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Unit 1. Basic trends and 
algorithms



•Online marketing (E-marketing, Digital marketing, Internet 
marketing) 

• refers to a set of powerful tools and methodologies used for 
promoting products and services through the Internet
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Components of Online Marketing
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Social media marketing

• SMM is a set of measures regarding the use of social media as 
channels for promoting companies and solving other business 
tasks of the enterprise



Promotion is a communication tool

• Communications - from. Latin сommunicatio – connect

• Communication is the socially conditioned process of information 
transmission and perception in the conditions of interpersonal and 
mass communication through various channels using various 
means of communication



New modern means of the mass 
communication system
➢Social networks 

➢Targeting 

➢Personal branding 

➢Blogging 

➢Mobile marketing 

➢Messengers 

➢Viral content 





Favorite social media platform among FEMALE 
users



AIDA model



Unit 2. Personal branding  



Social media presence goals

• awareness, loyalty, trust, feedbackLarge companies

• sales, demand stimulation, promotions, attracting 
attentionSME

• website traffic, lead generation, sales of goods and 
info products, registrationOnline business

• finding a target audience, joint projects, creating 
communitiesB2B

• personal brand, recognition, self-realization, 
popularityPersonalities



Brand goals within SMM

1. Sales in the general sales chain 

2. Autonomous sales, in the social network 

3. Generation of traffic to the site 

4. Formation of brand recognition and loyalty 

5. Lead generation 
6. Personal branding 

7. Interaction with the audience and answers to frequent questions 

8. Work with negativity, its neutralization, feedback 
9. Fan page, page of fans who are loyal to the brand

* Relative to sports coaches marked by red color



Appropriate SMM strategies in sport&exercises

• A personal page/blogger

• Useful blog

• Corporate page

• Thematic page

• Online community



Role of personality for business/brand

• Movement from a 
personal brand to a 

business brand



What Is a Brand?

• Branding is the process of creating a strong, positive 
perception of a company, its products or services in the 
customer’s mind by combining such elements as logo, 
design, mission statement, and a consistent theme 
throughout all marketing communications.

• The term brand refers to a business and marketing concept 
that helps people identify a particular company, product, 
or individual.

https://www.oberlo.com/blog/inspiring-mission-vision-statement-examples
https://www.investopedia.com/terms/m/marketing.asp


Personal brand

✓a PRODUCT of your activity, but 
it is not You

✓this is the WORLD you created
✓A well-thought-out IMAGE that 

begins an independent life

✓an IMPRINT in the memory of 
the contact audience



“Wheel of brand” development model

Idea

Personality

Emotions

Advantages

External attributes



Unit 3. Target audience



What Is a Target Audience?
• A target audience is a 

group of people 
identified as being likely 
customers of a business.



Audience segmentation

• Audience segmentation is the process of dividing a large audience 
into smaller groups of people - or segments - who have similar needs, 
values or characteristics.

• The purpose of market segmentation is to identify different groups 
within your target audience so that you can deliver more targeted and 
valuable messaging for them.
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The basics of segmentation



Segmentation 5W (Mark Sherrington)

1. What: what is your product or service? What will 
you sell?

2. Who: who will buy your goods or services? 

3. Why: why will people buy your products? What 
motivation do they have? What is the reason?

4. When: when are your products useful for people? 
When are clients thinking about purchasing them?

5. Where: where can they buy your product? Where 
do they decide to buy it? Where can they contact 
your products?
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What Is a Customer Persona?

• A customer persona is an abstract depiction of the ideal customer, 
founded upon both qualitative and quantitative data from 

market/competitor research and existing customer profiles.
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Unit 4. Algorithms and Visual 
aesthetics



Instagram page ranking factor

• Interest

• Novelty

• Relationships

• Number of followers

• Application opening frequency

• Depth of views



Instagram functionality



Converting a profile to a business profile:
access to statistics and promotion

Personal, business profile and creator account



Story Highlights, content and covers

• Story Highlights are pinned under the profile description

• Additional presentation tool

• It is important to structure according to important topics

• Prepare the design in a common style: color and style

• Harmonious with avatar



Story Highlights, programs for creation

• Highlights Cover
• Pinterest
• Canva



Create a post/Stories templates in Canva



Unit 5. Content strategy



•Content Marketing— is a 
strategic marketing approach 
focused on creating and 
distributing valuable, relevant, 
and consistent content to 
attract and retain a clearly-
defined audience
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Types of content

1. Educational
2. Commercial/Promotional
3. Entertaining
4. News
5. Reputable
6. Communicative



Content matrix
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Apps for photo/video processing



Do You have any 
questions?



Thank You for 
attention

Contact me
oksana.mazorenko@gmail.com


