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MARKO SAUE

2002 - Advertising and Media Art - Tartu Higher Art School
2010 - MBA Effective Marketing - Estonian Business School
2010 - Founder of social media marketing agency GOAL

23 years of experience in the field of advertising, design
and marketing, last 16 in digital marketing and social
media

Multiple advertising-, marketing-, digital-, PR- and design
award winner

Carried out hundreds of social media marketing courses
and workshops and speaker in dozens of major marketing
events.
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Digital marketing agency GOAL was founded
in 2010 and it specializes in social media
marketing.

We offer full services: strategy, campaigns,
desing, content creation, influencers, banners,
development, photo and video creation

Channels: Facebook, Instagram, Messenger,
Linkedin, Youtube, Pinterest




AGENDA

Introduction
Strategy
Reach
Banners

Content Creation
Q&A
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SOCIAL MEDIA MARKETING

Strategy / Content Plan

Content Creation

Building fanbase

Organic Reach and Engagement

Paid solutions - Boost and Banners
Banners - Objectives, Types, Placements
Facebook Pixel / Conversion Optimization
Remarketing / Custom Audiences / Lookalike
Content Crowdsourcing / Repost

Insight / Metrix and Analysis

Takeovers

Influencers

Chatbot










Used mainly for:

B2B marketing
Social selling
Networking
Headhunting

Career building

Personal brand

Highly accurate
and also expensive
for advertising

B2C marketing
Awareness
Social Proof
Community
Performance

marketing
Image

Very accurate
and powerful

advertising
environment

Discussions
News
Personal brand
Client service

Not very accurate
and prefered
advertising
channel

B2C marketing for
visually attractive
products and
services - design,
architecture, food,
hotels, clothing,
Influencers

Very accurate
and powerful
- FB ad manager
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SOCIAL MEDIA STRATEGY

Background - similar companies and best practices
Problems - main challenges at the moment

Strengths - competitive advantage what to
communicate

Goal - what we want to achieve with social media in
marketing and communication: Awareness, Image,
Traffic, Leads, Members, Conversions, Purchases ...

Target groups - who we should target and talk to in
order to reach our goals.

Channels - what channels we should use find the
target group

Value - Why someone should follow, become a fan,
what they get from it

Content - Content types and topics, that offer value
to the target group and help to achieve the goals.

Administration - Posting, sharing, material
gathering etc.

Follower base - What specific actions should we
take to increase follower base and engagement in
each channel - how to get the right people to follow
us?

Boost - what budgets and targeting should be used
to support achievement of agreed goals



SAMPLE STRATEGY

Objective: awareness, Imago

Target audience: clients, marketing people

Value: know-how, trust, inspiration

mpression: market leader, long history, best partner choise

_anguage: estonian language

Posts: 12 posts per month

Visual: original photos and videos, designed visuals, client reposts
Content: CEO intro, team intro, clients feedback, service intro,

products, innovation, seasonal greetings



CONTENT PLAN

2 pc - team member + advice or product
2 pc - inspiration for presents (set, gallery, caroussel)
2 tk - good advice
1tk - CEO opinion, advice (personal branding)
tk - client story / feedback
1tk - about a service
tk - sharing a blogpost
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Content
strategy

Ar

Article

Video

Im

Image

Ev

Event

Game

To

Tool

Print

E-learning

The Periodic Table of Content Marketing &

An overview of the key elements of content marketing

10

Sh

Slideshow

1

Vi

Visualisation

12 18

Pr Ho

Press ‘How-to*
release based

13 19

Wb Iv

Webinar Interviews

14 20

Ap Qz

App Quizzes

15

Eb

Ebook

16

So

Social

17

Em

Email

Strategy

Format

Content Type

21

Reviews
22

As

Ask the
experts

23

Ex

Experiments

24

De

Definitions

107

Fu

Funny

120

Sq

Search
queries

Question-

Resources

Productivity

Glossaries

optimisation

Platform

Metrics

Goals

30

Ti

Timesaving

31

Lb

Linkbait
32

Fu

Fun

33

Da

Data

34

Mindmaps

109

Sg

Shocking

122

Ce

Copy
editing

Sharing Triggers
Checklist
35 40 45

Bp

Best practice

36

Hi
Hivemind-
based

37

Te

Templates

38

Pc

Product-
based

39

Fr

Frameworks

110

Mv

Moving

123

Fm

Formatting

Co

Compilations

4

Event-based

42

Beginner's
guides

43

Sv

Surveys

44

Tm

Testimonials

111

Un

Unbelievable

124

Hd

Headline
optimisation

Ca

Case study

46

Rc

Research

47

Inspiration

48

An

Analysis

49

Dm

112

Cv

Controversial

125

Tv

Tone of

voice

A seven-step guide to success
1. Take some time to define a strategy.
2. Figure out the formats you plan on using.

3. Think about the content types that will appeal to your
audience. Do your research. Brainstorm ideas. Create.

4. Share your content across the key content

distribution / social platforms.

5. Track the key metrics, and map these to your goals.
6. Be aware of the main sharing triggers. Be sure to
work the emotions.

7. Always double check your work.

50 55 59 63
St De We Bl
Stats Debates Website Blogs
51 56 60 64
Tr Cm Tw Fa
Trends Competitions Twitter Facebook
52 57 61 65
Op Ch Yo Vm
Opinion Checklists YouTube Vimeo
53 58 62 66
Fi Gf Re Ig
Fiction Gifs Reddit Imgur
54 67
Nj Hn
Newsjacking Hacker
News
113 114 115 116
Co Ig Rd Zg
Cool llluminating Random Zeitgeist
126 127 128 129
Gd Pe Do Fc
Brand Plain Device Fact-
guidelines English optimisation checking

Pv

Page views

New leads

70

Brand
metrics

71

Of

Offline
media

72
Li
Linkedin
73

Gp

Google+

74

Vn

Vine

75

Ps

Partner
sites

117

Aw

Cute

130

Cd

Credit
sources

~

Uv

Unique
visitors

77

Do

Downloads

78

Rp

Reputation
metrics

79

Microsite

80

Pi

Pinterest

81

Fo

Forums

82

Sl

Slideshare

83

Ad

Advertising

118

Up

Uplifiting

131

Ct

Calls to
action

84

Nv

New visitors

Cl

Cost per
lead

Pm

PR metrics

87

Am

Acquisition
metrics

Instagram

Tu

Tumblr

Fi

Flickr

119

Di

Disgusting

132

Fd

Invite
feedback

91 99
Br Tf
Bounce rate Traffic

92 100
Kp Le
Key pages Leads

93 101
Dg Br
Demographic Branding
metrics

94 102
Rm Sa
Retention Sales
metrics

95 103
Sc S
Search Search
metrics

96 104
Nm Me
New Members
members

97 105
Sm Sh
Social Shares
metrics

98 106
Eg En
Engagement Engagement
metrics

Devised & designed by
Chnis Lake (@lakey).

You may share it around,
embed it on your website,
print it out or tear it up, with
appropriate credit.

Copyright Econsultancy Ltd.
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REACH

Organic reach is the amount of people who see your post for free.

Paid reach is the amount of people who see the post because you paid for it
and targeted them.

Organic reach is usually 5% - 20% of your fans. Smaller pages could have more

than

FB a
(clic
reac

50% organic reach. Good content reaches more people organically.

gorithm determines the reach of the post. One part of it is engagement
Ks, reactions, comments, shares). More engagement > bigger organic

n. Time is also important - Facebook tests the reaction of your audience

10-30 minutes after posting showing it to small portion of your followers and if
they don't engage, Facebook will limit the organic reach. If first people who see
the post react, comment, like, share, then Facebook sees it as important post
and will increase the organic reach for the post.

So -

it's extremely important to create content that is relevant to target

audience and that gets engagement.

You have to consciously create and ask engagement and use “cheerleaders”.



38 000 fans 22 000 fans
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FACEBOOK BOOST

Easiest way to promote existing
content on Facebook.

1. Click boost post button
2. Choose Audience
3. Choose budget and duration

Done.



FACEBOOKADS

Campaign setup:

1. Choose objective
2. Budget & Schedule
3. Audience

4. Placement

Ad setup:
1. Select page

2. Select event
3. Add texts and image



Tule appi, sinu
Vespa ootab!
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Laadi alla Neste app,
tangi sellega ning vaid
voita romantilise Vespal






CONTENT CREATION
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SUGGESTIONS

Use attractive visual to stand out

Keep in mind the 20% text rule while boosting
Boost regularly buy only good / important content
Use correct format for ads and posts

Original photo instead of image bank

Quality over quantity - less posts but better

Use videos and subtitles for videos

Use sharing and engagement triggers

Plan posts for longe period in advance

. Use content creation platform - www.kontentino.com

Facebook Ad Size & Specs

2020 Dimensions

Facebook ﬁ

ad/post
1080 x 1080 Facebook

pixels St Ol'y

1080 x 1920

pixels

f

Facebook link post

1200 x 628

pixels
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TUHI VORM EI PAASTA ELUSID!

PAASTJA TOOTAB 3 KOHA PEAL!

OF 0 633 65 comments 3.3K shares
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Edaspidi viime meie Sinu taara aral Me tuleme rahus - teie taara jarele!
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2\ 580364 people reached
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Organic

306,747 | 30,337

2 310,885 peo



245,104 people reached Goal
T ...

social media marketing




2 267158 people reached
o Goal

social media marketing
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MARKO@GOAL.EE
+372 552 5757




