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Jakob Owens

SOCIAL MEDIA CHANGED THE WORLD
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DIGITAL AROUND THE WORLD IN 2020

THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND MOBILE, INTERNET, AND SOCIAL MEDIA USE

TOTAL UNIQUE MOBILE INTERNET ACTIVE SOCIAL
POPULATION PHONE USERS USERS MEDIA USERS

7.75 5.19 4.54 3.80

BILLION BILLION BILLION BILLION

URBANISATION: PENETRATION: PENETRATION: PENETRATION:

55% 67 % 59% 49%

SOURCES: POPULATION: UNITED NATIONS; LOCAL GOVERNMENT BODIES; MOBILE: GSMA INTELLIGENCE; INTERNET: ITU; GLOBALWEBINDEX; GSMA INTELUGENCE; LOCAL TELECOMS we .
REGULATORY AUTHORITIES AND GOVERNMENT BODIES; APJIl; KEPIOS ANALYSIS; SOCIAL MEDIA: PLATFORMS' SELF-SERVICE ADVERTISING TOOLS; COMPANY ANNOUNCEMENTS AND are, Hootsuite-
EARNINGS REPCRTS; CAFEBAZAAR; KEPIOS ANALYSIS. ALL LATEST AVAILABLE DATA IN JANUARY 2020. ¢ COMPARABILITY ADVISORY: SOURCE AND BASE CHANGES. social
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MORE THAN HALF OF THE HUMAN RACE

(74 1S UNDER 30 YEARS OLD
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Guess, what do they feel
about Social Media?







1/3 of women
(18-34) checks
facebook as
soon as they |

wake up.




95% OF MILLENNIALS HAVE JOINED
SOCIAL NETWORK




717.5% of Generation X 48.2% of Baby Boomers
ARE ACTIVE SOCIAL MEDIA USERS



And those are your

consumers o9
co-workers {m

CEOs

Decision-makers

81% of B2B companies have
accounts on social media sites.

93% of all business buyers
are social media advocates.



Radio took
38 years

To reach 50 million users




Television took
13 years

To reach 50 million users







2.7 BILLION

Monthly active Facebook users

LR

Oof B2C Of B2B

77% companies 43% companies

!

Acqulred customers from Facebook




If Facebook were a country

It would be Bigger Than The Largest Country On Earth




2.5

1.5

0.5

HOW BIG IS FACEBOOK?

FACEBOOK’S ACTIVE
USERS ALMOST CROSSES
DOUBLE THE
POPULATION OF CHINA

FACEBOOK CHINA

B HOW BIG IS FACEBOOK?
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LINKEDIN RECEIVES OVER 15 MILLION
UNIQUE VISTORS EVERYDAY




EXECUTIVE FROM ALL FORTUNE 500
COMPANIES ARE ON LINKEDIN

FIS10[0




There are more
than

600 million
search on
Twitter




US.A

BRAZIL

JAPAN

Top 3 Countries On Twitter:

107 million

33 million

30 million

COmpanieS have
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30,000 HRS of video

uploaded to
YOUTUBE every HOUR




There are 2 billion
videos viewed each

day on B[




uses the same

- You
bandwidth now that
% the entire internet
— 7 used in 2000.

[
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You would need to live 1,000 years to

watch all the videos currently on
YOUTUBE

P —



Traditional Media
depends on
intercepting the consumers




Cutting through # ¢/,
t
Qe fme €1

Getting attention

It’s no longer about
shouting the loudest | 7“



' LESS WRINKLES

e Sy Only 14%
| ‘s = l| of consumers
‘, ,‘ trust advertising

New Face Product

1"\




Today, people get their information online




G eRs’  SOCIAL MEDIA IS A WAY OF
’35’?; s, THINKING... AND MARKETING!



IT IS ALL ABOUT BUILDING A
DIALOGUE...
WITH YOUR CUSTOMERS, CO-
WORKERS, AND POTENTIAL
HIRERS
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THE WORLD’S MOST-USED SOCIAL PLATFORMS

BASED ON MONTHLY ACTIVE USERS, ACTIVE USER ACCOUNTS, ADVERTISING AUDIENCES, OR UNIQUE MONTHLY VISITORS (IN MILLIONS)

FACEBOOK

2,449
YOUTUBE
wraTsAPP [ — 1,600
remessencER”  [—— 1,300
weiN/ wechAT [ 1157
INSTAGRAM * - [ 1,000
pouviN/Tiktok [ 00
ac [ 7
azone [ 5/
snaweso [ 497
Reoor [ 430 DATA UPDATED TO:
snarcHAT [ 382 25 JANUARY 2020
wier* [ 340
PINTEREST [ 322
kuaisHou [ 316

2,000



Daily Time Spent on Social Media

Average himm spent connected to social networks during a typical day

1:53

2:06
2:16 16-24 yrs old spend
3 hours per day on

3:10 social media

3:29



Daily Time Spent On Social Networking
2012-2019 (in minutes)

150

125

100

Minutes per day
3
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o

25

109

g 95 101

2012 2013 2014 2015 2016 2017 2018 2019




91% Of '
moblle
Internet
access is for

social
activities.




' billion image
s are shared
on social

. ~——
media posts




MOST POPULAR SOCIAL MEDIA IN THE

WORLD
S 0 " © @
skype facebook WorbPRESS (T Ogl@ +  Pinterest

(LR
m E e ° ° O !‘1‘!1"“;‘

Linkedin  WhatsApp Hlicke Tnstagram YﬂllTllhe twitker



SOCIAL NETWORKING SITES



facebook






Cwittery



> YouTube
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Shapchaf






Linked [})









STREAMING VIDEOS SITES I
B |
Youlllhls




THE
HUFFINGTON
POST



MICRO-BLOGS
G0 SPACE

OO0 SPACES



- § WIKIPEDIA

Wlleow

to do anything



INSTANT MESSENGERS

WeChat



Webinars
OnAIr

' WEBINARS

Z00Mm

GoloMeeting




WHY ARE
BRANDS AND
COMPANIES
USE SOCIAL

MEDIA?




BRAND
AWARENESS



HUMANIZES |
THEIR BRAND




‘-‘-:-—-‘Q > e A i
GIVES THE OPPORTUNlTY TO CONNE

WITH FANS AI\‘D FOLLOWERS. |
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INCREASE WEBSITE TRAFFIC

) AN






BOOST SALES



PROMOTE
CONTENT



e

CONTENT SHOWS AN EXISTING
CONNECTION AND CAPTURES AUDIENCE
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REPUTATION
MANAGEMENT

——
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CUSTOMER AND AUDIENCE
ENGAGEMENT




JAAKIN

WITH
INFLUENCE
RS
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CUSTOMER SERVICE AND CUSTOMER
T
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MONITOR CONVERSATIONS THAT ARE
RELEVANT TO THEIR BRAND



LEARN MORE AEQUT THEIR




TO KEEP AN EYE QQTHE COMPETITION
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UPCOMING
CHANGES TO
THE BRAND




TO PROMOTE THE BUSINESS



RETARGETING

USERS YOUR WEBSITE USERS LEAVE RETARGETED AD

USERS RETURN
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RE SPENDING MAJOR PORTION ‘r,

OF THEIR TOTAL MARKETING BUDGETS ON
SOCIAL MEDIA




But social media spending expected to
rise by 73% over five years

Social media spending as percent of marketing budge!

P @ Economic Sector

J/ Expected Five-Year Growth
2 B28 Product: 16.8
O F B28 Services: 20.5
e, B2C Product: 20.9
P
— o B2C Services: 24.7




BRANDS ARE SET TO
SPEND UP TO

$15 BILLION ON
INFLUENCER MARKETING
BY 2022




INTRODUCTIONRIO®

SOCIAL MEBIA



WHAT IS SOCIAL MEDIA?

7,

f A social media website
constitutes content created by ?

k people using highly scalable
Yo, and accessible technologies.
7t
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LUIKE SEARCH
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Topic
S:

«Social Media Objectives
*Social media Strategies

-Social media Social Media Marketing

-Social media Management
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Social Media Objectives:
A4







AWARENESS



Social Medla Engagement

ENGAGEMENTS
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Sign-up

Sat. Oct 22, 2016 | 11:0f
Please report to the entrance of the gym
thanks!

)

&) 2 spots available! Sign up below
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CUSTOMER
ACOUISITION







Your business goals and your social media goals

\
AN

/ \
/N

f

If we want our social media activities to have the biggest

4 \

PR

\ |/

W
/

impact, it’s important that they're aligned with our overall

business goals and objectives



“N Ot finance. NOT strategy. N Ot

technology...Teamwork remains the
ultimate competitive advantage...




Ifyou could get all the people in an organization i:owing in the samg

direction, you could dominate any industry, in any market, against

any competition, at any time.

B 2 4




~ As you’re setting your social media goals it's important to zoom out and look
i C at the big picture: how can social media impact your whole business, rather O

= than just social media goals? 3 <




Map your comp%my’s top-level
goals to how your social media \ /

efforts can best assist.



TOP 3 COMPANY GOALS

[ Expand in to New market Segment J

Emprove your website valuation] [Makeat least 3 sales everyday}
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How can smedia help us accomplish

our company goals? =
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In order to expand into igew maﬁ;et segment, we could:

1. Discover and build relationships with influencers who can

amplify our message within the new target market




2 §
MEDIA INFLUENCER

N _

N

o

A Social Media Influencer is a user on social media who has
established credibility in a specific industry. A social media
influencer has access to a large audience and can persuade others by

virtue of their authenticity and reach

- —



2. Partner with influencers and brands to leverage and grow our

audience within the new target market.




O @@

\ 3.Create and promote quality content that drives good traffic with in

the new market and positions our website as a best option.

High Quality Content



TO ACHIEVE 3 SALES EVERY DAY :

$
- $A

example :

Run social media campaigns to promote productlaunches

Raise awareness around and drive engagement of new features
¥




Expand in to New Make at least 3 sales Improve your websit

market Segment every day valuation

Social media

can help by: Y
4.Expand in
1) Discovering and 1) Running social
building relationships media campaigns to
with influencers in the promote product t o N e W
new market segment launches
2) Partnering with 2) Raising awareness

influencers to grow and driving engagement

our reach with a for new features m a r k e t

new audience
3) Promoting content

to drive TOFU growth
and positioning our e g m e n

product in the market



Few ideas for social media goals and metrics you
could focus on that would likely be aligned with

your marketing efforts:

N § w
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1. increase brand awareness — Follower count for your soc1al profiles,
reach of your social media posts, mentions, shares, and re-tweets.




2 . Drive traffic to your website — Referral traffic from
social media, share of

overall traffic, bounce rate of social media traffic, and clicks

on your social media posts




e\

B, ‘
3.Generaf8 new leads — New leads collecte rough social media, downloads

of your gated content, clicks on your lead-gen social media posts, and conversionfp®

= ajﬁﬂﬂ@ OOEC

rate of leads from social media”










6.Bui|d a community around your business —

Number of posts, likes, and
comments for Facebook groups.
Number of participants and
tweets per participant for Twitter
chats. Number of daily active

users




7.Increase mentions in
he press —

Potential reach, shares
and mentions, influencers
talking about your content,

and number of people

reaching out to ask about

Find your
Social Mentions

industry-related questions



8.Research and learn about your customers — Number of conversations with

customers on social media, suggestions or feedback, and product/content

improvements made from those suggestions

— — '




YOUR NICHE TO ACHIEVE GOALS
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Facebook Instagram  LinkdIn  Twitter Youtube Google plus

{RORInEYE >

Pinterest WhatsApp Skype Wechat Snapchat

® S %S



1.Establish 2.Audit your
SMARTsocialsocial media|
media goals presence

3.Develop a 4. Measure
content your
strategy progress

5. Refine
your
strategy



Aligning Social Goals to Business Goals

Business Goals Social Goals

Brand Awareness Reach
Word of Mouth Shares, Retweets
Leads Actions

Sales Conversion



ESTABLISH SMART
SOCIAL MEDIA GOALS

-Input your social media goals

PRO TIPS

» Make your goals specific,

measurable, attainable, relevant

and time based

o Avoid goals that focus just on vanity
metrics like Likes and Followers

r_lEIFlEIE' é



<Your Company’s> Social MediaGoals

MY SOCIAL MEDIA
GOALS ARE:

Goal Goal Goal
#1: #2: #3:




DEFINE YOUR
TARGET AUDIENCE:
your customer

profiling




Steps to ldentifying Your




STEP ONE: IDENTIFY THE PROBLEMS YOU SOLVE




-

A great starting point to identifying your target
market is to understand the problems you
and your business solves with your products
and/or services.

» A
yp. -

he Ve
Write out a list of each feature of

your service or product, and next to
W each feature list the benefits.






Check
Out Your
Current
Customer Base




STEP THREE: RESEARCH

T:-IE COMPETITIOI\'I




STEP FOUR: DECIDE ON SPECIFIC DEMOGRAPHICS TO TARGET




Ve s AL Moot e o agte .
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level, . (®)

o “ . : = C _
C(‘“ Factors like age, gender, income level, education
pl

ethnic background, marital status , occupation are all

important factors that will help you identify that key

target market for your business.
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Step Five: Take Account of Your Target

Market’s Psychographics.

X «x\/xJJ \/ J/

M'f l‘ | lih




|

Psychographics is the classification

of people according to their
attitudes or aspirations. These are | i
the more personal characteristics
like attitudes, values, hobbies, and v
behavior and they have a huge '
impact on identifying your target

market.






Demographics
explain “who” your
buyer is, while
psychographics

explain “why” they

buy.




You can only effectively reach your
target audience when you
understand both their
demographics and psychographics.
The combination of both sets of

data starts to form your buyer

persona — a detailed picture of the

people you work with now, and
would like to work with in the

future.




Eg: Let’'s create a very basic buyer persona based upon

what we know about the ideal customer for a nutritional

counselor.




Demographic Information:

-Female
-Aged 45-65

*Married, with children

-Dealing with issues of weight gain,

diabetes lack of energy or hormonal

imbalance

Household income $100K+




Psychographic Information:
«Concerned with health and appearance
Wants a healthy lifestyle, but doesn’t have much time
*Enjoys going online in the evenings

-Big fan of Pinterest

«Tends to favor quality overeconomy _
-Finds fulfillment in her career andfamily w

-Values time with a small group offriends .



Audit Your Social Presence

-Inventory all profiles representing your
company

e Search and note all official and
unofficial pages representing your
company including fan pages, rogue

employee accounts and poser

accounts




Audit of <Your Company’s>
Social Presence

ocial URL Followers Last Action
Media Activ
Sites ity

Date




Survey Your Target Audience

*Tally results about your audience on the next slide

e Distribute audience surveysin-store, via email and

on social media
e Consider offering an incentive for completion of the

survey like a discount




Survey of <Your Company’s>

Target

# of 9% 9% % on %
Responde | Averag Mal | Femal Faceboo on % %
nts e a ema k Twitte on on
Age € € r Linkedl Oth

n er




Know Your Competition

‘Investigate what your company’s competition is doing on

social media and track observations on the next slide

e Compare your competitors’ social footprint

Pro Tips

and content against yours

e Look at what type of content they are

creating and sharing, how often and

what influencers they are interacting

with



Know Your

Competition

Competitor

Social Profiles

Strengths

Weaknesses

Content
That
Resonat
es




TAKE ACTION POST AUDIT

‘Makerecommendations to optimize your company’s
social presence




docial Media for Small Businesses

As a small business you have a limited amount of resources. Don't spread yourself thin trying to make an
appearance on all the social networks out there. Find your audience, match your brand and pick the best fit(s).

Facebook ' Twitter '  Pinterest | Linkedln '  YouTube ' Instagram

Acentralhub forbrand + Amicroblogging semvice, 1+ A soceal bookmarkingsite 1 Aprofessional metwork 1 Thegolo site forvideoon + A mobile pholo shanng

content quickly, :

news, mserscancreatea | ftwitter [elsuserssend | wherewserscollectand | that lefs users connect | the weh y app which lets

fan page to share pictures, ' 140-charactermpdaies ' hare photos of their with top industry ' I psers siare on Twitter,

status updales and events. |  favorite events, interests | influencess. i Dominated byuser |  Facebook Tumblr and

! Greatfornewsand ! and hobbies. : ! generated content, video | flickr.

Oifers an easyway for 1 custeser questions — the | i Agreatplacetofind | clips, musical arfists amd
brandstoengagewith | fastestwayfoshareand | The third kargest social | likeminded professionals, | microbloggers, veutube | Recently introduced brand
wsers and commenton 1+ engage wilh consumersin 1+ nelworkingsite, Pinterest « discuss trends, search job 1 emphasizes "channels® for | promeled posts.
activity orupdates. | real time | belpsspreadwisual | boardsandmetwork | franded content.



SOCIAL AUDIT LEARNING'S

(

| will consider consolidating the following accounts to
simplify our social presence:

\_
(

The gaps in our social presence based on audience
survey and competitor analysis are:

VAN

-
(

AN

&

Key takeaways learned from competition that | can
apply to our company are:
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DEVELOP YOUR CONENT STRATEGY

v - = 444




Develop <Your Company’s> Content
Strategy

The type of original content that we will COV\'\'QV\'\'
create and post is:

The type of content we will share is:

We will post to the following channels this
frequently: X channels / X times a day




Develop <Your Company’s>
Content Strategy

4. The different

audiences that we

need to tailor
content to are:




Measure YourProgress

Use analytics tools to see how your content is performing

and track
e Examine data that measures progress towards
reaching your goals
Pro Tips e Use the following go-to tools: Hootsuite Analytics

(advanced analytics & custom reports), Facebook
Insights & Google Analytics (who, when and how

many people are viewing and interacting)




<Your Company’s> Progress

Soci Top Lowes
al Performing t Action Required
Media Content Performing
Channel

Content




Refine You5_§trategy




<Your Company’s>
Learning's

What worked well?

What didn’t work well?




<Your Company’s> Learning's

3. Our new goals for the next period/quarter are:

Goal #1:
Goal #2:
Goal #3:

4.Changes we will make to our strategy based on learning's
are:
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YOUR SOCIAL MEDIA MANAGER



YOUR
SOCIAL
MEDIA

TEAM




-
s

Social Media Manager

| Social Media Team Manager |

&

&

Set Up Master Researcher Engager
| |
| | I

e

Designer




SET UP MASTER AND‘DESIGNER

Social media accounts and settings
Graphical requirements




Researcher does
research on your
company, brand
and products for
your Target
Market

~ RESEACHER




"/ WRITER
Write about your business and fills up the

information required in your social media /
accounts by targeting your market.

i N A




is to seek out targeted prospects to make
“friend”, “ follow”, “ Likes”, etc.




Monitor carefully watch the entire activity |n
social media

Respond to the Tweets, Fan Wall Posting etc.

Address the Negative comments

<

Alert and Report to the Social Team Manager

.
-
-
-

J

s T '



SOCIAL MEDIA -
TEAM MANAGER ... 88

2

Set Up Master esearcher Engager

This would be the
business owner or some
one you appoint to

| |
manage the 3 types of 8 11/ %

Designer W}%r
workers. g

Monitor



f# Social Media Team Manager
To ensure that your social media objectives

are met and everything is properly set up and
run in the months ahead.




_—————— - . e .’

SMTM will check the progress, answer
questions from his workers, provide
instructions to them on what to do and more.

o F
v"‘



SMTM — MARKETING DEPARTMENT
|

SMTM must closely work with your marketing
department to ensure social media team’s
activities meet the objectlves set. e




o
s

Social Media Manager

© 4 o

Set [IJp Master esearcher Engager
|

Designer
|

CCC
L &




9 9
SOCIAL.MEDIA
OPTIMIZATION



A

WHAT IS SOCIAL MEDIA
OPTIMIZATION?




. ! A

SMO (social media optimization) is a set of
methods to generate traffic and publicity
through use of social media platforms

Lol B>



Internet marketers and small and medium
enterprises have used Social Media very often to
reach out to their pool of buyers, expand their
marketing presence and get in more traffic
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Social Media Traffic
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7 Conventional Traffic These traffic q
Methods are PPC, methods are S
\35 Email marketing, 9 usually sales :
Affiliate marketing etc. oriented.
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- a0R Sy - . TSR
7 Social Media Traffic
focuses on Consumer to Social Media free to use

39 Consumer yet network leverage
Communication and ¢ potentially limitless. p
endorsement.
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W' “On W € w,. 3 “

&




If you are just
starting your venture
with limited budget

You don't have a lot
of money to spend on
traffic




You don't want to use
slow ways of getting
traffic like SEO

You don't have the

money to spend on
Pay Per Click
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SOCIAL
MEDIA IS
THE BEST [
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There's nothing stopping you from using Social

Media Traffic Methods because

- aNR v’:55

= S5nn 3

v
7.
It improves your Search
\35 Engine Ranking
-

W . )(00 JU

' targeted than using social

There is no better way to
tap into a pool of buyers
instantly and more \

O
¥
E

!

media traffic methods
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EFFECTIVE WAY OF USING

SOCIAL MEDIA

State your
Social Media |
Objectives

yF N

Social Media ' Social Media Social Media
Strategies ¢ Marketing ’ Management

=]

S5~
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OUR SOCIALMEDIA OBJ ECTIVES

o D) 0

RGCET-REERS

Branding  ° Customer
! /awareness. 3 support.
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to our

websites/stores.
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OUR SOCIALMEDIA OBJ ECTIVES
9 B 0

Customer
retention.

y risis
2, Management.
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Monitoring.




INCREASE LEADS
. @ 0

Create high quality F | Treat everyone like 7 your
content. [ individual. 3, website and retail

location.

a5 5& Som ’ g
SONSEREE [ /

.(. 3 i ]
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Maximize your posts by tracking the

best times to post on various social
media sites.




................

~ BRANDING

o\

Capitalize on Major Events and Holidays

| WIS

=

Crowd source for New Feature/Product Ideas

s o7 R - . .

T \

Show Your Fans The Fun

’ = \3 .

N




BRANDING ’-

—
K2 .
5
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FoIIow the 70/20/10 Rule

o~ e

Post Consistently

ki That | BT Y s © VERESEEREY Ny | (g

Respond To Everyone
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Most Who Use Social Media For Customer

Service Expect A Very Quick Response

“In general, how soon after you contact a brand, product or company
on social media do you expect to receive a response?”

Within 15 minutes Within 30 minutes
1% 2°

LA

Within 5 minutes

Q9

CUSTOME

Within a few days or so

o9 /8

Within one hour
More than one hour, but

ater same day

25%

Q

edison Base: Ever attempted 1o contact a brand, product or company through social media for customer service/support
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CUSTOMER RETENTION

Engage your customers and turn a
negative into a positive
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00000000000

want to talk about
companies in social media
them listening...

think listening
in social medla
intrudes on privacy




HARNESS YOUR EMPATHY



Social media and the online world play an
undeniable role in organizational crises and
issues these days.



*  KitchenAid
D @KitchenAidUSA
Obamas gma even knew it was

going 2 b bad! 'She died 3 days b4
he became president'. #nbcpolitics



KitchenAld @ KitchenAidUSA 11h
@Mashable My name is Cynthia Soledad, and I'm the head of
KitchenAid. I'd like to talk on record about what happened. Please
DM me. Thanks.

Expand

KitchenAld “KitchenAidUSA 11h
That said, | take full responsibility for my team. Thank you for hearing
me out.

Expand

KitchenAld CkKitchenAldUsSA 12h
It was carelessly sent in error by a member of our Twitter team who,
needless to say, won't be tweeting for us anymore.

Expand



KitchenAid @KitchenAidUSA 12h

| would like to personally apologize to President @BarackObama, his
family and everyone on Twitter for the offensive tweet sent earlier.
Expand

KitchenAid @KitchenAldUSA 12h

Hello, everyone. My name is Cynthia Soledad, and | am the head of
the KitchenAid brand.
Expand

KitchenAid ©KitchenAidUSA 14h
Deepest apologies for an irresponsible tweet that is in no way a
representation of the brand's opinion. #nbcpolitics

Expand



SOCIAL MEDIA

& SOCIAL MEDIA MARKETING (SMM)
——y SRS A



Social media comprises of websites and
applications that enable users to create and

share content or to participate in social
networking.




Social media simply means media that
enables us to talk to our prospects even as
we are using them to promote our

product.




A\
== media portals to positively influence
\ 4 consumers toward a website, company,
brand, product, service or a person.
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Typically, the end goal
of social media
marketing is a
“conversion”, such as
the purchase of a
product, subscription
to a service,
registration in an
online community or
some other desirable
consumer action.




In traditional media like TV ads, newspaper ads, we
just broadcast our messages but in social media we
are engaging in conversation with our prospects.




.ﬁffﬁ

IMPORTANCE OF ENGAGING
THE CUSTOMERS
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TOTAL MEDIA
DOMINATION

Both traditional media & social
media have their strengths.

To dominate our niche industry
we have to combine traditional
media & social media.




When INTERNET went mainstream, right |
from that time we had tools that enabled
us to socialise with each other online..




TOOLS FOR SMM CAMPAIGNS

Instant messaging E.g.: We chat,

Discussion forums systems WhatsApp

Social media

networks (twitter,

blogs, Facebook,
LinkedIn etc.)
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3 KEYSTO SUCCEEI WITH SOCIAL MEIIA

\ B

Befrlendlng/ Regular Regular
Following. Updating. engagement.




BEFRIENDING/ FOLLOWING
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Our “status” on social networks is determined
by how many friends, followers or connections
we have.



Regular Updating

, -




| will constantly
update my website
with new internet
marketing
strategies and
monitor webpages
/ accounts that
were created.




an SN .
REGUI.AR ENGAGEMENT

smmn VE ENGAGE WITH OUR
PROSPECTS IN TWO WAYS :

e \We comment on other user’s updates.

e We respond to a comment on our
update .
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“OUR” Social Media Accounts

faceboo\

FACEBOOK FAN PAGE(BUSINESS)




Twitter

Cor Business







BLOG (BUSINESS)

MAILING LIST (BUSINESS)

LINKED IN




THE MYTHS OF SOCIAL
MEDIA MARKETING




SOCIAL MEDIA IS JUST A FAD




Social /7. \
Media ©8
IS Free




There is No ln

Return in
Social Media
Marketing



Social Medi ln
is Just for
the Younger
Generation



Social Media /
Marketing is
Too Time-

Consuming



Social
Media
Marketing
IS New
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HOW TO GET MORE LEADS ON
SOCIAL MEDIA: 7 EFFECTIVE TACTICS
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Social media lead generation is part of
every marketer’s strategy—whether they
know it or not.

(




m A N1 Tube

For marketers ready to move beyond
brand awareness and engagement, social
media lead generation is a good next step.
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will help you find peéple f
interested in your company.




More importantly,
these leads will help a ﬁ/%”* =
Iyou keep in touch ,@?
with potential N
customers * : &
& '
& o

& [— .




Wwhat Are the Most Effective Tactics Used for
Improving Lead Generation Quality According to
Marketers Worldwide?

26 of respondents, Aug 20712

Social media marketing

Email marketing D
Wwebsite personalization 38%
Content/video marketing Kz
Marketing technology/CRM ____ Let”
Event/demo registrations Do
SEo/paid search Lo

Source: AscendZ, "Strategies, Tactics and Trends for Lead Generation

Quality.” AUE 26, 2075

249479 vrenwy earketer.com




WHAT IS A SOCIAL MEDIA
LEAD?



A lead is any information someone shares
that you can use to follow up with them.

T As A =



That includes names, email addresses, occupations,
employers, or any other information that a social

media user shares with you.
A ket im0



SOCIALMEDIA
LEAD GENERATION|




e

Put simply, social media lead .
generation is any activity
undertaken on social to collect new

leads.




4%

SOCIAL MEDIA LEAD
NURTURING



Once a social media lead is generated,
good marketers will nurture their leads.
This includes taking them through the
customer journey, or as marketers would

say: through the sales funnel.

T
A



SOCIAL MEDIA LEAD

CONVERTING




The final stage of collecting social media
leads is converting. This is the process of
turning potential customers into paying

customers.




WHAT’S A QUALITY
SOCIAL MEDIA LEAD?

LEAD CUSTOMER



Generally speaking, a quality lead will
include useful information and clear signs
of intent engage with your business.




It’s worthwhile to remember that when it
comes to generating social media leads, quality
often matters more than quantity.




Tactics for Achieving Lead Generation vs. Lead
Nurturing Strategies According to B2B Marketers
Worldwide, July 2019

% of respondents

Email marketing

56%
59%

Content or video marketing

45%

Search engine optimization
39%

Event or demo registrations
38%
38%

Social media marketing

Paid search or display ads

web personalization

25%
26%

M Lead generation M Lead nurturing

Source: LeadCrunch, "B2B Perspective on Generating and Nurturing Leads
to Create Demand” conducted by Ascend?2, AUg 26, 2019

249454 wwwy eMarketer.com




; """" [ Kl facebook.

What is the best social media platform for
generatlng Ieads’




The best platform for generating leads is the
platform your customers use.
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That said, most agree that Facebook is the best
site for social media lead generation.




Best Social Media Platforms for Lead Generation
According to US BEZB Marketers , Sep 2019
% of respondents

Facebook 82%

Teean T
st D
Twor I

B 92c  Pinterest

- 4% Snapchat

B 5% oOther

Source: social Media Today and Sharpspring, "State of social Lead
Generation,” Nov 4, 2019

250867 vy eMMarketer.com
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For starters, more than 2.45 billion people use
Facebook every month—making it the social
media platform with the largest population.



- .
Facebook also offers some of the sharpest tools

to collect leads on its platform




Before starting a social media lead campaign,
make sure you are familiar with
the demographics of the different platforms.




SOCIAL MEDIA

Demographics

229




Facebook

MONTHLY ACTIVE USERS AGE*
2.44 billion 25-29
n YouTube
MONTHLY ACTIVE USERS AGE"

2 billion 15-25

GENDER""
75 % Women
63 % Men

GENDER""
68 % Women
78 % Men

TOP COUNTRY***

India

TOP COUNTRY"**

U.s.



Instagram

MONTHLY ACTIVE USERS AGE"

1 billion 18-24

u Twitter

MONTHLY ACTIVE USERS AGE"

330 million 18-24

GENDER**
43 % Women
31% Men

GENDEAR*"
21 % Women
24 % Men

TOP COUNTRY***

U.s.

TOP COUNTRY"**

U.s.



[ Linkedin

MONTHLY ACTIVE USERS AGE*

303 million 25-29

n Snapchat

MONTHLY ACTIVE USERS AGE"

210 million @iy 18-24

GENDER**
24 % Women
29 % Men

GENDER*"
24 % Women
24 % Men

TOP COUNTRY***

U.s.

TOP COUNTRY***

0'30
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HOW TO GET MORE LEADS
ON SOCIAL MEDIA




1. OPTIMIZE YOUR PROFILE
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Before you plan your next social media
lead campaign, make sure everything is in

place for you to collect leads organically
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Your profile should provide the means for
customers to contact you, sign up for your
newsletter, shop, and more.
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PROVIDE CONTACT
INFORMATION

- -
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SEre.

CREATE CALL-TO- ACTION BUTTONS

A o
-



' 4

If you’re looking for appointment, restaurant,
or consultation bookings, add Book, Reserve,
or Get Tickets action buttons to
your Instagram or Facebook profiles.

’ Y —
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wall Fido = 5:15 PM G 47% =

< rouje =

1,446 581K 0

Posts Followers Following

Rouje Paris

Parisian brand founded by @jeannedamas
% Worldwide shipping
» lesfillesenrouje@rouje.com

(] bit_ly/your-new-favorite-dress
11 bis, rue Bachaumont, Paris, France
Followed by isabellefeliu, flasalle and 12 others
Following v

Message Reserve Email ~

to your bio ¥ ®©

E\




2. CREATE CLICKABLE CONTENT

SR Y=

AWESOME
GCONTENT

B

——



Remember, everyone on
social media

ATTENTION.

is competing for attention.



With click- worthy content you’ll want to
make sure people have a place to cI|ck




Wherever possible, make sure each post has a

cIear link and temptlng call-to-action.




Here are some more cllckable optlons

avallable across dlfferent platforms
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TAG PRODUCTS IN YOUR |
a FACEBOOK SHOP !
.
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SWIPE UP ON
INSTAGRAM
STORIES



Shoppable
Instagram

stories
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Shop the Look Pins on

Pinterest




YouTube Cards

> Youlube

and end screens




3. Design user-friendly landing pages

cscas B:08 AMm —

S100.99
WILLIAM RAST Embellished
Baseball Jacket

* Product sold by Macy's
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If you’ve convinced someone to click on your
link, don’t disappoint them with a sloppy

landing page.



For starters, the landing page
must be relevant.




If someone is expecting to find a certain
product or specific information when

they click on your link, it better be there.




Without the corresponding content, it’s
easier for someone to close a window or
forget why they clicked in the first place.




A good landing page will be visually
seamless and easily scannable. It should
provide users with a clear path, and
attempt to be as personal as possible.




If your landing page involves a form, keep
it simple. Each question you add reduces
the odds of someone finishing it.




4. USE SOCIAL LEAD ADS |




When you’ve exhausted organic lead
collection measures, or if you would like to

boost those efforts, there’s social lead ads.
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Facebook offers a specific lead

ad format for marketers
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Lead ads on Facebook are

basically promoted forms.
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ot T e »
Leads collected by these ads can be '

synced directly to your customer
management system or downloaded so

your sales team can follow up as needed.
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Facebook’s retargeting tools are
especially handy when it comes to

lead nurturing.
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Make sure you install Facebook Pixel |
on your website. This makes it easier
to track leads and measure how

much they cost.
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[STAGRAM LEAD ADS
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Much like Facebook, Instagram offers lead
ads designed to help marketers collect

information.



TR
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Like Facebook, Instagram offers the
option to partially pre-fill forms.




Email address, full name, phone number,
and gender sections can all be pre-
completed in these ads.




LinkedIn Lead Gen Forms




LinkedIn also offers an ad format just for lead

generation, which it calls Lead Gen Forms.
.




These ads are now available as Message
Ads and Sponsored InMail on the
platform.

v



The average conversion rate on a LinkedIn
Lead Gen Form is 13%.

w |
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@
That’s high considering a typical website

conversion rate is 2.35%, according to
Wordstream.

-~y




LinkedIn Dynamic Ads also feature direct
call-to-actions that can help generate

leads.
-~




P >
YOUTUBE TRUEVIEW FOR

ACTION ADS



-

This format on YouTube is designed to
help advertisers drive a specific action—
including generating leads.



-

These ads have prominent call-to-action
buttons that can link to a site of your
choice.



-

When creating these ads, simply select
“Leads” as your goal.



Other sites, such as Pinterest and Twitter,
don’t have specific formats for lead ads per se.




However, both platforms offer ad options that
can boost social media lead generation.
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INCENTIVE

Depending on the type of lead you’re looking
to collect, there are different incentives you
can offer to sweeten the deal.



Contests or sweepstakes

) PN
1
1 ’R/ | -

Holding a social media contest is a great way to

collect leads. For entry, ask participants to share
whatever information you’d like to learn.




DISCOUNT CODE
Q,Q



Many brands offer customers a discount
code in exchange for a newsletter sign-up.




P

If you plan to offer one, have a strategy

in place for not just generating leads, but
also nurturing and converting them.




Gated content




S )
Depending on your industry, gated
content such as whitepapers, invite-only
webinars, or even access to
private Facebook Groups make for

compelling incentives.



A recent study by Demand Gen Report asked
US marketers to rate tactics that drive the best
results for lead nurturing. Here are the results:




Webinars 35%

. T T e AN L s

Email newsletters 29%

e W .n o . I

Thought leadership articles 28%

| A\ gl - m L Py

Whitepapers 26%

a I & L NEEN JEE I T

Customer content (case studies, reviews, etc.) 25%

Sales emails 21%




Contests, discount codes, and exclusive
content are great rewards. But remember, you
should have a good reason to collect customer

information.




6. PERSONALIZE
YOUR OFFER



A little personalization can go a
long way, especially when it comes
to social media lead generation.




what Effect Does Content Personalization Have on
Marketing Performance According to BZBE Marketing
Leaders Woridwide?

2% of respondents, June 207192

Improved lead generation 45.9%

Longer times on site 37.1%

Iimproved sales conversion rates 34.2%

improved opportunity creation

More pages per session 32.5%

Improved MOQL conversion rates 29.3%

Faster time to close 24.F %

Source: Heinz Marketing and Uberflip, “"The New Marketing Standard: How
Today's successful B2B Marketers Accelerate the Buyer's Journey with
Conternt, ™ Aug 12, 2079

2AG2PRG ey elarketer.coim




Another study found that most marketers
are putting personalization first when it
comes to improving the quality of leads.




But that doesn’t make it easy: 44% of
respondents peg personalization as a
challenge.




Objectives vs. Challenges to Generating Higher
Quality Leads for Companies Worldwide, Aug 2019
% of respondents

Improving the personalization of marketing efforts

44%

Improving content & content engagement

Improving data management tools/platform
30%

36%

Improving third-party lead sources
28%

36%

Improving lead quality metrics used
28%
29%
Improving the data cleaning process
15%

20%

Improving Al and prediction technology
11%

19%

H Challenges

M Objectives

Source: Ascendz, "Strategies, Tactics and Trends for Lead Generation
Quality.” Aug 26, 2019

2A9478 W eMarketer .com




But that doesn’t make it easy: 44% of

respondents peg personalization as a
challenge.




Take advantage of the targeting
tools available on Facebook, LinkedIn and

other platforms to reach the right
audience.




Run separate campaigns for different

audiences so you can tailor your message
accordingly.




According to LinkedlIn, ads that directly
address someone have a 19% higher click-

through rate and 53% higher conversion
rate than ads that don’t.




b

The inbox is another good place for personalization.

Whether you create a Facebook Messenger Bot or a

LinkedIn InMail campaign, make the information you
already have count.

Donald, get the business advice that
matiers 24,7

Theresa, explore opportunities from

Golden Phase

| Follow Request demo




7. Measure and refine with analytics
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If you re collecting social medla leads, i
you need to be collecting analytics -

NISSION
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Set up goals in Google Analytics to track
leads on your website.
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i ONLINE : USE . Prs
P30
& VOICE FEEDA & +34,
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& This W|II allow you to monitor which
= social media platform is the best source =
for your busmess ;
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X Soual analytlcs tools also aIIow you to
= identify the type of creative and
messagmg that performs best
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Use Hootsmte Inbox to engage with
leads and respond to messages from all =
your soual channels in one place ;
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You’ll get full context around each i
Y -

message, so you can respond efficientl
and focus on strengthening your

N

i : :
1, relationships with potential customers.
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GET STARTED






