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“You cannot teach a man anything
you can only help him
to find it within himself.” (Galileo)
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PERCENTAGE OF THE TOTAL POPULATION THAT USES THE INTERMNET
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AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16 TO 64 SPEND USING THE INTERNET EACH DAY ON ANY DEVICE
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AVERAGE AMOUNT OF TIME PER DAY THAT INTERNET USERS AGED 16 TO 64 SPEND USING THE INTERNET VIA MOBILE PHONES
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THE AVERAGE DOWNLOAD SPEED OF MOBILE INTERNET CONNECTIONS, IN MEGABITS PER SECOND (MBPS)
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PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO WATCH TV CONTENT VIA STREAMING SERVICES (E.G. NETFLIX) EACH MONTH
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AVERAGE AMOUNT OF TIME PER DAY (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16 TO 64 SPEND USING A GAMES CONSOLE
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AVERAGE AMOUNT OF TIME PER DAY (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16 TO 64 SPEND USING A GAMES CONSOLE
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PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO VISIT SOCIAL NETWORKS TO SEARCH FOR INFORMATION ABOUT BRANDS

%'vz I sonvisHEN
%29 N Vv
%29 [ ANYWy39
%! NG V3:0) HINOS
% 2 I viisny
%o I
POyl EERINTT
%o, I  ONY1¥3ZLMS
%e0¢ G 0010
%1 T vovivo
%16 I Vs "
%' 2c T > vwWNia
%0cc I N3 0IMS
xecc G v
%v'¢¢ [ oN v
%¢v¢ [ VN IHD
%'v¢ [ ONY1V3Z MIN
% 7¢I vviisny
%¢'s¢ N v\ vwoy
%z Ly [ iV ds
%0z N Vs snY
w52t I ::0:vonis
o'y I von1¥04
%2vy [ 20 ONOH
%¢'vy [ ;o ovom
%e's [ ON Y104
%69y [ /I V1
%06y I v ONI
%905 I 13v s
%175 I 3V ()
e

® Hootsuite*

we
are,

BAL SUXVEY |

%s°ss |, v v

%'95 I LdAO:
%s'es GG s v
%009 [ o'y HinoS
%0'09 [ vicvav anvs
%9'19 I 112
%929 I v i3
%s't9 [ o>o>0xow
sz vy I ooaw
%69 [ N30y
159 I v'sanoaN
%r's9 I sonicdniHd
%99 I ¢ 0100
s I v vo
% 23 N 20N
«¢'vs [ v

y OF A BRC

T U0 EIC
S LUL0L HIG

SOURCE: G




%7 I 0o00¥0W
sl I vNvHO
%9'sz I vavnvyD
%! I 1AO3
%'l I vivalsny
%e'tc I 0
%92¢ I V'S N
%.2¢ I anvia
%2 I 3onva
%0'vs I ivwNaa
%s'vc I vNiHD
%6'sc I viovyv ianvs
%'9¢ I viNvWOY
%s'2c [ 3VN
%' I aNvI0d
%50y IR vissn
scor N i vovom
g0y [ 1avas
%'l B ANvWE30
w21y I voiuv HINOS
w0z I vis3noan
woor I vivioiN
g RER
%0'sy I v3:0) HINOS
%2 sh [ VAN
%z sy I vian
w2 st I viewo100
%s'sh N oonaw
%9'sy I v
%o I anvivaz Man
%o I saNddiiHG
% Ly [ V315NV
%oy [ .
e WBEL
s ey I 1voni¥od
ooy I sonviaHGN
s or I Naaams
%05 [ v
%905 I VN30
%e'ts I vovr
w o5 I v

%2 ¥S ANVYI¥IZLIMS

09109U

aAulnels QR Codes
60.4%

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO HAVE USED OR SCANNED A QR CODE ON A MOBILE DEVICE IN THE PAST MONTH
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PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO BOUGHT SOMETHING ONLINE VIA ANY DEVICE IN THE PAST MONTH
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PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO BOUGHT SOMETHING ONLINE VIA ANY DEVICE IN THE PAST MONTH
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PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO SAY THEY USE MOBILE BANKING OR FINANCIAL SERVICES APPS EACH MONTH
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PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO HAVE USED AN ONLINE SERVICE TO ORDER TAKE-AWAY FOOD FOR DEUVERY IN THE PAST MONTH
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Ride-Hailing Apps
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PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO HAVE USED AN ONLINE RIDE-HAILING OR TAXI BOOKING SERVICE IN THE PAST MONTH
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World's Best Ride-Hailing App 2021
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GoogleTrendS

https:/ftrends.google.com/



Hotsearch

https://trends.google.com/trends/hottrends/visualize
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Tokyo 2020: The Paralympics =

Trends for you

Trending in Thailand

#unnouTalk
114K Tweets

Trending in Thailand

H#19128F9%
48.9K Tweets

Trending in Thailand

#HoNnNY
841K Tweets

Trending in Thailand
HnInaw
13.6K Tweets

Football - Trending

Arsenal

Pramier | eadiie

© o







|'-_-‘

& I 8 getdaytrends.com

tdaytrends ‘Thailand - Trending Top
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Homepro wezay 500.-

Top Hashtags in Thailand Trending Now
Most Tweeted m 7d  30d 1 #doten /[
Longest Trending Year 7 #hEdmiing /_

Total tweets Record date 3 #loud f

1 #BUTTERTHEEREMIX 21M 16 hours ago 4 #OxecurelLazlive...

2  #mufc 1AM 20 hours ago 5 #AboveOrdinary... /

3 #LALISASolo 1.0M 2 hours ago 6 Brighten /

4 #Ronaldo B729K 20 hours ago 7 Arsenal /,—

5  #unnule 870.2K 19 hours ago .

. 8 Official M —

6 #uebpAch 794.4K 1 day ago

9 #HLANEIGEXYINW... /

7  #blEnnouvia 620.5K 16 hours ago
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Social
media
analysis

Social
listening

Social
monitoring

Social media analysis is the key!

= Social listening and social monitoring are for data
collection only

= Social media analysis determines the value of data
= Like ears are responsible for hearing sounds and

brain is responsible for analyzing the resulting
sound into meaningful information

D (P =0~




Listening vs Monitoring

\

Social Listening Social Monitoring

Conducting in-depth brand analysis Keeping track mentions and specific keywords
Zeros-in on collaboration opportunities Responding to online conversations accordingly
Anticipates trends before they happen A daily and routine task
Planing for the future based on findings No long-term strategy

E socialbakers



Social Monitoring vs Social Listening
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THE AVERAGE DAILY TIME™ THAT INTERNET USERS AGED 16 TO 64 SPEND ON DIFFERENT KINDS OF MEDIA AND DEVICES

THAILAND

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

8H 44M 3H 30M 2H 48M 2H 23M

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




il OVERVIEW OF INTERNET USE

202‘ KEY INDICATORS OF INTERNET ADOPTION AND USE
A\ USERNUMBERS NO LONGER INCLUDE DATA SOURCED FROM SOCIAL MEDIA PLATFORMS, SO VALUES ARE NOT COMPARABLE WITH PREVIOUS REPORTS THAILAND

TOTAL NUMBER INTERNET USERS AS ANNUAL CHANGE AVERAGE DAILY TIME USERS PERCENTAGE OF USERS
OF INTERNET USERS A PERCENTAGE OF IN THE NUMBER AGED 16 TO 64 SPEND ACCESSING THE INTERNET
(ANY DEVICE) TOTALPOPULATION OF INTERNET USERS USING THE INTERNET VIA MOBILE DEVICES

48.59 69.5% +7.4% 8HA44AM 97.7%

MILLION +3.4 MILLION

SOURCES: £& S JAN 205 BASED ON EXRAPOLA F DATA PUBL tDBY-THE I ' Al GOVERNMENT BODIEES: GW SMA INTELUGENCE: EUROSTAL AP THE UNITED
NANONS. DATA FOR TME SFENT ANDMOSILE INTERNET SHARE FROM GWI 13 X2 SEE GLOBAIWEBINDEX. COM FORMOREDEIANLS ® COMPARABILITY ADVISORY: SOURCE AND BALE are | U HOOtSU.te
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il TOP WEBSITES BY TRAFFIC (SEMRUSH)

e
2021 RANKING OF TOP WEBSITES BASED ON TOTAL TRAFFIC VOLUME IN DECEMBER 2020, ACCORDING TO SEMRUSH I

THAILAND

WEBSITE TOTAL UNIQUE TIMEPER PAGES WEBSITE TOTAL UNIQUE TIMEPER PAGES
VISITS  VISITS VISIT  PERVISIT VISITS  VISITS VISIT  PERVISIT
01 GOOGLECOM 556M 29.9M 24M 145 712 11 XVIDEOS.COM 672M 12.5M 20M 475 1092
02 YOUTUBECOM 329M 22.9M 44M 215 6.18 12 LAZADACOTH 61.1M 17.5M 12M 345 6.00
03 FACEBOOK.COM 262M 23.5M 27M 335 426 13 XNXX.COM 60.7M 12.5M 21M 085S 12.04
04 GOOGLECOTH 191M 21.2M 18M 095 8.06 14  SIAMSPORT.CO.TH 57.5M 5.48M BM 255 341
05 PANTIPCOM 176M 26.9M 1M 495 3.46 15  WIKIPEDIA. ORG 499M 13.9M M 195 204
06 SANOOK.COM 142M 33.6M 10M 055 246 16 PORNHUB.COM 490M 9.10M 15M 155 983
07 KAPOOK.COM B6.5M 21.8M 9M 08S r¥V. 17 MGRONUNE.COM 43.4M 10.6M 10M 585 220
08 SHOPEECOTH 86.1M 23.1M 15M 245 493 18 TRUEID.NET 36.7M 17.3M BM 585 1.74
09 THAIRATH COTH 772M 20.2M 7M 405 201 19 UNEME 32.8M 10.8M 21M 575 2.53
10 GOOLINTH ALY 5.15M 18M 505 3.30 20 HUAY.COM 32.3M 1.35M 52M 575 2588

% Hootsuite

SOURCE: JSH UAN 2021 FIGURES REPRESENT TRAFFC FOR DECEMEER 20 NOTES: "UNIQUE VISITS "  REPRESENTSTHE NUMBER OF DISTIN DEN ES ACCESSING EACH S, BU
MAY NC ~2:~t::;~:“ JNIGUE INDIVIDUALS, AS SOME PFEOPLEMAY USE MULTILEDEVICES OR BROWSERS ADYISORY: SOME WEBSITES FEATURED IN THIS RANKING MAY CONTAIN AL Gl e
CONIENL PLEASE USE CAUTION WHEN VISITING UNEKNOWN SITES so c'a|




JAN

SOCIAL MEDIA USE ——
202] —

USE OF SOCIAL NETWORKS AND MESSENGER SERVICES, WITH DETAIL FOR MOBILE SOCIAL MEDIA USE
A DATA ARE NOT COMPARABLE WITH PRREVIOUS REPORTS DUE TO CHANGES IN DATA SOURCES. USER NUMBERS MAY NOT REPRESENT UNIQUE INDIVIDUALS. THARAND

TOTAL NUMBER OF SOCIAL MEDIA USERS ANNUAL CHANGE NUMBER OF SOCIAL PERCENTAGE OF TOTAL

ACTIVE SOCIAL AS A PERCENTAGE OF IN THE NUMBER OF MEDIA USERS ACCESSING SOCIAL MEDIA USERS
MEDIA USERS® THE TOTAL POPULATION SOCIAL MEDIA USERS VIA MOBILE PHONES ACCESSING VIA MOBILE

35.00 78.7%  +35.8%

MILLION +3.0 MILLION

34.62 99.3%

MILLION




el SOCIAL MEDIA: ADVERTISING AUDIENCE PROFILE

202] SHARE OF THE AUDIENCE THAT MARKETERS CAN REACH WITH ADVERTS ON SOCIAL MEDIA BY AGE GROUP AND GENDER"

17.3%

16.6%

11.6%

11.1%

27% 9

8.9%  8.8%
TR 5 4y
30% 97y
[ l B m

FEMALE MA LE FEMALE MAILE FEMALE MALE FEMALE MA LE FEMALE MAILE FEMALE MALE FEMALE MALE

13- 17 18 - 24 25 - 34 35 - 44 45 - 54 35 - 64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SOURCE: EXTRAPOLATIONS OFDATA ROM SOCALMEDIA PLATFORM S SELF-SERVICE ADVERTISING TOOLS UAN 2021] *NOTES: MOST SOUIAL MEDIA PLATFORMS DO NOT PUBUSH AUDIEENCE
DATA FOR GENDERS OTHER THAN 'MALE OR TEMALE. "ADVYISORIES: USERS MAY IDENTFY BY DIFERENTGENDERS AND JOR MISTEPRESENT THERAGEON SOOALMEDIA, WHICH MAY ore HOOtSU'te
AFFECT THE COMPARABIITY OF SOCOW MEDWA DATA w. DEMOGRAPHIC DAJA TROM OFTHER SOURCES. "USERSY" l

SERS" MAY NOT REPRESENT UNIGUE INDVIDUALS socia




2021

THAILAND

ESSENTIALHEADUNES FOR MOBILE, INTERNET, AND SOCIAL MEDIA USE

A CHANGES TO DATA SOURCES FOR INTERNET USERS AND SOCIAL MEDIA USERS MEAN THAT VALUES ARE NOT COMPARABLE WITH PREVIOUS REPORTS

TOTAL
POPULATION

69.88

MILLION

URBANISATION:

31.8%

SOURCES: THE U.N.; LOCAL GOVERNMENT 80
EARNINGS REPORTS; MEDIASCO PE ZA
PLATFORMS, SO DATAARE NO

MOBILE
CONNECTIONS

90.66

MILLION

vs. POPULATION:

129.7%
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INTERNET

48.59

MILLION

vs. POPULATION:

69.5%

; Uy TRy e e &. Y .
2 UH-SERVILE ADVER IISING TOODLS WATYAT

1A% N AAY S T
NCEULE DATA SOURCEL

1S, SO MAY EXCEED INIERNE

£D FROM SOCIAL MEDY
T USER NUMBERS

ACTIVE SOCIAL
MEDIA USERS

55.00

MILLION

vs. POPULATION:

78.7%

are
social

% Hootsuite*




ol MOST-USED SOCIAL MEDIA PLATFORMS —

202‘ PERCENTAGE OF INTERNET USERS AGED 16 TO 64 THAT HAS USED EACH PLATFORM IN THE PAST MONTH

THAILAND

A%

93.3%

SOURCE: GwW1(Q3 2020] RGURES REPRESENT THE ANDINGS l’.“ A BROAD Gl ‘:'8-\ SURVEY OF INTERNET USERS AGED 1617 :' 64. SEE GLOBAIWEBINDEX.COM FOR MO RE DETANS

NOTE: AGURES ON THIS CHART REMRESENT I Lﬂur-" USERS' SELA REPORTED S5O0CAL H.‘:..)'A BEHAVIOURS, AND MAY NCF CORRELATE WITH THE RGURES CITED ELSEWHERE IN THIS REPORT FOR are @ HOOtS"lte

EACH PLATFORM'S ADVERTSING AUDIENCE REACH, OR THE C' IVE USER & _;J"*C PUBUSHED BY INDIVIDUAL SOCIAL ‘-1EL» A PLATFORMS soc al




nalanan 1y
Mentions 18,490 / 300,000

1.85% of Account mentions Iimit

6.16% of Campaign limit
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5. 1% Soclal data lumsiwasnuusue
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6. 1% Soclal data lumsasaagnan
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1. TweetDeck

Q @hubspot #CS 8 User @soph_bern @ Mentions @soph_bern Q Notifications @sopn bern

"“:5-:\ ?aullna Rendén A. @P... 28 Jun 2016 Sophia Bernaugnl @soph_bern 22h Jalm? Shine . @jaimesh ne 5m © @ IMSphere liked a Tweet you were 3m
& Replying to @Sam__Hurley What awesome #impostorsyndrome What'’s the Best Way to Write a Blog mentioned in
“What Is Co-Marketing?A Guide to strategies, along with a Michael Post? Marketers Weigh In: Jabris GHane A Blak-oastios -

Co-#Branding #Marketing
Campaigns" @AmandaSibley
@HubSpot @Sam__Hurley
blog.hubspot.com/blog/tabid/630...
#CS #CX #UX

Kaarina Kvaavik @kivaavik 6 Oct 2015
RT @HubSpot: It costs 5-10X more
to acquire a new customer than sell
to a current one. hubs.ly/HO1fC3x0
pic.twitter.com/16Jcj50p14 #CS

RITGolisanoCCIS @RIT... 30 Apr 2015
Doing a summer internship? Here's
some great advice from a 4th year
#CS student who recently interned
with @HubSpot:
product.hubspot.com/blog/every-
sec...

Scott quote to boot. Nice one,
@ericajmoss!

Erica Moss @ericaimoss

Your girl got her first byline on the
@trello blog with truths about
Impostor Syndrome, so, like, give it a
read: bit.ly/impostortruths

Sophia Bernazzani @soph _bern 231
“Excited for the Future of Meat” by
@dfjsteve. Props to
@MemphisMeats >>
medium.com/dfj-vc/excited...

Rather than a meat substitute, they will sell
real meat, without harming any animals,
No methane production, No inefficient
feedstock conversion. No wasted land,
fertilizer, antibiotics, or excess water use.

blog.hubspot.com/marketing/best...
by @soph_bern #Content #blogging

Matt Diederichs @matiddrchs 13m
Replying to @soph_bern @HiThisisMarissa
It's one avocado Sophia. What could
it cost, ten dollars?

fuermetz @ivermetz 1h
Warum die organische Reichweite
auf Facebook schwindet und wie Sie
den Algorithmus austricksen
hubs.ly/HO8r_8p0 von @soph_bern

TweetDeck

What's the Best Way to Write a Biog
Post? Marketers Weigh In:

blog.hubspot.com/marketing/best...
by @soph_bern #Content #blogging

Jaime Shine " @ameshine 5m
What's the Best Way to Write a Blog
Post? Marketers Weigh In:
blog.hubspot.com/marketing/best...
by @soph_bern #Content #blogging

KP Kelly liked a Tweet you were 11m
mentioned in

Annaliese Henwood ™ @Mktgin... 2h
8 Snapchat Mistakes to Avoid (and
How to Fix Them):
blog.hubspot.com/marketing/snap...
- @soph_bern - #Snapchat


https://tweetdeck.twitter.com/

2. Social Mention

7% 5:1
strength sentiment
13% 13%
passion reach

5 hours avg. per mention
last mention 4 hours ago
19 unique authors

0 retweets

Sentiment

positive
neutral

negative

Top Keywords

marketing
sales
copy
inbound
post
guest
business

page

link

>N Y¥B &2

18
17
16
13

Advanced Search
rch rgferences

Mentions about inbound marketing

Sort By: Date B Results: Anytime B Results 1 - 15 of 29 mentions.

How to Get the Right Mindset for Prospecting and Sales

Inbound, inbound, inbound - that's marketing rally cry for that last few years. But
a funny thing happened on the way to all this inbound marketing activity -

outbou...
https//www.ducttapemarketing.com/mindset-sales-prospecting/
4 hours ago - on topix

Internet Marketing Help - P -when A Webpage Is Viewed, It Is

Downloaded From The Webhosts Server For You To See.

For you to be able to utilise this, you should be looking to gain a large targeted

following on tweets your post on Twitter which [...]
hitps:/tradeinternetmarketing.wordpress.com/2017/08/24/internet-marketing-help-p-when-a-webpage-is-
14 hours ago - by tradeinternetmarketing on wordpress

Certifications

Google Analytics Individual Qualification Valid until Feb 2019 Google AdWords
Display Valid until Aug 2018 HubSpot Inbound Certification Valid until Sep 2019
HubSpot...

brazendoots.com/certifications/
15 hours ago - by brazendoots on wordpress

Internet Marketing Help - P -when A Webpage Is Viewed., It Is

Downloaded From The Webhosts Server For You To See.

For you to be able to utilise this, you should be looking to gain a large targeted

following on tweets your post on Twitter which [...]
https://playinternetmarketing.wordpress.com/2017/08/24/internet-marketing-help-p-when-a-webpage-is-v
16 hours ago - by playinternetmarketing on wordpress

Soclal Mention



http://www.socialmention.com/

3. TweetReach

TWEETREACH SNAPSHOT FOR
holiday marketing

ESTIMATED REACH o EXPOSURE 0

3 ,803 ,6 9 8 IMPRESSIONS

3 ° "
,200,114
ACCOUNTS REACHED pym /////// m
ACTIVITY b
100 96 2

TweetReach



https://tweetreach.com/

4. Followerwonk

Twitter users with "n3zn39ANUIAN" In their profiles

Showing 1 - 9 of 9 results (order by relevance)

[ No filters

follow
(NN

follow

QO

follow

Q0O

follow

IS

follow

VIS

follow

® 0

follow

QO

|
@
P

screen name ¢ real name $

@md_pr_th | nsuRM

Public Relations Section, Marine Department, Thailand fNgisesadNnNUus NTHRYIN NTENT
AaNuU1AN (Official Tweet)

Samphanthawong, Bangkok

@Banchadesign | Design_DRR
2MUTEEIFNNUSFUNTITIVUAZDDAULL NTNNNARNTULN NTENTNANUAN

@drr_ruralroads | NTUNINKANTUUN Bangkok, Tailandia
ATNNNHANTULN NTLNTNANUIAN FDUANLIEUN d186U : 1146

@Mecha_Doh | F1NIASDINALASHDENT NTUNINAN Nonthaburi, Thailand

WUIBITUTITNT SINANTHNNHAN NTENTHNANUIAN

@MOTOneTransport | Yszrrannusnsznsnanvan & Bangkok, Tailandia
2DYAANFITNTENTIANUIAN Ministry of Transport

@OAMPHETAMINEO | AMPHETAMINE KING
NUNUDUNTUALIANTENTNANUIAN, TFEN

Marketing Amphetamine

' . ° 4 o
@highwayweighs | #1UMIUAMIANUINUNBIUNINUE NTHNNHAN

SUNUAILANUIMUNETUN VUL NTHNNYAN NTENTNANUIAN 2/486 AUUAIDESE LAWY
WY N 1waTIZNT NFUNNNINAST 10400

Followerwonk

159

14

1,943

323

977

430

93

66

55

38

22

252

202

22

6,358

38

tweets ¢ following » followers ¢ accoun

8


https://moz.com/followerwonk/bio

5. SumAll SumAll

Thursday Friday
o 0
Tweets Prior Week
732 || 732
FD"DWIHQ Prior Week
706
351 || 349
Followers Prior Week
0 0

Mentions
0 0

Mention Reach


https://sumall.com/

6. Mentionmapp Mentionmapp

7] lesiiezye |

S #TheBachelorette
P #TheBacheloretteFin>'»

oo 3 _mattadrhs
[ _sopn_bern_

-] eedolimeyer I | ' | tveriusrex_


http://mentionmapp.com/

7. Lithium (formerly Klout)

My Dashboard

Incoming Posts

393 Lithium

Incoming Posts

Facebook
Lithium

* Twitter
Google+
instagram



https://www.lithium.com/products/social-media-management/social-response

8. Hootsuite

Hootsulte

-, I XXX
My First Tab soph_bern (TWITTER) x ©
(0 v + AddStream  + Add Social Network
] Home soph ber & Q i | Fl HubSpot search soph_bern O Q

-, £t v 17 ¥ 85 (= w :

Washington Post @washingtonpost
® 3 mins ago

"My pipe dream finally came true": This woman won the second-largest Powerball
jackpot ever wapo.st/2vkaESi

« 2 1 V2 (5 w

Hootsuite @hootsuite
@ 3 mins ago

Q2. What qualities does an attractive social advertisement have? #HootChat

#HootChat

What qualities does an
attractive social
advertisement have?

Q2

N Tom Schwab @TMSchwab
® 5 mins ago

Podcast interviews are some of the easiest content to create and repurpose
amzn.to/2igxxAX.com @Mallikarjunan #inbound #hubspot

PODCAST GUEST

"The specific
suggestions
around growth &
optimization are
a must-read"”

Sam Mallikarjunan
Principal Marketing Strategist
at HubSpot

IAaki Tovar @seomental
® 5 mins ago

¢Cémo usar Historias de Instagram para tu empresa? Guia, videos y ejemplos
r4s.to/18kal

Hootsuite works like TweetDeck -- but for all of your social networks. From your
Dashboard, you can carry out social monitoring, scheduling, campaigns, and
analytics -- all in one place. Hootsuite integrates with Twitter, LinkedIn,
Facebook, Instagram, YouTube, and Google+, and although it's free for
individuals' accounts, businesses and enterprises have to purchase paid

versions.


https://hootsuite.com/

9. Boardreader Boardreader

boa rd fea d er " inbound marketing| Q

Results 1 - 10 of 328 for inbound marketing (0.053 seconds).

Hubspot and inbound marketing

Posted 18 days ago by mauser96 - 1 post

...know little about marketing and thus even less about "inbound marketing " ( ...AKA and maybe better
described as Permissive Marketing,) ...links http://www.inboundmarketinginc.com/inbound-marketing-
example... https://www.slideshare....net/hungnmhgq/32-enviable-inbound-mark... and most useful...of-
busines... Is conventional marketing broken with the rise ...

Source: The Motley Fool Discussion Boards Forum: Saul's Investing Discussions

woe RE: What exactly is Digital Marketing as opposed to Regular Marketing?

Posted 2 months ago by jennypitula - 6 posts

... are many facets of traditional marketing and examples might include tangible... technology continues
to advance, digital marketing will as well. Examples of... digital marketing include things like websites,
social..., and banner ads. Specifically, digital marketing is similar to traditional advertising.... However,
digital marketing is considered a form of inbound marketing and its goal...

Source: WebDeveloper.com  Forum: Search Engines

< m


http://boardreader.com/

10. BuzzSumo

7 Trends That Will Change Social Media in 2017 /] save

hubspot.com - More from domain
By Sophia Bernazzani - Jan 13, 2017

8 Signs of Emotional Intelligence in Leadership ] save

hubspot.com - More from domain
By Sophia Bernazzani - May 25, 2017

BuzzSumo

% View Backlinks
& View Sharers

«§ Share

% View Backlinks
&F View Sharers

«§ Share

FACEBOOK LINKEDIN TWITTER
ENGAGEMENTS SHARES SHARES



http://buzzsumo.com/

11. Google Alerts Google Alerts

Alerts

Monitor the web for interesting new content

Create an alert about...

My alerts (7)

hubspot blog

hubspot sales

hubspot marketing


https://www.google.com/alerts

12. Native Analytics Tools Twitter Analytics

9 Analytics Home Tweets Audiences Events Morev

Sophia Bernazzani asoph bern

28 day summary with change over previous period

Tweets eet impressions Profile visits

207 81 2K 4,217


https://analytics.twitter.com/

{3 Social Listening Tools Q Insight IvuuyavAulngAwaiiv "TUsdu’

TOTAL MESSAGES BY TAGS == Instagra Blog | | News
1% || 79
L T _ m ° 7%
0
| e — e 24%

i I I I @4

B ] Twitter

AT 25%
el 11
1 1] I
Youtube
1l B ,
7%
Webboar
Message Count
a book
® Twatter (3,289) ® Facebook (3,997) @ Instagram (3,108) @ Webboard (610) @ Youtube (912) 5% Faceboo
¥ News (949) @ Blog (141) ® Commerce (3) 31%
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