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GENERAL DISTINCTIONS

Unpaid:

content- and conversation-led strategies
Paid:

buying inventory on social media platforms
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3 STEP APPROACH

LISTENING

Yy

Conversation Maps
Live Listening Posts
Crisis Monitoring

Search Intent Maps
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PLANNING

ot

Influencer Maps
Engagement Plans
Distribution Plans
Creative Insights

Media Optimization

ENGAGING

Community Desigh & Mahagement

Blogger & Influencer Engagement
Programs

Co-creation Program Design &
Management

Content Distribution & Digital Media
Social Network Activation

Search Reputation Management
Application and Widget Development
Performance Measurement & Analytics
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UNPAID: ORGANIC SEARCH RANKING

Focused on improving a brands ranking
In search engines
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PAID: AD PLACEMENT STRATEGIES ON CPM

ﬁ I ' B femerer Me Forgot your password?

, Advertisin ]

Facebook Advertising
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PAID: AD PLACEMENT STRATEGIES ON CPM

Follows conventional ad placement tactics
Key question: How to segment the inventory?

ﬁ I ' B femerer Me Forgot your password?

Facebook Advertising

Overview Prepare Step By Step
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PAID: AUDIENCE TARGETING IN FRIEND NETWORKS

Greatest potential on the paid side

Targeted advertising to users based on profile
info and friend network

Geo-, social- and interest-targeting

Ability to advertise to friends of someone
identified as being in the desired target group

Challenges: =
Data privacy and cookie management o
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A move from advertising on sites to
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