
2 Days Facebook & 
Instagram Masterclass

Date: 1 & 2 Sept 2022
Venue: Online Zoom
Trainer: Kelly Chong



Introduction 

● Your Name
● Your Industry (Eg: F&B, 

Property)
● Your Position (Eg: 

Executive, Business 
Owner)

● Your Expectation & Goal 
(Eg: Upskill? Create DM 
Team?)
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About Me -  Kelly Chong

● Certified HRDF Digital Marketing Trainer
● Trained and Guided over 200 SMEs To 

Grow Their Business
● Consult More Than 28 SMEs To Grow 

Their Business
● Has Run More Than RM 1 mil Media 

Buy Ads
● Provide Business & Digital Marketing 

Consultation To Corporate and SMEs 
especially at no cost traffic & funnel 
building
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Follow Me @ Blog / Linkedin 

www.kelccreative.com https://www.linkedin.com/in/kelly-chong/

https://www.linkedin.com/in/kelly-chong/


Announcement

- Lunch Time will be 1 hour from 1.00pm to 2.00pm
- There are 2(two) sessions of tea break. Morning 

session is from 10.45am to 11.00am
- We may arrange short break like 5 mins as needed
- Please participate/ engage in the session as much as 

possible
- Please ask any Facebook & Instagram or digital 

marketing related question anytime
- Enjoy the session as much as possible
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Module 01 Strategic Marketing Framework

● Strategic Marketing Approach
● Setting Digital Marketing Goal
● How To Build Sales Funnel
● How To Identify Customer Persona
● Audience Insight For Audience Targeting
● Case Studies
● How To Create Powerful Content



Digital Marketing is about 
Content (awareness), 
Collaboration (build 

relationship) & 
Consistency (build trust). 
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Fundamental of Digital Marketing 
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Purchase LoyaltyAwareness Consideration Service

● Digital PR
● Word Of Mouth
● Online 

Advertisement
● Viral Post
● Banner Ads

● Search 
● Landing Page
● Blog
● Featured Article
● Direct Email

Implications Of Customers Journey On DM

● Website 
● eCommerce 

Website

● Chatbot
● LIVE chat
● Mobile 

Communication 
(Whatsapp, 
Telegram, 
Wechat)

● Affiliate 
Marketing

● Points Rewards
● Newsletter
● Blog
● Emails
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Facts Finding
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Strategic Marketing Approach



Problems Normally Your Customers Will Face 
(Group Discussion)

List out the top 3:
Eg: Want to start online business but dont know how. 
Want to work as digital marketing exec but do not have 
right knowledge.

1)
2)
3)
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How’s Your Product/Service Solve Their Problem 
(Group Discussion)

List Out The Top 3 :
Eg: Train students with right digital marketing knowledge. 
Work on hands-on and case study to gain direct 
experience.

1)
2)
3)
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Market Potential 
Social Media Ads/ Google Ads/ SEO

Suspect
Opt-In (Lead Form/ Landing Page)

Prospect
Follow Up/ Autoresponder

Customers
Purchase/ Buy

How To Build A Profitable Sales Funnel ?

}

}

}
}
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How To Create Irresistible Offer?

Lead Magnet

Tripwire

Core Offer

Profit Multiplier

Example: 
Free eBook, Free Industrial Report, 
Free Webinar, Free Consultation, Video 
Content, Free Sample

Example: 
Now Great Deal $10 (Original Price $899)

Example: 
Main Product/ Service

Example: 
Upsell/ Upserve
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What Would Be Your Offer? (Group Activities)

Lead Magnet

TripWire

Core Offer

Upsell/ Profit 
Maximizer

25



Customer Persona
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Rachel - Customer Persona
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Customer Persona (Group Exercise)
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GOALS & VALUES:

Goals: 

Values:

SOURCE OF INFORMATION:

Books: 

Online Group /Forum: 

Conference:

Blog/ Website:

CHALLENGES & PAIN POINTS:

Challenges:

Paint Points:

OBJECTION & ROLES IN PURCHASING 
PROCESS:

Objections To The Sales:

Role In The Purchase Process:

DEMOGRAPHIC:

Age: 
Gender: 
Occupation: 
Level of Education: 
Hobbies



Prospecting Exercise - Group Activity 

Who’s It For?
(Customer Profiling)

College Student, IT People

Why Will They Click?
(Features)

Waterproof; Multi compartment

What Will They Buy?
(Benefits)

Convenient. Secure. 
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Prospecting Exercise - Group Activity

Who’s It For?
(Customer Profiling)

Business Owner, Entrepreneur

Why Will They Click?
(Features)

Want accounting services

What Will They Buy?
(Benefits)

To save cost. Avoid unnecessary 
expenses.
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Prospecting Exercise - Group Activities 

Who’s It For?

Why Will They Click?
(Features)

What Will They Buy?
(Benefits)

Your Product
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Why Should I Buy From You? Stand Out From 
Competition 
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30-Minutes Delivery Guarantee!

Domino's guarantees your order will arrive 
within 30 minutes or we'll give you a free 
Regular Pizza voucher! 

Unique Selling Proposition (Case Studies) 

Ultimate Driving Machine
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Provide the best quality shoes for athletes and 
fitness in general.

Unique Selling Proposition (Case Studies) 

It sells happiness in a bottle
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Please list down your product/ service 
uniqueness (Group Activities)

Guideline: Ask yourself 
● What is so great about your product/service?

● Why should I buy from you?

● Any highlight that your product/ service has but your competitor do not 

have? 

Answer: 
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Copywriting Creation (I)

Products/ Services Problems that 
customers are facing?
(Problem Statement)

What customer value 
will be receiving from 
the products
(Benefits)

Strength Of The 
Products
(USP)
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Copywriting Creation (II)

Product/ Services 
Specification
(Features)

Offer that your 
customers will buy 
without thinking
(Irresistible Offer)

How do you want 
your customers to 
chat with you?
(Call to Action)

Terms & Conditions 
Of deliveries
(Option)
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AIDA Copywriting

Description Example (Apple) Impact

Attention Catch The 
Attention

The CEO gave the speech on the 
new model of iPhone. A very 
different iPhone is coming out. 

Now most of the people 
are having high 
expectation.

Interest Trigger The 
Curiosity or 
Interest

CEO will explain what are the 
special or innovative features of 
the phone

It makes people focus to 
the specification of the 
phone.

Desire Show Them Why 
They Need Your 
Product

CEO demonstrate the phone and 
highlight some of the preferred 
features that people are waiting 
for

People feels like this is no 
longer a desire and its is a 
want.

Action Direct Reader To 
Take Action

CEO now use the phone and show 
it to everyone. 

People witness how 
advance the iphone is



AIDA Copywriting

Description Example (Vitasen) Impact

Attention Catch The 
Attention (Brand 
Awareness)

Put a big billboard/ standee/ 
social media platform (Pharmacy) 
to increase awareness

Billboard/ standee/ banner 
ads are colourful. Attracts 
people attention easily

Interest Trigger The 
Curiosity or 
Interest

Varieties of social media format 
like short video, long video or 
story telling content 

With that action, it makes 
people show interest about 
the products

Desire Show Them Why 
They Need Your 
Product

Highlight the offer such as Buy 1 
Free 1 or Buy one large you will 
free some gimmicks

Show customers on how 
importance of improve kids 
immune system

Action Direct Reader To 
Take Action

Create a sense of urgency People will take action now 
before the deadline



AIDA Copywriting (Activities)

Description Example Impact

Attention

Interest 

Desire

Action



Module 2: Facebook Marketing For Business 

● Facebook page optimization

• Facebook content optimization

• Facebook Ads Campaign

• A/B Testing Optimization



● Create Quality Content 

(Practical, Entertaining, 

Action Driven)

● Have A Call To Action

● Ride The Wave

● Be Authentic

● Tell Story

● Education



Content Framework



Keyword research &  selection

 Ubersuggest.io



Keyword research &  selection

 

Dashboard



Keyword research &  selection

 Ubersuggest.io



Content updates and layout

 



Buzzsumo.comubersuggest.io







Case StudiesCase Studies - Post Content
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Case Studies - Video Content
https://www.youtube.com/watch?v=
aXP3C5Kg-7w

http://www.youtube.com/watch?v=aXP3C5Kg-7w


Case Studies - Video Content

http://www.youtube.com/watch?v=KYTti7kG_X0


Case Studies - Ads Content



Viral PostCase Studies - Viral Post



Case Studies - Viral Post



Case Studies: Social Media Content



Case Studies: Social Media Content



Case Studies: Social Media Content



Case Studies: Social Media Content



Case Studies : LIVE Content



Case Studies: LIVE Content



Case Studies: Blog Write Up Content



Get Competitor Insights



Go to Ad Library



Check Competitor Ads Activities



Facebook Content (Case Study 1)



Facebook Content (Case Study 1) Result



Facebook Content (Case Study 1) What they do

M2 ran video ads featuring the re-cut commercial 
with the aim of reaching potential new customers 
and growing brand awareness.

M2 used dynamic ads for broad audiences in the 
collection format. These ads automatically displayed 
products from M2’s catalogue that matched a 
person’s interests, based on past browsing 
behaviour.

They included a call to action to visit the M2 website, 
where people could learn more about the nutritional 
milkshakes and make a purchase.

M2 targeted the two-week campaign to an audience 
of women ages 25–44 living in Taiwan. The Facebook 
pixel installed on its website helped measure the 
number of incremental conversions.



Facebook Content (Case Study 1) What they do
The first phase, which ran for four days before Black 
Friday, the business showed leads ads with a teaser 
video giving hints about the special offer to a broad 
audience of women in Greece and Cyprus aged 18 
and older.

Cosmetic Derma Medicine created a Custom 
Audience of people who completed the lead form 
from the teaser ads.

Cosmetic Derma Medicine revealed details of the 
offer to the Custom Audience of leads from the first 
phase, as well as segmented Custom Audiences of 
past customers and website visitors. These people 
saw mobile friendly, attention-grabbing video and 
photo ads promoting the Black Friday special offer 
with a “Book Now” call to action.



Facebook Content (Case Study 1) What they do



Facebook Ads Campaign Structure



AB Testing



Facebook Ads Manager - Lead Objective
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Facebook Ads Manager - Lead Objective
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Facebook Ads Manager - Lead Objective
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Facebook Ads Manager - Lead Objective
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Facebook Ads Manager - Lead Objective
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Facebook Ads Manager - Lead Objective
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Facebook Ads Manager - Lead Objective
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Facebook Ads Manager - Lead Objective
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Module 03 Instagram Marketing For Business

● Setting up Instagram Business account
● Instagram links to Facebook Business Page
● Instagram Ads Campaign Creation
● Optimisation of content management



● Instagram Insights 

● Instagram ads 

● Instagram Shopping 

● Primary and secondary messaging inboxes

● Contact information and a call-to-action button on your 

profile

Instagram For Business (Features)



Optimize Profile
● Your name: 30 characters, included in search.

● Your username: AKA your handle. Up to 30 characters, included in 

search.

● Your website: A clickable URL you can change as often as you like.

● Category: A business feature that tells people what you’re all about 

without using up bio characters.

● Contact info: Tell people where to find you.

● Call-to-action buttons: Give Instagrammers a way to interact with 

you directly from your profile page.





Choose Right Profile Photo

● Profile size is 320px X 

320px



Create Visually Compelling Content

● Behind-the-scenes posts: Give followers a look at your office, your storefront, 

or your manufacturing process.

● Quotes and text-based images: Play with text to create visually interesting 

content with no photos required.

● Regrams and UGC: User-generated content is by nature authentic and 

compelling.

● Instructional posts: Teaching followers how to achieve a goal is about as 

compelling as it gets.

● Videos: The maximum length of a video post on Instagram is 59 seconds, but 

you can go much longer with IGTV.

●



Instagram Post Content



Create Instagram Account



Instagram General Setting



Instagram QR Code 



Add Other Instagram Account 



Switch To Professional Account 



Link IG Business Account With FB Account Business Page 



The countdown sticker on Instagram now 
gives you the ability to set a reminder for 
any day and time (up to 1 year later) so 
your audience can be notified.

Combining this with Instagram features like 
the Buy Tickets or other action buttons on 
your profile, or strategically using your 
Instagram bio link, you can better drive 
signups, sales, and more for your business.

Use Instagram Countdown Sticker

https://www.socialmediaexaminer.com/how-to-add-instagram-action-buttons-to-business-profile/
https://www.socialmediaexaminer.com/instagram-bio-links-3-tools/


Use Instagram Countdown Sticker



Use Instagram Countdown Sticker





Get Insight From 
Responder

Get some insight into who’s interested in your 
event and who may participate.



They can tap on the Remind Me button 

to initiate the reminder. They also have 

the option to share the countdown to 

their own story, which will put the 

countdown sticker (but not the rest of 

your story post) into a story of their 

own that they can format and share 

with their audience.

Leverage On Sticker



To give the countdown sticker a 

name, tap in the Countdown 

Name field and type in the 

name of your event.

Add the Instagram 
Countdown Sticker to Your 
Instagram Story



● Count Down to a Live Broadcast Time

● Promote the Launch of Webinars and Courses

● Spotlight the Opening of Live Events

● Share Time-Sensitive Contests or Sales

4 Ways to Use the Instagram Countdown Sticker 
for Business



● Showcase products to IG followers & non-followers with 

hashtags, text overlay, and descriptive captions

● Share behind-the-scenes content. 

● Be authentic when creating sales or offer post

● Share educational content - simple and direct

4 Ways To Use Instagram Reels For Business



Instagram Content (Case Study 1)



Instagram Content (Case Study 1) Result



Instagram Content (Case Study 1) What they do

In Phase 1, which ran for eight weeks in 2020, Illuma 
engaged local influencers on a series of ads.

These ads were split into two groups: one of 
“sponsored” video ads run by the influencers, and a 
second with the same creative, plus branded content 
tags that allowed Illuma to run it in branded content 
ads.

The branded content ads clearly displayed that they 
were a “paid partnership” with Illuma and linked to 
the brand’s website

Branded content ads outperformed the influencer’s 
video ads, significantly lifting message association for 
the brand.



Instagram Content (Case Study 1) What they do

Phase 2, which put another two groups of posts to the 
test and championed the empowering brand 
message, “Be Bold.”

The first group comprised Illuma’s business-as-usual 
video ads, posted on the brand’s account.

Second group, these same ads ran alongside branded 
content ads using content from the influencers.

All the creative highlighted how Illuma supports 
babies as they boldly play and experience the world.

Seven weeks later, at the end of Phase 2, the 
combination of Illuma’s own ads and branded content 
ads generated the best results.



Instagram Content (Case Study 1) What they do



Instagram Hashtag

Hashtags are an important 

way to expand your 

Instagram audience. When 

you use a hashtag, your post 

will appear on the page for 

that hashtag. If you use a 

hashtag on your Story, it 

could be included in the 

relevant hashtag Story, which 

also appears on the hashtag 

page.



Type Of Hashtag

● Product or service hashtags: These are basic keywords to describe your 

product or service, like #handbag or #divebar

● Niche hashtags: These get a little more specific, showing where you fit in the 

context of your industry, like #travelblogger or #foodblogger

● Industry Instagram community hashtags: Communities exist on Instagram, 

and these hashtags help you find and join them. Think 

#gardenersofinstagram or #craftersofinstgram

● Special event or seasonal hashtags: These can refer to real holidays or 

seasons, like #summerdays, or they can be used for all those National [Thing] 

Day holidays, like #nationalicecreamday or #nationalnailpolishday



Type Of Hashtag

● Location hashtags: Even if you geo-tag your Instagram post, it can still be a 

good idea to include a hashtag that refers to your location, like 

#vancouvercraftbeer or #londoneats

● Daily hashtags: Every day has plenty of its own hashtags, from #MondayBlues 

right through to #SundayFunday. We created a whole list of daily hashtags for 

you to choose from if you’re looking for an easy source of hashtags to add to 

your posts.

● Relevant phrase hashtags: These hashtags combine elements of product 

hashtags, niche hashtags, and community hashtags. Basically, they’re phrases 

people use on Instagram to connect to existing communities in a slightly 

insider way, like #amwriting or #shewhowanders

●



Type Of Hashtag

● Acronym hashtags: Perhaps the best-known acronym hashtag is #TBT for 

Throwback Thursday. Other popular acronym hashtags include #OOTD for 

outfit of the day, #FBF for flashback Friday, and #YOLO for you only live once.

● Emoji hashtags: These hashtags can include emojis on their own, like #????, 

or words or phrases with emojis attached, like #sunglasses????.



Instagram Hashtag Generator



Instagram Hashtag Tools - Exercise



www.canva.comStatic Poster - www.canva.com
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Canva: FREE Copywrite Graphic To Download

www.pexels.com

www.pixabay.com

www.freepik.com

www.canva.com

www.unsplash.com
116

http://www.pexels.com
http://www.pixabay.com
http://www.freepik.com
http://www.canva.com
http://www.unsplash.com


Many Free & Paid Templates 
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Many Free & Paid Templates 
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Set Graphic Size
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Get Free Template
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Change The Font Size, Family and Colour
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Canva Create Instagram Puzzle
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Canva Create Instagram Puzzle
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Canva Create Instagram Puzzle
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Canva Create Instagram Puzzle
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Canva Create Instagram Puzzle
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Canva Create Instagram Puzzle
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Canva Create Instagram Puzzle
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Canva Create Instagram Puzzle
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Canva Create Instagram Puzzle
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Canva Create Instagram Puzzle
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Canva Create Instagram Puzzle
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https://pinetools.com/split-image
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Canva Create Instagram Puzzle

134



Canva Create Instagram Puzzle
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Canva Create Instagram Puzzle
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Module 4 - Linkedin Marketing

• LinkedIn personal profile

• Curation of LinkedIn content and optimisation

• Content strategies



138

Linkedin Layout
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Personal Profile
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Personal Profile - Gold Spot
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Personal Profile - Biodata
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Personal Profile - Description About Yourself
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Personal Profile
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Looking For Keywords www.ubersuggest.ioPersonal Profile - 10 Keywords Highly Relevant
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Personal Profile - Post Content
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Personal Profile - Experience & Education
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Personal Profile - Endorsement & RecommendsPersonal Profile - Endorsement & Recommends



148

Personal Profile - Connect With Right People



Hi XXX,

My name is YYY. I am a big believer in networking and getting to know other professionals and I thought it would 
be great to connect in case an opportunity to collaborate opens up in the future.

Kelly Chong

Founder of KelC 

Connection: Introduction (First Message)
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Hi XXX,

Thanks for connecting!

I look forward to getting to know more about you and hopefully get to meet you in person and find more about 
what you do.

Do not hesitate to contact me if I can be of any help.

Have a great day! 

Regards,

YYY

Founder of YYY 

Connection: TQ Notes (Second Message)
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Hi XXX,

Great. I am helping clients …[Explaining how professional helps in client business]

I can prepare a detailed proposal...[Try to get appointment, straight to the point]

I am looking forward to hearing from you soon.

Thank you

Regards,

YYY

Founder of YYY 

Connection: Make Appointment (Third Message)
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● Blog Posts. Sharing your blog posts on LinkedIn is a great way to increase your 

reach, build brand awareness, and spark engagement. 

● Industry News and Research. 

● In-Depth How-To and List-Style Posts. 

● Quick Tips. 

● Photo Updates. 

● Company Updates

● Case Studies

● Ebook

● Infographic

● Template/ Checklist/ Cheatsheet

● Videos

● Quotes

Content Curation For LinkedIn 
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Content Curation For LinkedIn 
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Content Curation For LinkedIn 



Linkedin Apps
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Module 5 - Youtube Marketing

● Setting up YouTube Account

● Simple Video Creation With Free Apps

● YouTube Ads Setting

● YouTube SEO



Download Chrome Extension



Use YouTube Channel Set Up



Use YouTube Channel Set Up



YouTube Channel Set Up - Upload Video



YouTube Title & Description



YouTube Thumbnail



Use YouTube Channel Set Up



Use YouTube Channel Set Up



Use YouTube Channel Set Up



Save The Video



Setting Video Campaign



Setting Video Campaign



Setting Video Campaign



Setting Video Campaign



Setting Video Campaign



Setting Video Campaign



Setting Video Campaign



Setting Video Campaign



Setting Video Campaign



Setting Video Campaign



Setting Video Campaign



Setting Video Campaign



Setting Video Campaign



Thank You


