Social Media Marketing: Your Time to Shine!



WHO WE ARE

Elly Monna Chrysavgi Patsaki

“The Geek” “The Artist”
Media Director, Senior Copywriter,

DigitalWise DigitalWise




Crwsnnmenh
cemnl o .
N TSR sss OO - T
S . - e e O-00 ——D0 e
. R L L L R - T v L~
ssssnnsnse O SO OO0 |°M°°l

...-na.ool...l...ll... ss O=DOOO OO0 m°I|.°

""mmww ~00=-0000

B2 E 585 2RBe 2520
. Q=D OO O
e == .-

nwomoooowwnnmwwtomw

CO-S-00
—_—oe
o-28e o= o

-
........ soo-ro0-2BRR=85-5585
...... OO e O bn e OO
: <8255 8==558=55

o080 ~00
SYSNSBONRARMEREY ¥ teronts SSRESEE=Re oo oow ===
cesseBBEE ieeswan .wm"mmlﬂﬂMM”WWNUOlOO!O!O!!01

.o " O00~~00

OO Om o= = » Qe

- - - -
825686~ ~a8=20°°""" St

L L)

P Tt DO - - -
O rmnOrrOr medocoSBes ©

.
e 28552558 o083 O
- o ) e e

.oowo -~

WD Qe oo ge -0 -

OO0 ~-—-0

o $5585=2855 027"

e
e~ =80% w0

—D O~



it

_l-_- i __-_.::::
‘an - - TR

O T
P
AT

.4 q'll'l!l“lc.ll.xn.l.'v.’ a-jm..a‘ 14
kx vime 1Y g
NllE‘E - — ~

/» et i. -
» :..:..u:..v-. ‘













Social Media




How popular are social media?

N O E

(o)
584"'2; the The average daily 424M new users
vlvc?rr > usage is 2 hours within the last 12
population Uses and 27 minutes months

social media




Strategy 101




What do we talk about when we
talk about strategy?

A strateqgy refers to an overall plan for reaching
prospective consumers and turning them into

customers of the products and services we want to
promofte.

‘Strateqgy is not the consequence of planning,
but the opposite: its starting point.’
- Henry Mintzberg




Research

Research tells us what is important, what our
competitors are doing, what people believe and want,
while also uncovering trends and markets we can

address.

And Research leads to Insights.




e
Insights V

Insights are truths that we can see and that everyone Q
-

understands and relates to. They are a means for us to
set goals and communicate benefits to our audience.

With Insights, we can catch our Audience’s attention.




Audience

To discover our Audience, we need to understand
them first. We have to know who they are, what their

needs are, what separates them and what brings them
together.

Making a connection is the first step towards
Engagement.




Engagement m
To engage our audience, our brand communication | — l

must resemble the posts their own friends make.

We shouldnt talk TO them.
We should talk WITH them, like a friend would.







Tone of Voice

What is it?
A tone of voice describes how your brand communicates with
the audience and influences how your message is perceived.

How it should be?
Distinctive, recognisable, unique and consistent.

What does it do for you?
e Makes you human.
e Builds connections.
e Makes you stand out.
® Increases revenue.




Communication
Pillars




Product Posts

Posts that inform our audience about
our products, their features and
benefits.

They also help us build our brand’s
image on social media through
experiences and occasions.

#% Nayvida Movotakag
% May 14 2t 200 PM - @

A Mg TnVv Tue povatkh Ppadid TS XPOVIGE.., dev TailovpE, MG av Oeg va
OUVAUADELS ME Evay SIOYWVIOUS KOPUOKE 010 OTLITL 1O1E 00U £X0UUE 10 8OVIKO
Hikpo@wvo! N #moustakastoys #iDance #microphone #karaoke #songcontest

Me auto”
TO HLKPOPWVO, /
NaipveLg navya

«VTOLZ MOLEV»!
iDance Mixpopwio
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Mood/Momentum Posts

Mikel Coffee
May 4 at 4:00 PM - Q

Posts that take advantage of daily et e, Mikeh vorac

. #May4th #MayTheCoffeeBeWithYou #yoda #mikelccgr #mikelcoffeecompany

They helps us display the brand’s
character through casual messaging
and drive engagement.

7127 THE &
LAV N




e
Useful Posts

B HTtepog
May 13 at 12:15 PM - Q

H Acpovorta pe fovtupo HIMEIPOX @TIGVETOL TIAVEVKOAX KAl €ival TO LOQVIKO

Posts that give tips and advice or
: OUVOSEVTIKO YLo TOV TIPWIVO Kapé Gov. ATIAG akoAoUBNnoe Ta PrpaTa T
have an educational character. Sl Bl el il L
#epiros #EpirosRecipes
They provide useful content on our
products and how customers can
use them.

They help us become and stay top of
mind when customers are in need.

EPIROS.GR

NAEMONOITITA ME BOYTYPO HIIEIPOX
Badoupe Ta apySoAat 0TO PTTAEVTED Kall ToL 0AEBOVE PEXPL VA YIVOUV OKOVN. X...




Brand Posts

Posts that communicate our brand
history, vision and values.

They help us build a relationship
with our customers by showcasing
our more emotional and less
corporate side.

@ Mikel Coffee
23h-Q

Ta Mikel yivape to mpwTto brand amé tov xwpo g eotiaong otnv EAGSa Ttov
vTéypaye tn Xapta NG AlAQOPETIKOTNTAG YL TNV eEGAEWYN TWV aVICOTITWY 0TO
gpyactako mepBaAAov. ETol, Kt emionua mAgov, ouvexilovpe va atnpifovpe Tn
SIOPOPETIKOTNTA KAl TO SIKAIWHA TOV KABe avOpwov va epyaleTat Kat va
apeifetat aflompenwg, aveEapTiTwE YUAOL, BPNOKEiaG Kot GEEOVOAIKWY
TIPOTIUNOEWV.

#mikelccgr #mikelcoffeecompany

ITA MIKEL ATANAME TO BLEND.
TOZO ZTON KA®E OZO KAI ZTOYZ ANOPQIMOYZ MAZ.




Contests/Giveaways

Posts that show we care for our
customers.

They give them a feeling of
excitement and help us gain a larger
following and aftract new customers.

" Meomat
"r_ December 22, -'-I'.-??"@

& AIATOMIZMOL &

METOC T SWpa KATw and To £hato Ba elvan oo 1o Meomat!

AEITE TO video Kol TponyouanoTe uadl poae «0 Neomat, L' GpEoels TiuG WU GpEgELs!«,
ko Tz like oty oEAMGO PO, YoaOWTE JoC OF COmment TU anuoivel Yol E00c
XOOTO e Kol SIEKSIKoTE:

B Xorhopwtika aromatherapy poood

Alaywviopog

\ .mmff'r”’q_'

Al M\IH UANSZ

(), Neomat, w Neomat
M' apg€oerg nwe |’ apeoerg!
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Meta Ads




Meta Business
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The 10 Commandments

Create a professional profile for your business

Add a recognizable profile picture

Avoid changing profile pics frequently

Add a call-to-action (CTA) button

Fill out your 'About' section with basic information, and add company milestones/story
Avoid sharing your profiles credentials with people outside your business

Publish content with design consistency

Create content pillars

© ® N oUW N

Create engaging content

10. Determine the ideal timing and frequency for your posts













Due to algorithm changes, organic results from
Facebook & Instagram pages have been reduced
significantly.

2

If you don’t promote your page content, only a
maximum of 8% of your fans will see it.
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Choosing the right advertising objective

Before you create an ad, first consider what your business goals are.
It's important to know what you want to achieve in order to choose the right objective. Your ad

objective is what you want people to do when they see your ads.

Customer Journey

> Awareness >>Con3|der0’r|on>> Purchase >> Retention >> Advocacy >

Sales Journey
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Advertising Objectives

L i i Previous ad
Ad objective Your business goal is to: L
objective
Collect leads for your business or brand via messages, phone Lead
Brand calls or sign-ups. generation
Create awareness of your business. This objective will help you Swareness ) i )
reach the largest number of people who are most likely to Leads For example, if you want potential customers to sign up fora Messages
remember your ad. Reach rmonthly newsletter, this objective can help you reach people
Awareness willing to share their information with you to learn more about Conversions
For example, if your business is brand new or has been recently Video views your business.
renamed, awareness may help potential customers become
rmore familiar with your business. Store traffic
Get people on mobile devices to install or take a specific action
within your app.
Increase traffic to an online destination of your choice. Send A ; =
romotion . - App installs
people to a destination, such as your Facebook or Instagram Al For example, if you want potential customers to make a F
shop, website or app. purchase through your app or try a new app feature, you can
Traffic Traffic create an app promotion campaign.
For example, if you're having a flash sale in your shop or want to
send potential customers to a web page that describes your
services, this may help drive traffic to those destinations.
Find people likely to purchase your goods or services. )
Conversions
c ; = For example, if you want to reach people most likely to make a Catal
ngagenen ales ~ . atalogue
Find people more likely to engage with your business online, purchasv.e, 5"_":h asthroughane Fommerce site, Yc'"j' canuse the sales
send a message or take desired actions on your ad or Page. Video views sales objective. You can also optimise for other actions, such as
£ - adding an item to their basket.
ngagemen For example, if you want people who are interested in your Meszages
products or services to start a conversation via Messenger, this
objective can reach potential customers more likely to do so. Conversions
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Define your target audience

= Location: for example, local businesses can target their own cities or serve ads to nearby
neighborhoods where new customers might be waiting.

= Age: if your audience has a broad age range (think: millennials versus baby boomers), you
can segment your ads accordingly rather than take a one-size-fits-all approach.

= Interests: define what are your audience interests.

= Demographics: additional details such as education level or relationship status can help
you target specific social media personas that resemble your real-life customers.




I\ <5
Ad Placements & Creative Specs

Facebook
=  Facebook Feed (recommended square (1:1) images and vertical (4:5) videos)

= Facebook in-stream videos & Reels (recommended full-screen horizontal (16:9) or square (1:1) images
or videos)

=  Facebook & Messenger & Reels Stories (We recommended full-screen vertical (9:16) images or videos)
=  Facebook Video Feeds (recommended square (1:1) images and vertical (4:5) videos)

=  Facebook Marketplace (recommended square (1:1) images and vertical (4:5) videos)

= Facebook right column (recommended horizontal (1.91:1) images or videos)

= Messenger (recommended square (1:1) images)

= Messenger Sponsored Messages

=  Facebook Search Results (recommended horizontal (1.91:1) images or square (1:1) videos)
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Ad Placements & Creative Specs

Instagram

= Instagram Feed (recommended square (1:1) images and vertical (4:5) videos)

= Instagram Stories & Reels (We recommended full-screen vertical (9:16) images or videos)
= Instagram Explore (recommended square (1:1) images and vertical (4:5) videos)

= Instagram Shop (recommended square (1:1) images)

Apps & Sites

= Expand your reach with ads in external apps and websites (recommended full-screen vertical (9:16)
images or videos)
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Ad Formats
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Ad Formats

a) Image
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Ad Formats

a) Image
b) Video
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Ad Formats

a) Image
b) Video
c) Carousel




Carousel Ads (example)

B MVMT ©
about 2 years ago

Featured in GQ, Playboy and Hypebeast. Starting at $95 with Free Shipping
Worldwide.

Black/Black Chrono White/Caramel L

Shop Now Shop Now
$100 $135
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Ad Formats

a

b

Image

)
) Video

c) Carousel
d)

Collection
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Collection Ads (example)
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Dynamic Ads




RETARGET INTERESTED SHOPPERS

WITH DYNAMIC ADS

iii
f
lif

.
T

Reach people who have viewed
specific products on your

website, app or elsewhere
across the internet

Ve e
Gremm
| ——
T —-—
=

|
I

[i1

Promote these same products
across Facebook, Instagram
and Audience Network
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Dynamic Ads = Technical Excellence

Meta/Facebook Pixel: Map the website or app with the right events, try to pass as many info as
possible.
https://www.facebook.com/business/help/952192354843755?id=1205376682832142

Conversion API: Create a direct connection between your marketing data and the systems, which help
optimize ad targeting, decrease cost per action and measure results across Meta technologies.

Facebook Catalog: Improve quality of the catalog, create advanced product sets etc.
https://www.facebook.com/business/help/1275400645914358?id=725943027795860
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Lead Ads

In a fraditional lead generation conversion path, users are driven to a landing page where they fill out a
form.

This method can be great for finding high-quality leads, if users are willing to go through the effort of
abandoning what they're doing to fill out a form and obtain an offer, for example.

But, what if the user is only mildly interested for this offer?

Lead Ads allow users to stay on the platform while completing and submitting the lead form. Users aren't
ever sent to an external landing page — meaning they are never redirected anywhere.




Lead Ads (example)

Jaspers Market . I.

Sign up and get fresh fruit deals at the local
market

Get 20% off your first
purchase

o




&® So Easy Peristeri (Peristeri)  ,, X
So easy

Kave 1o Bripa kai piAnoe v {évn yAwaooa Tng
emAoyrig oou pe T Sokipacpévn péBodo Twv So
Easy. Kave eyypaen twpa!l

&6 S0 casy

KENTPA SENON MOEION <

So Ea epiou
AkpokopivBou 0. AAe€avbpou

210 4441909

FORM ON FACEBOOK
So Easy | ®povTioTrpia
Zévwv TAwoowv

Sign Up

Lead Ads (example)

& SO easy

KEMTFa SENN TROTENN

KANE
THN EFTPA®H Z0Y TOPA IT
So Easy NEPILTEPIOY!

So easy

Kdave eyypagn ota So Easy
MepioTepiou!

Eioal étoigog/n va pidiaelg Ty £évn
yhuwaoaoa Tng emAoyAg Tou;
ZUPTTAApWOE TN @OPPA TTOU akohouBEl
Kol B0 eTTIkoIVLvgoupe pali aou
OXETIKA e TNV eyypa@r| oou aTa So

Easy MepigTepiou.

T T T

KANE

THN EFTPA®H ZOY TOPA IT
So Easy NEPILTEPIOY!

Contact information @

ZUUTTAPWOE TO TTAPOKGTW CTOIXEIQ:

ot I

KANE

L e

KANE
THN ETPA®H I0OY TOPA ITA

So Easy NEPILTEPIOY!

THN EITPA®H IOY TOPA ITA
So Easy NEPILTEPIOY!

So easy

Privacy policy

Z' EUXapPIOTOUHE YId TO
evolagepov!

‘Exoupe AGRel Ta OTOIXEI Gou Kal 6a
ETTIKOIVWVIOOUWE oUvTopa padi oou.
210 peTagy, utreg oTo website pag yia va
paBeIg TTEPIoCOTEPA YIa TN BOKIYaoPEVN
péBodo Twv So Easy.
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Advertising Core Metrics

Mostly used metrics to optimize:

Y7

% Results (Leads, Engagements, Clicks, Reach etc.)

% Avg. Cost per Result (Cost per Lead, Cost per Engagement, Cost per Click, Cost per 1.000
Impressions etc.)

% Result Rate (CTR =Clicks/Impressions, Engagement Rate etc.)
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Even More Opportunities

v o o
®




Thank youl!

W
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www.digitalwise.eu



