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The power of
generating good
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CONTENT

Is the MAIN
REASON PEOPLE
SPEND TIME
everyday
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Is Content
Enough?
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Benefits of
CONTENT

MARKETING




unulnyav Content
Marketing NUWaaonusua

Build Brand Awareness

Create trust to your brand & product

help EDUCATE PRODUCT & SERVICE

GROW RELATIONSHIP

build BRAND LOVE
Great for Organic Search (SEO)

Drive community
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Attract |deal Buyers

Delivers quality leads to your
business
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Build Brand Authority (industry expert)
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Most importantly

Today content can drive
product sales!
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sUlluu yov Content

() Engage
«®® \Watch/See

Hear

Stories, Reels, Infographic
Live, AR, VR

Video, TikTok, FB Post, News
eBooks, Email

Podcast, Clubhouse, Radio
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he New Bree of Consumers

The Curious Consumer The Impatient Consumer

The Demanding Consumer




THE CURIOUS CONSUMER

naumoauTanaum 2:GovAUKT K1doyannagv (31w
duo:duigovidng noauAidnia:lkey

Content dKSuAUNGUU:
» d:dovauisnaauAMUludvNoYINg
» KIAQURTS a:3ondnaalknuaunaud




"Best" searches v

These days, even the small decisions

are researched. /./

Across mobile we've seen:

() Over 140% growth in searches for “best” umbrellas.
(. Over 110% growth in searches for “best” travel accessories.

(. Over 100% growth in searches for “best” toothbrush.

Think with Google

&
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" ideas" searches ~

In the past two years, mobile searches for
“_____ideas” have grown over 55%.

Q. bathroom remodel ideas
() gender reveal ideas
(. graduation party ideas

Q. groomsmen gift ideas

Think with Google

| 4



THE DEMANDING CONSUMER
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“Near me” searches v

3X increase in mobile searches for
“‘near me” over the past 2 years.

Digital Camera dxkSuldoiu VLOG

Robot qaWu dxksudnuuunalkey

Think with Google



THE IMPATIENT CONSUMER
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DAILY TIME SPENT WITH MEDIA —

THE AVERAGE AMOUNT OF TIME EACH DAY THAT INTERNET USERS AGED 16 TO 64 SPEND WITH DIFFERENT KINDS OF MEDIA AND DEVICES

THAILAND
TIME SPENT USING TIME SPENT WATCHING TELEVISION TIME SPENT USING TIME SPENT READING PRESS MEDIA
THE INTERNET (BROADCAST AND STREAMING) SOCIAL MEDIA (ONLINE AND PHYSICAL PRINT)
YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
-11.0% (-1H OOM) -12.8% (-31 MINS) -8.4% (-15 MINS) -9.5% (-16 MINS) >
TIME SPENT LISTENING TO TIME SPENT LISTENING TIME SPENT LISTENING TIME SPENT USING
MUSIC STREAMING SERVICES TO BROADCAST RADIO TO PODCASTS A GAMES CONSOLE

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE

-3.5% (-4 MINS) -11.3% (-6 MINS) -2.8% (-2 MINS) -12.7% (-15 MINS)
SOpRCE: /‘ (Q3 !I\:,"’:\ ?"vl}-_J'RES Pi:’m[", HE FIND ?-\.‘C-\] A BROAD VE ' INTERNET USERS »‘«Gi? '* (,\ 64 l?i[E GVYI COM :'.G;, FULL L}[‘?‘«HS N"OTFSiiC?\.‘Su“ \‘ C'v'-E)H '-;Sflw';l‘l We
jit:‘;lt[t :))l H ON L“\H[ ‘:‘:[‘lll:yh»':‘v.‘\"‘v[';ljit;A\[i:,‘»"-.iy?\)T ME Q\L‘/‘AA:J\" AD( ;’ T r.;‘\:v;\AV" :"\;_):,_" NOT IN :L.?V‘E NTERNET «i[l)‘r_x\\“— i e i i s iy are. (O) MeItWOter

social
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ILUN DAILY TIME SPENT USING THE INTERNET —
L0 PRI A\OUNT OF TIME THAT INTERNET USERS AGED 16 TO 64 SPEND USING THE INTERNET EACH DAY W—
THAILAND
DAILY TIME SPENT USING THE TIME SPENT USING THE TIME SPENT USING THE INTERNET MOBILE’S SHARE OF TOTAL
INTERNET ACROSS ALL DEVICES INTERNET ON MOBILE PHONES ON COMPUTERS AND TABLETS DAILY INTERNET TIME

SHO6M S5HOSM 3HOIM 62.8%

we
° SOURCE: GWI (Q3 2022). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GWI.COM FOR FULL DETAILS are. (O) Meltwater
social



MAIN REASONS FOR USING THE INTERNET —_—

PRIMARY REASONS WHY INTERNET USERS AGED 16 TO 64 USE THE INTERNET |
THAILAND
FINDING INFORMATION 64.9%

KEEPING UP-TO-DATE WITH NEWS AND EVENTS 58.1%
WATCHING VIDEOS, TV SHOWS, OR MOVIES 54.8%
FINDING NEW IDEAS OR INSPIRATION 54.4%

RESEARCHING HOW TO DO THINGS 50.6%

ACCESSING AND LISTENING TO MUSIC 50.1%
STAYING IN TOUCH WITH FRIENDS AND FAMILY 48.0%
45.1%

FILLING UP SPARE TIME AND GENERAL BROWSING 43.6%
07%
3n7%
36.9%
33.6%
33.0%
32.9%

o we
SOURCE: GWI (@3 2022). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GWI.COM FOR FULL DETAILS are. (O) Meltwqter
social
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ANY KIND
OF VIDEO

94.3%

YEAR-ON-YEAR CHANGE
+0.1% (+10 BPS)

EDUCATIONAL
VIDEO

20.9%

YEAR-ON-YEAR CHANGE
-28.2% (-820 BPS)

YEA

MUSIC
VIDEO

56.0%

YEAR-ON-YEAR CHANGE
-8.0% (-490 BPS)

PRODUCT
REVIEW VIDEO

29.6%

YEAR-ON-YEAR CHANGE
-10.6% (-350 BPS)

T THE FINDINGS OF A BROAD GLOBAL SUR

CHANGE (I.E. AN INCREASE OF 20 ROM A STARTING VALUE OF 50% WO!

SOURCE: GWI (Q3 2022). FIGURES REPRESEN
REPRESENT THE RELATIVE YEAR-ON-YEAR CH
POINTS

COMEDY, MEME,
OR VIRALVIDEO

42.1%

YEAR-ON-YEAR CHANGE
-5.0% (-220 BPS)

SPORTS CLIP OR
HIGHLIGHTS VIDEO

27.8%

WATCHING ONLINE VIDEO CONTENT

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO WATCH EACH KIND OF VIDEO CONTENT VIA THE INTERNET EACH WEEK

TUTORIAL OR
HOW-TO VIDEO

21.2%

YEAR-ON-YEAR CHANGE
-16.9% (-430 BPS)

GAMING
VIDEO

33.1%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE

-7.3% (-220 BPS) -11.0% (-410 BPS)

Y OF INTERNET USERS AGED 16 TO 64. SEE GWI.COM FOR FULL DETAILS. NOTES: “YOY” PERCENTAGE VALUES
L LD EQUAL 60%, NOT 70%). “BPS” VALUES REPRESENT THE ABSOLUTE CHANGE (IN BASIS

|
|

THAILAND

VIDEO
LIVESTREAM

30.9%

YEAR-ON-YEAR CHANGE
-8.6% (-290 BPS)

INFLUENCER
VIDEOS AND VIOGS

20.9%

YEAR-ON-YEAR CHANGE
+6.1% (+120 BPS)

we
are, . <O>Meltwater
social



FAVOURITE SOCIAL MEDIA PLATFORMS —_—

PERCENTAGE OF ACTIVE SOCIAL MEDIA USERS AGED 16 TO 64 WHO SAY THAT EACH OPTION IS THEIR “FAVOURITE” SOCIAL MEDIA PLATFORM P
NOTE: YOUTUBE (S NOT OFFERED AS AN ANSWER OPTION FOR THIS QUESTION IN GWI'S SURVEY, SO IT WILL NOT APPEAR IN THIS RANKING THAILAND

FACEBOOK 37.3%

TIKTOK 21.3%

16.1%

INSTAGRAM 8.6%

5.9%

- 14% PINTEREST

. 09% DISCORD

I 0.3% TELEGRAM

I 0.2% IMESSAGE

SOURCE: GW!I (Q3 2022). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GWI.COM FOR FULL DETAILS. NOTE: YOUTUBE IS NOIT FERED AS AN
ANSWER OPTION FOR THIS QUESTION IN GWI' SURVEY are. = <O>Meltwater
Q i social




MAIN REASONS FOR USING SOCIAL MEDIA

S
PRIMARY REASONS WHY SOCIAL MEDIA USERS AGED 16 TO 64 USE SOCIAL MEDIA PLATFORMS -

THAILAND

KEEPING IN TOUCH WITH FRIENDS AND FAMILY 57.2%

READING NEWS STORIES 38.5%
FILLING SPARE TIME 35.8%

SEEING WHAT’S BEING TALKED ABOUT 34.4%

FINDING INSPIRATION FOR THINGS TO DO AND BUY 33.0%

SHARING AND DISCUSSING OPINIONS 32.6%

AVOIDING MISSING OUT (FOMO) 30.2%
FINDING PRODUCTS TO PURCHASE 29.9%

26.6%
26.5%
25.7%
25 5%
25.2%
7%
6%

, . R R we
s GWI (@3 2022). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 TO 64. SE COM FOR FULL DETAILS. NOTE: FIGURES REPRESENT THE SHARE Of
° SOTE‘RCE' “'}Fi’: AGEL ¢ TO JL F:‘:"'”C’-Tl\ SIN ,7‘ AT LEAST f':r ‘l’ SOCIAL l'.«.:’." A OR MESSEN 1[ rv'Ju’A""J "\(1:!." N THE PAST MOP .‘;'[‘ ‘,GW\ oM et - ; areo (O) Meltwcter
social



ONLINE PURCHASE DRIVERS

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO SAY EACH FACTOR WOULD ENCOURAGE THEM TO COMPLETE AN ONLINE PURCHASE

THAILAND

FREE DELIVERY 54.7%

COUPONS AND DISCOUNTS 49.0%

ABILITY TO PAY CASH ON DELIVERY 36.1%

REVIEWS FROM OTHER CUSTOMERS 30.4%

“LIKES” OR GOOD COMMENTS ON SOCIAL 29.7%

EASY RETURNS POLICY 26.8%

NEXT-DAY DELIVERY 26.2%

198%
187%
18.5%
18.5%
I8.4%
159%

SOCIAL MEDIA “BUY” BUTTONS 14.2%

“CLICK AND COLLECT” 13.1%

we
e SOURCE: GWI (@3 2022). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GWI.COM FOR FULL DETAILS are, (O) MeItWGter
social




Mobile Consumption

ON-THE-GO LEAN FORWARD LEAN BACK



MOBILE BEHAVIOR IS FAST
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Tops

Tops Thailand - fiaild Inauaud ©
££ « Supermarket « 3.2 out of 5+ 569K followers - 10+ posts in the last

Follow
two weeks
Haud lnouavsd dfigavians | The Right Choice
KFC &
Fast food - 59M likes - 10+ posts in the last two weeks
Asnpvitnauladldudai nttpy kfc.co.th #inlng 1150 Follow

@b’ Pla Prinda Udomwong and 625 other friends like this

2maxen

#iug] Double Goose

Clothing + 23.8 km - Always open 112K followers « 10+ posts in the last
two weeks
Double Gocse Thailand urluiraadruthmianisea g

v s

dnlRznan

Private - 329K members « Member since September 2021
ward ldianrda ldznau pasfiuaald nvsinosesy

&s’ 557 friends are members

Follow

o

NETFLIX THAICLUB
Public - 506K members - Member since February 2023

ETFLIX THAI CLUB lunanauinauld Nettlix 1sild Netflix Official Wandudmsusga
A uaniEY deniumledia saafuudilanisdm eaidaru Netilix wiade..

% $ 350 friends are members

Wug19 Nanyang @

££ - Shoe shop - 4.8 out of 5 - 1.1M followers - 10+ posts in the last two
weeks

Cfficial Nanyang Thailand Footwear Faceboaok page est.1953

Visit

Follow
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Content is at everywhere in Customer Journey

Awareness Research Consideration Purchase

RESEARCH

Research, Review
Video view,

Web board DISCOVERY

Review
Get quote, Compare,
Promotion

ASK

Display ad, Social
post

Friends, KOLs,

Review

Interest, Like,

Share, Comment,
Save, FW

ENGAGEMENT Follow/Sign up/
Order/Buy

SHARE

Experience
Trust

ADVOCATE

Search,
Brand site

BROWSE
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What a true vertical video looks like

comparing 16:9togtrue’ vertical video




Telling stories on mobile

9:16 | VERTICAL

16:9 | HORIZONTAL 1:1 | SQUARE 2:3 | FEED SAFE ZONE

S| Salomon
sawomon i

There's always Time To Play. Join us

. WHENYOL.
7 of 10 campaigns ‘ : ALWAYS

NTED, ALWAYS |
e “WANTED" ¢ TORACE?
TORACE? - : n :

in ad recall when
comparing vertical to
horizontal




Mobile first is People First

©
Jnstagram
Facebook />
and IG
Cinemagraphs cr ; Canvas Live Brand.com
’ Stories
b Marketplace u
. Short ' ' _ . _ ' Audience
Videws Carousel Collections Premiere Network
SHORTER Shorter Attention Longer Attention LONGER

Simple Message Complex Message

/0 + 20 - 10

ON THE GO LEAN FORWARD LEAN BACK
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longervideos 5.6B > ‘

# rending hashtag

582.8M >

|| ALPHA FEMALES

) ‘WORLD’S
TALLEST MAN

Send to

e—-0P@ 0

9.3B >

# TikTokVlog

Trending hashtag
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maii KaiHuaRol T
Your Boss Babe ﬂ Repust Line Copy link Slonies ]

Work in silence, let your success make the
eeral. oo . ot

# tlktokwmﬂ 383.4M > noise! "+ #womenmotivation #motiv.., more ' v * 0 !6 %

Q o . [a. /Q\ ﬁ @ 'a Report Mot Save video  Why Lhis Turm ol? Creale

Home Discaver Inbox Pratile Home o] rotile interested video caplions slicker

|
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VSA to Shop

Seamless touchpoint to massive sales during Mega Sales

Order summary

Payment method

VISA Visa(*+**+*

Cash on delivery

wola
Inasasos

TrueMoney

anuuio

wuwulng View all options

I angvgn

400.-

Nectapharma [HEEE]

AstaReal Astaxanthin. Intensive Hair Serum... sraReat d‘,wg -
Tuivusi® 350,00
B1155.00 N B8975.00

aAuUS anuuin
Wouulind 1Wouulng

o & View Products (6) v

5,465.00

g o il ‘_ ¢ B TikTok Shop discount
. A 2 staxanthin + CoQ10 avwaasu by N... []

Total B1,155.00

g g 2

b profile 81,925.00 ; 8390.00

Intensive Hair Serum

o & @ & =2

Home Shop nbox Profile

1. FYP Video 2. Product Catalog 3. ATC [ Buy Now 4. Check out!




The funnel has evolved into an YAL
With Shoppertainment, users discover, experience, and buy over and o g
of F&B sho
+7% higher if the purchase

2in 3 F&B shoppers
afte ir
was primed by TikTok I

purchases in the elevated
Source:; Future of Commerce research by Boston Consulting Group, commissioned by TikTok. Conducted in ID, TH, VN, JP, KR, AU, Apr 2022; BCG analysis ‘ ‘

demand spaces were
first-time brand
purchases

purchase

2. Consideration

1in 2 F&B shoppers
watched video content 6. Repurchase
that triggers their

purchase intention

78% of F&B shoppers watched 86% of F&B shoppers are
video content that translated likely to repurchase from
into a purchase the same brand
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Sponsored Solutions

1. Tdslaneinu

AT

I >

L) PURCHASE 4

wulUslugudunn
angdvdn 90%*

==

wulUslududuan
andvdn 90%*

1 U.A. 65 | 00:00 - 02:00 U.

Sporisored Discovery  SponsoredAffiiste  Sponcored Dispiey  Traffic Campsign  Reports & insights  Tool and Settings

2nter
+ Overview

Overview

First Search Slot is Launched Now!

Don't miss out and'tap into First Search Slot with Sponsored Discovery!

Sponsored Solutions

g Sponsored Discovery BT w Sponsored Affiliate £I73

‘.‘ Drive maffic snd seles with Lazedy's b search, rsonnlived by our % Drive sales for your stace with Larad's a8lises parnars and io-2pp placements 2t & susrantsed 200

sigortitn to peesasial buyers who mamer

Spoasored Display 21 External Traffc Campaign 1)
o D00 oY of yect ove ki Foninanons Wk ity o6 N-SaEE avan 0 assars. |d vl gl B, Creoie; D el A oty ki
\ vouckar:
Calendar Management
Tools and Settings
Hi Te 1S 3 d
o v o
Tslamnumaamnay Tuslandiwmdniwas TulsTane1ans1an (Sponsored Discovery)
Sponsored Displa Sponsored Affiliate ) o v d
(Sp play) (Sp ) Tslunduaranm Tdslunswanariunsin
o Rugearhrannuuwuas o Giugaauhmamnuanamdn  ©  tssaa s nmhdumaud o GRugaahranndumibimsuusihdud
. o X b oo N - - . - ’ s = - { - N 4 - - , &
*  TAdansNaIiu NunWiidoy  © Sudiafiegeatiy ¢ smdanan Sodlaiasaanan ¢ sIimdanan uaiagaananyinuu

Lazada Universitv
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SYN Moments
ADIUGDVYNISUDY Consumer

| want to do | want to go | want to know | want to buy




WANT TO DO MOMENTS

\ O N

‘ =\ W Ny

General Knowledge Food & Grocery Home & Garden
e.g. How to remove a stain e.g. Look-up recipes e.g. Gardening tips and tricks

I WANT TO GO MOMENTS!

E (i) 0
=1} 2 ®

1

Shopping Restaurant & bars Navigation
e.g. What time does the store open? e.g. Lunch spot near me e.g. Best route to the airport




WANT TO KNOW MOMENTS

jﬁ' I e 5

A
General Knowledge Food & Grocery Shopping
e.g. What's happening in the news? e.g. What are healthy e.g. What's the return policy?

breakfast choices?

WANT TO BUY MOMENTS

da &

& B
Y \
Shopping Food & Grocery Restaurants & Bars

e.g. TV price comparisons e.g. Best place to buy fresh vegetables e.g. Pizza delivery near me
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IWoIK Content U
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Creativity funns
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1IsT[uv1dudovidauniiduiaualu

Reinvention of the
“Hands & Pans”
Format to Include
a Host & Detailed
Animated Carousel

9:16 Split
& Stacked

BOLDEB
_RLIEC

ERER \EF

Original 1:1

9:16 Sequentinl
Frames Stacked
& Scrolling



Social SEO Checklist

General Tips

profiles, includir

s/page title

a . > ddress, if relevant

[ ]
il U U
Instagram and Facebook SEO Tips
O Include 2-3 relevant keywords and hash in the caption
v

O Add keywords in the alt-text of your visual content

O Tagthel on in your posts

TikTok SEO Tips

O Say keywords out loud in your video and enable captions
O  Include keywords in the text ¢ put on your vid

O Includen nt keywords an s in the caption

g W 1
YouTube SEO Tips
[ Jse your keywords in the video file name,
v

eg. chicken Ip-recipe maov

Incorpor. our primary keyword phrase into the video title

i NIVIUNU Content 281 \)TS
nazica: Platform a81vls

Twitter SEO Tips
O Incorporate keywords naturally into you!

[l Add keywords in the alt-text of your visual content

[ say keywords in your videos and enable captions
(ponus: ilt's great for a ibility!}

LinkedIn SEO Tips

O  Incorporate keywords into your posts

O Add keywords in the ext of

And Remember...

Just like with searc reh, don't overstuff keywords so you

don't get flagged as spam~—black hatting is so last decade
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Automated Personalized Content

Client Website Tag Manager 360 Analytics 360 BigQuery

Content is based on what Captures events and actions Stores user behavior Unsampled data from -
each user prefers taken by each user and article performance Analytics 360 is exported out

Data Studio

Resuits of experiment is
visualized for further assessment

n A =

Personalized Content Customer Profile Machine Learning
Recommendation on articles Hypothesis is generated on Unsampled data is fed
18 made based on each user's preferred interests through a ML model to
user’s interest generate predictions
I

= Save time

= Conversion

=  Customer retention

= Higher revenue

= Customer engagement



WHERE AND WHEN WILL YOU BE USING THIS JACKET?

THE

®
NORTH ) ' : Powoered
A FLUIDXPS

by
IBM Watson™




Content Marketing Technologies

Creative Tools
Publishing Tools

Social Analysis Tools

/ Automation \
\ Personalized /

Content
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N1 Content ogvlsiKlauld

CONSUMER

GET ATTENTION
/PAIN POINTS
/TRIGGER POINTS

+

CLEAR
OBJECTIVE

CREATIVITY
/REAL TIME

DESIGN
CUSTOMER
JOURNEY

RIGHT
CHANNEL
/RIGHT TIME



#1 Know your
objectives

Build Brand Awareness

Build Product/Service Awareness
Create trust and drive consideration
Drive traffic to web site

Increase subscriber

Drive Trial

Drive Sign up

App installation
Leads for prospect customers
Close sales




#2 Know your audiences

= Demographic = what they want = concerns = media touch point
= |ifestyle = pain points = online behavior = influential




#3 Design your consumer journey

Check & Compare Price Check & Compare Price

Review

Check & Compare Price

Touch points: :
Google Search, Auto Review
review websites, UGC
review, Webboard,

Touch points:
INSURANCE gl Pt il

Buying tips Comparison websites,

Research

Touch points: Influencers Touch points: Moot Bre

Google Search, Company websites, AUE’ .vtvebsnes, Finance .

Auto websites, Classified websites, websites Touch points: Purchase
Motor Show event PU RC HAS' N G J OU RN EY Dealer/Showroom

Purchase

Touch points: Mobile, Social

——— Interest
" g Drive to Work, University Family, Shopping, Dinning Travelling Pain points
EVERYDAY
DRIVING i ; Maintenance
Traffic Podcast Parking

News, YouTube




#4 Understand Content use in each Journey and Touchpoint

L0

r—\ °
s =

| oooo

@ =EcCC

i
M) i), W,

Display Ad
Video
Infographic
Social media
PR
Advertorial
Podcast

Product info = Testimonial = Promotion = Con't content
Review » Influencer post = Compare = Blog
Rating = Recommendation = Social
Compare = Discussion

Feedback

How to

Product demo

Video

Blog

Webinars

Discussion



#5 Select the right channel

Different Platform Different Audiences Different Features Different Content

Search Mobile

Digital Billboard e ey Landing Page _--4 Newsletter
» L ! o’

o' ‘\ . &
\ " Email
’

Viral Emails :‘ Blog Website IM/Chat

'l
)
@ Blog
:
1
]

-
-

)
-~
~
Nﬁ
-
-----

®
! \
] ]
Online Ads @ @ 3rd party Site
] ]
: :

e

Word of Mouth Call Center IVR _

.~
N

[ ] ]

] |}

] '

: -

Direct Mall
® e
’ .

/Radio, TV, Print, \ Call Center
o outdoor ““ Promotion on Invoice
PR




PRODUCT

&

#6 Plan your Content & Conversation ' ‘ ‘
+ duAfoo:ls . |
* DAIAUYDVIUAT KSOJVNISIADVNNSdDaNs
- duvovisiikus:lusuasls

. FuAlvovIsTWUAtUAD:IsIRAUanATIaUL

. mTuanmma\)szaumlsw
. pouINUGUs:INNTKU Av:doaunauuifisulsdis




#/7 Plan your Content & Conversation

ATTENTION » poulnudasishosRgAUNgUITNKUNgIa:GUATYOVISTUND
» poulnudiuulkuRIwuAUANTRAUNSIEEIaUS:51IUYDY
@ nauIdnKkueIsT{dunw
v 5281NUYKT?

v aaulongludvAnuuiuiu Kéarkinvoonluld (Pain point)?
v $8fRIUBvITN KUY

asoitiorkinouINudno:asv Attention Aunauidnkune lag
Connect AuUs:lgsiuovauAa:usnisnisi



#8 Measure & Optimize

GOALS

CONVERSION

&)
888

Website Visitors

e

Social Sharing

METRICS

Lo =]

Time Spent Video Views

V

High-Value Actions

VIDEO VIEWS

: (K3 E P
Purchases Downloads Sign-Ups Leads
SUBSCRIPTIONS —
ARTICLE READS
DOWNLOADS
FORM SUBMITS CONVERSION

SOCIAL SHARING

CTA CLICKS

CTA CLICKS

CHECKOUTS

REACH

ENGAGEMEN

ACTION




Content nuulku
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< \VQ wiaas Filwang Search |
= |@dunusdaus:ondu | « gn Channel
* A Pain, 1AlyUnyr) ap_— * s U Moment Adovns
= duovavnounng UdHuWugY
- Sﬂ aUﬂuaU HEJTO 24 waadmeui i wiwas iiilwf:\zi
lHsovuIQuU
= Tamuidulne s1ouuoaau1maluu )
= an J1 uuIinv B QNN (platform)
= 2av QnIoan
= 19V
= 301V

= Real
= Aaludvy maanlula
= 3V Qsun

SYN WIDDS las
algorithm yoviaa:
platform

X ¥ & 1 ) V
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= 1771 (ANSAIVIUYOY
SEO

Major Group @ - 2022-11-3
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Add comment... @ @ @
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See translation
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THANK YOU




