM + E-COMMERCE +



Next up: Facebook.
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FACEBOOK: What should be in the mix? 

• Content: Educate, Inspire & Entertain…then mix it in with tagged 
product posts. 

• The Goal: Engagement with the followers you have for organic 
content. Awareness for potential customers using paid targeting.  

Be careful with your content on Facebook. Make sure most of it is 
value-added, designed to educate, inspire and entertain. 
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FACEBOOK: What should be in the mix? 

• Stories: Again, it’s about Stories 
here. Facebook promotes Stories 
content far better than feed 
content in 2019. 

• The Goal: Use it to promote 
sales and exclusive/secret 
behind-the-scenes content. 

STORIES. STORIES. STORIES. 
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FACEBOOK: What should be in the mix? 

• Go Live: When you go live, you 
circumvent the tiny organic reach you 
otherwise will have. Your followers 
get a notification that you’re live. 

• The Goal: Answer questions, hold 
open office hours, go behind the 
scenes, introduce a new product via 
Facebook Live video. 
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FACEBOOK: What should be in the mix? 

• Create Events: Events can be sales-
oriented, but make sure to keep it 
human and interact with your  virtual 
attendees at every opportunity. 

• The Goal: Introduce flash sales, new 
products. When possible, combine it 
with in-person experiential events. 
Consider hosting a contest for free 
products and tie it to your Instagram. 
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FACEBOOK: What should be in the mix? 

• Set up Shop: Set up your 
Facebook shop manually, or 
connect your Shopify site by 
adding a Facebook Sales 
Channel from Shopify. 

• The Goal: Make it easy for 
viewers to find your products 
without leaving Facebook. 

+



And finally, let’s talk Pinterest.
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PINTEREST: Why is it relevant? 

• It’s a search engine. Posts and promotions have a long lifespan, and 
popular pins can compound serious traffic to your website over time. 

• People use it to plan their purchases: Boards are created as 
inspiration for fashion, food, home decor, travel, pets, etc.  

Photo sizes are particular to Pinterest. Make sure to resize yours to take 
advantage of maximum visual impact.  

STANDARD: 600px wide x 900px tall
TALL: 600px wide x 1260px tall



 31

PINTEREST: Keep these things in mind… 

• Use keywords: Pinterest uses predictive 
text in the search bar, so you can research 
what may be relevant to your product or pin. 

• Use lifestyle photos: Instead of posting a 
photo of a chair, choose a photo of the chair 
in an environment to help people visualize it 
in their own. 

• Be consistent: If you don’t have a lot of 
products to pin, re-pin other people’s 
products to boards you make for inspiration. 



Let’s not forget paid, targeted advertising on social.
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What we need to do 
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Brand Action Continuum 

Publicity Awareness Action 



What’s going to help us do that 
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Ad budgets: In 2019, we need to boost, promote and augment 
our organic content with paid ads that are highly targeted. 



Explore your options to get conversational 
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Bots: Use these to drive conversations, but don’t rely on them to handle 
the talking for you. They are lead generation tools. Check out Drift.  



Stay consistent with smart, relevant content.

Stay human.

Pick the platforms that you can manage well, and double 
down on those. Study your insights, and drive conversations.
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THANK YOU!

Contact:

Julie Ruth 
Founder/President 
julie@lokacreative.com 
505.603.7190 

Office Locations:
Lensic Building 
215 W. San Francisco St. #202B 
Santa Fe, NM 87501 

709 Haines Ave. NW, Suite A 
Albuquerque, NM 87102 

505.690.9254 
www.LokaCreative.com  
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