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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

TIME SPENT USING THE TIME SPENT WATCHING TELEVISION TIME SPENT USING TIME SPENT READING PRESS MEDIA
INTERNET (ALL DEVICES) (BROADCAST AND STREAMING) SOCIAL MEDIA (ONLINE AND PHYSICAL PRINT)

3H 24M 2H 25M 2H O2M

TIME SPENT LISTENING TO TIME SPENT LISTENING TIME SPENT LISTENING TIME SPENT PLAYING VIDEO
MUSIC STREAMING SERVICES TO BROADCAST RADIO TO PODCASTS GAMES ON A GAMES CONSOLE

1H 31M 1H OOM OH 54M 1H 12M

SOURCE: GWI (@3 2020). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBAIWEBINDEX.COM FOR MORE DETAILS. we
*NOTES: CONSUMPTION OF DIFFERENT MEDIA MAY OCCUR CONCURRENTLY. TELEVISION INCLUDES BROADCAST (LINEAR) TELEVISION AND CONTENT DELIVERED VIA STREAMING AND VIDEO- qre.
OClI

cial

Hootsuite:

ON-DEMAND SERVICES. PRESS INCLUDES ONLINE AS WELL AS PHYSICAL PRINT MEDIA. BROADCAST RADIO DOES NOT INCLUDE INTERNET RADIO.



SOCIAL MEDIA
AS INFO SOURCE

75% of Latvians use social media as source
of information /March 2021, National
Electronic Media Council/

E¢REELS

Tik Tok



FACEBOOK STRATEGY EVOLUTION

TO ENGAGE
TO BE ON FB

TO ATTRACT TO BUY THE

MANY ATTENTION
FOLLOWERS



FACEBOOK POST ENGAGEMENT RAIE BY PAGE SIZE

COMPARING THE AVERAGE 7A ‘ FOST ENGAGEMENT RATEACROSS PAGES WITH DIFFERENT NUMBERS OF FANS

AVERAGE FACEBOOK PAGE POST AVERAGE FACEBOOK PAGE POST AVERAGE FACEBOOK PAGE POST
ENGAGEMENT RATE™ PAGES ENGAGEMENT RATE": PAGES ENGAGEMENT RATE": PAGES
WITH EWER THAN 10,000 FANS WITH 10000 ~ 100,000 FANS WITH MORE THAN 100,000 FANS

0.45% 0.25% 0.08%

we

are, . ' Hootsui
social )




FACEBOOK POST ENGAGEMENT BENCHMARKS

THE NUMBER OF ‘ £ POSTENGAG BV ENTS (REACTIONS, COMMENTS, AND SHARES) COMPARED TO THE TOTA
A\ DUE TO CHANGES IN SACESOOKS POLICES, THE DATA ON THIS CHAIT U SE AD FFERENT METHOD OIOGY AN DD FFERENT SOURCE DATA COMPARED TO OURPAEVIOUS RSOUTS

AVERAGE TOTALPOST AVERAGE TOTAL POST AVERAGE TOTALPOST AVERAGE TOTALPOST AVERAGE TOTAL POST
ENGAGEMENYS' vs. PAGE  ENGAGEMENTS® va PAGE  ENGAGEMENTS* va PAGE ENGAGEMENTS vi PAGE ENGAGEMENTS® vs PAGE
FANS: / ) FANS: PHO FANS ¥ FANS: 1 FANS

P@®FIE

0.11% 0.18% 0.13% 0.05% 0.19%

are, . % Hootsuite
social }




2021: STORY, (- —
NOT A SCOPE OF
MESSAGES

Authentic, showing people behind the
organisation, daily routine — your ‘series’

GCamification and interaction elements are
requested




CONTENT GET MORE
SHARES

1. GIVES: bonuses, discounts

2. RECOMMENDS: tips, that can be valuable for
many people

3. WARNS: frauds/tips actual for many

4 MAKES FUN: funny pictures, quotes

5. INSPIRES: wisdoms, case studies

6. SURPRISES: non-trivial facts or pictures

7. UNITES: content, that emphasize connection
with a particular group



KEEP IT SHORT

Several studies: Facebook statuses of 40-
80 characters perform best.
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Congratulations to our client Kaspersky on starting cooperation with the
talented Latvian racing driver Reinis Niti$s. Reinis has become a
Kaspersky's ambassador in the Baltic States 2020!

Sveicam musu klientu Kaspersky ar sadarbibas uzsak3anu ar talantigo
latvie$u autosportistu Reini NitiSu. Reinis kuvis par Kaspersky véstnesi
Baltijas valstis 2020!... See more

kaspersi,

KaSPOISY onpeny, SPOTSKY kolgy

kaspersky

spersk aspersky
spersky Icaspersky kaspersky kaspersky

kaspersi kaspersky kas
spersky ispersky  kaspersky

’ kaspersky

sporsky  kaspe - ] kaspersky kaspersky
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https://business.facebook.com/creatorstudio/?tab=home&mode=facebook&collection_id=all_pages

https://business.facebook.com/creatorstudio
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https://business.facebook.com/creatorstudio

# Create post

w COUVIL-1Y upaate m Fnoto/viaeo

o Get messages ‘ - | Feeling/Activity

° Check In ‘I, Watch Party

Post scheduling and additional options are available in Publishing tools.

Boost post




Create post @ offer ¥® Job

= |a=. X
~w sce] Write a post...

o |

® covip-19... B3 Photo/video @) Get messa...

News Feed
° @ Posts are public and appear on your Page and in search results.

© Share Now = Public = =4 Boost post

Who should see this?

O G Instagram

To share this post, log Public

v Qo

Anyone on or off Facebook
People tend to engage n

about what you are post « Restricted audience

Only certain people on Facebook

_ ® News Feed targeting

People in News Feed with specific interests and their friends

Olga Kazaka




FB 20%

TEXT > 20% Text < 20% Text
RULE [




Image Text Check Image Text Ratings

Upload an image to determine how much textis in your ad image. Ifthe proportion of text to image is too Image Text: OK
high, your ads may not reach its full audience. Your ad will run normally.

o We make exceptions for certain kinds of products being advertised. Visit our Help Center 3 to learn
about exceptions, see examples ofimages with text, and get more guidance. Image Text Low
o U d Your ad’s reach may be slightly lower.

Image Text: Medium

Your ad's reach may be much lower.
Q Image Text: OK . |
Your ad will run normally. Image Text: High
g | tewrecure

Your ad may not run

Frequently Asked Questions

Branded Email
What does it mean that | have too much image text?
Textin your ad image includes text laid over a photo or
illustration, text-based logos, or watermarks used in an
ad's image. It also includes textin thumbnail images

used for videos as well as images used as cover

Q Image Text: OK - :
Your ad will run normally Foock 3 y photos or profile photos of promoted Pages.
! . How much text should my ad image have?
Fa Ce boo k S teXt éaondmgr]itlii’:geﬁ s . Facebook prefers ad images with little or no text,
DYW CAL because images with a lot of text may create a lower-
overlay tool Qe eidilancs Ersas lonEamboc ¢
f What should I do to reduce the amount of text?
a Ce boo kco m/a d S Consider putting most of your text in the text area of
your ad instead of on the ad image. If you must use text,
/too | S/teXt—Ove r | a\/ use a smaller font size and fewer words to lower the

proportion of text to image. Try reducing image text and
0 Image Text: OK
Your ad will run normally.

checking it with this tool again.

Your Agency

is Losing Referrals



https://www.facebook.com/ads/tools/text_overlay

NOT TEXT

Infographics
Book/Album covers
Full Product images
Posters for movies,
festivals, sporting
events, and shows
Legal text

App screenshots
Cartoon and comic
Strips

Text-based business
calligraphy

TEXT

Numbers
Text-based logos
Watermarks,
regardless of
whether or not their
usage is mandatory



MYTH BUSTED: No text ad f d
FB zo% Pt O teXt ads perrorme

T EXT The images with no text overlaid performed consistently better with a 6-7%
lower CPC.

Cost Per Click




ENGAGEMENT OF
THE AUDIENCE

WHY?




FROM ORGANISATION
PERSPECTIVE

« Attention

« Co-responsibility
« Relationship

« Experience effect

« Demonstration of the product/service unigueness
« Feedback

« Testing of ideas



The greater is involvement
remembper it

People remember
10% of what they hear
40% of what they see
90% of what they do

FROM USERS
PERSPECTIVE

INn the process, the better we



FROM TECHNICAL
PERSPECTIVE

EdgeRank - algorithm that decides which stories appear in each
user's newsfeed.

Your FB page will be more visible:
It your followers actively interact with it (likes, commments, share,

DM)
Comments are with bigger value than ‘likes’
The more active reaction right after publication, the better

FB update: friends posts are more visible than organisations’



SOME FACTS

50% of ‘likes' are received in first 80
mMinutes after publication,

80% - first 7 hours,
95% - first 22 hours.



COMMUNICATE WHEN THEY
LISTEN

Best Time to Post on

facebook

Post made in non working hours
(early morning, right after the
work, late in the night) show 20%
bigger engagement

Weekends get the highest level of
engagement on Facebook.

Sunday potential!

Facebook users browse on their
desktops and check it during downtime
at work

On Monday there is a lot of 'noise’




FB: HOW TO ENGAGE MORE?

Caption below video increases views by [ @ saumee [ @cormear |

o)
12% P —
Questions increase engagement Q=" Q="
An ad that conveys a message in the
first 5 seconds will be better e s
remembered
oeav H

It is better to use visuals with a size ratio
of :1or 4.5 in the news feed. I




QUESTION
POWER

Posts ending with a
question receive 15% more
users' feedback.

You can get an answer
more often Iif the question
starts with "where" and
"when'". The WOrst
guestion is "why".



VISIBLE POSTS
FORMULAS

GET WHAT YOU HISTORY AND FACT, TRUE, MYTHS
WANT FUTURE
PROBLEMS AND HOW TO THE BEST AND THE

FEARS WORST



Operative Management Group suggests
allowing all retail outlets to open after
Easter

Criteria developed for introduction of
lockdown in case of significant increase of
Covid-19 infections

Another EUR 500 million to be allocated to
contingency budget

5,057 persons vaccinated on Tuesday

Transport Ministry's former state secretary
and former LVRTC head also charged in
digital TV case

Latvia confirms 508 new Covid-19 cases,
12 more deaths

Ex-politicians Skele and Slesers charged
with fraud and money-laundering in digital
TV case

Vaccination of patients with chronic
diseases to get under way today

Unfriendly countries use Covid-19 to study
reaction of Latvian institutions in case of
potential military crisis - State Security
Service

HEADLINE IS
THE KEY

About 60% of links are
shared on social media
without opening



HEADLINE FORMULA

Short - no more than 5 words or 35 characters.
Reflects the content of the text.
Include keywords

Clear without context and without specific
explanations.



One idea - 5 different headlines and accents
depending on the audience profile

*’# AT JFJ’ %

*



VIDEO

Cisco Forecast: In 2022,
more than 80% of
consumer Internet
messages will be delivered
via video format.

Raw, clever, creative,
snackable (vertical, with
subtitles, DIY style, 30-120
sek.)



IF LONGER...

Live content: Interviews,
discussions, daily life,
behind the scenes,
WOrkshops, questions-
answers

Live, non-forced product
reviews, unplanned
broadcasts




CLEVER
CHAT BOTS

Forecast: In 2021, 85% of communication

with customers will take place without
human intervention.

Provide quick answers to frequently asked
qguestions at any time;

Get feedback from customers.




ADDITIONAL
INFORMATION SOURCES:

Facebook newsroom:
https://about.fb.com/news/

Social Media Today. The Web's best thinkers on social media.
WWW.socialmediatoday.com

Digital Trends https//www.digitaltrends.com

BBC Future about Social media: http://www.bbc.com/future/tags/social-media



https://about.fb.com/news/
http://www.socialmediatoday.com/
https://www.digitaltrends.com/
http://www.bbc.com/future/tags/social-media
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