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Hi, I’m Mike.  
I’ve worked at a couple places. 
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I write & speak on occasion. 
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Platform statistics 
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CPV 

Impression/ AVE 



5 

Why advertising isn’t the seed of all evil? 



Oldschool advertising  
doesn’t work anymore 
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Img. src. www.innovation1st.com  

Internet oriented generations  
are aware of brand communication 



90% of ads are avoided by people 
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Which simply means that they  
need to change & adapt  



Each click, like, comment, share, heart, 
#hashtag, page view, purchase is 

precisely monitored by brands. 
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Cookie crumbles are what we  

leave everywhere on the Internet. 
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SRC: https://us.accion.org/resource/choosing-right-social-media-platform-your-business/ 



By offering a service or product a 
human need must be fulfilled. 

 
THIS REGARDS ALL GENERATIONS! 
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Different people use 
 different platforms. 
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It’s the our responsibility  
to be present where  

they can find us. 



Social Media 
Campaigns give 

brands opportunities 
to communicate: 
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Img. src: youtube.com. 

- in the right place 

- to the right people 

- at the right time 



Why communicating to  
people differently 

 MATTERS? 
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Different generations consume 
media in very specific ways 
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Recognition of consumer behavior 
 is key to proper brand 

communication 
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Two generations are responsible 
for making purchase decisions. 
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Img. src: sproutsocial.com 

This makes them key factors in 
research & also fulfilling needs  
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P1 

GOAL 1 – WWW 
CLICKS 

GOAL 2 – SM SHARES 

GOAL 3 – B2B 

NEED (INSIGHT) 

P2 HIT SHIT 



We’re online 24/7 
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Img. src: gratisography.com 



We are very complicated, unloyal, 
often selfish, fragile. 
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Img. src: weheartit.com 



We’re flooded by adverts 
everywhere! 
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Img. src: www.apollo-magazine.com 



We’re immune to bad marketing 
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Img. src: www.apollo-magazine.com 



We want to feel part 
of something. 
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Img. src: www.apollo-magazine.com 

*key factor #6 



We view & judge the world 
 via Social Media 
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*key factor #7 



Social Media Marketing is a  

COMPLEX DEAL 
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Img. src. linkedin.com 

BRAND  
STORY 

 
 

PRODUCT & 
SERVICE 

SALES 
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INTEREST 

ATTENTION 

CREDIBILITY 

PITCH 

THANKS! 

LATER? 

WHAT’S UP? 7 



Social Media  

POWER 
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Img. src. Giphy.com 



Social Media aren’t just 
 about cats & boobs 
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Img. Src. Lockerdome.com 



They create  
online & offline  

communities through  
hundreds of platforms 
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Img. Src. Google.com 





…where storytelling is crucial 
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Img. Src. Google.com 



…sharing is natural 
 & can give amazing 

strength 
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Img. Src. Google.com 



…where we lead a second life 
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Img. Src. Google.com 



…where we interact with others 
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and communiation 

IS EVERYTHING 
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Social Media  

TIMELINE 
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Content that  

MATTERS 
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It’s quality is crucial 
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Img. Src. ccrgroup 

*key factor #1 



But where to get that content…  
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Img. Src. google.com 

*key factor #1 

Paid image stocks  
(istockphotos.com ; shutterstock) 

 
Free image stocks 

(unspalsh.com ; gratisography.com, 
deathtothestock photo etc.) 



Take advantage of Seasons, 
Holidays & events 
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*key factor #2 



This means  
real time marketing  
is really important! 
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Img. src. Adweek.com 

*key factor #2 



Content must be relevant  
to the consumer 
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Img. src. facebook.com 

*key factor #3 



There has to be a story 
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Img. src. youtube.com/bacard 

*key factor #5 



Listen. Interact. Be there. 
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*key factor #6 



.. And don’t be afraid to admit 
mistakes & take blaim for them. 
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Img. src. facebook.com 

*key factor #6 



Be up to date, use hashtags, 
understand trends 

 & implement them. 
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Img. src. Twitter.com 

*key factor #7 
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Real time works  
for everybody 



10 Social Media steps 
for NGO’s in 2017 
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- Engage & re-engage donors & volunteers 
- Educate the public 
- Encourage dialog and participation 
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Img. src. Slidashare.com 

#1 



Help your organization leverage social media in its 
communication. Stay relavant, creative & engaging. 
It’s ”free” publicity quite often.  
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#2 



Be meaningfull & effective (duh). 
Communicate with stories & visuals. Share & be shared. 
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#3 



Use different tools for different goals. For example: 
FB – education & idea understanding 
IG – quick „snapshots” 
TT – conversations & retweets 
Pinterest – visuals 
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#4 



One post = one goal 
(like, share, donate, comment etc.) 
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#6 



Interact. Tweet to people. Tag 
people. Like their content. Be social. 
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#7 



Capitalize on celebrities, milestones & 
events. Poeple love to keep an eye on 
other people’s lives. 
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#8 



Have a plan & strategy.  
Adjust them if needed. Be flexible. 
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Img. src. Slidashare.com 

#9 



Learn from the best in the business.  
Follow them & repeat what’s effective. 
It’s using an already good way. 
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From idea to execution 

THE PERFECT PLAN 
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Insight 
 
 
 

Idea 
 
 
 

Execution 
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Img. src. capsunm.tumblr.com 

Insight 
 

Idea 
 

Execution 
 

Mostly women buy bodywash 

Engage men & women TOGETHER in bodywash purchase 

Create a celebrity all women desire - with a twist 



Preparation 
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Img. Src: google.com 

research the environment, sector, competition 
(Google trends; Brand24; free tools!)   

understand consumer needs & lifestyle 

be prepared for various scenarios with 
 different ideas 



Creation 
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Img. src. Google.com 

create a communication platform  
dedicated to your clients 

be brief in your messages 

make your target group feel comfortable 

use trending forms (video etc) 

engage via every possible way 

don’t lie or exaggerate 

monitor the Internet 



Social Media 

ETHICS 
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Business ethics are an essential 
component of any 
 business strategy 
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Social Media have worldwide 
reach & great possibilities. 
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Img. src. Slidashare.com 

So rules have to apply. 

If you represent a brand or not. 



#1 KYA 
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Img. Src indie tips 

Know about your audience, their 
preferences, interests and choices 

Have a complete demographic 
and psychographic overview 



#2 Stay Away from Biases 
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Img. a2ua 

Stay away from (negative) 
political, religious, ethnic, or any 

cultural bias 

Don’t give your community a 
reason to dought your actions 



 #3 Never Compromise On Privacy 
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Img. sizzle 

Never violate privacy rules 

Be clear on ROE 



#4 Be Transparent 
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Img. sizzle 

Explain your thinking 

Be clear in your communication 



#5 Speak The Truth 
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Img. sizzle 

Politely communicate your 
affiliation 

Be true to yourself as well as the 
audience 



#6 Think Before You post 
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The Internet is full of bullsh*t 

verify what you share before 
sending it out 
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Is it necessary? 

Is it relevant? 

Is it adequate? 

Is it timely? 

Is it secure? 

Is it recorded? 



#7 Imagine the Impact 
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Img. Entrepreneur.com 

Verify the subject 

Rethink your audience 

Look for loopholes 



Content that works for everybody 

C.R.U.S.H. 
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So with all of this background 
information, how can we 

create engaging content that 
will catch consumer attention – 

the best & most honest way ? 
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…? 
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Img. Src. Youtube.com 

C.ool 
 
 
 
 
 
 

stands out 
generates emotions 

is bold 
leaves the comfort zone 



R.elevant 
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Img. src. Google.com 

real time 
events, Holidays 

interests 
needs! 

 
 



83 
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U.nique 

 
 
 
 
 
 
 

play’s against the rules 
creates new boundaries 

leverages creativity (against financial efficiency) 
get’s most of consumer attention 

 



*We recognize & interpret video  
60 000 times faster  

than still pictures 
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Img. src. giphy.com 

*did you know? 
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S.elf identifying 

 
 
 
 
 

engages consumer 
moves the heart 

greatly molds brand perception 
Builds consumer loyalty 

Viral potential 
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H.appy 

 
 
 
 
 
 
 

In the end both business is ran to make owners happy, the 
same as clients. 

Be happy with what you do. 
 



Thanks! 

87 


