Social Media Marketing in Businesses




Issues to discuss

What social media marketing is, with benefits, stats,
and tips.
How to build a social media marketing strategy and

a plan to carry it out.

The seven best social media marketing platforms
and how to use them.
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FUNDAMENTALS

PROFILE OPTIMIZATION
Acc

Useful, entertaining, relevant posts,
photos, videos, lives, stories.

"' ENGAGING
S | ke, share, comment, and follow

 customers, followers, influencers.

 Eival yia yop®n yn@iakou JAPKETIVYK TTOU ACIOTTOIET TN OUVANN TWV
ONUOPIAWY JIKTUWVY KOIVWVIKNAC OIKTUWANC YId TNV ETTITEUCN TWV
OTOXWV PAPKETIVYK KAl ETTWVUNIOC O0C.

* To social media marketing repIAaupaver ETionc TANPWUEVN
OlO@NMION OTA YETA KOIVWVIKNC OIKTUWONC, OTTOU UTTOPEITE VA
TTANPWOETE VIO VA EUPAVIOTEI N ETTIXEIPNOT) OOC UTTPOCTA ATTO AAAEC




Social Media Is Important to My Business

Strongly Agree

Agree

V&8 Uncertain

¥/3 Disagree

Strongly Disagree

Credit: 2016 Social Media Marketing Industry Report— Michael A. Stelzner

Benefits of
social media
marketing

EcavBpwtTioTe TNV €TTIXEIPNOT OOG
(Humanize your busmessg)

AUCNOTE TNV ETTICKEYIUOTNTA.
AnuioupynaTe dUVNTIKOUC TTEAATEC Kal TIEAQTEC.
Augnaon TS avayvwpIicIuoTnTac TNE ETWVUUIAC.

XTIOTE OXEOEIC.



Percent of People Who Use
One Social Media Network

Social media
marketing statistics

Social Media Use By Age Percentage of People Using Social Media on a Daily Basis r’ |
®
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Social media statistics (1
OVERVIEW OF SOCIAL MEDIA USE

HEADLNES FOR SOCIAL MEDIA ADOPTION AND USE (NOTE: USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS)

NUMBER OF SOCIAL QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN AVERAGE DAILY TIME SPENT AVERAGE NUMBER OF SOCIAL
MEDIA USER IDENTITIES IN SOCIAL MEDIA USER IDENTITIES SOCIAL MEDIA USER IDENTITIES USING SOCIAL MEDIA PLATFORMS USED EACH MONTH

3.04 +1.3% +3.6% 2H 23M 6.7

BILLION +75 MILLION +266 MILLION YOY: -5.5% (-8 MINS) YOY: -6.9% (-0.5)

SOCIAL MEDIA SOCIAL MEDIA USER SOCIAL MEDIA USER FEMALE SOCIAL MEDIA USER MALE SOCIAL MEDIA USER
USER IDENTITIES vs. IDENTITIES AGED 18+ vs. IDENTITIES vs. INDIVIDUALS IDENTITIES vs. TOTAL SOCIAL IDENTITIES vs. TOTAL SOCIAL
TOTAL POPULATION POPULATION AGED 18+ USING THE INTERNET MEDIA USER IDENTITIES MEDIA USER IDENTITIES
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62.3% 84.2% 94.2% 46.5% 33.3%

https://datareportal.com/social-media-users




Social media statistics (2
THE WORLD’S MOST USED SOCIAL PLATFORMS

RAMNKING OF SOCIAL MEDIA PLATFORMS BY GLOBAL ACTIVE USER FIGURES (IN MILLIOMNS) (MOTE: USERS MAY MOT REPRESENT UMIQUE IMDIVIDUALS)

MOTE:

GLOBAL OVERWIEW

FACEBOOK' 3,049

YOUTUBE?

WHATSAPP'*

FB MESSENGER*"*

PINTEREST'

https://datareportal.com/social-media-users




Social media statistics (3

SOCIAL MEDIA PLATFORM AUDIENCE OVERLAPS

PERCENTAGE OF ACTIVE S OF EACH PLATFORM A : JTSIDE OF CHINA WHO ALSO USE OTHER SOCIAL MEDIA PLATFORMS

GLOBAL OVERVIEW

UNIQUE TO USING USING USING USING USING USING USING USING USING USING USING USING USING
PLATFORM FACEBOOK YOUTUBE WHATSAPP INSTAGRAM  TIKTOK TELEGRAM  SNAPCHAT X (TWITTER) REDDIT PINTEREST DISCORD  LINKEDIN LINE

FACEBOOK USERS D% L% b% 9% 52.3% A% A% A% S% 0% D% 30.5%
YOUTUBE USERS 0% 9% 8% 2% 47 8% Ao 6% 2% 0% e 0% 31.0%
WHATSAPP USERS J % 2% 75.5% /%o 48.7% 0% Y% 0% 3% Y% 8% 31.0%
INSTAGRAM USERS 2% 8% 77 4% A Yo 52.8% 8% 6% 2% 6% N7 0% 31.1%
TIKTOK USERS A% 9% 77 7% L7 R 9% 3% 9% 7 % L7 9% 28.7%
TELEGRAM USERS A% 9% 82.0% 2% 7% D% 9% L% 3% 0% 9% 36.2%
SNAPCHAT USERS A% D% 80.9% A% A% 1% 3% 0% 9% 6% 9% 37.2%
X (TWITTER) USERS A% 2% 80.8% 6% A% 9% 8% 2% 9% D% Fo ) 39.6%
REDDIT USERS A% A% 82.8% A 7o /%o D70 4% A% 3% 2% O 52.1%
PINTEREST USERS A% A o 79.7% Y% A% 7% b% Y% Y 3% 8% 42.4%
DISCORD USERS <0.1% Yo 85.7% Ao A% 0 S 8% b 9% 27 43.4%
LUNKEDIN USERS J% D% 79.0%

LUNE USERS 9% D70 80.4%

https://datareportal.com/social-media-users



Social media statistics (4

MAIN REASONS FOR USING SOCIAL MEDIA

PRIMARY REASOMNS WHY SOCIAL MEDIA USERS AGED 16 TO &4 USE SOCIAL MEDIA PLATFORMS

GLOBAL OVERVIEW

KEEPING IN TOUCH WITH FRIENDS AND FAMILY 49.5%
FILLING SPARE TIME

READING NEWS STORIES

FINDING COMNTENT (E.G. ARTICLES, VIDEOS)

SEEING WHAT'S BEING TALKED ABOUT

FINDING INSPIRATION FOR THINGS TO DO AND BUY

FINDING PRODUCTS TO PURCHASE

SHARING AND DISCUSSING OPINIONS WITH OTHERS

MAKING MEW CONTACTS

SEEING CONTENT FROM YOUR FAVOURITE BRANDS

WATCHING OR FOLLOWING 5PORTS

FOLLOWING CELEERITIES OR INFLUENCERS

POSTING ABOUT YOUR LIFE

https://datareportal.com/social-media-users



Social media statistics

MAIN REASONS FOR USING SOCIAL MEDIA

PRIMARY REASONS WHY MEDIA USERS IN EACH A JUP USE SOCIAL MEDIA PLATFORMS

GLOBAL OVERVIEW

16 TO 24 YEARS OLD 25TO 34 YEARS OLD 35TO 44 YEARS OLD 45 TO 54 YEARS OLD 35 TO 64 YEARS OLD

FRIENDS & FAMILY

FILL UP SPARE TIME

FIND CONTENT (E.G. VIDEOS)

SEE TRENDING TOPICS

READ NEWS STORIES

IDEAS: THINGS TO DO & BUY

INFLUENCERS & CELEBRITIES

AVOID MISSING OUT

FIND PRODUCTS TO BUY

MAKE NEW CONTACTS

FRIENDS & FAMILY

FILL UP SPARE TIME

READ NEWS STORIES

FIND CONTENT (E.G. VIDEOS)

SEE TRENDING TOPICS

IDEAS: THINGS TO DO & BUY

FIND PRODUCTS TO BUY

WATCH UVE STREAMS

SEE CONTENT FROM BRANDS

WATCH OR FOLLOW SPORTS

FRIENDS & FAMILY

HLL UP SPARE TIME

READ NEWS STORIES

FIND CONTENT (E.G. VIDEOS)

SEE TRENDING TOPICS

FIND PRODUCTS TO BUY

IDEAS: THINGS TO DO & BUY

ACTIVITIES FOR WORK

WATCH UVE STREAMS

SHARE & DISCUSS OPINIONS

https://datareportal.com/social-media-users

FRIENDS & FAMILY

READ NEWS STORIES

FILL UP SPARE TIME

FIND CONTENT (E.G. VIDEQS)

FIND PRODUCTS TO BUY

SEE TRENDING TOPICS

IDEAS: THINGS TO DO & BUY

SHARE & DISCUSS OPINIONS

ACTIVITIES FOR WORK

WATCH LIVE STREAMS

FRIENDS & FAMILY

READ NEWS STORIES

FILL UP SPARE TIME

FIND PRODUCTS TO BUY

FIND CONTENT (E.G. VIDEOS)

IDEAS: THINGS TO DO & BUY

SEE TRENDING TOPICS

SHARE & DISCUSS OPINIONS

FIND LIKE-MINDED PEOPLE

MAKE NEW CONTACTS




Social media statistics (6

FAVOURITE SOCIAL MEDIA PLATFORMS

PERCENTAGE OF ACTIVE SOCIAL MEDIA USERS AGED 16 TO 64 WHO SAY THAT EACH OPTION 15 THEIR "FAVOURITE" SGCIAL MEDLA PLATHORM

GLOBAL OVERVIEW

WHATSAPP

FACEROOK

PINTEREST

oo I
- 0.9% XIAOHONGSHU

https://datareportal.com/social-media-users



Social media
marketing tips




AnpioupynorTe
TTOIKIAO TTEPIEXOMEVO

*TpdTT0I1, YPryOpES
OUMPBOUAEC

*TOTTIKA Kal Blounxavika
VEQ

*ANUOOKOTINOEIC
EPWTNOEIC, OIAYWVIOUOI

*Evnuepwotlg Kai
QVOKOIVWOEI

Social media

MeiveTe CUVETTEIG

KaBe tTAaT@opua €Xel TO
OIKO TNG MOVAdIKO
TEPIBAAAOV , N TAUTOTNTA
TNG €TTIXEIPNONG Ba
TTPETTEI VA TTAPAMEVEI
OUVETTNG.

Mnv dnuooisUeTE
aTTAWG - AdpBeTe
HEPOG

[MpETTEI VO TTPOCEXETE
TTO10G AAANAETTIOPA PE TO
TTEPIEXOMEVO OAG KAl VA
QVTATTOKPIVEDTE.

marketing tips

XpNOIUOTTOINCTE
EpyaAcia

dnuiIoupyiag
TTEPIEXOUEVOU

.  FlipHTML5
lI. Canva

lIl.  VistaCreate
V. Pablo

V. PiktoChart

Repurpose, repost,
recycle

Ta TpiaRs:
0 EmravaxpnoiyoTtroinon
0 Avadnuoaoicuon,

0 AvakukAwon



Social media
marketing tips

EmipeAnOBeite T
OIKN) cag pon

AKOAoUBNOTE TOUG
AVTAYWVIOTES OAG YId
Va UTTOPEITE VA TOUG
TTPOCOPUOCETE OTN
OIKI) 0OG OTPATNYIKN
KOl VO EVTOTTIOETE T
KEVA TTOU JTTOPEITE VA
KOAUWETE.

55%

of consumers learn about
brands or companies on
social media

sproutsocial « State of Social Media Report

MeTpnoTe TNV
EMITUXIO ME
OVOAUTIKA OTOIXEIO

EpyaAcio:
Google Analytics

61%
Millenials

35%
Baby Boomers

AOKIJAOTE TA ETTI
TTAnpwun social

v Alagpnuioeic oTo
Facebook

v Alagpnuioeic Pinterest

v Alapnpioeig oTo
Instagram

sproutsocial.com




The essentials of a successful
social media marketing strategy

Knowledge of your audience Brand identity Content strategy
What platforms they use, What is the message you want to
when they go on them and why convey to your audience?
what content they like, who else
they’re following, and more.
Analytics Regular activity Inbound approach

Quantifiable insights will inform your
strategy.

Make sure you do enough research
to support your points. It’s also
a good idea to use visual aids.

Don’t use social media to pitch your
business. Focus on adding value
through useful and interesting
content and building up those around

yOul.



70-20-10
RULE

20%
Emotional

Company culture, core
values, milestones; fun,
funny, inspirational.

10%

70% Promotional

a Directly %romote
our products or
Informational  veuerdictsa

Education, advice, how-tos, important
updates (e.g., hours changes),
industry news and insights .

YOUR POSTS SHOULD BE:

G LOCALIQ
» MARKETING LAB



Creating your
social media
marketing plan

Choose your Set goals and Report and

platforms — objectives — adjust regularly —
Target audience, platforms popular like post once a day for a month, to identify which posts generate
for your industry. Take on the get your profiles set up, or do a the most engagement, whether
number of platforms you can competitive analysis. you're getting more followers, and
actively keep up with. to see your audience

demographics.



SOCIAL MEDIA MARKETING PLATFORMS

PEOPLE CONTENT STRATEGIES

« Photos & links Local mkting
» Information Advertising
= Live video » Relationships

« 25-34
« Boomers

= Weak organic
reach

» How-tos QOrganic
« Webinars SEO
» Explainers Advertising

« Videois
resource-heavy

v/

= 25-34, 35-49 « MNews Customer
« Educated/ « Discussion service
wealthy = Humor « Ads for males

« Small ad
audience

+ Long-form B2R

. | « Adreporting &
:E 1’5 X i I el Organic custnﬁw aud?ence J
L roressionals -
» Core values International

- - - ~ ‘?ﬂLdStream

The best
social media
marketing
platforms for
business







Ol

LOCALIiQ Social Media
Marketing Lab

= 2UYyKpION TwV dNUOYPAPIKWYV
OTOIXEIWV, TWV OTATIOTIKWY KAl
TNG YEVIKNC ATHOO@aIpas KAOE
TTAATQOPMAC.

= Tikal TG00 ouxva va
ONUOOCIEVETE O€ KAOE
TTAATQOPMOA.

= ATTQITNOEIC TTPO@IA Kl
OUMBOUAEC BeATIOTOTTOINONG.

* [lavw atmd 131 avapTroEIg
I0€EC KAl TTAPAdEiyUATA.

02

Social Ads 101 [PPC
University]

= Ta o@EAN, oI UETPNOEIC KAl
Ol BEATIOTEC TTPAKTIKEG TNG
dlapnuIong oTa peoa
KOIVWVIKNG OIKTUWONG.

* AIOKOTTEC aBNuATWY O€
dlapnuioelc Facebook,
Instagram, LinkedIn,
YouTube, Snapchat kai
TikTok.

= O1 OUMPBOUAEC Kal T KOATTO
TWV KOIVWVIKWYV TTWANOCEWV
oT1o Facebook kal 1o
Instagram.

05

Facebook Ads 101 [PPC
University]

KaBnuepivog TpoUTtTtoAoyIouOC
OUV OTPATNYIKEC BEATIOTOTTOINONC
Aoyaplaopuou.

TuTtrol dlapnuioswv Facebook,
ETMIAOYEC OTOXEUONG KOIVOU KAl

TTPOYPAUMATIONOG.

2 UMBOUAEC Kal TTOPOI VIO TNV
TTAPAYWY AVTIVPAPWYV Kal
ONUIOUPYIKWYV dlaPnNUICEWY OTO
Facebook.

[TwW¢ va XpNOIYOTTOINCETE MIA
OTPATNYIKN TTANPOUC DIOXETEUONC
VIO VO KATOPPIWETE TOUC
AVTAYWVIOTEC OOG.



* AoyIouIKO Sl10XEiIPIONG MECWYV KOIVWVIKNAG OIKTUWONG:

Social
mEd i a MAatedppec 6w To HootSuite kal To Sprout Social.
marketing
services

XPNOIUOTIOIOUV ATTOKAEIOTIKA TEXVOAOYia yia va FonBnaouv Toug
TTIO EUTTEIPOUC VO ATTOKTAGOUV TTPONYHEVA AVOAUTIKA OTOIXEIQ.

 [pa@eia NAPKETIVYK HEOWYV KOIVWVIKAC OIKTUWONG:

“* Mia o1aBepr) oTPATNYIKN MAPKETIVYK
MECWYV KOIVWVIKNAC OIKTUWONC ATTAITEI
TTOAAQTTAEC TTAATQOPMEC KAl guxXVa Evav Opiopéva TTpakTopeia €I0IKEUOVTAI JOVO OTO HAPKETIVYK HETWV

OUVOUOQO MO €AEUBEPWY KAl ETTI KOIVWVIKAC dIKTUWONG, OTTwc 10 : Akvertise
TTANPWUIN HEBOOWV.

—>



* [pageio YnPIaKoU LAPKETIVYK:

Mtropouv va oag fonBnoouv va evowuatwaeTe 10 Social media
marketing aTtnv eupuTEPN OTPATNYIKI OOC TTOU TTEPIAANPAVEI :

sccial e emalil

— * |oToO€EAIDO
mEdla  Search Engine optimization (SEO)
- * KOl GAAQ

marketing

= * YBpIOIKEC UTTNPEDIEC:
services BOIOIKES UTDEOleC:

OpIOUEVEC TIPOTPEPOUV EVO TUVOUAOHO TV TTAPATTAVW.
[a mapadelyua 1o LOCALIQ's social advertising offerings.

To LOCALIQ trpoa@épel povadikn, uEB0DIKI) aTOXEUOT KOIVOU
; yId TNV aU¢NON TS ATTOTEAEOUATIKOTNTAC MIOC dIAQNUITTIKAC






