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The world’s
most valuable

resource Is K

no longer oll,
but data.

Source: The Economist
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of aud

e skip YouTube ads

Source: Businessinsider






of consumers trust influencers more than brands

Source: eMarketer
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Traffic Analytics Sources of Traffic

Sources
Company Brand B Brand C of Traffic

Visits 138.200

Unique
Visitors

Pages/Visit

Avg. Visit
Duration 03:06 04:05 10.000

Bounce Rate 43,52% 51,65%

Source: SemRush

social influencers



I Display Advertising

( Audience Tageting: Gender > < Audience Tageting: Age >

@@ Male
@ Fcmale

18-24
25-34
35 - 44
45 -54
@ 55-64
@ 65+

Dayssegm:*  Deypseems s Dayrsexry  Dmwpgpesy 0 Dopae

14%
26%
19%
13%
11%
16%

social influencers

( Top Audience Interests >

Interest Persentge

i€s & Hobbies

Send Feedback

 Audience Gender
 Audience Age

* [nferests

« Publishers

Source: SemRush



I Detect and fix website’s issues

Total Score Errors Warnings Notices

9 ) 49

Possible issues:

* Duplicate title tags
 Broken internal links

= e . e Pages that do not have title tags
- :  Pages do not have meta descriptions

Domains by Toxic Score  [ER

S
i

2 patential ly toxic

View full report

Source: SemRush

social influencers email



I Number of backlinks

@® ORGANIC SEARCH PAID SEARCH @® BACKLINKS © DISPLAY ADVERTISING
0 T TRAFFIC 0 D TrAFFIC 605 TOTAL BACKLINKS 0 TOTALADS
SEMrush Rank 419K Keywor ds 0 0% Referring Domaing 24 Publishers 0

Source: SemRush

social influencers



I Topics and Hashtags Mostly Used

H

= ¢
‘ ;,- =e s
5 o :
i ©J ' K“
1 a %0

I Vention Volume by Month

Source: TalkWalker

social influencers



BN Sentiment Analysis

< 315 apvnrméc) < 77 BETIKEC > < 4907 ava@opeg >

29% 1%

2%

Mov eywvav
News: 2170
Twitter: 1433
Forum: 473
Blogs: 455
Instagram: 225
General: 116
Video: 33
Image: 1
Rewview: 1

5%

® General @ Forum @ Blog

29%

0%

44% 0%
Video @ Twitter @ Review News

Instagram @ Image

I Share of Voice

Mention Volume

250 500 3250

750

Video @ Twitter @ Review = MNews Instagram @ Image @ General @ Forum @ Blog

To mepLeXOUEVO
Twv avadopwv
ava brand kot ava
LLEDO.

4750 3000

Source: BrandWatch

Source: BrandWatch
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I Brand Advocates Creating UGC

o S e | mas e | a2 =

] < Posts

drunkelephant Priorities. #DESays
View all 559 comments

1 9 August i

Ny
(IR
TLG Subari

Babyfacial”
Facial lissant

Qv N

6.890 likes "
P " . : 5.062 likes
19l i = it
‘oirtuc"v‘ln ?h?gtr?;andvfou\?eeg \gac:gegpn;?t E;Jﬁ tcr"ee quite:a drunkelephant When art imitates #babyfacialnight G
@drunkelephant's #CFirma Day Serum! ... more life. #babyfacialsunday o Q v % m
L o — lustration: @brunaillustrations
suldimanie il liiove View all 107 comments 5.783 likes
s G = 26 August drunkelephant If you ask Instagram, we're having a
12 September great summer. #pachyourbags
Photos:
n drunkelephant & @thearticalow

| @ @ B © @ | L a @ O @ | LA A @ o @ |

social influencers



I Influencers’ stats

@amberfillerup United States Followers ER 7

AMBER FILLERUP CLARK 14M  3.39%

Hair Salons contact@barefootblonde.com
) I A1 Track growth & PDF (=] Add to List
Report generated on 23 Sep 2019
s Global Rank
5% Worldwide 7,988 Quality Authentic Engagement Compared to average values for similar ¢
i Engagement
g Country Rank 3.397 Audience 9a9 Avg Likes vg Comments
= United States ’

™M 351K 48.4K

Category Rank 1113 per post
»

Beauty & Fashion in United States

&

Engagement Rate @ 3.39% Excellent
Audience 3.39% of A

engagements

idience like or comment the content, similar accounts receive 1.27%

Country US states City Audience Type ?
@ Real People 64.4% 922.3K Followers & Following +9,068 followers last 4 weeks +0.63%
unteastates  37% 526.5¢ [N
@ Influencers 7 8% 141K
Germany 7% 105.9K .
@ Mass followers | ? 9.8% 141K Followers
United Kingdom 6% 791K .
Suspicious Accounts 17.9% 255.8K
Russia 5% 66.5K IM =
Italy 4% 55K
T
Age & Gender Ethnicity  Language
—————— ]\_.1 —-—
© Male 18% Female 82%
35% 35%
0 - i i i W i
2015 2016 2017 2018 2019
8% 8% 7%
3.39%
0.48% - - 2% 028%  12% 005%  015% 0% 002%
13-17 18-24 25-34 35-44 45-54 55-64 B5+

Source: HypeAuditor

social influencers



I Track successful marketing campaigns

L"OF_?:EAL
OUR BEST COLOR.
OUR BEST PROTECTION.
GUARANTEED.

available at

YCvVs

pharmacy

COLORISTA HAIR MAKEUP
IN BRONZE AUBURN

1-day Hair Makeup for tips
and strands. Washes out in
one shampoo.

'

] Ends Today! | SEPHORA
Fall Essentials Bonus |

' Your status: Insider | You have 0 points » '
i ¥

] b y
] .-.- $82 ] =G
g VALUE ~ 4

Last chance to grab a 5-piece gift SHOP NOW »
(an $82 value)-free with your $100 purchase

DISCOVER o & 0

INCLUDES:

- Travel Sized Pouch
» Treatment Softener Enriched L
+ Ultimune Power Infusing Concentrate 10mL
« NEW Benefiance Wrinkle Smocthing Cream 15mL
« NEW Ultimune Eye Power Infusing Eye Concentrate 5ml

)

Source: Email Charts

social influencers



I Create your own Benchmark

Web Performance -
(Unique Visitors, Avg. Visit Duration, General VISIbI'!ty
Bounce Rate, Backlinks) (number of mentions)

Brand A 401 43 121
Brand B 318 94 97
Brand C 782 102 81

1. Choose the KPIs (website traffic, SEO, Instagram, Facebook)
2. Choose the tools

3. Create your own benchmark based on your OWN NEEDS.
4. Design your marketing plan

5. Measure, analyze and constantly improve. A.E@




B Business Model Canvas

ADDO Digital Team Telephone order
In-house Team Free Shipping

Pay on Delivery

Key Channels

E-shop

5

Natural, Organic, Micro Influencers

Cruelty Free, Vegan, Macro Influencers

Certified Products

Cretan Culture

and Heritage i

L ) [ ]
i
Vertical unit,

family business
Facebook Ads

Scientific knowledge Instagram Ads

and research Google Ads ;

Katerina, 20years
Eleni, 42 years

Marios, 35 years

Website visits
SEO Visibility
Reach

Cost Per Conversion

al

Inspirational Videos,
Canvas, Carousel, Instagram Stories,

Facebook & Insta Posts

o)
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BN Campaigns that matter

GAND Néo Katdornua

800 t.p., 4 6popot

pe olokaivoupyla oxedial
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THANK Y U
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