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Εργαλεία Digital Marketing
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Online Marketing



62% => app

53% => web

85% app 35% web
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Reasons

45% passive users

58% Chatting
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74% Like

19% Share

18% Comment

12% Upload photos

3% hashtag
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58% Like
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23% Like companies pages

15% Like product pages

4% Participation in Contests 

8% Rating
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94% listen to music

80% Video

14% click to ads 
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Organic Results

Non-Organic results
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13%
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Ψηφιακή Στρατηγική



DOSEE CARETHINK

Τα στάδια του Ψηφιακού Μάρκετινγκ

Presenter
Presentation Notes
When you are thinking about your strategy you should bear in mind that your online presence should address all four stages:

See: how are you going to display your products, services or skills?
Think: do people need to find out more if they are interested? What sort of information would they need?
Do: how easy it it to make contact? Register for updates, buy something, book a hotel room?
Care: what does a customer want after you bought something? A thank you? Bonus scheme? News of offers?
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Διαφήμιση στο Facebook
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Διαφήμιση σε μηχανές αναζήτησης
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Παραδείγματα
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3 Βασικές αρχές
Διαδικασία 

bidding 

Segmentation

Επιλογή Keyword



Σημαντικοί όροι
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Impressions: the number of times an ad has appeared on the search results page

Clicks: the number of times the website is accessed through the ad

CTR: ratio of clicks to impressions (Clicks/Impressions)

CPC: cost per click for your ad

Position: where ad is placed

Conversions: number of times the campaign goal is achieved
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