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SOCIALIE TIKLI
UN
DIGITALAIS
MARKETINGS

Digitala marketinga pamati un tendences
2021.gada

Socialie tikli: veidi, ipatnibas, funkcijas

Meérka auditorijas sasniegSana un komunikacija
digitalaja vide. Efektivas kampanas planosanas
principi

Satura marketings: kur, ka un kada veida




Digitala marketlnga
pamati DIGIT
un tendences 2021.%3 e
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e 33.9% to dara mekléetajos (Google ir virs 90% no meklétaju

Kur pateretajs tirgus dalas)

mekleé informaciju  « nedaudz mazak, 32.6% joprojam info iegist no reklamam TV
pPar zimolu vai * 29.4% gadijumos darbojas mutvardu marketings, ieteikumi no
produktu? draugiem, radiem, kolégiem

e 28.2% iespaidojas no reklamam socialos tiklos

e populari avoti ir ari pasu zimolu majaslapas, tiessaistes
tirdzniecibas vietas, reklamas majaslapas un rekomendacijas
socialos tiklos



DIGITAL MARKETING

Digitalais marketings ir tirgzinibas
forma, kas koncentrejas uz

marketinga aktivitatem digitalaja Uznémuma
vide majaslapa

Digitala

marketinga
kanali un riki




THE MARKETING MIX

MARKETINGA KOMPLEKSS /\\\
(JERRY MCCARTHY, 1964) “ropuCT PRICE
-

“LACE ROMOTION
& 64 P 1
&//

Product — produkts (Ko razot? Ko piedavat tirgu?);
Price — cena (par cik pardot?);
Place — vieta (kur un kam pardot?);

Promotion — virziba (kur un ka reklameét, ka virzit produktu tirgu?) /
Marketinga komunikacija



Product Consumer value

[produkis] |vertiba klientam)

Convenience
{izdevigums]

VIgL

Komunikacija

Cost to the customer




DIGITALA MARKETINGA RIKI

m Com‘en# @
Markeding L
Circle ~ (55

R o
DD
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Optimizacija (SEO), Landing page

E-mail marketings
Social Media marketing

Maksas reklamas (PPC - Pay Per Click)
Marketinga automatizacija

Affiliate marketings

Satura marketings
PR tieSsaisté

| Storytelling un infografika

Inbound

marketing




Digitala marketinga

daudzveidiba

* SEO optimizacija

* Blogu rakstiSana

e Socialie mediji

* TieSraides video

* Apmaksats saturs
e E-pastu marketings
* Podcasts, webinars
* Infografiki

* Aptaujas

e Atsauksmes

* E-gramatas

e Rokasgramatas

e Petijumi

* Gadijumaizpéetes
« Catboti u.c.

Slides HNages rate
Ads CTR Bid
Managu=ent
Banner Videos
Articles PR CPC
Smartphones
URL MMS
SMS .
" Mobile
Online T
Marketing e N
E-Commerce T
£ I Banner
Traffic Leads
R Offsite
v 'ulh’ Oprmization
t Cemmurities
Online
SERPs
Improvement Customers
PR e
Backlinks
-Tags
Mash-ups
Multimedia



INTEGRATED -

MARKETING st it Hodia

Relations » i & Direct Mail

Blogs

Website

Social Share

pl'C Zw I‘e_5_ O
(7®)
podcasts
video oo
ratilg
wiki's

4, 90
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EARNED
media

Digitala

marketinga SRR
CIEL s




D|g|ta |a Visu kanalu marketings un multivides saturs

Mma rketi N ga Influenceru éra

Personalizets un interaktivs saturs

tendences

Video saturs

Marketinga automatizacija

Pasakumi tieSsaiste
Satura marketings

Digitalais marketings bez stikdatném (cookies)
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THE WORLD’S MOST-USED SOCIAL PLATFORMS
THE LATEST GLOBAL ACTIVE USER FIGURES (IN MILLIONS) FOR A SELECTION OF THE WORLD'S TOP SOCIAL MEDIA PLATFORMS*

FACEBOOK

YOUTUBE'

2,91
WHATSAPP
rmessencer [ 1,300
——
T ——
nooc [ (59
e 617
R —.
— Kl
v I 500
swou I 198

2,000

DATA UPDATED TO:
25 JANUARY 2021

¢ KEMOS ANALYSES JAN 2021), BASED ON DATA FUBUSHED IN: (1) COMPANY STATEMENTS AND EARNINGS ANNOUNCEMENTS, (2 RATFORMS' SEF.SERVICE AD TOOLS we
»
*NOTES: PLATFORMS IDENTIFIED BY (%) MAVE NOT PURLISHED UPDATED USER NUMBERS IN THE PAST 12 MONTHS, SO MGURES WILL BE LESS RELIABLE [**) MGURE FOR DOUYIN USES THe are msu te




ANNUAL DIGITAL GROWTH -

THE YEAR-ON-YEAR CHANGE IN KEY INDICATORS OF DIGITAL ADOPTION
A CHANGES TO DATA SOURCES FOR INTERNET USERS AND SOCIAL MEDIA USERS MEAN THAT VALUES ARE NOT COMPARABLE WITH PREVIOUS REPORTS ATVIA

TOTAL MOBILE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

-1.1% +1.9% +2.2%  +10.0%

JAN 2021 vs. JAN 2020 JAN 2021 vs. JAN 2020 JAN 2021 vs. JAN 2020 JAN 2021 vs.JAN 2020
-20 THOUSAND +50 THOUSAND +35 THOUSAND +130 THOUSAND

SOURCES: BE UN_ 1OCA VERNMENT BODIES GSMA INTEUGENCE ROSTAL ONNIC A COM: SOCIAL MEDIAMATFORMS” SEUF.SERVICE ADVERTISIN ' MPANY we .
AN N REOR ME DIA PLCATERAIANE. & COMPARANLITY ADVISORY RLE CHANCES INRTNE X NUMBEO N NUERTN K OAA SOURCED FROM AL MEDWA oreo HOOtS“'te'
NATORMS. 5O DATAARE NOT COMPARABLE WITH PREY R PORT CIAL MEDIA R NUMBERS MAY NOT REPRESENT UNIGUE INDIVIDUA MAY EXCEED INTERNET USER NUMBE RS ”C'd



W SOCIAL MEDIA: ADVERTISING AUDIENCE PROFILE

2.9%

. 2.1%

FEMALE MALE

13-17
YEARS OLD

OAJ :

SOURCE: EXTRAPOIANIONS OF AROMS
DATA FORGENDERS OTHER THAN MALE
NIECT T MPARAR . ¥ 5 ME

WL MEDIA FATO M Br.SEy
R TEMALE "ADVISORIES: USERS MAY DEN
* IAw. DEMOCRAMS AIA FROM

18 - 24
YEARS OLD

13.4%

12.6%

YEARS OlD

10.9%

9.2%

8.4%

6.0%

MALE FEMALE MALE
35 - 44 45 - 54
YEARS OLD YEARS OLD
A NOTES: MOST SOCIAL MEDIA PLATFORM

LATVIA

34%

FEMAIE  MALE

55 -64 65+
YEARS OLD YEARS OLD

FEMAIE  MALE

NOT PUBLESH ALDENCE m 2
MEDIA WHICH MAY “0 HOOtS“lte'
cocial



SOCIAL MEDIA USE AROUND THE WORLD

USE OF SOCIAL NETWORKS AND MESSENGER SERVICES, WITH DETAIL FOR MOBILE SOCIAL MEDIA USE
A\ SOCIAL MEDIA USER NUMBER'S MAY NOT REFRESENT UNIQUE INDVIDUALS

TOTAL NUMBER OF SOCIAL MEDIA USERS AS ANNUAL CHANGE IN PERCENTAGE OF SOCIAL AVERAGE AMOUNT
ACTIVE SOCIAL A PERCENTAGE OF THE THE NUMBER OF GLOBAL  MEDIA USERS ACCESSING OF TIME PER DAY SPENT
MEDIA USERS® GLOBAL POPULATION SOCIAL MEDIA USERS VIA MOBILE PHONES USING SOCIAL MEDIA

4.48 56.8% +13.1% 99.0% 2H 24M

BILLION +520 MILLION

COM’ARANLITY ADVISORY: BASE NGES AND HISTORICAL REVISIONS. DATA MAY NOT CORRBATE WITH RGURES PUBUSHED IN PREVIOUS REPORTS

SOLRC!S 1 BAS N DATA FROM MPANY EAR S5 ANNOUNCEMENTS PIATFORMS SEUF-SERVICE ADVERTISING TOOLS; ONNIC, MEDIASCOPE. TIME SPENT DAIA
. " : v . e D B e e 9 . ; e SE R EY | oS e g ®
oWl Q1 202 M FOR MORE DETALS ADV!SO&Y WL MEDIA USERS MAY NOCX REPRESENT UNIQUE INDIVIDUALS, AND MAY EXCEED INTERNET USER NUMEERS IN Ore HOOtSUlte
INTRIES al




Socialie mediji: veidi, 1patnibas, funkcijas

@

£ Voulube dJ* TikTok
r‘% Clu house"

Linked {3



Socialie mediji: veidi, 1patnibas, funkcijas
Socialajos medijos izmanto...
lai sasniegtu merkauditoriju un

nodrosSinatu
klientu
apkalposanas
servisu

Palielinatu
CEIGIERER
apjomus

palielinatu
majaslapas vai
bloga

informeétu
cilvekus par
jaunumiem un
pasakumiem

@

& YouTube d TikTok

attistitu Linked ﬂﬂ

attistitu jaunus
atpazistamibu produktus vai
pakalpojumus

apmekléjumu
skaitu




Ka socialo tiklu lietotaji mijiedarbojas ar zimoliem,
izvéloties produktus un pakalpojumus?

THE SOCIAL PATH TO PURCHASE

% who say they do the following applies to them

Global ®16-24 @ 25-34 @ 35-44 45-54 55-64

Discover brands/products via

ads on social for discovery ee e | |

Discover brands/products via
recommendations on social

Research products online
via social networks

Lots of likes/good comments
would increase chance
of purchase

A C'buy' button would increase
chance of purchase




Pirkt produktus socialajos
medijos bus ikdiena

» 87% cilveku, kuri iepérkas tieSsaisté apgalvo, ka
socialie mediji palidz viniem pienemt pirkSanas
|Emumus

* 1no 4 uznémumiem pardod savus produktus
Facebook

* 40% uznémumu izmanto socialos medijus, lai
palielinatu pardoSanas apjomu

* 30% patéeretaju apgalvo, ka labprat veiktu pirkumus
pa tieso no socialo mediju platformam



Ka izveléties savai mérkauditorijai
visatbilstosako platformu?

* vidéja vecuma aktivaka auditorija dod prieksroku
Facebook;

e jair daudz glitu produkta/u bilzu, bis piemérots Instagram; $

* ja vélaties sasniegt jauniesus un/ piedavajat nisas
produktus vai pakalpojumus, izmantojiet TikTok;

* ja stradajat B2B sektora — Linkedin;

* regionu auditorija vél joprojam lieto platformu
draugiem.lv;

* ja produkts vai pakalpojums ir tehnologisks vai socials un
varat to popularizét, iesaistoties lietotajiem svarigas
diskusijas, var noderét Twitter.




Ka uzrunat mérkauditor

1. Organiskas sasniedzamibas (Organic reach)

rezultati

2. Jaunu sekotaju sasniegsana, iﬂfestéjot
reklama | )

Sashiedzamiba - react
lesaiste — engagemen




F ACE BOO K Ka paaugstinat «organic reach»

BEZ apmaksatas reklamas

ORGANIC palidzibas?
MARKETING

* Rupigi izvélies zinu saturu
e Veido 30-60 sekunzu garus video prieks

Sscelmals, InsinzEn v Lkedlr . Ie.d.ro_s.ml sekotajus iesaistities zinu
e Izmanto story iespéjas dalCinajumaos

e  Atkartoti izmanto jau radito saturu un e Piesaisti savas Iapas “Tstos” SEkOtéjUS
pieskir tam citu formatu

e Visas piles koncentré uz PIRMAJAM 10 * Facebook grupa

SEKUNDEM _ :
* Facebook pasakumi

* |sa formata videoklipi
e Live tiesraides
* Mirklbirkas jeb hestagus

TieSraides intervijas

Darbibas lauka izpéte e Sadarbibas
Jaunu produktu prezentésana

Like W Jaunékés Zinas * User Generated Content




Best times to post on Instagram for consumer goods
Instagram Consumer Goods Engagement

Mon
Tues
Wed

Thurs

Fri

Sat

Sun

21 2 2 4 5 66 7 8 9 0011712 1 2 2 4 5 6 7 8 9 10N
AM PM

Lowest Engagement Highest Engagement

» Best times: Wednesday at 3 p.m.
» Best day: Wednesday
* Worst day: Sunday



Best times to post on Facebook

Facebook Global Engagement

Mon
Tues
Wed
Thurs
Fri
Sat
Sun
12 1
AM PM
Lowest Engagement Highest Engagement

« Besttimes: Wednesday, 11 a.m. and 1-2 p.m.
» Best day: Wednesday
« Worst day: Sunday



Saturs

Esosa satura izvértésana: ‘ Satura veidosana

kas darbojas musu komunikacija?
kurs ir masu idealais klients?
kur auditorija atrodas un par ko runa?

kads ir vertigakais kanals, kura ir vérojamas izaugsmes
iespéjas?

cik daudz pulu Tu velti, veidojot saturu saviem
socialajiem medijiem?

ko dara konkurenti?




Par ko rakstit?
Satura strategija




* Produkts, 1pasSibas
* Instrukcija
e Darba process

Par ko rakstit? . Nozare
Satu ra * Lokacija

* Profesija

strategija

* Mérkauditorija
* Sasniegumi

* Humors
e Veiksmes stasti
* Neveiksmes stasti




lerakstu grupas

Reklama (< 10%)

Notikums/pasakums/iemesli

Informativie ieraksti

Izklaide




_ Sun | Mon | Tue | Wed | Thu | Fi_ | Sa__
1 2 3

4
Case Study

Support Email

1

E-book On
Content Strategy

18
Activity A

25

5
Weekly Newsletter

Team Photo

Ads for App

12

Homepage Intro
Video

Weekly Newsletter
19
Activity B

Actmity C

26
Actvitv A

6
About Us Page

Tweet About
Upgrade

Tutorial For
Upgrade

13

Whitepoer 27
Accounting
Software

20
Actmvity D

Activity E

27
Actmwitv C

7

Software Client
Case Study

New Contact Page

14

A1 C-SA N
Industry Trends

21

Activity F
Activity G
Activity H

28
Activitv D

Tutonal Video 1

Blogpost On SAAS

15

A MWD

On Cloud

Computing

22
Activity |

Activity J
Activity K

News Release
Announcing New
Board Member

Tweet About
Special Offer

16

Construction Client
Case Study

23

Activity L

Activity M

30

10

intro To Forum

17

Executive Report
On Big Data

24

31



Mérka auditorijas sashiegsSana
un komunikacija digitalaja vide.

Efektivas kampanas planosanas
principi




Kas ir Jusu pateretajs?

PAR KO MAKSA
PIRCEJS?




o -
(

e N

Merkauditorija

Segmentacija



Kvalitativas pardosanas komunikacijas modelis

Komunikacija Izpratne par
ar klientu klientu
* Saprasanos /. Problému \
veicinoss ’

* Vajadzibu,
* lzdeviguma,

* leguvumu
ZINASANAS

\_ AN /

* Racionali
parliecinoss

* Pragmatiski
motiveéjoss
DIALOGS




Efektivas digitalas kampanas principi

* Noteikt patérétaju uzvedibas aktualas
tendences

e Savest majaslapu tehniski un saturiski PRt b s e
Vai majas lapu var atri atvért mobilaja talruni

kartiba
* TOP produktu pardosanas veicinasana (SEIEELILE Ceklamas
o= = e ey Sodien .
* Mobilas aplikacijas ieviesana fovakar formatu

testesana

tuvuma

* |lzmantot bezmaksas rikus



Google

pirkt a|

pirkt auto

pirkt akcijas

pirkt autobusa bileti interneta
pirkt airpods

pirkt audumu

pirkt apavus



Show what you offer,
GO gle from products to

My Busines services

Whether you're a restaurant, store, or service
provider, your profile helps customers do business
with you easily and directly with product inventory,
ordering, bookings, quotes, and more.

Easily connect with customers

Update customers with the latest via posts, offers, direct messaging, and more. Manage now

e

€« The Good Design Store  Q

OVERVIEW REVIEWS PHOTOS ABOUT

The Good Design Store $
L M < Create posts, offers, and events
Add posts to your Business Profile to promote

special offers, events, and updates to keep € Business Profile Performance i

Time period
%) Oct 2020-March 2021 -

customers in the loop.

How people interacted with you

New pillow cover colors in stock. Respond toreviews

Order now. All interactions Calls Messages Book

8,210

Business Profile interactions
A +1.2% (vs Oct 2019-March 2020)

Oct Nov Dec Jan 2021 Feb Mar

How people discovered you (D

OVERVIEW PRODUCTS REVIEWS PHOTC

A ——
Search this store Q
Brushes Storage & Organization Picture hangt

JEee

Paintbrush Wool Roll Oil paint set
§3.25 $7.99 $16.99
® |n stock ® |n stock ® n stock

List your products

Show what's in your store, so customers know what
you sell as soon as they find you online.

Know how customers
find your business

Discover what keywords people search to find you,
and get insights on calls, reviews, bookings, and more
to understand how your business connects with

customers.

Manage now



Komunikacijas kampanas izstrade

Strategijas uzdevums: organizet
Strategijai jarada plans

Pateretaju merkauditorijas
noteikSana un izpéte

COMMUNICATION
Strategy

Zinojuma izstrade

Marketinga komunikacijas
realizacija efektivitates vertéjums

Marketinga komunikacijas




Crealny

process often =
oo ~ Content ...
Nt'.

influential ok Step

SsajiVe new socnal m ar

“share just

ask gomeone

. Now Largets

channels _
start  BOINE “corested "

audience

tweet

last

oy Brandes

P s

Satura marketings:
kur, ka un kada veida



Satura marketings

- ilgtermina stratégija, STOrr \/ i
« sSpécigu attiecibu veidoSana ar mérkauditoriju |
« augstas kvalitates satura sniegSana

)

klientu loja

)

Satura modelis:
v' Atlasi, piefikseé mérkauditorijas sapju punktus
v Piemeéro tiem atbilstoSako satura veidu

v Izmanto radtto saturu, lai atrisinatu problému



Klienta “dzives cikls”

Lojalitate

Atkartots pirkums

Pirmais pirkums E )

Izmeéginajums

Informétiba




PARETO LIKUMS: 20/80

=20 procenti pulu nodrosina 80 procentus no rezultata, atlikusos 20
procentus rezultata var iegut, piemérojot 80 procentus pulu

“20% restoranu apmeklétaju ienes 80% no pelnas iestadei

»20% no uznémuma pasitijumiem nodroSina 80% no kopéja

— IEGULDIJUMS REZULTATS
apgroZijuma

=20% no miisu kaiminiem rada 80% no visiem trokSniem

“20% biroja darbinieku paveic 80% no visiem darbiem

/ Pareto princips




ATTIECIBU PIRAMIDA

"TOP” klienti

Lielie klienti

ooooooooooooooooooooooooooo

--------------------------------------

ooooooooooooooooooooooooooooooooooooooooooooooooo

Neaktivie klienti

Potencialie klienti

“Aizdomas turamie”

“Paréja Pasaule”

Dabut vinus

lek$d NN, ol RN, lielinit klienta tari
daju t.i. daju no klienta
kop&jiem izdevumiem




Strategija

_ .
Consideration Purchase

SOCIAL
MEDIA

WEB-SITES/
ANDING PAGES

WORD-OF-MOUTH WEB SELF-

SERVICE

ONLINE
DISPLAY

PAID
J CONTENT

Service

OFFERS IN

CENTER

SOCIAL

Loyalty Expansion

LOYALITY
PROGRAMM

SURVEY .

e jaizzina sava mérkauditorija

* javeido saturs atbilstosi
pirkSanas punktiem



Pirksanas Iemuma pienemsanas posmi

|

Pretruna starp pasreizéjo un
vélamo motivacijas stavokli

Apzinasana un
zinasanas

L
Vajaldzibas | Inforsz\cijas | Alternativu
rasanas meklésana vertejums
[ Attieksme un
arlieciba
! parlieci
Riciba — Lemums
péc pirkuma par pirkumu
=

[ LietoSana

)

\/

Izvéle un
pirkSana




Ka izstradat patérétaja celu?

Awareness Consideration Purchase Service Loyalty Expansion

DIRECT

() sTore/srANCH
PROMOTION

) AGENT/

LOYALITY
PROGRAMM

MEDIA

\] MOBILE APP/

Al wes-sies) Al
ANDING PAGES

OFFERS IN
INVOICE

WORD-OF-MOUTH WEB SELF-

SERVICE

ONLINE

PAIl
DISPLAY Ao

J CONTENT

* Limlapinas, markeri, lapa A2 ©
Specialie riki:
* Uxpressia.com

* Touchpoint Dashboard
e Canvanizer

Miro



https://uxpressia.com/

Saturs — viens no uzmanibas noturesanas
veidiem

leguvumi, sniedzot potencialajiem klientiem bezmaksas saturu:

1. Merktieciga auditorijas audzésana potencialo klientu piesaistisanai
Izglitots potencialais klients = vertigs

“Uzsildits” potencialais klients paatrina procesus

Saturs veido par viedokl|u lideri

Ar satura palidzibu tiek atviegloti ikdienas procesi

Tiek mainita klienta perspektiva

Pastav iespéja palidzét klientam apzinaties problému

0 N O U B WD

Var virzit auditoriju pirkSsanas procesa



Satura veidosanas
process var sevi ietvert:

e Atslégvardu un tému izpéte

* Satura planoSana — ko un kapéc

* Satura rakstiSana

* Optimizesana

* Redigésana

* Grafiku, ekranuznémumu un citu saistosu multimediju failu izveide

e Satura publicésana un reklamésana vairakos kanalos




USER-GENERATED CONTENT /
CONSUMER-GENERATED CONTENT /.CGC

Originals saturs, ko rada auditorija
Viss, sakot no atsauksmem, atskaitem un
komentariem lidz fotoatteliem un videoklipiem



SOCIALIE TIKLI UN
DIGITALAIS
MARKETINGS

Paldies par uzmanibu!




