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Social Media



How popular are social media?

58.4% of the 
world's 

population uses 
social media

The average daily 
usage is 2 hours 
and 27 minutes 

424M new users
within the last 12 

months



Strategy 101



What do we talk about when we 
talk about strategy?

A strategy refers to an overall plan for reaching 
prospective consumers and turning them into 
customers of the products and services we want to 
promote.

“Strategy 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.



Insights

Insights are truths that we can see and that everyone 
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

To engage our audience, our brand communication 
must resemble the posts their own friends make.

We shouldn’t talk TO them.
We should talk WITH them, like a friend would.



Tone of Voice



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?
● Makes you human.
● Builds connections.
● 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.



Mood/Momentum Posts

Posts that take advantage of daily 
occasions.

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



Useful Posts

Posts that give tips and advice or 
have an educational character.

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.



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.



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 attract new customers.



Meta Ads



Meta Business



The 10 Commandments

1. Create a professional profile for your business
2. Add a recognizable profile picture
3. Avoid changing profile pics frequently
4. Add a call-to-action (CTA) button
5. Fill out your 'About' section with basic information, and add company milestones/story
6. Avoid sharing your profiles credentials with people outside your business
7. Publish content with design consistency
8. Create content pillars
9. Create engaging content
10. Determine the ideal timing and frequency for your posts



Strategy



Strategy

Creative



Strategy

Creative

Ads



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

significantly.

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



Awareness Consideration Purchase Retention Advocacy

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

Sales Journey



Advertising Objectives



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.



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)



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)



Ad Formats



Ad Formats

a) Image



Ad Formats

a) Image
b) Video



Ad Formats

a) Image
b) Video
c) Carousel



Carousel Ads (example)



Ad Formats

a) Image
b) Video
c) Carousel
d) Collection



Collection Ads (example)



Dynamic Ads





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



Lead Ads

In a traditional 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)



Lead Ads (example)



Advertising Core Metrics

Mostly used metrics to optimize:

❖ 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.)



Even More Opportunities



Thank you!

www.digitalwise.eu


