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* About me

<
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Anastasia Pushkar

e Owner at Pushkarstudio
® Project manager + Social Media projects (VW, Danone, Jameson...)
e Co-founder of ISTANBUL CLUB FOR SUCCESSFUL PEOPLE

Education

e School of Art
* Republic University of professional Education (Minsk, Belarus).
Faculty of Economics.
Specialization: Technologies of Information Systems
e Different graphic design courses
e Digital-course Interactive Communications in Advertising (Russian IKRA)
® Business youth
e Advanced training «Instagram for business»
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Today we gonna speak

« Goals

« Target audience and where to find it
« Contemporary and familiar SM

« My favorite SM channel

« How to create successful SM channel
« Metrics and analytics

« Well known TR Uni in SM

« Use trends

« Some examples from abroad
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If one does not know
to which port one 1s sailing,
no wind 1s favorable.

Seneka. Roman philosopher
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General goals 1n Social Media

1. Sales

2. Web-site visitors

3. LOYALTY
- positive image
- working with negative comments
- answers to questions
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Core audiences

« Prospective students

» Prospective student's parents
« Current students

« Alumni

« Alumni from another Universities
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DIGITAL IN TURKEY Cx

A SNAPSHOTOF THECOUNTRY'SKEY DIGITAL STATISTICAL INDICATORS

TOTAL ACTIVE ACTIVE SOCIAL MOBILE ACTIVE MOBILE
POPULATION INTERNET USERS MEDIA USERS CONNECTIONS SOCIAL USERS
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URBANISATION: 74% PENETRATION: 58% PENETRATION: 53% vs POPULATION: 90% PENETRATION: 45%
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social - Sources: UN, US Census Bureau: InternetWorldStats, Facebook, GSMAIntelligence. @wearesocialsg + 450
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it TOP ACTIVE SOCIAL PLATFORMS G+

SURVEY-BASED DATA: FIGURES REPRESENT USERS’ OWN CLAIMED / REPORTED ACTIVITY

FACEBOOK 32%

WHATSAPP

FACEBOOK
MESSENGER

TWITTER
INSTAGRAM
GOOGLE+ 15%

SKYPE

LINKEDIN 9%

I

VIBER . SOCIALNETWORK

. MESSENGER / CHAT APP / VOIP
NS

-
o~

we
are, o
social -+ Source: GlobalWeblndex, Q4 2016. Based on a survey of internet users aged 16:64. Note: Data has been re-based to show national penetration. @wearesocialsg + 459



facebook.
Google+
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Instagram
Pinterest
tumblr.

\Fine

/L snapchat

Demographic Composition % of Leading Social Networks
Source: comScore Media Metrix Multi-Platform, U.S., Age 18+, Dec 2014
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Contemporary
and familiar channels
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PINTEREST

SOCIALSITE

THAT IS ALL ABOUT

DISCOVERY

LARGEST

OPPORTUNITIES
A =
s T

e +
costing \_ bt
fashion

TWITTER

MICRO BLOGGING
SOCIALSITE

THAT LIMITS EACH

i {40

CHARACTERS

USERS ARE:

20%
MALE

Mo

10

P MILLION

MR USERS

LARGEST

PENETRATION

BUT SPREADING
SLOWLY AND STEADILY

9,100 TWEETS
HAPPEN

i
v 289

] MILLION

ACTIVE USERS

FACEBOOK

MOBILE IS
FACEBOOK'S

CASH COW

1.31
BILLION

MONTHLY ACTIVE
MOBILE USERS

INSTAGRAM

SOCIAL SHARING
SITE ALL AROUND

PICTURES

AND NOW 15 SECOND

VIDEOS

MOBILE AD REVENUE
MAKES UP 76%
OF ALL AD REVENUE

(52.9 BILLION I¥ 02 OF 2015)

USERS
SHARE ~,

] MILLION LINKS
EVERY 20 MINUTES

MANY BRANDS

ARE PARTICIPATING
THROUGH THE USE OF

T HASHTAGS
AND POSTING

PICTURES %
CONSUMERS
CAN RELATE T0

GOOGLE+

SOCIAL NETWORK
BUILT BY GOOGLE
THAT ALLOWS FOR

o USERS

TO BUILD CIRCLES

LINKEDIN

BUSINESS
ORIENTED

SOCIALN

f

1.0

BILLION

MONTHLY
ACTIVE USERS

MOST FOLLOWED
BRAND IS

&
s 300

MILLION

ACTIVE USERS

. MILLION
ACTIVE USERS

Statistcs as of 75.2015 Designe

NOT AS MANY
BRANDS

ACTIVE,
BUT THE ONES THAT ARE

TEND TO BE A

GOOD FIT wmaa
GREAT FOLLOWING

HANGOUTS &
AND PHOTOS &

HAVE BEEN SEPARATED
FROM GOOGLE+

BUT POSTS WILL REMAIN
AS “STREAMS™

g 300

BRANDS THAT ARE
PARTICIPATING
ARe CORPORATE

@mBRANDS

GIVING POTENTIAL AND
CURRENT ASSOCIATES

Apuace 1o NETWORK

& CDNNECT
0’ -_

79% OF USERS

i ARE 35

OR OLDER

iz 380

. MILLION
USERS WORLDWIDE

d by: Leverage - Jeveragenewagemedsa.com



New
channels
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Q@ Periscope

The Live Video Streaming App



Demographics & Users

Numbers®

10 million
registered accounts

1.9 million daily
active users

Age Range

Popular with
users between 16

to 34

Video Metrics
Users watch 40
YEARS worth of
video every day

350,000 hours of
video are streamed
every day

Locations

USA, Turkey &
@ Brazil are the top 3

countnes where

Periscopes are live

Gender

717% of Periscope
URLs are posted

Dy men

Only 297% are
@ posted by women

Celebrity Users

Ellen Degeneres
Jimmy Fallon
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Ellen Periscopes Her Monologue

P Pl ) 009/517



Periscope Flight - First Live Broadcasted Flight

-

o Turkish Airlines =

' TurkishAiriines

Follow @TurkishAirlines on Periscope and
tune into our first-ever live broadcast on
Wednesday!

: A~
e
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What is Snapchat?

Snapchat is a video messaging app
which allows users to record and send
so called ‘'snaps’ that are only viewable
for a set duration between one to 10
seconds after which they are
automatically deleted.

A young
audience.

Snapchat Monthly U.S. Users

13to 17
year-olds

18to 24
year-olds

2510 34
year-olds

351054
year-olds

year-olds

Source: Seapchat imomal data
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2015

IS a year
of Snapchat

WHY SHOULD

YOUR BRAND
BE ON SNAPCHAT?

55% growth

in Social and
Messaging Apps

Orreermrrs
MY
T
PEEEEEEEE
EEEEEEEEE
T I
EEEEEEEEEe
PEEEEEEEEe
TR
T

Only 1%

of marketers
are on Snapchat!



Content

? %

i CONTEMPORARY vs FAMILIAR
UNlTALKS/ SOCIAL MEDIA to achieve individual goals of Universities

e A




Most Effective Content Type

for Brand Awareness

@ Video

@ Image

Paid
advertisements

® Infographic

@ Interviews
@ List posts

@ Long form
content

@ Guest posts




Monday Tuesday Wednesday Thursday Friday Saturday Sunday
13:10 ® | 1256 ® | 900 () 9:00 ® || 1900 Ol | 1434 ®
= |
= — | 22:25 )
11:00 o o
2
e —
13:25 O] Strategy and
- s Content plan
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Key
Performance
Indicators



<Scope>: Social Media Strategic Plan

O MISSION @ GOALS

WHAT DO WE WANT
TO ACCOMPLISH?

WHY ARE WE
DOING THIS?

<MISSION>

e <SCOPE> Goals:
o <dept goal>
0 <dept goal>
G <dept goal>
Q <dept goal>

By Angie Schottmuller - http://j.n

—>» <GOAL>
o KPI:
8

—> <GOAL>
KPI:

> <GOAL>

KPI:

np/somaostratpian

O TACTICS

HOW WILL WE ACHIEVE
OUR GOALS?

—> <TACTIC> i,

v <Metric»

—> <TACTIC>

v <Metric>
v <Metrnic>

v <Metnc>
v <MNetnc>

—> <TACTIC>

v <Metric>
—> <TACTIC> v <Metric>
v <Metric>
—> <TACTIC> - e
v <Metric>
v <Metric>
—> <TACTIC> 7/ <Metric>




SM 1s not only cute pictures and funny videos

Total Social Media Conversions (Last 30 days)

6,005

Web Visits from Social Media

102

Conversions from Social Media

2%

Conversion Rate from Social
Media

252% &

vs 1,917 prev. 30 days

2%V

vs 117 prev. 30 days

Facebook Sources of Daily Likes (Last 90 Days)

Page Profile
|

Favorite
|

Like Story
i

Mobile
[ |

External Connect
i

Recommended Pages

159

25

17

LinkedIn Key Metrics (12 Months)

400

200

Clicks and Likes

Nov-14

0-'..-

Jan-15

M Clicks

I71
dMhLLi L,

Mar-15  May-15

Talkwalker Sentiment (Your Brand)

100

50

Volume of Mentions

P2 & P R
K & & &

Instagram Overview

49

Posts

83

Followers

99

Following

Il Negative

00\

N A
A
& & &

M Likes

Jul-15

Neutral

, .II__|'I-_! | | ™

N

>
Y
&

Impressions  ---- Engagement
40,000 0.07%
5 o005% 3
= =)
E &
20000 & e
% 3
=]
H 0.03% g
0.00%

M Positive

©
¥
&

o
NV

&

Facebook Page Stats

13

People talking about your page

268

New likes of your page

2,476

Total likes of your page

Bilty - Clicks by Day, Last 30 Days

400
200 II|
. I

ORI S

R

& &

Facebook Page Visits (Last 90 Days)

860

Total page visits

) 2> N
Q A\ N N 94
o N
& & &

)
(o8

2
O(’\

4.6

Average visits per day

M Clicks

IIIIllII
0@" o(}'\?

100
. M_\WA—MM
o N N N N QS Q N N o
& v_o@’\ Y ‘;{’ RO G ov

Retweets of Last Ten Tweets (@klipfolio)

Favourites of Last Ten Tweets (@klipfolio)

13

Retweets of last ten tweets

11

Favourites of last ten tweets

YouTube Subscribers (Last 30 Days)

Subscriptions

15
10
5
0

-5

YouTube Channel Views (Last 30 Days)

Views

4,000

2,000
0

» D N
Q Q )
& &

>R
& & &

O

N \<\
& & & &

A4

vs 20 retweets of
previous ten tweets

-4V

vs 15 favourites of
previous ten tweets

M Gained M Lost

o o ©
Vv Vv Y
O(} OO. 0(}
M Views

Illllll
o“\(LQ o“\(ib o"\qgD



TAG TEAMING SOCIAL MEDIA = WHO DOES WHAT?

Campaign Social Strategist

- Subject Matter
ontent
s Expert Manager Manager
reator A Name: Name:
Name: Name: S
G 2 8 N\ e &
Respond to support s E
issues assigned to -
Monitor i Write Posts them by Deﬁneizdcéaar:palgn | Define social media
"Community strategy
@ ) Manager" F € )
il by
7 G ' &
Manage and run
Assign i €urate Cantent ] "é%ﬁ\iz‘:\i %?'se;st:l):" SR — Oversee execution
\ . J
2 4 e N . _J
Collaborate with
"Content Creator" ( R
Manage postin to get creative
scﬁecli)ule g produced ~ Measure and report
_ - results
e B
Collaborate with & £
"Community
% How to Manage Social Media as a Team | www.rignite.com Manas;rhez'; posting

p. iy




Colleagues experience
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[ ] o
ax sogialbakers

w7 n n
B O g a Z 1 g 1 Growth of Total Fans Aggregated by Week May 02, 2016 - May 29, 2016
mm

@ The time range for this graph and info table below was automatically adjusted to May 02, 2016 (Monday) - May 29, 2016 (Sunday) to aggregate the data for
the entire week for both the beginning and the end of the selected range.

Universitesly -

105k

500 Total Change in Fans

+ 1,9k
« Facebook 105 378 followers iax Change of Fans on

+ 566
« Insta 21200 followers Wesk of May 02
. . 200 c‘;/eeerfge Change of Fans per

Twitter 31 100 +484,0

« Youtube 3 967 followers

]_ 065 714 V]_eWS May 02 May 09 May 16 May 23
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I ’ & Bogazici Universitesi

/| BogaziciUniv

Bilim Dunyasinda Bir IIk!
Bogazici Universitesi Fizik
Bolumd'nden 1998 yilinda
mezun olan Nuh Gedik, bilim

Bodgazigili MIT profesdr...
Bogazigi Universitesi |
Gelecegin izinde

\ ® PostLabels (0) ~

I ‘ O Bogazici Universitesi

/ BogaziciUniv

Hisar'in huzuru baska hicbir
yerde yok!

n Hisar Kampiis

@ PostLabels (0) ~

O Like Reaction

Q Interactions
1‘ Reactions
3 Comments

Ci° Shares

= Interactions
~* per 1k Fans

Q Like Reaction

Q Interactions
1‘ Reactions
) Comments

Ci Shares

= Interactions
2 per 1k Fans

Saturday May 21, 2016 08:41 UTC +00:00

1967

2618

2047

42

529

24,97

Details

Sunday May 08, 2016 13:37 UTC +00:00

756

869

795

26

48

8,37

Details

‘ 13 Bogazici Universitesi

/ BogaziciUniv Sunday May 08, 2016 07:57 UTC +00:00

@ Like Reaction 983

0 Interactions 1068
|‘ Reactions 998
3 comments 3
Ci° Shares 67
= Interactions

2 per 1k Fans 10,29

@ PostlLabels (0) ~ Details

‘ 13 Bogazici Universitesi

/ BogaziciUniv Thursday May 19, 2016 08:21 UTC +00:00

O Like Reaction 667
Q Interactions 728
|‘ Reactions 676
O comments 2
Ci Shares 50
= Interactions 6.95
2 per 1k Fans !
@ PostLabels (0) « ‘ Details
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Bogazigl
Universitesi

Conclusions

The most active channels are Facebok and Instagram. YouTube was created for the
official video content.

Basic involvement - Like, Comment, Share.

Good accounts, but nothing extra. Although they are steadily increasing audience.
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What 1s missing?

« No branded content
* No strategy
« No online activities or contests

« Communication Style - strict.

A \\§
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Codtwury Dary M

W 'L 10 D0 Dodton Dy 8 DISCK OF Shodoiany! Wine's oot I angwer?

= =B =

HOW MANY SQUARES
CAN YOU SEE HERE?Y
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Examples
from abroad

=
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C()l(%)

University

OMG — Look at this! Press here

Facebook ~ 400 accounts Google+ - 14 accounts
Twitter ~ 150 accounts Instagram — 53 accounts
Flickr - 20 accounts Pinterest — 14 accounts
YouTube - 31 accounts Snapchat — 5 accounts
LinkedIn ~ 60 accounts Tumblr - 3 accounts
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Colo (%(3)

®R
'M GOING |
TO MAKE
YOU SO
PROUD.

- NOTE TO SELF

University

el ” chase_brody_mcnary @

(@coloradostateuniversity

=

UNITALKS

CONTEMPORARY vs FAMILIAR

coloradosta... Moanucarbcs

1410 ormeTok «HpaBsurtcsa»

coloradostateuniversity He found his
degree at #ColoradoState. Will 2011 alum
@chase_brody_mcnary find true love on
this season of the @bacheloretteabc? #
€ #TheBachelorette

itsdommyg @embelshh
keiferwalsh @etincelle_etoiles WHAT
kodagreen Also.. @alanacarter143

alanacarter143 @kodagreen omfg no
way!mn?1?

kodagreen @alanacarteri43 HES A
RAMMIE

alanacarter143 @kodagreen going in my
number one bracket spot @&&E&

djpetty Yeah Rammie! Represent well
man!

annalee_roth )z

) @emily_karbach

SOCIAL MEDIA to achieve individual goals of Universities




Photography competition

Objective: to share inspiring
images of the campus and
facilities in order to promote the

life and culture of the university.

A N\

‘%"é’o!ekHull

UNIVERSITY OF

|

~ pWEARLAULL

I_ '...-" .
o i
~

>

e |

#wearehull

<

U

NITALKS

-
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COLORADO
CHRISTIAN

UNIVERSITY

ADULT & GRADUATE STUDIES

osqg CCU - CAGS @... 17 Nov 2014, 11:15 AM

$10,000 grand prize scholarship to the University 5 Mayve this i the sign youve been

looking for_Eligible folk get $1000
tuition for entering! bit.ly/114Luvt

Objective: to share inspiring images of the e ter o A2

campus and facilities in order to promote the life

and culture of the university.

2,500
Twitter Website Clicks

5,400
Website Clicks From Facebook

A N\

Scholarship 82 (CU!

Y/
Win 2 510,000 £

-
629,000 E &
Tweet Impressions

Source

680,000
People Reached Through Facebook
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Insperation

The newest member of the Michigan
Basketbal team.

50 GREAT SOCIAL MEDIA IDEAS FOR HIGHER ED
The 17 Best College Instagram Accounts

Susquehanna University
Any songs that remind you of Susquehanna missing from this list? (And,

on a side note, who remembers mixtapes?)

WEMADE YOU A MIXTAPE!

TOP 10 SONGS
THAT REMIND YOU
OF SUSQUEHANNA

90 biue® And a cat

. m.‘v\
. WA WANT
S £ w"lf‘c -

A
47N, Whar A NIgHT™ 257
3-'6105-‘”3('"' ==

P L i
‘ = 5 ATrbes 81 @_&Dlm

4 HEY JA° w OwmaT

3. ks o MEATLOAF
2."SWEET CAROLINE™ » ¥ B4
L RockY RaccooN” v fhe Beowlcs

Like - Comment * Share - 962 368 [ 1 -8 hours ago * @

A N
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Trend

% %
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GAMIFICATION
IN EDUCATION

eeeeeeeeeeee 1al sharing by 22%

%



M&M's U.S.A.
20 February

E 1 Oh no! I've lost pretzel guy! Can you help me spot him? -
Xamp e S Orange

B @ @RErn @R~ PR @ AR @@
- @ = =@ = ' ® -~ BRPBR e "R@ -~ s
m.--l.—nnnmr-m-‘-nm=-n‘r-umn—‘-a
[ﬁ = o 6,72 IBONIOUMSA VOLKSWAGEN GOLF . e & :

L ooBE. L1460 § 4
" ! ) n | m -
mm«% 50-110.. 7 an@ e e o ‘ N ey ) . mm e . LR A O ) .
o d: o= ‘.‘f Q! a8 = -‘ﬂ m m.‘-. ‘n An\.n n‘\— .n ™ a‘— \n
~ :;;00. 140-182..n - . e G ® o L S D . o & o .

~nmn~mnmn—~|.~-m‘~ln.ml
; . . X
e@r@ @R ae sl o es o~ s o e n oo me
y mn-m-e--.-rnmr-mr-ml-—-m.-n

GOLF

GOLFO

1974198302,

MO Ty

5\ zaveancas

\ \
D e, Nl Y - AN
DIII.'?-I.m'nmll!'mn.".mn".m.mm""
\ T A S 3 -
m.mnu.mlmnmmmu.mr-..nn-mrrma-n-v.m
- " \

AKX
M ceeocn

1991199710

Gou@ &

2013¢.r.

Like - Comment - Share 4 26,783 ) 11,459 ) 6,302
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Summarize F
« Goal r
« Audience

e Channels f

« Strategy, style f
- KPI, Analytics L
Experience is a key! P O gi %s
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Thank you!

Created by Anastasia Pushkar
@ PusHKAR

www.pushkarstudio.com
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