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Introduction

Effective communication about human rights is essential to raise awareness, build informed
understanding, and mobilise constituencies to defend these fundamental freedoms. Public
support for the defence of human rights is crucial to maintain domestic legitimacy and to protect
and expand the operational space of civil society.

Human rights defenders (HRDs) and the organisations through which they work are under
growing pressure and face serious challenges: HRDs are the targets of death threats, torture,
harassment, violations against family members, and restrictions on their access to funding.
Criminal justice systems are increasingly used to arbitrarily convict and sentence HRDs forcing
them to suspend their activities. Restrictive legislation, smear campaigns, and covert forms of
harassment are used to hamper and discredit HRDs. This is in part possible because HRDs are a
small segment of the population and there is an absence of outrage in the general public towards
the abuses they are facing from state institutions and other entities. If large segments of the
population vocally disapproved of these growing restrictions, if they took action to defend HRDs
rights and their organisations’ work, state institutions and other entities would have a much
harder time continuing these abuses. While that is currently not the case it is something we aim
to move towards through, amongst other, bolstering public outreach and raising awareness.

Entities with anti-human rights agendas that seek only to empower themselves should not be the
main source of information for the general public regarding the work of HRDs and their
organisations. At the same time HRDs and their organisations are failing to utilise the possibilities
to counter these negative messages through mass-scale and fact-based digital outreach. This
underutilisation should be stopped. One step towards taking back control of the narrative of
HRDs and their organisations is to effectively implement digital marketing activities so HRDs and
their organisations can widely spread their own messages.

Object and purpose

The Handbook on Digital Human Rights Marketing for Human Rights aims to serve as a practical
guide for how to tell your (organisation’s) stories and share your messages with the general
public through digital means. The communication will be aimed at laypeople who may not
already directly support human rights but (through effective marketing) may be incentivised to
take action for human rights.

The advice and guidance are aimed particularly at organisations with limited financial resources
and staff capacity. As much as possible, tips are provided to maximise impact and output with
minimal investment.



What this book will not cover

There are several forms of digital marketing (see Forms of digital marketing for more). E-mail marketing
and newsletter marketing are forms that are directed towards people who are already among the
constituency of your organisation. This includes partner organisations, members, individuals who have
received direct help from organisations, subscribers to newsletters, etc. While these forms are not
covered in the Handbook, they are important forms for building relationships with your supporters.

It is also important to note that there are non-digital means of marketing, e.g., public events and rallies
or partnering with traditional media (television, radio, etc.).

While this handbook does not cover the above-mentioned forms of communication and marketing,
these forms can be key aspects of a broader communication strategy and should not be overlooked.

Outcome goals

There are of course basic challenges when starting to engage in a new area, including insufficient
resources or lack of the required specialised skills. As more training and funding becomes
available for communication and marketing activities, these challenges will decrease. There
however remain a number of other challenges that should also be addressed, including:

e the need to shape audience-oriented rather than inward-looking campaigns that
effectively segment target groups and tap into their motivations and attitudes;

o the need to adopt new frames and create coherent narratives that simplify messages and
capture the imagination, to avoid the legal nuances and semantic rigidness of the
traditional human rights discourse;

e the need to recognise everyday peoples’ concerns and connect these to human rights
work and discourse;

e the need to cooperate with a new range of industries (e.g., marketing agencies or
professional content creators);

While these are many challenges in mass public outreach that may seem overwhelming, the first
step to tackling a problem is to select a course of action and ensure you know how to effectively
implement this course. That is the purpose of this Handbook. If you and/or your human rights
organisation have decided to try to take back control of your narrative through starting to engage
in (or improve upon) digital marketing, this Handbook is a great first reference in ensuring you
know the basics of how to do digital marketing so you can reach your (organisational) goals.



Guide to: digital marketing
Intro

Marketing refers to activities done by an organisation to promote the organisation’s goal (e.g.,
for commercial businesses, this is often selling products or services). While marketing has
traditionally been considered activities for commercial organisations (e.g., shops, restaurants,
theatres, etc.), human rights organisations can also benefit significantly from these types of
activities. Why? — Because the more people know about—and support—human rights
organisations, the greater the impact of their work, and the stronger and more resilient the
organisation can be, particularly in difficult environments.

Below is an example of marketing in the more “traditional” sense:

Example: Business Marketing to Weather the Storm

You own a pizza shop in town. There is an economic recession in your city and there are fewer
people buying pizza. In an effort to keep your shop open you start posting flyers in the
neighbourhoods near your shop saying that your pizza is buy one get one free for a limited
time period. Not only does this give people an incentive to go to your pizza shop, it also
increases the number of people that know that your pizza shop exists (previously only 10% of
the town knew about your shop).

This traditional marketing activity increases the number of people who go to your shop and
you are able to survive the economic recession.

Now that you have an idea of what marketing is, digital marketing is simply marketing activities
within the digital sphere, i.e., marketing online. The good news is, while traditional marketing,
e.g., newspaper or TV commercial advertising, is very expensive. Digital marketing can be very
affordable!

Below is an example of how digital marketing can function in a human rights context:

Example: Marketing to Combat Shrinking Civic Space

You have a human rights organisation that focuses on the rights of people with disabilities. A
new law in your country restricts the amount of funding you can get from foreign donors. You
were relying on foreign donors to pay for a large portion of the fees associated with court cases
your organisation engages in to defend and bolster disability rights. This law puts your
organisation at financial risk of being unable to engage in your legal activities.

You decide to engage in digital marketing activities to boost support of your organisation
amongst your own country’s general population. This will get around the new anti-foreign




funding law. Your organisation only needs $1000 for the rest of the year’s planned court
activities so this is the goal you have set. You prepare and implement an online fundraising
campaign which does the following:

® shares inspiring stories of people who have been helped by your organisation;

e explains your organisation’s financial situation; and
® asks for support.

The campaign is a success: you raised $1000 and your online following has increased by 20%.
This means the pool of people who know about and may be willing to support your
organisation in the future has grown.

Forms of digital marketing

There are several forms of digital marketing (all of which will not be covered in this Handbook).
These include:

e Content Marketing: promotion through creation and distribution of content (see Part 4

Guide to Content Marketing for more);

e Search Engine Optimization (and Website): increasing the likelihood your organisation’s

website appears on search engine results (see Part 6b Guide to SEO for more);

e Pay-per-click Advertising: purchasing advertising (e.g., Google Ads, Facebook Ads, etc.)

to drive traffic to your website or social media channels (see Social media advertising or

Facebook ads for more);
e Social Media Marketing: promotion through content on your organisation’s social media

channels (see Part 5 Guide to Social Media Marketing for more);

e Email Marketing: promotions through content sent via email (not covered in this
Handbook); and

o Affiliate Marketing: promotion through third parties’ channels (not covered in this
Handbook).

While the forms listed above are distinct from one another, they often are done in parallel with
other forms. They can also reinforce each other.

Example: Integrating Digital Marketing Forms

You prepare a blog for your organisation as part of your content marketing plan. The creation
of the blog itself can be considered content marketing while writing a few social media
channel posts i.e., content for social media channels, and posting them on your social media
channel is part of your social media marketing plan. The social media posts increase the
readership of your blog, therefore increasing the blog’s impact. And the blog itself was a good
source of content for your social media channel, therefore increasing the channel’s
effectiveness and value for your audience.




Digital marketing plans —an overview

A digital marketing plan is a framework with step-by-step instructions for your digital marketing
activities aimed at achieving your organisation’s goals. Having a plan in place can help you
efficiently use resources. Having a plan avoids wasting time and helps ensure resources are spent
wisely and efficiently. A digital marketing plan will help you define your goals and achieve the
highest impact for your organisation.

Components of a digital marketing plan can include:
e OQutlining your organisational goals;

e Defining your organisation’s audience
e A plan for utilising the various forms of digital marketing
e A plan for allocating sufficient resources (both in terms of personnel, skills, and funds).

How to create a digital marketing plan:

1. Outline your brand — what is your organisation’s focus?

2. Define the audience — who are you trying to reach?

3. Establish your goals — what do you aim to achieve?

4. Select a digital marketing strategy — how would your audience best be reached?

5. Plan and allocate sufficient resource — how much time, manpower, and finances can you
dedicate to marketing?

6. Evaluate the results — what went well and what could be changed?

For a more detailed overview, there is an eight (8) step plan at the end of this handbook, and a
template to customise in the appendix.

Audience

Before getting into specific the digital marketing forms, it is important to think about who you
are marketing towards, i.e., who is your audience? Remember that when creating content and
marketing you should first and foremost have your audiences in mind. This includes thinking
about their values and experiences, then figuring out a way to appeal to those values and
experiences so that they support your organisation. You will most likely have more than one type
of audience, after all society is composed of a wide range of groups with different experiences
and perspectives and human rights organisations engage in their activities to ensure human
rights are protected for everyone in society. Thinking about your audiences in specific groups
(instead of writing for “the general public”) can help increase the likelihood that those groups
will engage with your content.

One of the best ways to define your target audiences is to create various personas. Personas (or
characters) are the fictional and completely generalized representation of different target
audiences (who could become potential supporters). Creating personas will make it easier for



you (or your team) to imagine who they are writing (or creating content) for, which will make the
content higher in quality. It also makes it easier to adapt content and communication according
to the special needs, behaviours, sensitivity, and concerns of different groups. At the baseline
level, personas allow you to customize or target your communication for various parts of society.

Personas

Creating personas is done through research, surveys, conversations which your target groups,
comments and messages you receive on your website and/or social media channels, reactions
and actual interviews. That includes a mixture of your supporters, potential supporters, and
communication audience. You can make personas as detailed or as basic as you would like. Below
are a list of topics and questions you can ask yourself when creating personas.

Questions you can ask while preparing personas:
e Who are they

What is their profession?

What is their educational background?

How is their daily life?

What kind of communication does they prefer?
Have they any definitive and discriminant features?
Which social media channels do they use?

0O O O O O O

Where do they go to get information?

e What is their aim?
o What do they value most and what are their goals?

e Do they have challenges or concerns in life?
o What are their problems and challenges in their own life?
o What are their concerns about society in general?
o What are their most common objections

Example — Personas

Persona 1 Strategy:
e Retired, former teacher e Persona 1 will be best reached
e University degree through Facebook
e Active in community, societies e Will be interested more in
e Limited social media usage community workshops and

o Facebook account to communicate with meetings
relatives and some friends e Will be more likely to share your
e Concerned with issues related to pensioners and post about a free workshop, and
elderly create a wider audience




Persona 2

University student
High school diploma, university (future)
Very active in university societies, social justice
issues
Very wide social media usage
o Facebook account for communicating
with relatives like Person 1
o Instagram account for sharing updates
from personal life and following public
figures
o Twitter account for news and current
events, personal updates
related to youth,

Concerned with issues

employment, environment, politics

Strategy:

Reachable on multiple forms of
social media, most likely Instagram
and Twitter

Will be interested in events, and
informative posts that expand on
an unfamiliar topic, or aligns with
their views

Will be more likely to share posts
with a personal voice, instead of
plain information

Persona 3

Manual labourer
High school diploma
Participates in workers’ union, social clubs
Some social media usage
o Facebook account for communicating,
sharing personal updates
o Twitter for following public figures and
sharing personal updates
Concerned with issues related to workers’ rights,

Strategy:

Best reachable on Twitter, as their
Facebook feed will be limited to
updates from contacts

Will likely not be interested in
events, but may share for the
interest of other contacts. Likely to
be interested in commentary on
events

Likely to comment or engage with

politics content
Persona 4 Strategy:

Office worker
University degree
Some social media usage

o Facebook account for communicating

with relatives like Person 1

o Twitter for news

o Instagram for following public figures
Concerned with issues concerning politics, taxes,
social justice, pensions

Reachable on multiple forms of
media, most likely Instagram and
Twitter

Likely to be interested in news
updates, informative posts

Likely to share relevant information
to their personal feed, also likely to
engage and comment

Now that you have spent some time researching and defining your audiences through the
creation of personas, the next step is to learn about the different forms of digital marketing.




Guide to: content (marketing)

Content marketing is an efficient method for expressing the social aim of your organisation and
for how your audience can support that aim as well. It involves creating content (e.g., blog posts,
videos, social media posts, podcasts, infographics, etc.) for the purposes of increasing awareness
about your organisation without directly or explicitly promoting your organisation. Instead, the
content you create should stimulate interest on the topic covered in the content, and as a result
of that interest, the audience becomes indirectly aware of the organisation itself. Content
marketing is a cost-effective way to reach “the right type of audiences.” From a human rights
organisation’s perspective, this means audiences that are genuinely interested in topics covered
by your organisation’s work. These types of audiences are more likely to want to learn more
about your work, return to your website or social media channels, and be willing to take action
to support human rights.

Example — What is Content Marketing

You work at an organisation called Increase Access, which advocates for the improving
accessibility and ensuring the rights of people with disabilities. You post a blog for family
members of people with disabilities with advice on how to make their homes more accessible.

The audience who finds this blog post likely searched for this information online. They probably
have someone in their lives with disabilities and would be more likely to support an
organisation like your own, which advocates for the rights of people with disabilities. For
example, they may click on a link or that says “Click here to support Increase Access” that
appears at the end of the blog or video.

Content creation

Below is a 5-step description of how to do content marketing. The steps focus on some of the
methods you can use in your strategy to reach a larger audience.

Step 1: Find a popular topic
Your topic should be related, directly or indirectly, to other topics that your audience is interested

in. This increases the possibility that your audience will view your content, or will be
recommended to view your content.
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There are a number of ways you can find out what topics people are searching for online. Some
methods include:

a. Browse online communities.
Using websites or search engines that show you what questions people are asking related
to your topic and what keywords people use to search for information on your topic.

c. Researching what topics similar organisations are covering in their content. Pay special
attention to content that is the most popular.

Tips & Tricks: Finding proven topics for your content

You can use free online tools like answerthepublic.com, a site that finds questions people
ask on forums, blogs, and social media and converts them into keywords. Although this is
limited in terms of the number of searches you can conduct per day and the available
languages.

You can also use Google to see other commonly searched for topics and phrases related to
your topic. If you type a phrase like “privacy rights.” Google automatically shows you other
commonly used search phrases that also include “privacy rights” in the search bar. If you
scroll to the bottom of the page it will also list related searches.

You can also use Twitter to see which topics are trending, this can give you a good idea of
what is being talked about in your country. Even if a particular trending topic on Twitter isn’t
directly related to human rights, if you can think of a creative way to connect a trending topic
to a human rights issue that could be a way to increase the reach of your content.

Example — Finding an entry topic

You want to create content for your disabilities-related human rights organisation, Increase
Access, as a way to increase awareness about your organisation’s work. You go onto Google
and type in “disabilities human rights” and you see that one of the other suggestions Google
lists is “learning disabilities and human rights.” This helps you narrow down the topic of
disabilities and human rights but you still find this topic a bit broad and as you don’t have an
idea for a more specific topic on which to create content, you go one step further.

You search for “learning disabilities and human rights” on Google and see at the bottom of
the results page that Google lists a number of other related searches. One of them is, “What
can help to ensure that the human rights of a patient with learning disabilities are
respected.” Your organisation actually works on this topic, so you have a lot to say about it. It
is specific enough and based on it showing up on the Google related searches, you can assume

11



it is a question many people are asking. So you decide to create content on that exact topic,
and answering that question.

Step 2: Choose a content format

Now that you have chosen your topic, you need to choose a content format. Content formats
include blog posts, videos, infographics, quizzes and more. The format will depend largely on the
resources and skills available to your organisation. Be sure to choose a format that works best
for your skills and time availability, You also have the option of covering a topic in various formats.

For many organisations with limited resources, writing blog posts may be the most convenient
content format as it is cost-efficient and doesn’t require many additional specialised skills (for
example, video or photo editing). That being said, adding visual elements even to blog posts that
are made up of only text can help attract wider audiences, so try to add visual elements as much
as possible.

Example — Choosing content format

A few months ago, your organisation Increase Access published a video on “What can help to
ensure the human rights of a patient with learning disabilities are respected?” This was a very
popular video that has been reshared many times so you decide to publish another piece of
content on that topic, giving even more information. You therefore decide to write a blog post
on that same topic.

Step 3: Publish user-friendly content

The next step is to create high-quality content. A later section this handbook will cover content
substance in more detail, but before we get to the substance it is important to remember that
high-quality content focuses on the audience’s experience in consuming the content. This means
you should think about how to ensure your audience has a pleasant experience when seeing your
content.

Consider also including accessibility features for people with disabilities to better engage with
your content. This does not have to include major alterations, and many social channels have
added features and suggestions to include as you create and post your content through them.

Tips & Tricks: User friendly content

® Enhance readability: This doesn’t always mean making the text as short as possible.
Instead make sure your text is clearly structured with appropriate headings so your
reader can easily scan through the text to find the information they are most
interested in.

12



Increase audio quality: Use or produce high-quality audio. If you are creating your
own audio (e.g. interviews, podcasts) make sure to use a microphone. Quite often
people will use the microphones built into phones, computers, or cameras, but these
are more likely to pick up background noise, making the speaker’s voice less clear.

You can buy relatively inexpensive microphones (as little as €20!) very easily
nowadays. But if your organisation isn’t able to invest in this type of equipment then
just be mindful when using the equipment you do have. If you are not using a separate
microphone, find a quiet room and minimize potential background noise when
recording audio content.

Improve visuals: Be sure to use or produce high-quality visual materials. There are
several free tools online to help create visuals for your content. One is canva.com
which allows users to easily create different types of visual content (posters, social
media posts, etc.) and has several free templates and stock images that can be used
as inspiration.

There are also several websites with libraries of copyright free high-quality images
that can be used in your content. Some examples are: pexels.com or Wikimedia
Commons (commons.wikimedia.org).

13



Example — Publishing user friendly content

For your organisation, Increase Access, you are preparing a blog on “What can help to ensure
the human rights of a patient with learning disabilities are respected?” You already have the
text, now you are getting ready to upload it onto the website. You paste the text into your

website page and this is what you see:

What can help to ensure the human rights of a patient with learning disabilities are respected

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Non pulvinar neque laoreet suspendisse interdum consectetur libero id faucibus. Eget egestas purus
viverra accumsan in nisl nisi scelerisque. Nisl nunc mi ipsum faucibus vitae aliquet nec. Scelerisque purus semper
eget duis at tellus at urna. Ac orci phasellus egestas tellus rutrum. Lectus mauris ultrices eros in cursus. Gravida
neque convallis a cras semper. Vestibulum lorem sed risus ultricies. A cras semper auctor neque vitae tempus
quam pellentesque. Porta non pulvinar neque laoreet suspendisse interdum consectetur libero id. Adipiscing at in
tellus integer feugiat scelerisque varius.

Vitae turpis massa sed elementum tempus egestas sed sed. Dui vivamus arcu felis bibendum ut tristique et
egestas. Egestas sed tempus urna et pharetra pharetra. Eget est lorem ipsum dolor sit amet. Tincidunt augue
interdum velit euismod. Duis tristique sollicitudin nibh sit amet. Purus non enim praesent elementum facilisis leo
vel fringilla. Quis blandit turpis cursus in hac habitasse platea. Fringilla ut morbi tincidunt augue interdum velit
euismod. Viverra justo nec ultrices dui sapien eget mi. Proin fermentum leo vel orci porta. Diam sollicitudin tempor
id eu nisl. Nullam eget felis eget nunc lobortis mattis aliquam. Scelerisque mauris pellentesque pulvinar
pellentesque habitant morbi. Egestas egestas fringilla phasellus faucibus scelerisque eleifend donec. Cursus metus
aliquam eleifend mi in nulla. Leo vel fringilla est ullamcorper eget nulla facilisi etiam dignissim.

You realise it is a big block of text in small font and decide to enhance the readability by doing

the following:
® increasing the font size

e adding sub-headlines within the text
e increasing the spacing between the text’s lines
e changing the title

14



Updated blog post:

A Guideline for Ensuring the Human Rights of a
Patient with Learning Disabilities are Respected

What are the rights of patients with learning disabilities?

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua. Non pulvinar neque laoreet suspendisse
interdum consectetur libero id faucibus. Eget egestas purus viverra accumsan in nisl
nisi scelerisque. Nisl nunc mi ipsum faucibus vitae aliquet nec. Scelerisque purus
semper eget duis at tellus at urna. Ac orci phasellus egestas tellus rutrum. Lectus
mauris ultrices eros in cursus. Gravida neque convallis a cras semper. Vestibulum
lorem sed risus ultricies. A cras semper auctor neque vitae tempus quam
pellentesque. Porta non pulvinar neque laoreet suspendisse interdum consectetur

libero id. Adipiscing at in tellus integer feugiat scelerisque varius.

Who can you talk to if you think the rights of a patient with learning disabilities are

not being respected?

Vitae turpis massa sed elementum tempus egestas sed sed. Dui vivamus arcu felis
bibendum ut tristique et egestas. Egestas sed tempus urna et pharetra pharetra. Eget
est lorem ipsum dolor sit amet. Tincidunt augue interdum velit euismod. Duis tristique
sollicitudin nibh sit amet. Purus non enim praesent elementum facilisis leo vel fringilla.
Quis blandit turpis cursus in hac habitasse platea. Fringilla ut morbi tincidunt augue

interdum velit euismod. Viverra justo nec ultrices dui sapien eget mi. Proin fermentum

leo vel orci porta. Diam sollicitudin tempor id eu nisl.

There are certainly more things you could do to improve the quality of this text, e.g. adding
visuals or audio, but we will leave it here for now.

15



Step 4: Optimise for SEO

This handbook will go into SEO in more detail; at this stage, focus on the keyword(s) you will use
for content. Once you have determined which keywords you will be using, make sure to use the
keywords a few times in your content (if it is written content), or use the keywords in the
descriptions of the content (if it is solely audio or visual content).

Keywords should feature prominently in the body of the text, and particularly in the first 150
words, but it is not necessary to use your keywords as frequently as possible.

Example: Optimise for SEO

You have just finished writing the following blog post for your organisation, Increase Access
and now want to work on optimising it for SEO. You do some research and decide the blog’s
main keywords/keyphrase will be “patients with learning disabilities.” You scan your text and
see that this term is already in the title and sub-headlines. In the first paragraph of the blog,
you change the phrasing of two sentences so the keywords, “patients with learning
disabilities,” appears two more times.

A Guideline for Ensuring the Human Rights of a
Patient with Learning Disabilities are Respected

What are the rights of patients with learning disabilities?

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua. Non patients with learning disabilities
interdum consectetur libero id faucibus. Eget egestas purus viverra accumsan in nisl
nisi scelerisque. Nisl nunc mi ipsum faucibus vitae aliquet nec. Scelerisque purus
patients with learning disabilities at urna. Ac orci phasellus egestas tellus rutrum.
Lectus mauris ultrices eros in cursus. Gravida neque convallis a cras semper.
Vestibulum lorem sed risus ultricies. A cras semper auctor neque vitae tempus quam
pellentesque. Porta non pulvinar neque laoreet suspendisse interdum consectetur

libero id. Adipiscing at in tellus integer feugiat scelerisque varius.

16



Step 5: Promote your content

Once you have finished creating your content you need to distribute it. You cannot assume that
people will visit your website regularly to see if you have published any new content so you need
to reach out directly to your audience by “going to where they are”. Use multiple methods to
share your content to maximise your audience outreach. Below are some methods you can use
when promoting your content:

e Social media channels: Create a few small “excerpts” or “teasers” from your content and
publish these on your social media channels. (See also Tips & Tricks: Creating Content for
Social Media Marketing)

e Content Roundups: Content roundups are blogs and/or websites that curate the best

content on a specific topic from that week (or month). Do some research and try to find
content roundups in your country and share your content with them.

¢ Influencers: Influencers are people with large social media followings. They frequently
partner with brands to advertise their products. You could reach out to them and see if
they would be willing to spread your content to their audience. Given the social cause /
human rights aspect of your work, influencers might be willing to promote your content
for free.

Do some research on local influencers and try to figure out if there are specific social
causes or human rights related issues which they have discussed or to which they have a
personal connection. You could create content that relates both to your organisation’s
work and that topic. This may increase the chance that the influencer will promote your
content.

o Newsletter and Email Lists: Your organisation may already have a substantial following
or audience in the form of newsletter subscribers — include links to your other content in
your regular mailing to them.

Example: Promoting your content

The steps listed above applied in practice would look as follows:

You just published a blog on your organisation’s website titled, “A Guideline for Ensuring the
Human Rights of a Patient with Learning Disabilities are Respected.” Now you want to
promote this content so you do the following:
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e Write 3 social media posts about the blog. Then schedule these social media posts to
be posted on the day of the blog’s publication, 2 days after publication, and 4 days after
publication.

e You do some research and find a content roundup on patients’ rights and you share
your blog with that content roundup.

® You do some research and find an influencer on Instagram that has learning disabilities
and has spoken about their experiences with learning disabilities. You reach out to
them and they decide they are willing to promote you blog on their channel.

e Inyour monthly newsletter you include information about the newly published blog so
all of your subscribers are made aware of it.

Resources

There are a wide range of tools and resources available to create graphics and other digital
content. Many are free to use, and very user-friendly. Experiment with the options to find what
works best for your organisation.

Canva

A very popular graphic design website platform to create social media graphics, posters, and
other visual content. Very intuitive to use, and most features are free, with some design
templates behind a paywall.

Headliner
A web-based application that can edit videos for sharing on social media. Easily handles audio,
subtitling, and creating thumbnails to share on social channels to attract audiences.

Image providers

An essential resource to use is an image provider, which are databases of images uploaded by
users to be shared and used in other visual media. News outlets use paid providers like Getty,
and free or freemium options like Shutterstock are more financially accessible. Other popular
providers include Unsplash, and iStock.

Creative Commons

If you are using content created by someone else — such as stock photos, or videos — it is crucial
to be mindful of the copyright limitations. Unless you have express permission from the
creators of the content, always search for content that are provided with a Creative Commons
license. CC licenses expressly allow free and unlimited use of the content, provided credit is
given to the original creator. Failing to do so can result in the original creator seeking financial
compensation for copyright violation.
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Accessibility

Primer

Modern technology comes with modern solutions. Where previously people with visual, aural,
or other disabilities would have limited access to most forms of media, now there exists a wide
range of options and assistive features that accommodate almost everyone.

A lot of these features are easy to implement, and involve a very small number of adjustments
to the content that you create. The added value created by these additions can increase your
reach by allowing barrier-free access, and will also have a positive impact on both your
audience and your brand.

Screen-readers

People with visual disabilities will make use of screen-reader software to read digital content
out loud. The software capabilities have gone beyond simply processing text: they can now
detect the font styling and coding of the text to better understand what should be read aloud.

When creating a blog post or a website feature, use an accessibility plugin to assess your
structure. Make use of features like heading styles instead of increasing font to mark out titles.

Alt text and image description

The easiest of these additions is alt text (or alternate text) and image descriptions. A short
written description of an image as a caption, which makes sense if the image cannot be viewed
for any reason, provides context to people using screen-readers, or just anyone who has images
blocked from loading on their device. This also includes graphic slides with text, such as on
Instagram.

Encoded video captions

Many video platforms offer the feature to create automated captions to uploaded videos. This
is a very useful feature, but can still have errors due to accents, specific phrases, or volume.
Where possible, include captions as part of the video that have been checked for accuracy and
time placement in the video.

Other

There are many more features to be as inclusive as possible. For more information, resources
like WebAIM (in English) and W3C Web Accessibility Initiative (available in multiple translations)
are useful to consult to adjust your content.

19



Guide to: social media (marketing)

This section will briefly describe how to get started with, or improve, our social media marketing
activities. These steps are generalised and can be used across different social media channels.
The sections following will go into more detail about specific social media channels: Facebook,
Twitter, and Instagram.

Step 1: Choose the right social media channel

When choosing which social media channel to focus on, think about the audience you would like
to reach and find out which social media channel they use the most. You should also think about
what type of content you are going to publish.

For human rights organisations that are trying to broaden public support for their work, it is likely
that Facebook will be the best channel. It is still the largest and most commonly used social media
channel in the world.

Example: Picking the right social media channel

The government of your country has recently proposed changes to the law on refugees. The
proposed changes are not consistent with international standards and violate human rights. At
the same time the media, which is largely controlled by the government, has started publishing
more stories that are anti-refugee and public opinion is beginning to turn against refugees.

You work at an organisation that defends the rights of refugees at an individual and legislative
level. You are in charge of communications and in the current context, one of your goals is to
increase public support of refugees and your organisation’s work through social media
marketing.

Your time is limited because you also prepare legal defences for refugees who require legal
assistance. You therefore decide to only use one social media channel for your marketing
activities.

You ask yourself, what segment of the population you are trying to reach. The answer is the
general population because you need broad support to successfully prevent the legislative
changes.

You also ask yourself what type of content you will produce. The answer is various types. You
decide to create simple videos of refugees sharing their reasons for coming to your country
and what they love about your country. You also decide to write blog posts about the rights of
refugees and how the proposed law violates international refugee law. Based on the blog post
and videos, you create infographics and photos with key quotes and information.
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Because you want to reach the general population and produce various types of content you
decide that Facebook is the best channel for your social media marketing activities. It is the
most widely used social media channel in your country and the platform is compatible with
various types of content.

Step 2: Start creating and publishing content

Once you have chosen your main social media channel make sure your profile is completed. This
means having an appropriate picture, a clear explanation of your organisation’s work, relevant
contact information, and a description of what your audience can expect from your page. After
that, start publishing content and publish regularly. You may not be able to publish everyday but
try to set a minimum per week or month. Remember that for content quality is more important
than quantity. Social media channels want engaging content, this means content that your
audience likes, comment on, share, or engage with further. The more engagement your content
gets, the more social media channel algorithms will disseminate it to new audiences that are also
more likely to engage with your content. This can lead to growing your social media audience,
and with that your organisation’s public support base. It is important to remember that while
you want to grow your social media audience, similar to content, the quality of the audience is
also more important than quantity.

Quality audiences or quality followers are followers who engage with your content. It is better to
have 70% of one thousand followers engage in your content than to have 5% of a hundred-
thousand engage. The higher engagement rate tells social media algorithms your content is good
content and it will disseminate it further.

Tip & Tricks for Creating Content for Social Media Marketing

o Get the most out of your content. This can be helpful if you have limited time and
resources and are unable to produce a lot of content.
o For example, if you publish a longer blog post or article on your website create
2-3 social media posts based on that content. You can also use stills from videos
you have produced for visual social media content.

o Create a framework. Decide what type of content your social media channel will
publish, having a framework ahead of time can make creating content for social media
marketing easier and quicker.

o For example, your page could serve as an “information news platform,” which
publishes the latest developments on a particular human rights topic in your
country. Another potential option is your page could serve as an “inspirational
platform,” which shares uplifting stories relating to human rights and tries to
connect with audiences on a more personal level.
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® Check out peers and ‘competition’. If you are having trouble thinking about what type
of content to post, look at the social media channels of organisations that are similar to
yours or look at organisations that are very popular in your country. See what kind of
content they are posting and what has gotten the most engagement.

Step 3: Build a connection with people - Listen and Engage

One of the key differences between social media and “traditional media” is the ability to listen
to, and directly engage with, your followers and audiences. It is important to monitor what is
being said on your page and about your content. Social media enables organisations to have
conversations with their audiences. Human rights organisations do many activities aimed at
getting their messages across to audiences, but they should also engage in activities aimed at
listening to their audiences and finding out what they think about specific topics they work on.
This can help organisation better address the needs of their community. Social media can be a
tool in this regard.

Direct feedback in the form of comments can be very helpful in finding out what people are
thinking about and how they perceive or understand topics your organisation works on. It can
also help you figure out what type of content people like and what they don’t like. It’s not enough
to just listen to what your audiences are saying, you should also speak with them. This is often
called engaging with them on social media, it is as simple as replying to comments on your page
and content. Engaging in conversations with audiences can be an effective way to grow the
number of loyal followers and supports of your page and organisation. Another way, though this
is completely optional, is to directly ask your friends/connections on social media to like your
organisation’s page. People trust other people more than they trust organisations, if you and/or
your team members are willing to, it is possible to use personal profiles to invite their friends on
social media to also follow your organisation’s page.

Tips & Tricks: Replying to negative comments

This can sometimes get tricky in the context of human rights work; there is always the
possibility that negative comments appear on your social media pages. There are two types of
negative comments which should be handled differently.

Internet Troll Comments: These are not serious comments, they deliberately try to offend,
cause trouble or directly attack people. First, check the profile of the person. Look at what
have they written, who they target, and whether it looks like a genuine person. If they are
always engaging in internet trolling behaviour it is recommended to avoid any further
interaction. You can also delete the comment.
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Genuine Comments: If the person seems genuine it may be helpful to engage in a conversation
with them. Try to understand their point of view and respond with your counter arguments.
Even if you do not change that person’s mind it still shows you are an engaging organisation.
Respond with honest, sincere and authentic answers.

Always exercise caution, check if your organisation has a policy on dealing with negative
comments if not, create a policy and publish it on your page. This demonstrates transparency
and accountability which can build trust.

Step 4: Monitor and measure your work

It is important to monitor the progress of your social media channels, this will help you determine
if your activities are reaching your goals. An advantage of social media is most channels have built
in monitoring tools which makes monitoring progress relatively easy. The following sections will
go into each channel and provide specific guidance on how to access these tools and also provide
a list of additional resources directly from social media channels.

There are various things you can measure on most social media channels. It is important to think
about what your specific goal is for your page or for specific content when deciding which of the
metrics listed below you should prioritise. They are:

e Followers: This is the number of people that are following your social media page

e Engagement: This is the number of actions taken on your posts, including likes,
comments, re-shares, re-tweets, link clicks, or video views. This is seen as the most
important building a strong supporter base for your organisation.

e Reach: This is the number of people that see the content you content.

Call to Action: When an audience member does an action requested in the text, e.g.,
going to your website, going to your event, clicking a link to donate or sign a petition,
sharing a post you have asked them to share etc.

e Conversion/Return on Investment (ROI): This is the number of times an audience
member has responded to a Call to Action (see term above)

Step 5: Social Media Advertising

All the steps listed above are aimed at building your audiences and growing the number of your
followers, social media advertising is a method of amplifying and accelerating your efforts
through paid online advertisements. In the following sections, which talk about specific social
media channels, there will be channel-specific guidance. For now, it is important to understand
the advantages of social media advertising and when and how to use it.

The two main advantages of social media advertising are:
e highly specified and targeted ads: social media channels have a lot of information about

their users, this means you can create content with specific audiences in mind, and pay
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for this content to be directed at that audience. This includes age, gender, political
affiliation, specific interests, geographic locations, etc. This can help you better reach
groups of people your organisation has identified as most likely to support your work, or
better reach groups of people that may have never heard about your organisation or its
work but that you would like to share your messages with.

e significantly wider reach: Normally followers of your page are the only people that would
see content you post, paid social media advertising allows your content to be seen by a
much wider range of people. This can help grow your number of followers more quickly.

Example: Social Media Advertising

You work for a newly established human rights education organisation in Washington DC that
offers, amongst others, civic rights workshops aimed at teaching the youth what powers they
have to stand up for their rights. The previous workshop only had 3 attendees and you would
like to increase the number of attendees for the following workshop. You create an event page
with a catchy title and all the relevant information, which you publish on your organisation's
social media channel. You also decide to use social media advertising.

First you think about your target demographic, which is youngsters ages 12-14. Then you think
about what interests these youngsters have that may indicate they would be interested in your
workshop. You decide that youngsters who have shown other types of rights organisations, like
Greenpeace, Amnesty International, or World Wildlife Fund might be interested in your
workshop.

You also think about what topics are popular currently in society, that would also indicate they
may be interested in your workshop. You decide people who have shown interest in prominent
figures in rights like Greta Thunberg or Malala Yousafzai, and people who have shown interest
in the Black Lives Matter protests or Myanmar protests may also be interested in your
workshop.

Then you create a social media ad for youngsters, in the section where it asks you what
demographic you would like to direct the advertise towards you list the following:
e Age:12-14
® Interests: Greenpeace, Amnesty International, World Wildlife Fund, Greta Thunberg,
Malala Yousafzai, Black Lives Matter, Myanmar Protests
® Location: Washington DC

You decide to go one step further, and also try and target adults who have a platform to directly
share information with youngsters. You think about who might be interested in sharing this
type of information and decide teachers of history, civics, and social studies might be interested
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in sharing information about your workshop to their students.

So you create a second social media ad for teachers, in the section where it asks you what
demographic you would like to direct the advertise towards you list the following:
e Occupation: teacher
® |Interests: civics, history, human rights, Greenpeace, Amnesty International, World
Wildlife Fund, Greta Thunberg, Malala Yousafzai, Black Lives Matter, Myanmar Protests
e Location: Washington DC

Your social media ad reaches 20,000 people, 200 people showed interest in the event, and 25
registered and attended the following workshop. While 20,000 to 25 may seem like a significant
drop, the advertisement was most likely very cost effective, and compared to your previous
event, 22 more youngsters attended your workshop, making it a success.

Looking beyond the specific event, and placing it in a wider social media marketing context,
your social media advertising efforts resulted in 20,000 seeing your content. This means up to
20,000 people who may not have heard about your organisation before, have now heard about
it. That is an example of expanding your reach. Also, 200 people shown interest in the event by
clicking the like button, this means they are now more likely to see your content in the future
(even content that you have paid to advertise). That is an example of engagement. Lastly, 25
youngsters attended your event, this means your efforts convinced 25 people to do what you
wanted them to do actually did what you wanted them to do, i.e., attended your workshop.
That is an example of conversion or ROL.

Channels

Below is a brief overview of some of the most popular social media channels.

Facebook

Facebook is the largest social media channel worldwide, you should think of it as a mini version
of your website. It is a great tool for organisations because it is a free tool (it does not cost
anything to have a Facebook page), it has broad outreach possibilities (most segments of the
population uses Facebook), and it has easy (and inexpensive) advertising tools.

You need a personal Facebook account to manage a Facebook Organization Page. Facebook
Organisation Pages can have multiple managers and a variety of roles. For example, an
Administrator has full control over the page (including adding other Page managers) and an
Editor may only have the ability to post content on the timeline. Consider how best to use this
feature, perhaps you have team members who have their own projects and you would like them
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to be able to post on the Page timeline about their work, instead of them having to ask you to
post content about their projects.

Setting up your Facebook Page

Make sure your Facebook page looks professional, and gives the right impression to your
prospective audiences. This includes ensuring you have a good profile photo (this will likely be
your organisation’s logo) and a good cover photo. Your cover photo should be good quality
(pixelated or blurry images look unprofessional) and visually summarizes the type of work your
organisation does. Think about what impression the cover photo gives to external audiences.

Page Info

Your page info should inform the user of all relevant information about your organisation. This
can include:

e A brief Description (255 characters- don’t worry there if you need more space there is a
longer About Section)

e User Name (this generates a short link for Facebook e.g.
www.facebook.com/YourOrganisationName)

e About Section

e Category (this will most likely be non-profit for human rights organisations)

e Contact Information (phone, physical address, other social media channels etc.)

e Opening Times

e Services (e.g., provide advice or legal defence for human rights issues)

“Call to Action” Button

Make sure to think about what button you want shown on your Facebook Page. Currently the
default button is the “Send Message” button, but perhaps that isn’t the most practical for your
organisation. You could change this to other “Call to Action” buttons by clicking on the “Edit...”
button. This should be on the right side of your page next to your Profile Name and Profile Picture.

Tips & Tricks: Call to Action Button Options

Having a large amount of Facebook followers is a good first step to broadening the support of your
organisation. However, your Facebook followers may not see all the content you post on your page.
The sheer amount of content on Facebook means your content is competing with the content of other
Facebook pages a person is following. You are also competing with all the content posted by that
person’s Facebook friends. Remember most people do not go to individual Facebook Pages, they stay
on their own Facebook and consume content that appears on their newsfeed.
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One way to ensure your most important content and messages reach a person is to get them to
subscribe to your Newsletter. People who subscribe to your Newsletter have demonstrated a deeper
interest in your organization and may be most likely to answer other Call to Actions your organization
may release, e.g., Donate to Our Organisation or Sign This Petition. You can change the “Call to Action”
button on your home page to a “Sign Up” button, which would allow people to sign up for your
organisation’s newsletter directly from Facebook.

You can also register your organisation to receive donations on Facebook and replace the Send
Message button with a Donate button. Go to Facebook’s Charitable Giving Page
[https://www.facebook.com/donate/signup] to learn more.

Customise Page Tabs

On your Facebook page, below you profile picture there are several tabs, e.g. Home, About,
Events, Photos.

Make sure to think about what tabs you want shown on your Facebook Page. You can edit and
add tabs by clicking “More” on the tabs sections and going to “Edit Tabs.” You can also get to this
section by clicking “Settings” on the Navigation Menu, then clicking “Templates and Tabs.” Some
tabs have to be there, but there are many you can turn off.

The “Home” tab is always present on your Facebook page, and three other tabs appear next to
the “Home” tab. The top three tabs underneath home will appear on your Facebook page, the
rest can be found after people click “More.” To rearrange the order of the tabs, click the 6 dots
on the left side of each tab name and drag them higher or lower on the list.

You can also add custom tabs by typing in tab names on the Facebook search bar, on the top left
corner, e.g., “Instagram Tab”. Once you have found the tab you want, click on the tab and follow
the instructions to add it to your Facebook page. Some Facebook groups or pages have the same
or similar names to tabs so make sure you find the right one. You will know you are on the right
page to add a tab when you see the “Use App” button on the page.

Custom tabs that could be useful for your organisation are:
e Instagram Tab
e YouTube Tab

Growing your audience

Because Facebook is the largest social media channel, it is also the most “general” social media
channel. Much of the advice related to using your Facebook Page and growing your audience can
be generalised across different social media channels. Remember that increasing engagement is
one of the most important goals you can set for your Facebook page.
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Tips & Tricks: 7 Ways to Increase Engagement on Facebook (Algorithm Hacks)

1. Boost your content: Your Page’s content is competing with billions of other Facebook posts, give
your content a greater chance of appearing on your audience’s newsfeed by boosting your posts. You
don’t have to spend a lot and boosting can even help increase organic (non-boosted) reach. This is
because boosting posts reach more people and if these people engage with your post then Facebook is
more likely to show your next post more people’s timelines.

2. Create Engaging Content: Remember to think of your audience when creating content and posts for
Facebook. Try to create content that (first and foremost) pertains to the interest and goals of your
audience and try to link that to your organisation’s work or key messages.

3. Get people talking: Posts that get people talking will increase your engagement, e.g., simple answer
or comparison answer questions

4. Interact with your followers: Reply or like comments on your posts.

5. Avoid fishing for engagement: Facebook does not like posts that directly ask people to engage, e.g.,
Posts starting with “comment below” or “share this post.” This used to work but not anymore.

6. Post More Often and Regularly: Try to aim for posting on average 20 times per month. If this is not
possible, set a more realistic goal and stick to this plan. Regularity is also as importance as quantity.

7. Post native content and keep people on Facebook: Facebook’s business model is based on keeping
people on their site. This means they prefer native content (content created and posts solely for
Facebook) that doesn’t take people away from Facebook.

Some examples include uploading videos to Facebook instead of adding a video link to YouTube. Instead
of adding links to an article you just posted on your website, create one post that informs people about
the new article and includes the link. Then create additional Facebook posts that summarize the article’s
key points but don’t have the article link to your website.

Bonus Tip: When possible use video!

Facebook Ads step-by-step guide

One of Facebook’s most powerful tools are Facebook Ads, which are extremely useful to increase
your audience reach. The section below will demonstrate how to create an ad on Facebook.

Step 1: On the left side Navigation Menu click on “Choose Ad Type” then select “Create New Ad.”
This will take you to the Ad creation page.

This page also has the option to Boost Existing Content, which is creating a Facebook Ad based

on a post you have already made. This doesn’t change your post it just increases the number of
people who will see your post. You can find this option
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Step 2: Select a goal for you ad. Goals Options include:
e Get more website visitors
e Get more page likes
e Get more leads

Step 3: Create the Ad. This includes the following steps:

e Adding a Description

e Selecting Media - images, videos, or creating a carousel of images

e Adding a Headline- the ad’s title

e Selecting a Button Label- your ad’s Call to Action e.g., Apply Now, Book Now, Contact Us,
Donate Now, Download

e Adding any relevant website URL

e Defining your Audience - this is one of the most important settings for your Facebook Ad.
This allows you to more specifically define who you would like to target for this Ad.

e Set the duration — how long the ad will run (it is generally recommended for ads to run for
3-5 days, though this can change depending on the specific ad and purpose)

e Add payment

e Select the ad’s placement- you have the option of linking ads to your Instagram account if
you organisation has a linked Instagram account.

On the right side you can see Ad preview, Estimated Daily Results, and Payment Summary.
Step 4: Monitor the ad’s performance

From your Manage Page Navigation Menu, you can go to Ad Center. This page shows you how
your ad is performing in terms of Reach (how many people have seen your post), Engagement
(how many people have interacted with your post), and Link Clicks.

Additional Tips & Tricks for Facebook Ads:

¢ Finding the best target audience: Define your target audience based on demographics,
interests, purchasing habits or other criteria. A number from 500,000 to 1,000,000 will
result in good interaction. In the case of an extremely large or narrow target audience,
the interaction will be negatively affected.

e Avoiding unnecessary expenses: Think about which content you should spend money on
and which you should not spend money on. Don’t spend money on content that is low
qguality and unlikely to expand.

o Testing with different visual approaches: If you are about to start a large online
campaign, it is important to get the visuals right. You could invest the time to create
different forms of visuals and messaging for your campaign content. Assigned a small
budget to each of the different forms and monitor which version perform best after a 1-
or 2-day trial.
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Instagram

Instagram is a unique story-telling platform with a fast-growing audience. Aimed at sharing
updates with followers with images, new features such as filters, captioning and graphics to add
to photos and videos generate more engagement than plain text.

Setting up Instagram

You can register as a “business profile” under the “business category,” which comes with certain
advantages including the option to list the Instagram profile as a representing a “non-profit
organisation.” This will help your profile be recognised by visitors as a socially driven organization.
You can also connect organisation’s Instagram account to your organisation’s Facebook. This can
help increase the impact of content by posting it on various channels simultaneously. Be sure to
add the link to your web site as well as contact information.

When you change your profile to a business page, you can access your broadcasts and stories.
Instagram is owned by Facebook. There are many possible actions on both of these platforms. If
you manage the Facebook page of an NGO, you can log in to Instagram and invite your Facebook
supporters and friends to follow your Instagram page. This will help you increase the number of
followers on Instagram.

Using Instagram
Each social media channel has its own terms associated with the platform. Below are the most
common and important terms for Instagram:

e @: Using this symbol followed by a person or organisation’s Instagram username is called
tagging, it notifies the user of your post and allows them to share the post as well.

e DM: This means direct message, its Instagram’s version of private messaging through the
platform. You can access your account’s messages on the top right corner by clicking on

this symbol: <

e #:Thisis a hashtag, which can connect your tweet to a specific topic. For example, a tweet
commenting on the anniversary of a (hypothetical) London protest could add the hashtag
#LondonProtest1943 and this tweet would be connected to all other tweets that have the
same hashtag. For audiences this can be helpful, anyone who is interested in that protest
could also look up #LondonProrest1943 and see all the tweets that have been posted on
that topic.

Publishing Content
There are various ways to publish content on Instagram.

e Profile Posts: Posts that appear on your profile and on your followers’ newsfeed. They
can be accessed by clicking through to your profile.
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Instagram stories: These are temporary posts (e.g., pictures or videos) that can be viewed
for 24 hours. This is an excellent format to use interactive features, such as surveys, polls,
Q&A. This is a great to get your followers to engage with your content.

Stories: There is an option to save stories you have posted on Instagram. You can create
different categories (e.g., Updates, Polls & Quizzes, Human Rights Trivia) of stories which
appear underneath your profile information and above the profile posts. This can allow
users to see all of the stories you have posted under a specific category (e.g., Polls &
Quizzes).

As Instagram is a highly visual channel, using the design resources available will assist your
organisation to create engaging content and a reputable brand.

Twitter

Twitter is more focused on conversations and discussions on the latest developments in your

field or

topic of interest. It also attracts a more diverse, active, and interested audiences. For

example, while on Facebook you may want to reach the general public, on Twitter you may
want to reach experts and policy makers interested in issues surrounding human rights.

Creatin

g your Twitter Account

Choose your Twitter handle / username. The Twitter handle should be as close as possible to
your organisation’s name so audiences can recognise you.

Set up

your profile. Add a profile picture (this will likely be your logo), cover photo, and bio

(describing what your organisation does). Also add your website link and other contact
information as necessary.

Using Twitter

Each social media channel has its own terms associated with the platform. Below are the most
common and important terms for Twitter:

tweet: a post on Twitter

@: Using this symbol followed by a person or organisation’s Twitter handle / username is
called tagging or public mentioning. It is a public comment towards that person or
organisation (e.g., President Reagan posting on Twitter “@PresidentGorbachev Tear
Down This Wall” to call Gorbachev out). NOTE: This is the same term / serves a similar
function on Instagram

RT: This stands for retweet, if someone retweets your post, it appears on their profile and
(usually) means they found your post interesting.
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e DM: This means direct message, a version of private messaging through the platform.

e #:Thisisa hashtag, which can connect your tweet to a specific topic. For example, a tweet
commenting on the anniversary of a (hypothetical) London protest could add the hashtag
#LondonProtest1943 and this tweet would be connected to all other tweets that have the
same hashtag. For audiences this can be helpful, anyone who is interested in that protest
could also look up #LondonProrest1943 and see all the tweets that have been posted on
that topic.

Below are some essential tips & tricks for optimal Twitter use:

Remember that Twitter is a tool for discussion, not a one-way communication platform..
Follow and connect with relevant journalists, experts, policy persons, and other
influencers related to your area of work. You can use the @[TWITTERHANDLE] (tagging
symbol) to directly engage in conversations with these experts and influencers. When you
tag a Twitter account, not only are they made aware of your post, many of their followers
can also see your post.

3. Engage with people / accounts you follow on Twitter. Comment on their posts or articles,
express your (organisation’s) opinion, and re-tweet. This will help you become part of the
conversation and grow your following.

4. Add pictures or other content. Analyses show that tweets with visuals or links are more
likely to be retweeted.

5. You can ask for RT support. If you want your tweets to be distributed more, start with RT
and type texts which can set your followers in action.

6. Try to write authentic, genuine texts.

7. Follow up hashtags. Check the Trending Topic list daily and try to create content whenever
you come by a hashtag suitable for the brand.

8. Do not always talk about yourself, use interesting and informative content.

Youtube

YouTube is a video sharing platform owned by Google, which has a direct effect on search
engine results. It has a wide reach across many sectors of the population, due largely to the
huge range of content, and the ability to be accessed and permit uploads from almost anyone.

There is a lot of content on YouTube, so quality is important. One of the biggest advantages of
YouTube is the longevity of the content you publish on this channel. On other social media
channels, people mostly consume content that the channel itself presents to the viewer (most
often on their newsfeed). On YouTube people actively search for content, this means if you
properly set up content with descriptions and good titles they can find your content.
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Setting up your YouTube Page

Before setting up your YouTube page try researching other accounts that are similar to your
organisation. This can give you ideas of what kind of channel you would like to create. Be sure to
think of a clear concept for your channel (e.g., educational, story sharing, etc.). Then create your
account. Below are some instructions and tips for creating an account:

e Create a Google account to be the owner of the organisation’s YouTube channel. NOTE:
Avoid using a person’s individual Google account, this can make it difficult to access the
channel if that person leaves the organisation.

e Link the Google account to a Google brand account (see here for more information on
brand accounts)

e Create a YouTube channel using the Google account.

e Add links (web sites, social media channels) and information about your organisation and
what type of content you plan to post on this channel

e Add profile and cover photos, and a title picture

e Create videos according to your strategy

e Add videos to your channel and optimise them for searches

Using YouTube

After setting up your YouTube page, the main activity on YouTube is publishing video content on
your channel. When publishing video content be sure to add the following:

e Title: The title is important in searching for a video. The title is usually what makes the
user decide to watch a video. It should be clear, simple, easy-to-understand and in line
with the content.

e Description: You have a lot of space in this section (8,000 characters / ~800 words) you
should use this space wisely. If there are resources associated with your video you can
add relevant links or any other pertinent information.

e Tags: Using tags informs the users and YouTube what your video is about. It helps
YouTube associate your video with other relevant videos. This may result in better access
to the content.

e Category: Choosing a category is another way of grouping your video with similar content
on YouTube. We recommend that you search what works well for each category.

Other regional channels

While Facebook is hugely dominant internationally, different regions will have different social
media channels, which may be more used by the general population than the above. The tips
above are relevant to each, and many — like VKontakte — will work very similarly to Facebook in
advertising and audience reach.
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Guide to: optimising for algorithms

Your website is often the first impression a person gets from your organisation or the first place
a person would go after hearing about your organisation and wanting to learn more. This makes
it an important and key communications tool. It is where people can get to know about your
organisation and its work. Having a good website increases your organisation’s credibility. The
more credible your organisation is, the more likely people will trust your messages and respond
to your calls of action. This can be incredibly important for human rights organisations aimed at
building local public support in their country or region.

There are three elements you should consider when designing or updating your website, with
the aims of growing your organisation’s supporter base:
1. Design elements

2. Web pages
3. Optimisation (specifically, Search Engine Optimisation)

Design elements

e Alayout thatis easy to read and easy to navigate: A simple website layout makes it easier
for website visitors to absorb information, an overly complicated layout may make them
leave. When looking at your website’s layout, ask yourself what information you want
visitors to find the easiest, and place that information in a prominent position.

e A visually attractive and welcoming website: Use high quality images and simple colour
schemes, and photos with people in them (when possible)

e Simple fonts: Using simple and large enough fonts to ensure the text is readable.

e Logo consistency throughout the website: Try to make sure your logo appears on every
page, this can build brand awareness of your organization.

e A big Join or Donate or Sign-Up button: The top right corner is an ideal spot for this
button.

e A Clear Call to Action: If you have a specific event, or specific campaign you would like
visitors to be aware of, make sure visitors are made clearly aware of this from the first
page they visit on your website.

Web pages

When thinking about your website, try asking yourself what purpose does it really serve?
Business website are aimed at growing their customer base to sell their products or services.
Human rights organisations can use the same tools and tactics businesses use to grow their
customer base. For human rights organisations, instead of growing customer base, you would
like to increase your supporters. This could be in the form of newsletter subscribers, members
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that regularly donate, or people who will follow your organisation’s specific call to actions (e.g.,
Sign This Petition or Attend this Protest).

When a person who could be a potential support of your organisation visits your website they
want to find what values your organisation have and whether they align with their own values.
Think about what type of information different types of visitors are looking for. If your
organisation is member-based, think about what a potential member would want to know. A
successful tactic is giving members access to specialised information they can’t find elsewhere or
educational content related to their interests. Lastly, they want an easy way to sign up for
membership and pay for things online. Potential donors want to know what your organisation’s
mission is, where donations are going, and an easy way to donate.

Based on these needs, your website should include the following:
e Home Page

e Join Us Page—listing membership benefits

e Donate Page

e Events

e Resources / Members Only Area

e News/Blog Section to update work

e Contact Us

e About Us — describing the organisation’s mission, vision, and values

SEO (Search Engine Optimisation)

What is SEO?

Activities aimed at boosting a webpage’s search engine ranking is what we refer to as SEOQ. All
major search engines (Google, Yahoo, Bing etc.) want to provide their clients with a result that
best relates to their search. In order to do this, search engines, using adaptive algorithms, rank
web pages based on their relevance and popularity. The highest ranked pages will be the first
search results and low ranked pages will appear towards the end of the list of search results.
People do not spend hours clicking through pages and pages of search results. That is why the
higher the ranking of your webpage the more people will find and visit your website,
potentially growing your audience.

NOTE: It is important to note that you need to perform SEO activities for individual website pages
— not entire websites.

NOTE: Based the technical specifics of your website, there are different ways to perform SEO

activities. WordPress and other website builders have free SEO tools and additional (paid) SEO
tools. You may need to speak with your website developer to find out how to conduct SEO
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activities on your site. You can find more information about WordPress-based sites here: Ultimate
WordPress SEO Guide for Beginners

What factors affect ranking ?

e Quality Score: This refers to the quality of your website and website pages, with regards
to technical factors.

There are two main actions you can undertake to ensure that you are building a web
foundation that will maximise clicks and traffic:

e Search engines will automatically decrease a website’s ranking if it has broken content.
The most common error code is 404 (meaning a link you have included does not work
anymore) but there are numerous types that can occur. Use a SEO audit tools such as
sitechecker to automatically assess the quality profile of your website and highlight major
content errors. Manually addressing these, though a time consuming and tedious
process, will result in an initial boost in search engine ranking.

e Keywords: The keyword — or key phrase - is the search term that you most want your
page associated to for search engine results. These SEO keywords make it possible for
people to find your site via search engines.

If you were to simplify all the content on your page (e.g., text, images, and videos) into a
few simple words, then that would represent your focus keyword. You should try to
choose keywords that are not overly general (such as - these will have high competition
and your page will have a smaller chance of ranking high on search engines.

Example- Keywords for SEO

You are going to publish an article about a debate your organization helped facilitate on voting rights
in Country X. You decide the assigned the article the key phrase ‘voting rights debate in Country X’. This
tells search engines what your article is about and means that the article should rank higher on search
engines for people searching the web for anything related to the voting rights debate in Country X.
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Keywords best practice

Here are some practices you can employ in selecting good keywords:

Try not to use the same keyword/phrase for multiple webpages. The main reason for
this is that you do not want your pages competing in the rankings against each other.
Even if you have multiple piece of content on the same topic, try and be more specific
and determine what makes one piece of content unique from your other pieces of
content on that topic.

The keyword should appear at least a few tines times in the content of your page.

The keyword should appear in subtitles on the page.

The keyword should appear in the all aspects of your page snippet: SEO title, meta
description, and URL slug. (See point 3 below for more information on snippets)

The keyword should appear in the Meta description.

The keyword should appear in the URL slug.

NOTE: You will need to find out how to edit the SEO title, meta description, and URL slug from
your website developer.

NOTE: It is advisable to decide on a keyword before you do the SEO title, slug and Meta
description. This is because, as explained above, the keyword should be integrated into these
aspects of the page.

Snippet (SEO Title, URL slug and Meta Description): If you want to get maximise traffic
on your website then you need to optimize how your pages look in the actual search
results. How your webpage is displayed on search engines are called snippets (see below).
Snippets are made up of an SEO Title, Meta Description and URL slug.

SEO Title: This is the title for your page that will appear in search engine results. It has
two main objectives. The first is to help you rank higher on the search algorithm through
keywords. If you include your keyword in the SEO title, it will boost your ranking for that
keyword and Google will highlight the title keyword in bold. The second is to attract
readers to your page. SEO titles should thus be kept short and succinct. Readers should
be able to ascertain just enough information on the page to attract them to click onto it.
Meta description: This is the short page description that appears below the SEO title in
each snippet. Like the title, the meta description aims to rank higher with keywrods and
attract potential readers to click. The meta description should contain the focus keyword
and give a brief insight into what a reader can expect from clicking on the page (ideally
around 150 characters). If you do not fill in the meta description, usually search engines
will automatically use the first 150 characters that appear on the page.

URL slug: This is the part of a page’s URL that identifies it in an easy-to-read form (the
part of a URL that comes after the main domain name e.g,
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www.HR4ALL.com/THIS IS THE_SLUG. It should give some idea of the page’s content.
Assigning/editing the SEO slug gives you an opportunity to include keywords and this will
help boost clicks to the site. It is best to keep the URL slug short, trying to include the
keywords and enough concise information to hint at the web page’s content.

Google

As the largest search engine internationally, Google also handles a lot of data on search trends
and website popularity. Some of these elements are available and free for the public to use,
and the most relevant for your organisation is Google Analytics. Most website builders will have
a plugin or a feature to allow Google Analytics to collect data on your website.

To use Analytics, you will need to have a Google account to connect to your organisation.

Analytics

Google Analytics allows users to track up to 200 different data metrics to measure their
website’s performance. The more relevant ones to your organisation will likely be:

e Users— A user is a unique or new visitor to the website.

e Bounce rate — Calculated as the percentage of visitors who viewed only a single page.

e Sessions. — A 30-minute window of activity by one user visiting the website.

e Average session duration — How long on average each visitor stays on the site.

e Percentage of new sessions — The percentage of website visits that are first-time visits.

e Pages per session — The average number of page views per each session.

e Goal completions — The number of times visitors complete a specified, desirable action.
This is also known as a conversion.

e Page views —Total number of pages viewed.

These data points can be used to track the performance of your website, and will help you
adjust your strategy. Compare the number of users across new pages over a certain time period
to gauge what kind of content works best for your organisation.

Ad Grants

A unique offering from Google is their Ad Grants scheme. Designed specifically for non-profit
organisations looking to reach a wider audience, Google offers eligible organisations 10,000USD
per month (not cumulative, reset monthly) to spend on paid advertising, using the Google Ads
platform.
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Planning the campaign — step-by-step

An online campaign puts digital marketing into practice, utilising the forms of digital marketing
to achieve a specific outcome. These outcomes can include increasing engagement with your
organisation’s social media channels, achieving a specific conversion rate, increasing followers,
or fundraising.

The framework for creating a new campaign requires planning and coordination to implement.
One possible plan for building and launching the campaign is outlined in this section.

Step 1. Set a SMART goal

An online campaign should first set realistic targets, which you can use as a benchmark and a
reference to assess areas of improvement, and achievement. These targets should be SMART:

e Specific: Determine the four (4) Ws and one (1) H:
o Who are you targeting?
o What do you want to achieve?
o Where will the campaign involve and target?
o  When will the campaign start and end?
o How will you be running the campaign?
e Measurable: Clarify the data points you will be using to track progress.
e Achievable: Take into account your organisations capabilities and capacity.
e Relevant: Ensure your goal measures outcomes, not activities. For example, reaching
1,000 engagements is an outcome and posting 20 pieces of online content is an activity.
e Time-bound: Construct a timeline with a defined deadline.

Example — step one: Setting a SMART goal

You have established a new human rights organisation focused on human rights education for local
youngsters. You decide to start an online campaign to increase awareness of your organisation and the
human rights workshops it offers to young people.

You decide your goal is to increase the number of young followers to your main social media channel
in your region by 2,000 through social media posts by the end of the quarter (3 months)”

Check if this is a SMART goal:
e Specific? > YES

o Who: Youth
o What: Increase in followers
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o Where: Your region (your city and surrounding towns)
o When: End of the quarter (3 months)
o How: Social media posts

e Measurable? 2> YES
o 2,000 followers

¢ Achievable? - YES
o You are able to dedicate one (1) full day weekly to this campaign, and have read this
Digital Marketing Handbook. This means you have the capacity and capability to
achieve this goal.

¢ Relevant? > YES
o As this is a new organisation, your initial goal is increase your following to widen your
audience. Your next campaign’s goal may be to generate more engagement with your
posts by your new followers.

¢ Time-bound? 2> YES
o 3-month deadline set

Step 2. Identify and research your target audience

The general population is composed of diverse groups of people with different interests, and will
use different social channels. The next step is to define your campaign’s focus on a specific group
that will best achieve your goal. Understanding your specific target audience will help you choose
which social channel to use, and the content you can create that will engage them. You may find
it useful to create different personas to describe them.

Example — step two: Identify and research your target audience

You have established a new human rights organisation focused on human rights education for local
youth You decide to start an online campaign to increase awareness of your organisation and the
human rights workshops it offers to young people.

=>» SMART goal completed

You decide that your target audience will be: “Young people aged 11 to 15 interested in human rights”

Based on this, you create a profile that describes this target audience: Youth who have shown other
types of rights organisations, such as Greenpeace, Amnesty International, or World Wildlife Fund.
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Step 3: Analyse peer / competitor strategies

Other organisations will also be targeting the same audience as your campaign. Analyse their
social channels and pinpoint the forms of content that receive the most engagement from your
shared audience. This will form the basis for planning your own campaign’s creative content
material and strategy.

Example — step three: Analyse peer / competitor strategies

You have established a new human rights organisation focused on human rights education for local
youth You decide to start an online campaign to increase awareness of your organisation and the
human rights workshops it offers to young people.

= SMART goal completed
=> Target audience identified

A local organisation publishes ‘weekly roundup’ information posts on their current projects on Friday
afternoons, which regularly receive large numbers of likes. Another organisation holds small opinion
polls on Twitter, receiving hundreds of responses and comments.

You decide the information posts are the best strategy for your current campaign, as your SMART goal
is to increase followers. Opinion polls to increase engagement may be a strategy in your next campaign.

Step 4. Select the right social media channels

Each social channel is optimised towards specific types of media, and your campaign should be
tailored to those advantages. When making your choice of channel, the following criteria should
be considered:

e What kind of content will your campaign use?
o Text-based (articles, testimonials)
o Visual (videos, images, graphics)
o Interactive (polls, quizzes)
e Do you have the capacity or capability to create content for the different channels?
o Time
o Budget
o Expertise

If you are unsure of your capabilities or unfamiliar with digital marketing, focus on one channel
before branching out and diversifying.
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Example — step four: Select the right social media channels

You have established a new human rights organisation focused on human rights education for local
youth You decide to start an online campaign to increase awareness of your organisation and the
human rights workshops it offers to young people.

=>» SMART goal completed
=>» Target audience identified
=>» Peer / competitor strategies analysed

Your campaign’s target audience is ‘young people aged 11 to 15’, and that target audience has a large
presence on Instagram. You decide to focus on Instagram as your primary channel and tailor your
content to Instagram’s visual format.

However, Facebook is still the largest social media channel, and as Facebook acquired Instagram, the
two channels are closely integrated. You also share those posts to Facebook to maximise your reach,
and draw attention to your Instagram channel.

Step 5: Define content topics

Your content will be naturally be relevant to your organisation, and the goal is to make it relevant
to your audience as well. Create a list of potential topics for your content, and strategise an angle
or a ‘hook’ that your audience will be receptive to. This step will utilise your previous research
on your target audience and your peer / competitors.

Example — step five: Define content topics

You have established a new human rights organisation focused on human rights education for local
youngsters. You decide to start an online campaign to increase awareness of your organisation and the
human rights workshops it offers to young people.

= SMART goal completed

= Target audience identified

=> Peer / competitor strategies analysed
= Channels selected

Your strategy should answer the questions of why, what, and how:

e Why is your target audience interested / should be interested?
o They consume content and follow social media channels which explain topics related
to human rights, and share interesting stories
¢ What would your audience gain from engaging with your channel and content?
o They will learn more about your organisation’s work in human rights education and,
specifically, your workshops for young people

42



¢ How will you align their interests and your aims?
o By posting regularly about your events and other interesting information, they will be
incentivised to follow your channel to stay informed and — in the future — engage and
participate with your organisation’s activities

You are looking for a hook to catch your audience’s attention, and this is best done when you
strategically tailor your content to the interests of your audience.

Step 6: Create engaging content

With a concrete plan with your topics and your strategy to pitch to your specific audience, the
next step is to transform these into specific content for your campaign. Consider again the
channel you will be using, and investigate the technical guidelines for text / character limits, best
practices for image and video quality and sizing.

Example — step six: Create engaging content

You have established a new human rights organisation focused on human rights education for local
youngsters. You decide to start an online campaign to increase awareness of your organisation and the
human rights workshops it offers to young people.

=>» SMART goal completed

=> Target audience identified

=> Peer / competitor strategies analysed
= Channels selected

= Topics defined

You decide to create a series of visual slides with quotes from famous human rights defenders, and
compared this strategy against the essential questions of why, what, and how:

e Why is your target audience interested / should be interested?
o Quotes from human rights defenders give insight into the lives and activities of people
engaged in human rights related topics
¢ What would your target audience gain from this content?
o Quotes from young human rights defenders will share the same interest to learn more,
and will be at the same accessibility level as the target audience
¢ How does this align with the target audience’s interests and your aims?
o Regularly sharing this type of information will incentivise them to follow your channel,
while also sharing information about other resources from your organisation

After identifying the quotes that would make the most relevant impact, you can explore creating visuals
using graphic tools available. A popular option is the free website canva.com.
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Step 7: Establish a regular and sustainable posting schedule

A campaign is best implemented frequently and regularly. Creating a schedule is essential to
ensure your output catches the right audience at the right time.

This schedule should be sustainable to maintain, and most social media channels will have an in-
built feature or a third-party tool to plan posts in the future, so there is no requirement for you
to manually publish content. Review the guide to social media to refresh your knowledge on this.

Example — step seven: Establish a regular and sustainable posting schedule

You have established a new human rights organisation focused on human rights education for local
youngsters. You decide to start an online campaign to increase awareness of your organisation and the
human rights workshops it offers to young people.

SMART goal completed

Target audience identified

Peer / competitor strategies analysed
Channels selected

Topics defined

Content created

YV VY

You created 9 engaging social media posts for your campaign, and decide to alternate posting 4 and 5
posts per week. After two weeks, all 9 pieces of content will be published on Instagram and Facebook.

Correspondingly, you create a 2-week table to schedule in which you will schedule all the posts, with
the plan to repeat this schedule every two weeks, for the next three months:

Monday Tuesday Wednesday | Thursday | Friday Saturday | Sunday
Week 1 Post 1 Post 2 Post 3 Post 4
Week 2 Post 5 Post 6 Post 7 Post 8 Post 9

Your campaign’s primary objective is to increase the number of followers, so your schedule’s aim is to
maintain a visible presence by posting regularly. Your next campaign may choose to have a focus on
more varied and unique content, but this is not a concern for your current campaign.

To increase visibility, you invest in paid advertising with Facebook, so you can additionally cross-post
them to Instagram: €5 per post, meaning an estimated budget of €270 for the 3 month campaign.

Step 8: Monitor analytics and adjust your strategy
Track the performance of your campaign regularly using the data analytics tools available with

each social channel. Analyse which posts are performing the best and why, adjusting future
strategy accordingly to optimise your campaign performance.
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Example — step 8: Monitor analytics and adjust your strategy

SMART goal completed

Target audience identified

Peer / competitor strategies analysed
Channels selected

Topics defined

Content created

Schedule planned and implemented

VeV vV

Every two weeks, you use the analytics tools on Facebook and Instagram to track your posts’
performance, the quantity of likes and comments, and the number of additional followers gained
following each post. Posts 4 and 8 are particularly successful, but post 2 had limited visibility and
engagement. You remove Post 2 from your rotation and increase the publication frequency of Post 4
and Post 8 by one extra day each.

Rinse and repeat

Once your campaign concludes, collect the data from the time period and analyse the final result.
Measure your outcome against your primary objective, and assess what was successful, aspects
that were less effective, and if there were any surprising outcomes.

Adaptability is a crucial skill to have in digital marketing, especially as there are factors to social
marketing that are beyond your direct control. Social media channels can adjust their algorithm

and channel-specific features, which will have an impact on your campaign’s success.

NOTE: You can use the Digital Marketing TEMPLATE as a planning tool for your online campaigns.
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Other considerations

Working in-house is only one option when strategising your digital marketing plan. Below is a

table of pros and cons to consider.

In-House Teams Pros & Cons

In-House Teams Pros

In-House Teams Cons

Better understanding of your organisation’s culture,
standards, and needs

Cannot offer you a broad know-how

Easier to manage the day-to-day operations

May lack creativity in content and ideas

Face-to- face communication

May lack digital know-how or perception analysis

Quicker to adapt or change directions for projects
based on internal team desires

High adaptability to projects can cause delayed starts
to activities

Easier to alert and to control

Lack of more specialised skill sets required for video or
campaign projects

Faster results

Slower in adapting to the newest mobile technologies

High degree of flexibility and readjustment

Slower in using the newest features of social media
channels

More cost-efficient- both in terms of what they spend
on activities and their salary costs

Working with agency

All of the activities described in the previous sections can be outsourced to agencies. Below is

some advice on working with an agency.

NOTE: If you lack the financial resources for an agency or you cannot find a volunteer marketing
agency, consider instead recruiting a dedicated staff member with relevant skills to be
responsible for digital marketing at your organisation.

Steps to working with an agency

1. Prepare a brief proposal for the agency (see Agency Brief TEMPLATE)
2. Create alist of successful and potential agencies and research them reviewing

comments, watching testimonials etc.

w

Look up potential agencies’ actual client list (if possible)

4. Research the social media accounts of both the agencies and their clients for examples

of their work and success

5. Send the brief to your chosen agencies, and invite them to a meeting to present your
brief in further detail, and to hear their prepared proposals
6. Based on the meeting, decide which agency to hire.

What to do in an agency meeting
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1. Ask about their experience including:
a. Working with NGOs, previous case studies, privacy policies, research
capabilities/experience, report frequency, crisis management experience,
consultation experience, free services, and certificates.

2. Tell them who you are
a. Introduce your organisation, its vision, aims, goals, activities, needs, and
expectations.

3. Note the size of the agency
a. The experience of the staff is more important than the size of the agency. Ask

about the person who will be working on your account, including how many
years the employee has worked in this field and how long she/he has worked at
that agency. Try asking for a well-trained and experienced expert. Look for 2
years or more experience at the same agency.
NOTE: Small but experienced agencies can be more helpful to create custom-
made service and strategy, but you should definitely guide them.

4. Deliver the expanded brief
a. Describe the project and details of your goals, target audience, problem or issue,
the solution to the problem, your messages, how to communicate now and your
future expectations
b. Ask them if any further information is needed for the brief.

5. Schedule the debrief (the agency’s response to the client brief) meeting.

6. Identify a point-person at your organisation and at the agency to manage the process
moving forward.

Outsourcing

Creating effective content is a challenging task and can be time consuming. Depending on your
organisation’s needs and resources, consider the following options for creating content using
either in-house expertise, external service provides, or both. Options include:

e Using an In-house team: Staff members employed directly at your organisation, with

the necessary experience and sufficient allocated time for content creation

e Outsourcing to a freelancer: an individual who offers ad-hoc content creation services

e Qutsourcing to an agency: a company or firm dedicated to content creation

e Hybrid services: Combining outsources services with in-house activities

As with working in-house, outsourcing has benefits and drawbacks. Consider the scope of your
project, deadline, and budget when deciding which approach to take.
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NOTE: Even if you are outsourcing much of your content creation and marketing activities,

managing service providing and/PR agencies is also a lot of work. Make sure you have a staff
member that has sufficient time and experience to oversee this. Ideally your organisation would
have at least one dedicated staff member overseeing communication activities, including social

media and content creation.

Outsourced Teams Pros & Cons

Outsourced Teams Pro

Outsourced Teams Cons

Wider range of expertise

Harder to manage

Stays up to date about latest technology ad
information in their area of expertise

Lacks first-hand overview of the organisation’s inner
workings

Aware of latest trends

Harder to meet the organisation’s immediate needs

Can start to work immediately (once contract is set)

Slower to get creative visuals, e.g., new images or
videos

Able to find creative ideas and manage a more
complex campaign

Total cost can be higher

Better evaluation of content in terms of quality and
guantity

Harder to produce content for real-time marketing
opportunities

Better experiences at research for potential risks and

Harder to change tactic on project/campaign already

marketing opportunities

More innovative in tactics to lead your campaign or
solve your problem

Better at catching real-time marketing opportunities

in progress
Turnover rate is higher

No need to pay for extra products or tools they
already have used for the services
Easier to get reports

Hiring

A staff member dedicated to digital marketing and external communications is a major asset
whether you work with an agency or not. In-house or outsourced services require coordination
between departments. Somebody needs to organise the process, collect information/data to
turn it into content, oversee for consistency, boosts engagement via digital marketing, leads new
members/volunteers/donators and recruits new employees.

A digital marketing team member would be responsible for digital marketing strategy, planning
based on strategy, implementation and monitoring the organisation’s name, services, etc.,
increase brand awareness, improve public outreach efforts and increasing the number of
members, volunteers or donators.

See Example Digital Marketing Job Description for more
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Appendix
TEMPLATES

Digital Marketing Plan

1. Goals

Describe why you want to engage in digital marketing activities and how you would like digital
marketing to help your overall organizational goals.

Organisational Goal(s): (e.g., Increase organisation’s local supporters)
Digital Marketing Goal(s): (e.g., Increase engages audiences on social media channels and website)

Metrics: (e.g., increase in: number of social media channel followers, rate of engagement on social
media, newsletter subscribers, number of organisation members, amount of donations, etc.)

2. Target Audience

Select a few groups in society you want to target with your digital marketing activities and
create personas for each group. (See example below)

Age:

Gender
Location:
Education Level:
Interests:

Age:

Gender
Location:
Education Level:
Interests:

The Professor

(Expert)
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The Mechanic
(Worker)

Age:
Gender
Location:

Interests:

Education Level:

3. Channel and Content Strategy

Select which channels you will use, what kind of content you will place on each channel, and
what strategy you will use for each channel.

Channel Purpose Audience Content Type | Tone
Website / SEO Inform on org’s General Public Articles, videos, Informal and
mission, values, description pages | direct
and activities
Facebook Ages 30 and
above
Instagram
Twitter Policy Leaders
and Experts
YouTube

4. Messaging Plan

Write you key messages. Think about what you want to say to your audiences. After writing
your general key messages, try adjusting them to your various audience groups. Think about
the personas you created and write for each of them individually.

Message

Student

Professor

Mechanic

Message 1

Message 2

5. Implementation Plan

Describe how you will implement your digital marketing plan and strategy. This includes
scheduling, budgets for advertising, etc.

1. How often will you post on each channel?
2. Will you run different messages during the week vs. weekend?
3. How much are you budgeting to spend?
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4. What geographical areas will you target?
5. How long will you campaigns typically last?

6. Monitoring

Describe how often you will collect and analyse the results of your digital marketing activities.

WEEKLY: We will provide weekly reporting for all channels that include our metrics of interest:
X
X
X

MONTHLY: Every month, we will do a deep dive that will include breakdowns of reporting into the
following sections:

By Channel

Organic Vs. Paid

Age/Gender

QUARTERLY: Every 3 months, we will evaluate the overall performance of our digital marketing
strategy and propose changes based on our learnings.

NOTE: Remember you can determine how large (or small) you want your plan to be. Be
realistic with regards to your capability and time availability. Having a plan (no matter how
big or small) and sticking to it is the biggest part and will be a great first step towards your
organisation’s goals.

NOTE: You can also use this template to plan an online campaign.

Agency Brief

Organisation Information
a. Organisation’s Name:

b. Project’s Name:

c. Author of the Brief:
d. Brief Date:

e. Job Number:

Communication Objectives or Marketing Objectives
f.  What communication, marketing, or campaign goals would support your
organisation’s overall objectives?
g. What do you need the most?
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Social Factors
h. What specific needs or issues are you trying to resolve for your target
audiences?

Challenge
i. Frame the problem, tell them the opportunity to refresh the relationship
between supporters and the organization.

Target Audience
j. Describe the people that you want to address with this communication.
k. Give details about their persona, with economical & cultural insights.
. What is your target persona the most powerful core desire that your
organization can fulfil?

Brand Idea
m. What are the key messages or key message ideas your organisation would
like to communicate?

Measures of Success
n. What metrics and tools will you use to measure the social media service’s
effectiveness and compare it with the start?

Necessity & Limits
0. What are the creative and other standards?

Core Expectation & Deliverables
p. A presentation that includes, a benchmark (local & global), a SWOT analysis,
a strategical approach and creative examples like posts, special projects,
creative ideas, creative templates, creative solutions, etc.

g. What result is the most important for you? What are the nice to have?

Teaming Up & Timing
r. What do we need to manage the process and need to create?

Budget
s. An estimated budget for all your needs.

52



Example Digital Marketing Job Descriptions

Social Media Expert Position

Create, develop, implement and manage your social media strategy;
Prepare social media guideline;

Define content needs;

Determine social media KPIs;

Creates or manage and control social media content;

Measure the success every week;

Lead social media campaigns;

Report the results;

Aware of the latest social media trends, best practices, and technologies to use it;
Use social media marketing tools;

Lead the agency or outsource parties (bi-weekly or monthly meetings);
Work with copywriters and designers;

Control the content whether is informative and appealing;

Collaborate with other departments, collect their needs;

Monitor search engine and social media results;

Boost user engagement and suggest content optimization;
Communicate with public opinion leaders, influencers, supporters, donators, etc via
social media to develop a strong and wide network;

Hire and train employees for social media the team;

Provide constructive feedback;

Create social CRM guideline and use it; and

Team member of crisis management.

Qualifications

Min. 3 years of experience as a social media expert in an agency or min. 5 years of
experience as a social media expert in an organization;

Using social media for brand awareness and marketing to get impressions and boost
engagement;

Creating, developing and implementing a social media strategy;

Excellent knowledge of social media channels such as Facebook, YouTube, Twitter,
LinkedIn, Instagram, and others;

Crisis management experience;

Experience with doing audience and supporter persona research;

Good understanding of social media KPls;

Understanding of blog management, SEO development, and web traffic metrics; and
Experience on website design projects and online publishing.

NOTE: Not all these are required the list is simply indicative. You can create your own job
description and qualification list based on your needs and situation.
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Glossary

A/B Testing: when you create various forms of a single piece of content and test
which form yields better results from audiences. Difference in form can include
changes in the color scheme, messaging and wording, layouts, etc.

Affiliate Marketing: promotion through third parties’ channels

Call to Action: When an audience member does an action requested in the text, e.g.,
going to your website, going to your event, clicking a link to donate or sign a petition,
sharing a post you have asked them to share etc.

Content marketing: creating content (e.g., blog posts, videos, social media posts,

podcasts, infographics, etc.) for the purposes of increasing awareness about your
organisation without directly or explicitly promoting your organisation

Content Roundups: Content roundups are blogs and/or websites that curate the best
content on a specific topic from that week (or month). Do some research and try to

find content roundups in your country and share your content with them.
Conversion/Return on Investment (ROI): This is the number of times an audience

member has responded to a Call to Action
Digital Marketing Plan: a framework with step-by-step instructions for your digital

marketing activities aimed at achieving your organisation’s goals
Digital marketing: activities done by an organisation to promote the organisation’s

goal within the digital sphere, i.e., marketing online
Email Marketing: promotions through content sent via email

Engagement: This is the number of actions taken on your posts, including likes,
comments, re-shares, re-tweets, link clicks, or video views. This is seen as the most
important building a strong supporter base for your organisation.

Followers: This is the number of people that are following your social media page
Keyword (or key phrase): the search term that you most want your page associated
to for search engine results. Keywords make it possible for people to find your site
via search engines.

Linkbuilding: The links you include in your wedpages, relating to increasing the SEO
ranking

Marketing: refers to activities done by an organisation to promote the organisation’s
goal (e.g., for commercial businesses, this is often selling products or services)
Meta description: This is the short page description that appears below the SEO

title in each snippet.
Online Campaign: a digital marketing effort, that utilizes the various forms of digital

marketing in order to achieve a specific goal.
Pay-per-click Advertising: purchasing advertising (e.g., Google Ads, Facebook Ads,

etc.) to drive traffic to your website or social media channels
Personas (or characters): are the fictional and completely generalized representation
of different target audiences (who could become potential supporters)
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e Pop Ups: messages that pop up on a visitor’s screen in front of the website text. Yes
pop ups can seem annoying, you need to be tactical with your pop-ups, word them
carefully so reader can see that you are offering something of actual value and not
spamming them.

e Quality Score: This refers to the quality of your website and website pages, with
regards to backend and technical factors.

e Reach: This is the number of people that see the content you content.

e SEO (Search Engine Optimization: Activities aimed at boosting a webpages’ search
engine ranking (e.g., how high a page appears in search engine results)

e SEO Title: This is the title for you page that will appear in search engine results.

e Snippet: How your webpage is displayed on search engines. Snippets are made up of
an SEO Title, Meta Description and URL slug.

e Social Media Advertising: a method of amplifying and accelerating your efforts

through paid online advertisements
e Social Media Channel Posts: content for social media channels

e Social media marketing: a form of digital marketing aimed at building awareness

about your organisation through publishing great content on your social media
channels

e URLslug: This is the part of a page’s URL that identifies it in an easy-to-read form
(the part of a URL that comes after the main domain name e.g.,
www.HR4ALL.com/THIS IS THE SLUG.
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Giris

insan haklari konusunda etkili iletisim; farkindalk yaratma, bilingli anlayis olusturma ve temel
dzglrlikleri savunma amaciyla topluluklar harekete gegirmek icin gereklidir. insan haklarinin
savunulmasinda halkin destegi, llke iginde mesruiyetin saglanmasi ve sivil toplumun hareket
alaninin korunmasi ve genigletilmesi agisindan énemlidir.

insan haklari savunuculari (iHS'ler) ve calistiklari &rgiitler artan bir baski altinda ve ciddi
zorluklarla karsi karsiyadir: iHS’ler 8lim tehditleri, iskence, taciz, aile iyelerine yénelik hak
ihlalleri ve finansmana erisim kisitlamalarinin hedefidir. Ceza adalet sistemleri, iHS'leri
calismalarini askiya almaya zorlayacak sekilde keyfi olarak mahkiim etmek ve cezalandirmak icin
giderek daha fazla kullaniimaktadir. iHS'leri engellemek ve itibarsizlastirmak icin kisitlayici
mevzuat, karalama kampanyalari ve értiik taciz bicimleri kullanilmaktadir. Bu kismen, iHS’lerin
nifusun kuguk bir kesimini olusturmasi nedeniyle s6z konusudur ve hak savunucularinin devlet
kurumlarindan ve diger kuruluslardan gordikleri suiistimallere karsi halkin genelinde bir 6fke
yoktur. Nifusun genis kesimleri bu artan kisitlamalara acikca itiraz etseler ve iHS haklarini ve
orgitlerinin galismalarini savunmak icin harekete gegselerdi, devlet kurumlari ve diger kuruluslar
bu suiistimalleri siirdiirmekte ¢ok daha zorlanirdi. Su anda durum bdyle olmasa da yapilan diger
¢alismalarin yani sira, halka erisimi artirmak ve farkindalik yaratmak yoluyla ilerlemeyi devam
ettirmeyi amaclhyoruz.

Sadece kendileri igin glic kazanmayi amacglayan insan haklari karsiti glindemlere sahip kuruluslar,
genel halk icin IHS'lerin ve 6rgiitlerinin calismalari hakkinda ana bilgi kaynagi olmamalidir. Ayni
zamanda, iHS'ler ve érgiitleri, kitlesel dlcekli ve olgulara dayali dijital erisim yoluyla bu gibi
olumsuz mesajlara karsi koyma olanaklarindan yararlanamiyorlar. Bu olanaklarin yetersiz
kullanimina son verilmelidir. iHS'ler ve 6rgiitlerine dair anlatilarinin denetimini yeniden elde
etmeye yénelik bir adim, iHS'lerin ve érgitlerinin kendi mesajlarini yaygin olarak iletebilmeleri
icin dijital pazarlama araglarini etkili bir sekilde kullanmaktir.

Amac

insan Haklari icin Dijital insan Haklari Pazarlama El Kitabi, dijital yollarla (6rgitiiniiziin) dykilerini
nasil anlatacaginiz ve mesajlarinizi halkin geneliyle nasil paylasacaginiz konularinda pratik bir
kilavuz olmayi amaglamaktadir. iletisim, dogrudan insan haklarini desteklemeyen, ancak (etkili
pazarlama yoluyla) insan haklari icin harekete gecmeye tesvik edilebilecek siradan insanlara
yonelik olacaktir.

Oneriler ve yénlendirmeler, 6zellikle sinirli finansal kaynaklara ve personel kapasitesine sahip
orgltlere yoneliktir. Mimkin oldugunca, asgari diizeyde yatirimla etki ve ciktiyi en Ust diizeye
cikarmak icin ipuclari verilmektedir.



Bu kitabin kapsamayacagi konular

Dijital pazarlamanin gesitli bigcimleri vardir (daha fazlasi i¢in bkz. Dijital pazarlama bigcimleri). E-posta
veya bilten yoluyla pazarlamasi, orgiitiiniiziin destekgileri arasinda yer alan kisilere yonelik
yaklasimlardir. Bunlar arasinda, ortak orgutler, tyeleri, bu orgitlerden dogrudan destek alan kisileri,
billten aboneleri yer alir. Bu pazarlama bigimleri el kitabinda yer almamakla birlikte, destekgilerinizle
iliski kurmak icin 6nemli yaklasim bicimleridir.

Ayrica, 6rnegin halka acik etkinlikler ve toplantilar veya geleneksel medya (televizyon, radyo vb.) ile
ortaklik yapmak gibi dijital olmayan pazarlama araglarinin oldugunu da belirtmek énemlidir.

Bu el kitabi, yukarida belirtilen iletisim ve pazarlama bigimlerini kapsamasa da bu pazarlama bicimleri
daha genis bir iletisim stratejisinin temel unsurlarini olusturabilir ve goz ardi edilmemelidir.

Sonug hedefleri

Yeni bir alana girmeye baslarken, elbette yetersiz kaynak veya gerekli uzmanlk becerilerinin
eksikligi de dahil olmak tizere bazi temel zorluklar s6z konusu olur. iletisim ve pazarlama
calismalariicin daha fazla egitim ve finansman kullanilabilir hale geldikce, bu zorluklar azalacaktir.
Bununla birlikte, ele alinmasi gereken baska zorluklar da vardir:

e Kampanyalarin ice donik olarak degil, hedef gruplar etkin bir sekilde bolimlere
(segment) ayiran ve bunlarin motivasyon ve tutumlarindan yararlanan kitle odakh olarak
sekillendirilmesi geregi;

® Geleneksel insan haklari sdyleminin hukuki ntanslarindan ve anlamsal sertliginden
kaginmak icin yeni cerceveler benimseme ve mesajlari basitlestirerek hayal gicini
yakalayan tutarl anlatilar olusturma geregi;

e Siradan insanlarin endiselerini anlama ve bunlari insan haklari galismalari ve séylemiyle
iliskilendirme geregi;

® Yeni sektorlerle (6rnegin, pazarlama ajanslari veya profesyonel icerik Greticileri) isbirligi
yapma geregi;

Bunlar kitlelere erisim konusunda Ustesinden gelinmesi glic goriinen zorluklar olsa da bir sorunla
basa cikmanin ilk adimi bir eylem rotasi segmek ve bu rotada etkili bir sekilde nasil
ilerleyebileceginizi bilmektir. iste, elinizdeki el kitabinin amaci bunu saglamaktir. Siz ve/veya insan
haklar orgitiniz dijital pazarlamaya girmeye (veya gelistirmeye) baslayarak hakkinizdaki
anlatinin denetimini geri almaya karar verdiyseniz, bu el kitabi, (orgitsel) hedeflerinize
ulasabilmeniz icin dijital pazarlamanin temellerini bilmenizi saglama konusunda harika bir ilk
kaynaktir.



Dijital pazarlama kilavuzu
Giris

Pazarlama bir kurulusun amacini desteklemek igin yaptigi etkinlikleri ifade eder (6rnegin, ticari
isletmeler icin bu genellikle Grliin veya hizmet satmaktir). Pazarlama, geleneksel olarak ticari
kuruluslara (6rnegin magazalar, restoranlar, tiyatrolar vb.) 6zgi bir etkinlik olarak kabul edilirken,
insan haklari érgiitleri de bu tiir etkinliklerden énemli élciide yararlanabilir. Neden? — insanlar,
insan haklari orgiitleri hakkinda ne kadar ¢ok bilgi edinir ve onlara ne kadar ¢ok destek verebilirse,
orgltlerin galismalarinin etkisi o kadar artar ve 6zellikle zor ortamlarda daha gligli ve dayanikli
olabilirler.

Asagida daha "geleneksel" anlamda bir pazarlama 6rnegi verilmistir:

Ornek: Firtinayr Atlatmak icin Ticari Pazarlama

Sehirde bir pizza dikkaniniz var. Sehrinizde ekonomik durgunluk séz konusu ve pizza alanlarin
sayisl azalmakta. Dikkaninizi agik tutmak icin, yakinindaki mahallelerde bir pizza alana bir
pizzanin sinirli bir slre igin Ucretsiz olacagini sodyleyen el ilanlari gdndermeye basladiniz. Bu
sadece insanlari pizza diikkaniniza gelmeleri icin tesvik etmekle kalmaz, ayni zamanda pizza
dikkaninizi bilenlerin sayisini da arttirir (daha 6nce sehirdekilerin sadece %10'u diikkaninizi
biliyordu).

Bu geleneksel pazarlama etkinligi, dikkaniniza gelenlerin sayisini artirir ve ekonomik
durgunluktan kurtulabilirsiniz.

Artik pazarlamanin ne oldugu hakkinda bir fikriniz olduguna goére, buradan yola cikarak dijital
pazarlamanin basitce dijital alanda pazarlama etkinlikleri, yani c¢evrimici pazarlama oldugu
sdylenebilir. isin iyi yani, geleneksel pazarlama, érnegin gazete veya TV’deki ticari reklamlar ¢ok
pahali iken dijital pazarlamanin ¢ok uygun maliyetli olmasidir.

Asagida, dijital pazarlamanin insan haklari baglaminda nasil isleyebilecegine dair bir 6rnek
verilmistir:

Ornek: Daralan Sivil Alanla Micadele icin Pazarlama

Engelli bireylerin haklarina odaklanan bir insan haklari érgiitiiniiz var. Ulkenizdeki yeni bir yasa,
yabanci bagiscilardan alabileceginiz fon miktarini kisithyor. Orgiitiiniiziin engelli bireylerin
haklarini savunmak ve desteklemek lizere midahil oldugu davalarla ilgili harcamalarin buyik
bir kismini 6demek icin yabanci bagiscilara gliveniyordunuz. Bu yasa, orgutinizid hukuki
calisma ylritemeyecek hale gelecek derecede finansal risk altina sokuyor.




Kendi ililkenizde genel niifusun 6rgitiniize olan destegini artirmak icin dijital pazarlama
etkinlikleri yapmaya karar verdiniz. Bu sayede, yabanci fon karsiti yeni yasadan etkilenmeniz
s6z konusu olmayacak. Orgiitiiniiziin, bu yil icin planlanan mahkeme etkinliklerinin geri kalani
icin sadece 1000 dolara ihtiyaci var, bu nedenle hedeflediginiz tutar bu kadar. Asagidakileri
iceren bir ¢cevrimici bagis kampanyasi hazirliyor ve uyguluyorsunuz:

e Orgiitiiniiziin yardim ettigi kisilerin ilham verici hikayelerinin paylasiimasi;

e Orgiitiiniziin mali durumunun agiklanmasi; ve

e Destek istenmesi.

Kampanya basarili oldu: 1000 $ topladiniz ve cevrimici takipginiz %20 artti. Bu, gelecekte
orgutunizi bilen ve desteklemeye istekli olabilecek kisi havuzunun bliyidigi anlamina gelir.

Dijital pazarlama bicimleri

Dijital pazarlamanin gesitli bigcimleri vardir (bunlarin tamami bu el kitabinda ele alinmayacaktir).
Bunlar arasinda yer alanlar:

e icerik Pazarlamasi: icerik olusturma ve dagitma yoluyla tanitim (daha fazlasi icin bkz.

Béliim 4 icerik Pazarlamasi Kilavuzu);

e Arama Motoru Optimizasyonu (ve Web Sitesi): Orgitiiniiziin web sitesinin arama

motoru sonuglarinda gériinme olasiliginin artirilmasi (daha fazlasi igin bkz. Bélim 6b
Arama Motoru Optimizasyonu (AMO/SEQ) Kilavuzu);
e Tiklama basina 6deme reklamciligi: web sitenize veya sosyal medya kanallariniza trafik

cekmek icin reklam satin alma (6r. Google Ads, Facebook Reklamlari vb.) (daha fazlasi igin
bkz. Sosyal medya reklamlari veya Facebook reklamlari);
e Sosyal Medya Pazarlamasi: Orgiitiiniiziin sosyal medya kanallarindaki icerikler

aracihgiyla tanitimi (daha fazlasi igin bkz. Béliim 5 Sosyal Medya Pazarlamasi Kilavuzu);
e E-posta Pazarlamasi: E-posta yoluyla gonderilen igerik araciligiyla tanitim (bu el kitabinda

yer almamaktadir);
e Ortaklik Pazarlamasi: Uciincii taraflarin kanallari araciligiyla tanitim (bu el kitabinda yer

almamaktadir).

Yukarida siralanan pazarlama bigimleri birbirinden farkl olsa da genellikle ayni anda birden fazlasi
kullanilabilir. Ayrica birbirlerini gliclendirebilirler.

Ornek: Dijital Pazarlama Bicimlerinin Entegre Edilmesi

icerik pazarlama planinizin bir parcasi olarak érgiitiiniiz icin bir blog hazirladiniz. Birkag sosyal
medya gonderisi yazarken blogun kendisinin olusturulmasi, igerik pazarlamasi olarak kabul
edilebilir; yani sosyal medya kanallari icin iceriktir ve bunlarin sosyal medya kanalinizda
yayinlanmasi ise sosyal medya pazarlama planinizin bir pargasidir. Sosyal medya gonderileri
blogunuzun okuyucu sayisini ve dolayisiyla blogun etkisini arttirir. Blogun kendisi de sosyal




medya kanaliniz i¢in iyi bir icerik kaynagi olur, béylece kanalin kitleniz acisindan etkinligini ve
degerini artirir.

Dijital pazarlama planlari — genel bakis

Dijital pazarlama plani orgitinizin hedeflerine ulasmayr amacglayan dijital pazarlama
etkinlikleriniz i¢in adim adim talimatlar igeren bir ¢ergevedir. Bir plana sahip olmak, kaynaklari
verimli bir sekilde kullanmaniza yardimci olabilir. Ayrica zaman kaybetmeyi 6nler ve kaynaklarin
akillica ve verimli bir sekilde kullaniimasini saglamaya yardimci olur. Dijital pazarlama plani,
hedeflerinizi tanimlamaniza ve 6rgiitliniiz icin en yiksek etkiyi elde etmenize yardimci olacaktir.

Dijital pazarlama planinin bilesenleri sunlari icerebilir:
e Orgitiiniiziin hedeflerinin 6zetlenmesi;
e Orgitiinizin hedef kitlesinin tanimlanmasi;
e Dijital pazarlamanin gesitli bigimlerini kullanmak igin bir plan
e Yeterli kaynak ayrilmasi icin bir plan (gerek personel ve beceriler gerekse fon acgisindan).

Dijital pazarlama plani nasil olusturulur?

1. Markanizi 6zetleyin — érqiitiiniiziin odak noktasi nedir?

2. Hedef kitleyi tanimlayin — kime ulasmaya calisiyorsunuz?

3. Hedeflerinizi belirleyin- ne elde etmeyi hedefliyorsunuz?

4. Bir dijital pazarlama stratejisi secin- hedef kitlenize en iyi nasil ulasilir?

5. Yeterli kaynagi planlayin ve tahsis edin- pazarlamaya ne kadar zaman, insan qlicii ve finans

ayirabilirsiniz?
6. Sonuclari degerlendirin- ne iyi gitti ve ne dedgistirilebilir?

Daha ayrintili bir genel bakis icin, bu el kitabinin sonundaki sekiz (8) adimdan olusan plana ve ekte
yer alan ozellestirebileceginiz sablona bakabilirsiniz.

Hedef kitle

Belirli dijital pazarlama bicimlerine girmeden 6nce, kime yonelik pazarlama yaptiginizi, yani hedef
kitlenizin kim oldugunu disiinmek énemlidir. icerik olustururken veya pazarlama yaparken her
seyden once hedef kitlelerinizi géz 6ninde bulundurmaniz gerektigini unutmayin. Bu, hedef
kitlenizin degerlerini ve deneyimlerini diisinmeyi, ardindan 6rglitlinlzi desteklemeleri icin bu
degerlere ve deneyimlere hitap etmenin bir yolunu bulmayi icerir. Nihayetinde toplum farkl
deneyimlere ve bakis acilarina sahip ¢ok ¢esitli gruplardan olustugundan ve insan haklari 6rgitleri
insan haklarinin toplumdaki herkes icin korunmasini saglamak icin calistiklarindan, biyik
olasilikla siz de birden fazla tiirde izleyiciye sahip olacaksiniz. Hedef kitlelerinizi belirli gruplar
halinde diisinmek ("halkin geneli" icin yazmak yerine) bu gruplarin iceriginizle etkilesime gecme
olasiligini artirmaya yardimci olabilir.



Hedef kitlelerinizi tanimlamanin en iyi yollarindan biri g¢esitli personalar (karakterler)
olusturmaktir. Personalar (veya karakterler), potansiyel destek¢i olabilecek farkh hedef
kitlelerinin kurgusal ve tamamen genellestirilmis temsilidir. Persona olusturmak, sizin (veya
ekibinizin) kim icin yazdigini (veya icerik olusturdugunu) hayal etmenizi kolaylastiracak ve bu da
icerigin kalitesini artiracaktir. Ayrica, icerigin ve iletisimin farkh gruplarin 6zel ihtiyaglarina,
davranislarina, hassasiyetlerine ve endiselerine gore uyarlanmasi da kolaylasir. Baslangic
dizeyinde, personalar iletisiminizi toplumun cesitli kesimleri icin 0Ozellestirmenize veya
hedeflemenize olanak saglar.

Personalar

Persona (karakter) olusturma; arastirma, anketler, hedef kitlenizin yaptigi konusmalar, web
sitenizde ve/veya sosyal medya kanallarinizda aldiginiz yorumlar ve mesajlar, tepkiler ve gercek
miulakatlar yoluyla yapilir. Burada destekgilerinizin, potansiyel destekgilerinizin ve hedef kitlenizin
bir karisimi s6z konusudur. Personalari istediginiz kadar ayrintili veya basit hazirlayabilirsiniz.
Asagida, persona olustururken kendinize sorabileceginiz konularin ve sorularin bir listesi
verilmistir.

Personalari hazirlarken sorabileceginiz sorular:
e Kim bunlar?

Meslekleri nedir?

Egitim gegmisleri nedir?

Gunlak hayatlari nasil?

Ne tir bir iletisimi tercih ediyorlar?

Kesin ve ayirt edici 6zellikleri var mi?

Hangi sosyal medya kanallarini kullaniyorlar?

o O O O O O O

Bilgi almak icin nereye basvuruyorlar?

e Amaglari nedir?
o En ¢ok neye deger verirler ve hedefleri nelerdir?

e Hayatta karsilastiklari zorluklar ya da endiseleri var mi?
o Kendiyasamlarindaki sorunlari ve zorluklari nelerdir?
o Genel olarak toplumla ilgili endiseleri nelerdir?
o Envyayginitirazlari nelerdir?

Ornek — Personalar
Persona 1 Strateji:
o Emekli, eski 6gretmen




e Universite diplomasi
e Toplumda, cevresinde faal
e Sinirl sosyal medya kullanimi
o Akrabalar ve bazi arkadaslarla iletisim
kurmak i¢in Facebook hesabi
o Emekliler ve ileri yastaki kisilere dair sorunlarla

Persona 1'e en iyi Facebook
Uzerinden ulasilabilir

Yerel c¢alistaylar ve toplantilarla
daha fazla ilgilenecektir

bir
gonderinizi paylasma ve daha genis

Ucretsiz calistay hakkinda

ilgili bir kitleye ulastirma olasilhigr daha
fazla olacaktir
Persona 2 Strateji:
e Universite 6grencisi e Birden fazla sosyal medya

e Lise diplomasi, lniversite (ileride)

e Universite cevresinde, dzellikle toplumsal adalet
konularinda ¢ok faal

e Cok genis sosyal medya kullanimi

1 gibi

kurmak igin Facebook hesabi

o Persona akrabalarla iletisim

o Kisisel hayatindan gincellemeleri
paylasmak ve taninan isimleri takip
etmek icin Instagram hesabi

o Haberler ve giincel olaylar, kisisel

giincellemeler icin Twitter hesabi

e Genglik, istihdam, cevre, siyaset gibi konularla

Uzerinden ulasilabilir, en ¢ok da
Instagram ve Twitter
konuyu acikhga

kavusturan ya da kendi gorislerine

Bilmedigi bir

uygun etkinlikler ve bilgilendirici
gonderilerle ilgilenecektir

Diz bilgi vermek yerine kisisel bir
sesi duyuran gonderileri paylasma
olasihg1 daha fazla olacaktir

ilgili
Persona 3 Strateji:
e Beden isgisi e Facebook akislari kendi hesabindaki

e Lise diplomasi
e isci sendikasina, sosyal kuliiplere katiliyor
e Sinirl sosyal medya kullanimi
o lletisim kurmak, kisisel giincellemeleri
paylasmak icin Facebook hesabi
o Herkese acik hesaplari takip etmek ve
kisisel glincellemeleri paylasmak igin
Twitter
e isci haklari, siyaset gibi konularla ilgili

kisilerden gelen giincellemelerle
sinirli olacagindan en iyi Twitter'dan
ulasilabilir

etkinliklerle

Blyuk olasilikla

ilgilenmeyecektir, ancak diger
haberdar olmasi
Etkinliklerle

yorumlarla ilgilenebilir

icin
ilgili

kisilerin
paylasabilir

icerikle ilgili yorum yapma veya
etkilesimde bulunma olasiligi vardir

Persona 4
e Ofis calisani
e Universite diplomasi
e Sinirli sosyal medya kullanimi
o Persona 1 gibi
kurmak i¢in Facebook hesabi

akrabalarla iletisim

Strateji:

Birden fazla

Uzerinden ulasilabilir, en ¢ok da

sosyal medya
Instagram ve Twitter

Haber glincellemeleri, bilgilendirici
gonderiler ile ilgilenebilir




o Haberler igin Twitter e lgili bilgileri kisisel feed'leriyle

o Taninan isimleri takip igin Instagram paylasma olasiligl, ayrica

e Siyaset, vergiler, sosyal adalet, emekli maaslari etkilesimde bulunma ve yorum
benzeri konularla ilgili yapma olasiligi vardir

Artik persona olusturma yoluyla kitlelerinizi arastirmak ve tanimlamak igin biraz zaman
harcadiginiza gore, bir sonraki adiminiz dijital pazarlamanin farkli bicimleri hakkinda bilgi edinmek
olacaktir.

icerik (pazarlama) kilavuzu

icerik pazarlamasi 6rgiitiiniiziin sosyal amacini ve hedef kitlenizin bu amaci nasil
destekleyebilecegini ifade etmek icin etkili bir ydntemdir. Orgiitiiniizii dogrudan veya agikca
tanitmaksizin orgitiniz hakkindaki farkindaligi artirmak amaciyla icerik (6r. blog gonderileri,
videolar, sosyal medya gonderileri, podcastler, infografikler vb.) olusturmayi kapsar. Bunun
yerine, olusturdugunuz icerik, icerikte ele alinan konuya olan ilgiyi tesvik etmelidir ve bu ilginin
bir sonucu olarak, kitle dolayl olarak érgiitiin kendisinden de haberdar olur. icerik pazarlamasi,
"dogru hedef kitle tirine" ulasmanin uygun maliyetli bir yoludur. Bir insan haklari érgltiinin
bakis agisindan bu, 6rgutinizin ¢alisma konulariyla gercekten ilgilenen kitleler anlamina gelir.
Bu tir kitlelerin ¢calismalariniz hakkinda daha fazla bilgi edinmek, web sitenize veya sosyal medya
kanallariniza geri donmek ve insan haklarini desteklemek icin harekete ge¢meye istekli olma
olasiligl daha yliksektir.

Ornek — icerik Pazarlamasi Nedir

Erisilebilirligin artirlilmasini ve engelli kisilerin haklarinin saglanmasini savunan Erisimi Artir adli
bir 6rgltte calistyorsunuz. Engelli kisilerin aile Gyeleri i¢in evlerini nasil daha erisilebilir hale
getirebileceklerine dair 6neriler iceren bir blog yayinliyorsunuz.

Bu blog gonderisine ulasan kitle blytk olasilikla bu bilgileri cevrimigi olarak aradi. Muhtemelen
hayatlarinda engelli biri var ve engelli insanlarin haklarini savunan sizin gibi bir 6rgttu
destekleme olasiliklari daha yiksek olacaktir. Bu kisiler, 6rnegin blogun veya videonun sonunda
gorlinen veya "Erisimi Artir'a destek icin buraya tiklayin" yazan bir baglantiya tiklayabilirler.

icerik olusturma

Asagida icerik pazarlamasinin nasil yapacagina dair 5 adimli bir aciklama verilmistir. Adimlar, daha
blyuk bir kitleye ulasmak icin stratejinizde kullanabileceginiz bazi yontemlere odaklaniyor.
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Adim 1: Popdler bir konu bulma

Konunuz dogrudan veya dolayli olarak hedef kitlenizin ilgilendigi diger konularla ilgili olmahdir.
Bu, hedef kitlenizin igeriginizi gorlntileme olasiligini artirir veya internette iceriginizi
goruntilemeleri 6nerilir.

insanlarin cevrimici olarak hangi konulari aradigini 8grenmenin birkag yolu vardir. Bazi yéntemler
sunlardir:

a. Cevrimici topluluklara goz atilmasi.
insanlarin konunuzla ilgili hangi sorulari sordugunu ve insanlarin konunuzla ilgili bilgi aramak
icin hangi anahtar sozciikleri kullandigini gdsteren web sitelerinin veya arama motorlarinin
kullanilmasi.

c. Benzer orgitlerinigeriklerinde hangi konulari kapsadiklarinin arastiriimasi. En popliler icerige
ozellikle dikkat edin.

ipuclari ve PUf Noktalari: iceriginiz icin gecerliligi kanitlanmis konular bulma

insanlarin forumlarda, bloglarda ve sosyal medyada sordugu sorulari bulan ve bunlari
anahtar sézcuklere donustiren bir site olan answerthepublic.com gibi (icretsiz ¢evrimigi
araclari kullanabilirsiniz. Bu site, bir glinde gerceklestirebileceginiz arama sayisi ve hizmet
sundugu diller agisindan sinirli olabilir.

Google'l, konunuzla ilgili diger yaygin olarak aranan konulari ve terimleri gérmek igin de
kullanabilirsiniz. "Mahremiyet haklari" gibi bir ifade yazarsaniz, Google, arama cubugunda
"mahremiyet haklari" da igeren yaygin olarak kullanilan diger ifadeleri de otomatik olarak
gosterir. imleci sayfanin en altina kaydirirsaniz, ilgili aramalari da listeler.

Hangi konularin popiler oldugunu gormek igin Twitter'i da kullanabilirsiniz bu size ilkenizde
ne konusuldugu hakkinda iyi bir fikir verebilir. Twitter'da popdilerlik kazanan belirli bir konu
(trending topic) dogrudan insan haklariyla ilgili olmasa bile, poptler bir konuyu haklari
sorununa baglamanin yaratici bir yolunu buldugunuzda, bu igeriginizin erisimini artirma igin
bir yol olabilir.

Ornek — Giris konusunu bulma

Engelli bireylerin insan haklari Gzerine ¢alisan Erisimi Artir adindaki 6rgiitlinGzin calismalari
hakkinda farkindahgi artirmanin bir yolu olarak icerik olusturmak istiyorsunuz. Google'a gidip
"engelli bireylerin insan haklar" yazdiginizda Google tarafindan siralanan onerilerden birinin
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"6grenme giicligi ve insan haklan" oldugunu goriiyorsunuz. Bu, engellilik ve insan haklari
konusunu daraltmaniza yardimci olur, ancak bu konuyu hala biraz genis buldugunuz ve igerik
olusturmak i¢in daha belirli bir konu hakkinda fikriniz olmadigi icin bir adim dahaileri gidersiniz.

Google'da "6grenme giigliigli ve insan haklarl" aramasi yaptiginizda, sonuglar sayfasinin alt
kisminda Google'in ilgili diger aramalari listeledigini fark ediyorsunuz. Bunlardan biri,
"Ogrenme giigliigii ceken bir hastanin insan haklarina saygi duyulmasini saglamaya yardimci
olabilecek sey nedir." Orgiitiiniiz aslinda tam da bu konu tizerinde calisiyor, bu yiizden bu
konuda soyleyecek cok seyiniz var. Konu artik yeterince belirli ve Google ile ilgiliaramalarda da
gosterilmesine dayanarak, bunun bircok kisinin sordugu bir soru oldugunu varsayabilirsiniz. Bu
nedenle, tam olarak bu konuda igerik olusturmaya ve bu soruyu yanitlamaya karar verirsiniz.

Adim 2: icerik formati secme

Konunuzu sectiginize gére, artik bir icerik formati secmelisiniz. igerik formatlari; blog génderileri,
videolar, infografikler, kisa sorulardan olusan testler ve benzerlerini icerir. Format buyuk 6l¢lide
kurulusunuzun elindeki kaynaklara ve becerilere bagh olacaktir. Becerileriniz ve ayirabileceginiz
zaman igin en uygun formati segmeye dikkat edin. Bir konuyu c¢esitli formatlarda ele alma
seceneginiz de bulunuyor.

Sinirh kaynaklara sahip birgok 6rgit icin blog yazilari yazmak, uygun maliyetli oldugu ve ¢ok sayida
ek uzmanlik becerisi (6rnegin, video veya fotograf diizenleme) gerektirmedigi icin en uygun
formati olabilir. Bununla birlikte, yalnizca metinden olusan blog yazilarina bile gorsel 6gelerin
eklenmesi daha genis kitleleri cekmeye yardimci olabilir, bu nedenle mimkin oldugunca gorsel
0ge eklemeye cgaligin.

Ornek — icerik formatini secme

Birkac ay 6nce, 6rgiitiiniiz Erisimi Artir "Ogrenme giigliigii geken bir hastanin insan haklarina
saygi duyulmasini saglamaya yardimci olabilecek seyler nelerdir?" konulu bir video yayinladi.
Bu, bircok kez paylasilan ¢ok popliler bir videoydu, bu ylizden bu konuda daha fazla bilgi
vererek baska bir icerik daha hazirlamaya karar verdiniz. Béylece, ayni konuda bir blog yazisi
yazmaya karar veriyorsunuz.

Adim 3: Kullanici dostu icerik yayinlama

Bir sonraki adim yuksek nitelikli icerik olusturmaktir. Daha sonraki bir bolimde icerik esasr daha
ayrintili olarak ele alinacaktir, ancak bu konuya gegmeden 6nce, yliksek nitelikli icerigin asil olarak
kitlenin icerigi tliketme deneyimine odaklandigini hatirlamak o6nemlidir. Bu, iceriginizi
gordigiinde kitlenizin hos bir deneyim yasamasini nasil saglayacaginizi diisinmeniz gerektigi
anlamina gelir.
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Engelli bireylerin iceriginizle daha iyi etkilesim kurmasi icin erisilebilirlik 6zelliklerini de goz
onitnde bulundurmalisiniz. Bunun igin blyik degisiklikler yapilmasina gerekmez; bir¢ok sosyal
medya kanal, iceriginizi olustururken ve yayinlarken ekleyebilmeniz igin 6zellikler ve 6neriler
sunar.

ipuclari ve PUf Noktalari: Kullanici dostu icerik

® Okunabilirligi artirin: Bu her zaman metni miimkiin oldugunca kisa tutmak anlamina
gelmez. Bunun yerine, okuyucularinizin en ¢ok ilgilendikleri bilgileri bulmak iizere
metni kolayca tarayabilmesi icin metninizi uygun ara basliklar kullanarak diizenleyin.

® Ses kalitesini artirin: Yiiksek kaliteli ses kullanin veya (retin. Kendi ses kaydinizi
yapiyorsaniz (6rnedin réportaj, podcast) mutlaka uygun mikrofon kullanin. Cogu
zaman insanlar telefon, bilgisayar veya kamera lizerindeki sabit mikrofonlari kullanir,
ancak bunlarin arka plan giiriiltiisiinii alma olasihi§i daha yiiksektir, bu da daha sonra
hoparlérden gelen sesin netligini bozar.

Gliniimiizde nispeten ucuz mikrofonlari (fiyatlari 20 € kadar diisiik olabilir!) kolaylikla
bulabilirsiniz. Ancak érglitiiniiz bu tiir ekipmanlara yatirnm yapamiyorsa, elinizdeki
ekipmani kullanirken dikkatli olun. Ayri bir mikrofon kullanmiyorsaniz, sessiz bir oda
bulun ve ses icerigi kaydederken olasi arka plan giiriiltiilerini en aza indirin.

e Gorselleri gelistirin: Mutlaka yliksek kaliteli gérsel malzemeler kullanin ya da liretin.
Iceriginiz icin gérseller olusturmaniza yardimci olacak cevrimici birkag ticretsiz arag
var. Bunlardan biri, kullanicilarin kolayca farkli gérsel icerik tiirleri (posterler, sosyal
medya génderileri vb.) olusturmasina izin veren ve ilham kaynadi olarak
kullanilabilecek birkag licretsiz sablona ve stok gériintiilere sahip canva.com.

Iceriginizde kullanilabilecek telif hakki ticretsiz yiiksek kaliteli gérsel koleksiyonlari olan
birka¢ web sitesi de var. Bunlardan bazilari: pexels.com veya Wikimedia Commons
(commons.wikimedia.org).

Ornek — Kullanici dostu icerik yayinlama

Orgitiiniiz Erisimi Artir icin, "Ogrenme giicliigii ceken bir hastanin insan haklarina saygi
duyulmasini saglamaya yardimci olabilecek seyler" hakkinda bir blog hazirliyorsunuz. Metin
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elinizde hazir, simdi metni web sitesine yiiklemeye hazirlaniyorsunuz. Metni web sitenizin

sayfasina yapistirdiginizda sunu goriirsiintiz:

Ogrenme giicliigii ceken bir hastanin insan haklarina saygi duyulmasini saglamaya yardimei
olabilecek seyler

Lorem ipsum dolor otur amet, consectetur adipiscing elit, sed do eiusmod tempor insididunt
ut labore et dolore magna aliqua. Non pulvinar neque laoreet suspendisse interdum
consectetur libero id faucibus. Eget egestas purus viverra accumsan in nisl nisi scelerisque. Nisl
nunc mi ipsum faucibus vitae aliquet nec. Scelerisque purus semper eget duis at tellus at urna.
Ac orci phasellus egestas tellus rutrum. Lectus mauris ultrices eros in cursus. Gravida neque
convallis a cras semper. Vestibulum lorem sed risus ultricies. A cras semper auctor neque vitae
tempus quam pellentesque. Porta non pulvinar neque laoreet suspendisse interdum
consectetur libero id. Adipiscing at in tellus integer feugiat scelerisque varius.

Bunun kiiglik yazi tipinde biyilk bir metin blogu oldugunu fark ettiniz ve asagidakileri yaparak

okunabilirligi artirmaya karar verdiniz:

Yazi tipi boyutunu artirma
Metnin igine alt bashk ekleme

Metnin satirlari arasindaki araligi artirma

Baslig1 degistirme

Glincellenen blog yazisi: *

Ogrenme Giicliigii Bulunan bir Hastanin insan Haklarinin Saglanmasina

yonelik bir Kilavuz

Ogrenme giicliigii ceken hastalarin haklari nelerdir?

Lorem ipsum dolor otur amet, consectetur adipiscing elit, sed do eiusmod tempor
insididunt ut labore et dolore magna aliqua. Non pulvinar neque laoreet suspendisse
interdum consectetur libero id faucibus. Eget egestas purus viverra accumsan in nis|
nisi scelerisque. Nisl nunc mi ipsum faucibus vitae aliquet nec. Scelerisque purus
semper eget duis at tellus at urna. Ac orci phasellus egestas tellus rutrum. Lectus
mauris ultrices eros in cursus. Gravida neque convallis a cras semper. Vestibulum
lorem sed risus ultricies. A cras semper auctor neque vitae tempus quam

pellentesque. Porta non pulvinar neque laoreet suspendisse interdum consectetur
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*Bu metnin niteligini artirmak icin yapabileceginiz daha fazla sey, érnegin gorsel veya ses
eklemek, olsa da simdilik burada birakacagiz.

Adim 4: AMO icin optimize etme

Bu el kitabinda AMO konusunda daha ayrintili olarak girecegiz; ancak bu asamada igerik igin
kullanacaginiz anahtar sozciklere odaklanin. Hangi anahtar sozclkleri kullanacaginizi
belirledikten sonra, bu anahtar sdzctikleri (igerik yazili ise) iceriginizde birkag kez kullanmaya veya
(yalnizca gorsel veya isitsel icerikse) anahtar sdzclikleri igerigin agiklamalarinda kullanmaya dikkat
edin.

Anahtar sozclikler metnin goévdesinde ve oOzellikle ilk 150 sozclikte belirgin bir sekilde yer
almalidir, ancak anahtar soézctiklerinizi mimkin oldugunca sik kullanmaniz gerekmez.

Ornek: AMO icin optimize etme

Orgutiiniiz Erisimi Artir icin asagidaki blog yazisini yazmay! yeni bitirdiniz ve simdi AMO igin
optimize etmeye calisiyorsunuz. Biraz arastirma yaptiginizda blogun ana anahtar soézciiklerinin
/ anahtar ifadesinin "6grenme glcligu ceken hastalar" olacagina karar verdiniz. Metninizi
taradiginizda bu terimin zaten baslikta ve alt bagliklarda oldugunu goriyorsunuz. Blogun ilk
paragrafinda, iki timceyi degistirerek boylece "6grenme gigligl ¢eken hastalar" anahtar
sozculkleri iki kez daha fazla goriinir hale getirdiniz.

Ogrenme Giigliigii Bulunan bir Hastanin
insan Haklarinin Saglanmasina yénelik bir Kilavuz

Ogrenme giicliigii ceken hastalarin haklari nelerdir?

Lorem ipsum dolor otur amet, consectetur adipiscing elit, sed do eiusmod
tempor insididunt ut labore et dolore magna aliqua. Non 6grenme gti¢ligl ¢ceken
hastalar interdum consectetur libero id faucibus. Eget egestas purus viverra
accumsan in nisl nisi scelerisque. Nisl nunc mi ipsum faucibus vitae aliquet nec.
Scelerisque purus 6grenme gliclliigli ceken hastalar at urna. Ac orci phasellus
egestas tellus rutrum. Lectus mauris ultrices eros in cursus. Gravida neque
convallis a cras semper. Vestibulum lorem sed risus ultricies. A cras semper

auctor neque vitae tempus quam pellentesque. Porta non pulvinar neque laoreet
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Adim 5: iceriginizi tanitma

igeriginizi olusturmayi tamamladiktan sonra bunu yayginlastirmaniz gerekir. insanlarin yeni bir
icerik yayinlayip yayinlamadiginizi gérmek icin web sitenizi diizenli olarak ziyaret edecegini
varsayamazsiniz, bu nedenle "bulunduklari yere giderek" dogrudan kitlenize ulasmaniz gerekir.
Kitlenize erisimi en Ust dlzeye gikarmak igin igeriginizi paylasirken igin birden fazla yontem
kullanin. igeriginizi tanitirken kullanabileceginiz bazi ydntemler asagida verilmistir:

e Sosyal medya kanallari: iceriginizden birkag kiigiik "alinti" veya "tanitim yazisi" olusturun
ve bunlari sosyal medya kanallarinizda yayinlayin. (Ayrica bkz: ipuclari ve Piif Noktalari:

Sosyal Medya Pazarlamasi icin icerik Olusturma)

e icerik Derlemeleri: icerik derlemeleri, belirli bir konudaki o haftaya (veya aya) ait en iyi

icerikleri en iyi sekilde derleyen bloglar ve/veya web siteleridir. Biraz arastirma yapin ve
Ulkenizdeki icerik derlemelerini bularak iceriginizi onlarla paylasin.

e Sosyal medya etkileyicileri (Influencer’lar): Sosyal medya etkileyicileri, sosyal medyada
cok sayida takipgisi olan kimselerdir. Uriinlerin reklamini yapmak icin sik sik markalarla
ortaklik yaparlar. Onlara ulasabilir ve igeriginizi kitlelerine yaymak isteyip
istemeyeceklerini 6grenebilirsiniz. Isinizin sosyal amaci / insan haklari yénii gdz éniine
alindiginda, sosyal medya etkileyicileri igeriginizi lcretsiz olarak tanitmaya istekli olabilir.

Yerel sosyal medya etkileyicileri hakkinda biraz arastirma yapin ve tartistiklari veya kisisel
yakinhklari olan belirli sosyal amacglar veya insan haklari ile ilgili konular olup olmadigini
anlamaya ¢alisin. Hem orgitlin ¢calismasi hem de bu konuyla ilgili igcerik olusturabilirsiniz.
Bu, sosyal medya etkileyicisinin iceriginizi tanitma sansini artirabilir.

e Biilten ve E-posta Listeleri: Orgiitiiniiziin halihazirda biilten aboneleri seklinde dnemli bir
takipgisi veya kitlesi bulunabilir- gonderdiginiz biiltenlere diger igeriklerinizle ilgili
baglantilari ekleyin.

Ornek: iceriginizin tanitimi

Yukarida siralanan adimlar pratikte asagidaki gibi gériinecektir:

Orgiitintiziin web sitesinde "Ogrenme Giigliigii Ceken Bir Hastanin insan Haklarina Saygi
Duyulmasini Saglama Kilavuzu" bashkl bir blog yazisi yayinladiniz. Simdi bu icerigi tanitmak
istiyorsunuz, bunun icin asagidakileri yapabilirsiniz:
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e Blog hakkinda 3 sosyal medya gonderisi yazin. Ardindan bu sosyal medya gonderilerini
blogun yayinlandigi giin, yayinlandiktan 2 giin sonra ve yayinlandiktan 4 giin sonra
yayinlanacak sekilde planlayin.

® Biraz arastirma yaparak hasta haklariyla ilgili bir icerik derlemesi bulursaniz ve
blogunuzu bu icerik derlemesiyle paylasabilirsiniz.

e Biraz daha arastirma yaparak Instagram'da 6grenme gicligl c¢eken ve 6grenme
gucltugi ile ilgili deneyimlerinden bahseden sosyal medya etkileyicileri bulabilirsiniz. Bu
kisilere ulastiginizda, kanallarinda sizin blogunuzu tanitmayi isteyebilirler.

e Aylik bilteninizde yeni yayinlanan blog hakkinda bilgi verebilirsiniz, bdylece tim
aboneleriniz bundan haberdar olur.

Kaynaklar

Grafikler ve diger dijital icerikleri olusturmak igin ¢ok ¢esitli araglar ve kaynaklar mevcuttur.
Bircogu lcretsizdir ve ¢ok kullanici dostudur. Orgiitiiniiz icin en uygun olani bulmak igin
segenekleri deneyin.

Canva

Sosyal medya grafikleri, posterler ve diger gorsel icerikler olusturmak icin ¢cok popiiler bir grafik
tasarim web sitesi platformu. Kullanimi ¢ok sezgiseldir ve cogu 6zellik licretsizdir; 6deme
yapilarak ulasilan bazi tasarim sablonlari da sunar.

Headliner

Sosyal medyada paylasacaginiz videolari diizenleyebilen web tabanli bir uygulamadir. Kitleleri
¢cekmek icin sosyal kanallarda paylasmak Uizere sesi, altyaziyi ve kiiglik resimleri (thumbnails)
kolayca isler.

Gorsel saglayicilar

Kullanilacak dnemli bir kaynak ise kullanicilar tarafindan diger gérsel medyada paylasiimak ve
kullaniimak Gzere yiklenen gorsellerin veri tabanlari olan bir gorsel saglayicisidir. Haber
kuruluslari Getty gibi Gcretli saglayicilari kullanir, ancak Shutterstock gibi licretsiz veya Ucretsiz
segenekler finansal agidan daha rahat erisilebilirdir. Diger popller saglayicilar arasinda Unsplash
ve iStock bulunmaktadir.

Creative Commons

Stok fotograflar veya videolar gibi baska biri tarafindan olusturulan icerigi kullaniyorsaniz, telif
hakki sinirlamalarina dikkat etmek ¢cok 6nemlidir. icerigi olusturanlardan agik izniniz yoksa, her
zaman Creative Commons lisansiyla saglanan icerikleri arayin. CC lisanslari, orijinal icerik
Ureticiye referans verilmesi kosuluyla, icerigin Uicretsiz ve sinirsiz kullanimina agikga izin verir.
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Bunu yapmamak, orijinal icerik treticinin telif hakki ihlali icin maddi tazminat istemesine neden
olabilir.

Erisilebilirlik
Hazirlik

Modern teknoloji, modern ¢oéziimlerle birlikte gelir. Onceden gérsel, isitsel veya diger engelli
kisilerin cogu medya bigimine sinirli erisimi s6z konusu olsa da artik hemen hemen herkesi
kapsayabilen ¢ok ¢esitli segenekler ve yardimci 6zellikler vardir.

Bu 6zelliklerin gogunun uygulanmasi kolaydir ve olusturdugunuz icerikte ¢ok az sayida ayarlama
icerir. Bu eklemelerin yarattig katma deger, engelsiz erisime izin vererek erisiminizi artirabilir ve
ayni zamanda hem kitleniz hem de markaniz tizerinde olumlu bir etkiye sahip olur.

Ekran okuyucular

Gorme engelli kisiler, dijital icerigi yiksek sesle okumak i¢in ekran okuyucu yazilimindan
yararlanacaktir. Yazihm 6zellikleri artik metin islemenin 6tesine gegmis durumda: artik neyin
ylksek sesle okunmasi gerektigini daha iyi anlamak icin metnin yazi tipi stilini ve kodlamasini
algilayabiliyorlar.

Blog gdnderisi veya web sitesi 6zelligi olustururken, yapinizi degerlendirmek icin bir erisilebilirlik
eklentisi kullanin. Basliklari isaretlemek igin yazi tipini blyltmek yerine baslik stilleri gibi
ozelliklerden yararlanin.

Alternatif metin ve gorsel aciklamasi

Bu eklemelerden en kolayi alternatif metin ve gorsel agiklamalaridir. Gorselin herhangi bir
nedenle goriintlilenememesi durumunda ise yarayacak bir resim alti yazisi olarak kisa bir yazih
actklama, ekran okuyuculari kullanan kisilere veya cihazlarina gorsellerin yiklenmesi engellenen
herkese baglam hakkinda bilgi saglar. Bu, Instagram'daki gibi metin iceren grafik slaytlari da
kapsar.

Kodlanmis video altyazilari

Bircok video platformu, yiklenen videolara otomatik altyazi olusturma 6zelligini sunar. Bu ¢ok
kullanigh bir 6zelliktir, ancak aksanlar, belirli ifadeler veya ses diizeyi nedeniyle yine de hatalari
olabilir. Mimkin oldugunda, videoda dogruluk ve zaman yerlesimi agisindan kontrol edilen
altyazilari videoya ekleyin.

Digerleri

Mimkin oldugunca kapsayici olmak icin daha bircok 6zellik vardir. Daha fazla bilgi icin,
WebAIM (ingilizce) ve W3C Web Accessibility Initiative (birden ¢ok dilde cevirisi bulunmaktadir)
gibi kaynaklar iceriginizi ayarlama konusunda yararlidir.
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Sosyal medya (pazarlama) kilavuzu

Bu bollimde, sosyal medya pazarlama calismalarimiza nasil baslayacagimiz veya bunlari nasil
gelistirecegimiz kisaca aciklanmaktadir. Bu adimlar genellestirilmistir ve farkl sosyal medya
kanallarinda kullanilabilir. Asagidaki boélimler belirli sosyal medya kanallari hakkinda daha
ayrintili bilgi verecektir: Facebook, Twitter ve Instagram.

Adim 1: Dogru sosyal medya kanalini secme

Hangi sosyal medya kanalina odaklanacaginizi secerken, ulasmak istediginiz kitleyi diisiniin ve en
¢ok hangi sosyal medya kanalini kullandiklarini 6grenin. Ayrica ne tir icerik yayinlayacaginizi
dustinmelisiniz.

Calismalari icin halkin destegini artirmaya calisan insan haklari orgltleri icin Facebook'un en iyi
kanal olmasi muhtemeldir. Hala diinyanin en bilyik ve en yaygin kullanilan sosyal medya
kanalidir.

Ornek: Dogru sosyal medya kanalini secme

Ulkenizin hiikiimeti kisa siire énce miiltecilerle ilgili yasada degisiklik énerdi. Onerilen
degisiklikler uluslararasi standartlarla uyumlu degil ve insan haklarini ihlal ediyor. Ayni zamanda
blyik ol¢lide hikiimet tarafindan kontrol edilen medya, milteci karsiti daha fazla haber
yayinlamaya basladi ve miiltecilere karsi kamuoyu olusmaya basladi.

Miltecilerin haklarini hem bireysel dizeyde hem de yasama diizeyinde savunan bir orgitte
calisiyorsunuz. iletisimden sorumlusunuz ve mevcut baglamda, hedeflerinizden biri sosyal
medya pazarlamasi yoluyla miiltecilere ve orgitintziin ¢calismalarina yonelik halk destegini
artirmak.

Zamaniniz sinirli, ¢linkl adli yardima ihtiya¢ duyan milteciler igin de savunma hazirliyorsunuz.
Bu nedenle pazarlama faaliyetleriniz icin yalnizca bir sosyal medya kanali kullanmaya karar
verdiniz.

Nufusun hangi kesimine ulasmaya calistiginizi kendinize sorun. Yasa degisikliklerini énleme
konusunda basari kazanmak igin genis destege ihtiyaciniz oldugundan, sorunun yaniti niifusun
geneli olacaktir.

Ayrica kendinize ne tir igerik Ureteceginizi de sorun. Yanitiniz, cesitli tirlerde igerik.
Miultecilerin (lkenize gelis nedenlerini ve Ulkenizde neleri sevdiklerini paylastiklari basit
videolar olusturmaya karar verdiniz. Ayrica miltecilerin haklari ve yasa teklifinin uluslararasi
milteci hukukuna hangi agidan aykiri oldugu hakkinda blog yazilari yazmaya karar verdiniz. Blog
gonderisi ve videolara uygun ve 6nemli alintilar ile bilgiler iceren infografikler ve fotograflar
olusturun.
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Niifusun geneline ulasmak ve gesitli igerik tlrleri Gretmek istediginizden Facebook'un sosyal
medya pazarlama faaliyetleriniz icin en iyi kanal olduguna karar verdiniz. Facebook (ilkenizde
en yaygin kullanilan sosyal medya kanali ve platform gesitli icerik tirleriyle uyumlu.

Adim 2: [cerik olusturmaya ve yayinlamaya baslama

Ana sosyal medya kanalinizi segtikten sonra profilinizi tamamladiginizdan emin olun. Bu, uygun
bir gorsele, orgutiniziin ¢alismalarina dair anlasilir bir agiklamaya, ilgili iletisim bilgilerine ve
hedef kitlenizin sayfanizdan neler bekleyebilecegine dair bir agiklamaya sahip olmaniz anlamina
gelir. Bundan sonra, igerik yayinlamaya baslayin ve yayinlari diizenli olarak yapin. Her giin yayin
yapamayabilirsiniz, ancak haftada veya ayda en az bir yayin yapmaya calisin. igerik niteliginin
nicelikten daha 6nemli oldugunu unutmayin. Sosyal medya kanallari ilgi ¢cekici icerik ister, bu da
kitlenizin begenecegi, yorum yapacagl, paylasacagl veya daha fazla etkilesimde bulunacagi
icerikler anlamina geliyor. iceriginiz ne kadar cok etkilesim saglarsa, sosyal medya kanali
algoritmalari da igeriginizi etkilesim kurma olasiligi olan yeni kitlelere o kadar ¢ok yayar. Bu, sosyal
medya kitlenizi ve béylece orgitiiniiziin genel destek tabanini biyltmenizi saglayabilir. Sosyal
medya kitlenizi blyltmek istediginizde, tipki icerik icin gecerli oldugu lzere, kitlenin niteliginin
de nicelikten daha 6nemli oldugunu unutmamak gerekir.

Nitelikli kitleler veya nitelikli takipgiler, iceriginizle etkilesime giren takipgilerdir. Yz bin takipginin
%5'inin etkilesime girmesindense, bin takipginin %70'inin igeriginizle etkilesime girmesi daha
iyidir. Daha ylksek etkilesim orani, sosyal medya algoritmalarina igeriginizin iyi oldugunu séyler
ve onlar da icerigi daha fazla yayar.

Sosyal Medya Pazarlamasi icin icerik Olusturmanin Puf Noktalari ve ipuglari

e geriginizden en iyi sekilde yararlanin. Sinirli zamaniniz ve kaynaklariniz varsa ve ¢ok
fazla icerik Gretemiyorsaniz bu yararh olabilir.

o Ornegin, web sitenizde daha uzun bir blog gonderisi veya makale
yayinladiysaniz, bu icerige dayali 2-3 sosyal medya goénderisi olusturun. Gorsel
sosyal medya icerigi icin Urettiginiz videolardan aldiginiz fotograflari da
kullanabilirsiniz.

e Bir gerceve olusturun. Sosyal medya kanalinizda ne tiir icerik yayinlayacagina karar
verin; onceden bir cerceveye sahip olmak, sosyal medya pazarlamasi icin icerik
olusturmayi daha kolay ve hizli hale getirebilir.

o Ornegin, sayfaniz llkenizdeki belirli bir insan haklari meselesiyle ilgili en son
gelismeleri yayinlayan bir "bilgilendirme/haber platformu" olarak hizmet
verebilir. Diger bir olasi secenek de sayfanizin, insan haklariyla ilgili i¢ acici
oykiler paylasan ve izleyicilerle daha kisisel diizeyde baglanti kurmaya calisan
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"ilham verici bir platform" olarak hizmet etmesidir.

e Benzerleri ve 'rekabeti' izleyin. Ne tir icerik yayinlayacaginiza karar veremiyorsaniz,
sizinkine benzeyen orgilitlerin veya Ulkenizde ¢ok popiler olan kuruluslarin sosyal
medya kanallarina bakin. Ne tir igerikler yayinladiklarina ve en ¢ok etkilesim alanlarina
bakin.

Adim 3: Insanlarla baglanti kurma- Dinle ve Etkilesime Geg

Sosyal medya ve "geleneksel medya" arasindaki temel farklardan biri, ilkinin takipcilerinize ve
kitlelerinize kulak verme ve onlarla dogrudan etkilesim kurma yetenegidir. Sayfaniz ve igeriginiz
hakkinda sdylenenleri izlemek 6nemlidir. Sosyal medya, orgutlerin kitleleriyle sohbet etmelerini
saglar. insan haklari érgiitleri, mesajlarini kitlelere iletmeyi amaglayan birgok etkinlik yapsa da
ayni zamanda kitlelerine kulak vermeye ve calistiklari konular hakkinda ne distnduklerini
ogrenmeye yonelik etkinlikler de yapmalidir. Bu, 6rgutin topluluklarinin ihtiyaglarini daha iyi
karsilamasini saglayabilir. Sosyal medya bu konuda iyi bir arag olabilir.

Yorum seklinde dogrudan geri bildirim, insanlarin ne disindigini ve orglitliiniiziin Gzerinde
calistigi konulari nasil algiladigini veya anladigini 6grenmede ¢ok yardimci olabilir. Ayrica,
insanlarin ne tir iceriklerden hoslanip hoslanmadiklarini anlamanizi saglar. Sadece izleyicilerinizin
soylediklerini dinlemek yeterli olmayacaktir, onlarla konusmaniz da gerekir. Bu genellikle sosyal
medyada onlarla etkilesime gecmek olarak adlandirilir, aslinda sayfanizdaki ve iceriginizdeki
yorumlara cevap vermek kadar basittir. Hedef kitlelerle sohbet etmek, sayfanizin ve 6rgitlintzin
sadik takipgilerinin ve desteklerinin sayisini arttirmanin etkili bir yolu olabilir. Bunun tamamen
istege bagh olmasina ragmen, baska bir yol da dogrudan arkadaslarinizdan / sosyal medyadaki
baglantilarinizdan érgiitiiniiziin sayfasini begenmelerini istemektir. insanlar, érgitlerden ¢ok
insanlara glivenir; siz ve/veya ekip Uyeleriniz isterseniz, kendi ¢evrenizi davet etmek icin kisisel
profillerinizi kullanabilirsiniz.

Ipuclari ve PUf Noktalari: Olumsuz yorumlari yanitlama

Bu, bazen insan haklari galismalari baglaminda zor olabilir; sosyal medya sayfalarinizda her
zaman olumsuz yorumlarin gériinme olasiligi vardir. Farkl sekilde ele alinmasi gereken iki tiir
olumsuz yorum vardir.

internet Trolii Yorumlari: Bunlar ciddi yorumlar degildir, kasitl olarak insanlara rencide
etmeye, sorun ¢cikarmaya veya dogrudan saldirmaya calisirlar. ilk olarak, kisinin profilini kontrol
edin. Ne yazdiklarina, kimi hedef aldiklarina ve gercek bir insana benzeyip benzemediklerine
bakin. Sirekli trolleme davranisinda bulunuyorlarsa, daha fazla etkilesimden kagcinmaniz
Onerilir. Yorumlarini silebilirsiniz.
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Gercek Yorumlar: Kisi gergek goériniyorsa, onunla bir diyaloga ge¢cmek yararli olabilir. Onlarin
bakis acisini anlamaya c¢alisin ve karsi arglimanlarinizla yanit verin. Bu kisinin fikrini
degistirmeseniz bile, yine de ilgi ¢ekici bir 6rgiit oldugunuzu gosterir. Dirist, samimi ve 6zglin
yanitlar verin.

Her zaman dikkatli olun, 6rgltliniiziin olumsuz yorumlarla basa ¢ikma konusunda bir politikasi
olup olmadigina bakin, yoksa bir politika olusturun ve sayfanizda yayinlayin. Bu, seffafligi ve
hesap verebilirligi gostererek gliven olusturabilir.

Adim 4: Calismanizi izleme ve élcme

Sosyal medya kanallarinizin ilerlemesini izlemek onemlidir; bu, etkinliklerinizle hedeflerinize
ulasip ulagmadiginizi belirlemenize yardimci olacaktir. Sosyal medyanin avantajlarindan biri, cogu
kanalin izlemedeki ilerlemeyi nispeten kolaylastiran izleme araglari olusturmus olmasidir.
Asagidaki bolimlerde her kanal ele alinacak, bu araglara nasil erisilecegi konusunda o6zel
yonlendirmede bulunulacak ve ayrica sosyal medya kanallarindan dogrudan bulabileceginiz ek
kaynaklarin bir listesi verilecektir.

Cogu sosyal medya kanalinda olgebileceginiz c¢esitli seyler bulunur. Asagida listelenen
Olcimlerden hangisine dncelik vermeniz gerektigine karar verirken sayfaniz veya belirli icerik icin
ozel hedefinizin ne oldugunu disinmeniz 6nemlidir. Bunlar:

e Takipgiler: Bu, sosyal medya sayfanizi takip eden kisi sayisidir.

e Etkilesim: Bu, begeniler, yorumlar, yeniden paylasimlar, yeniden tweetler, baglanti
tiklamalari veya video gorintilemeleri dahil olmak Gizere gonderilerinize gosterilen tepki
sayisidir. Bu, orgutinize glglu bir destekgi tabani olusturmak igin en énemli unsur olarak
gorulir.

Erisim: Bu, iceriginizi goren kisi sayisidir.

e Eylem Cagrisi: Hedef kitlenize, metinde istenen bir eylemi gerceklestirmesini ¢agrisinda
bulunulur. Ornegin, web sitenize gitmek, etkinliginize gitmek, bagis yapmak veya dilekce
imzalamak igin bir baglantiya tiklamak, paylagsmalarini istediginiz bir génderiyi paylagsmak
vb.

e Donlisim/Yatinm Getirisi: Bu, bir hedef kitle Uyesinin Eylem Cagrisina kag¢ kez yanit
verdigidir (yukaridaki terime bakin).

Adim 5: Sosyal Medya Reklamlari

Yukarida listelenen tim adimlar hedef kitlelerinizi olusturmayi ve takipgilerinizin sayisini
artirmayr amaglamaktadir, sosyal medya reklamlari Ucretli gevrimigi reklamlar araciligiyla
cabalarinizi gliclendirmenin ve hizlandirmanin bir yontemidir. Bazi sosyal medya kanallarindan
bahseden asagidaki béliimlerde her birine dzel ydnlendirmeler yer almaktadir. Oncelikle, sosyal
medya reklamlarinin avantajlarini ve ne zaman ve nasil kullanilacaklarini anlamak énemlidir.
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Sosyal medya reklamlarinin iki temel avantaji sunlardir:
e Ozellikle planlanmis ve hedefi belirlenmis reklamlar: Sosyal medya kanallari kullanicilari

hakkinda ¢ok fazla bilgiye sahiptir; bu, belirli kitleleri gz 6niinde bulundurarak igerik
olusturabileceginiz ve bu igerigin bu kitleye yonlendirilmesi icin 6deme yapabileceginiz
anlamina gelir. Bu bilgiler yas, toplumsal cinsiyet, siyasi aidiyet, belirli ilgi alanlari, cografi
konumlar vb. olabilir. Bu, 6rgiitiintiziin ¢cahismalarini destekleme olasiligi en fazla olan
gruplara daha iyi ulasmaniza veya 6rglitiiniz ya da ¢alismalariyla ilgili hicbir sey duymamis
olabilecek ancak mesajlarinizi paylasmak istediginiz gruplarina daha iyi ulasmaniza
yardimci olabilir.

e Onemli élgiide daha genis erisim: Normalde yayinladiginiz igerigi sadece sayfanizin
takipgileri gorur, lcretli sosyal medya reklamlari ise igeriginizin ¢ok daha genis bir insan
yelpazesi tarafindan goriilmesini saglar. Bu, takip¢i sayinizi daha hizli bir sekilde
blyltmenize yardimci olabilir.

Ornek: Sosyal Medya Reklamlari

Washington DC'de yeni kurulmus bir insan haklari egitimi 6rgiti igin ¢alisiyorsunuz ve diger
¢alismalarinizin yani sira genglere haklarini savunmak igin hangi yetkilere sahip olduklarini
dgretmeyi amacglayan medeni haklar calistaylari yapiyorsunuz. Onceki calistayda sadece 3
katilimci vardi ve bir sonraki calistay icin katilimci sayisini artirmak istiyorsunuz. Orgiitiiniiziin
sosyal medya kanalinda akilda kalici bir baslk ve ilgili tim bilgilere sahip bir etkinlik sayfasi
olusturuyor ve yayinliyorsunuz. Ayrica sosyal medya reklamlari kullanmaya karar verdiniz.

ilk 6nce 12-14 yas arasi genclerden olusan hedef demografinizi diisiiniin. Ardindan bu genclerin
calistayinizla ilgilenebileceklerini gosteren ilgi alanlarini dlisiiniin. Greenpeace, Uluslararasi Af
Orgiitii veya Diinya Yaban Hayati Fonu gibi diger hak 6rgiitlerine ilgi gdsteren genglerin
calistayinizla da ilgilenebilecegine karar verdiniz.

Ayrica, su anda toplumda hangi konularin popiler oldugunu da dislinin, bu da calistayiniza
olan ilgiyi belirler. Greta Thunberg veya Malala Yousafzai gibi 6nde gelen hak savunucularina
ilgi gosteren kisilerle Black Lives Matter (Siyahlarin Yasamlari Degerlidir) protestolarina veya
Myanmar protestolarina ilgi gosteren kisilerin calistayinizla ilgilenebilecegine karar verdiniz.

Ardindan, gencler icin bir sosyal medya reklami olusturun, bunu yaparken reklamin size
yonlendirmesini istediginiz demografik 6zelliklere dair sorularin oldugu boliimde asagidakileri
yazin:

e Yas: 12-14

e lgi alanlari: Greenpeace, Uluslararasi Af Orgiitli, Diinya Yaban Hayati Fonu, Greta
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Thunberg, Malala Yousafzai, Siyahlarin Yasamlari Degerlidir (BLM), Myanmar
Protestolari
e Yer: Washington DC

Bir adim daha ileri gitmeye karar verdiniz ve genclerle dogrudan bilgi paylastiklari platformlari
olan yetiskinleri de hedefleyeceksiniz. Bu tir bilgileri paylasmakla kimin ilgilenebilecegini
disindiniz ve tarih, yurttaslik bilgisi ve sosyal bilgiler 6gretmenlerinin galistay ile ilgili bilgileri
ogrencileriyle paylasmakla ilgilenebilecegine karar verdiniz.

Bu nedenle, 6gretmenler icin ikinci bir sosyal medya reklami olusturuyorsunuz, burada
reklamin size yonlendirmesini istediginiz demografik 6zelliklere dair sorularin oldugu bolime
asagidakileri yazin:
e Meslek: 6gretmen
e ilgi Alanlar: yurttaslik bilgisi, tarih, insan haklari, Greenpeace, Uluslararasi Af Orgiitd,
Diinya Yaban Hayati Fonu, Greta Thunberg, Malala Yousafzai, Siyahlarin Yasamlari
Degerlidir (BLM), Myanmar Protestolari
® Yer: Washington DC

Sosyal medya reklaminiz 20.000 kisiye ulasiyor, 200 kisi etkinlige ilgi gosterdi ve 25 kisi asagidaki
atolyeye kaydoldu ve katildi. 20.000’den 25’e 6nemli bir diisls gibi goriinse de reklam buyik
olasilikla gok uygun maliyetliydi ve dnceki etkinliginize kiyasla, atélyenize 22 geng daha katildi
ve bu da etkinligi basaril kild1.

Belirli bir etkinligin 6tesini degerlendirerek ve bunu daha genis bir sosyal medya pazarlama
baglamiicine yerlestirerek, sosyal medya reklam ¢alismalariniz igceriginizi 20.000 kisinin gormesi
sagladi. Bu, 6rgiutinlizii daha 6nce duymamis olabilecek 20.000 kisinin artik ondan haberdar
oldugu anlamina gelir. Bu, erisiminizi genisletmenin bir 6rnegidir. Ayrica, 200 kisi begen
digmesine tiklayarak etkinlige ilgi gosterdiyse, bu artik iceriginize (reklamini yapmak icin para
odediginiz icerik dahil) gelecekte bakma olasiliklarini artirir. Bu bir etkilesim 6rnegidir. Son
olarak, etkinliginize 25 genc katildi, bu da ¢abalarinizin 25 kisiyi sizin istediginiz seyi yapmaya
yani calistayiniza katilmaya ikna ettigi anlamina geliyor. Bu, déniisiim veya yatirim getirisi
ornegidir.

Kanallar
Asagida, en populer sosyal medya kanallarinin bazilari verilmektedir.
Facebook

Facebook diinya ¢capindaki en bliylik sosyal medya kanalidir, web sitenizin mini bir strimu olarak
disiinebilirsiniz. Ucretsiz oldugu icin érgitler icin harika bir aractir (bir Facebook sayfasina sahip

24



olmanin hicbir maliyeti yoktur), toplumun genis kesimlerine erisim olanaklarina sahiptir (niifusun
bilylk kismi Facebook kullanir) ve kolay (ve ucuz) reklam araglarina sahiptir.

Bir Facebook Orgiitlenme Sayfasini ydnetmek icin kisisel bir Facebook hesabina ihtiyaciniz var.
Facebook Orgiitlenme Sayfalarinin birden fazla yoneticisi ve bunlarin farkli gérevleri olabilir.
Ornegin, bir Yonetici sayfa lzerinde tam denetime sahipken (diger Sayfa yéneticilerini de
ekleyebilir) ve bir Editor yalnizca zaman tilinelinde igerik yayinlama yetkisine sahip olabilir. Bu
ozelligi en iyi nasil kullanacaginizi diisiinlin, belki de kendi projeleri olan ekip Uyeleriniz vardir ve
projeleri hakkinda sizin igerik yayinlamanizi istemeleri yerine, siz ¢alismalari hakkinda zaman
tinelinde kendi yayinlarini yapmalarini isteyebilirsiniz.

Facebook Sayfanizi Ayarlama

Facebook sayfanizin profesyonel gériindiigiinden ve potansiyel hedef kitlelerinize dogru izlenimi
verdiginden emin olun. Bu, iyi bir profil fotografiniz (bliyik olasilikla 6rgitiintziin logosu
olacaktir) ile iyi bir kapak fotografiniz olmasini icerir. Kapak fotografiniz kaliteli olmahdir (pikselli
veya bulanik goriintiler profesyonelce goriinmez) ve orgitiinizin yaptigi is tlriini gorsel olarak
Ozetler. Kapak fotografinin dis kitlelere nasil bir izlenim verdigini distnan.

Sayfa Bilgisi
Sayfa bilgileriniz, 6rgutiinizle ilgili tim bilgileri kullaniciya bildirmelidir. Bu sunlari igerebilir:

e Kisa bir Aciklama (255 karakter- daha fazla alana ihtiyaciniz varsa endiselenmeyin
“Hakkinda” baslikli béliim daha uzundur.)

Kullanici Adi (bu, Facebook icin kisa bir baglanti olusturur, 6rnegin
www.facebook.com/OrgiitiiniiziinAdi)

“Hakkinda” Bolimi

Kategori (bu blyik olasilikla insan haklari 6rgitleri icin kdar amaci giitmeyen olacaktir)

lletisim Bilgileri (telefon, adres, diger sosyal medya kanallari vb.)

Agik oldugu saatler

Hizmetler (6rnegin, insan haklari sorunlari icin tavsiye veya adli yardim saglamak)

“Eylem Cadgrisi” Diigmesi

Facebook Sayfanizda hangi digmenin gosterilmesini istediginizi iyi dislinmelisiniz. Su anda
varsayllan digme "Mesaj Gonder" digmesidir, ancak bu oOrgutiniz igin en uygun segenek
olmayabilir. "Dlzenle..." digmesine tiklayarak bunu diger "Eylem Cagrisi" digmeleri ile
degistirebilirsiniz. Bu, sayfanizin sag tarafinda Profil Adinizin ve Profil Resminizin yaninda
olacaktir.
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ipuclari ve Pif Noktalari: Eylem Cagrisi Digmesi Secenekleri

GCok sayida Facebook takipgisine sahip olmak, érgitiintize destegi genisletmek igin iyi bir ilk adimdir.
Ancak, Facebook takipgileriniz sayfanizda yayinladiginiz tiim igerigi géremeyebilir. Facebook'taki bol
icerik, iceriginizin takipginizin takip ettigi diger Facebook sayfalarinin icerigiyle rekabet ettigi anlamina
gelir. Ayrica, o kisinin Facebook arkadaslari tarafindan yayinlanan tim iceriklerle rekabet ediyorsunuz.
Cogu kisinin tek tek Facebook Sayfalarina gitmedigini, kendi Facebook'larinda kaldiklarini ve haber
akisinda gortinen icerikleri tikettiklerini unutmayin.

En Onemli iceriginizin ve mesajlarinizin birine ulagsmasini saglamanin bir yolu, bilteninize abone
olmalarini saglamaktir. Biilteninize abone olan kisiler orgitiiniize daha derin bir ilgi gostermistir ve
orgltliniiziin yayinlayacagi diger Eylem Cagrilarina (Ornegin, Orgiitiimiize Bagis Yapin veya Bu Dilekgeyi
imzalayin) yanit verme olasiliklari daha yiiksek olacaktir. Ana sayfanizdaki "Eylem Cagrisi" diigmesini,
insanlarin dogrudan Facebook'tan o6rgltindzin biiltenine kaydolmasini saglayan bir "Kayit OI"
digmesiyle degistirebilirsiniz.

Ayrica Facebook'ta bagis almak icin 6rgitinizi kaydedebilir ve Mesaj Gonder digmesini bir Bagis
digmesiyle degistirebilirsiniz. Daha fazla bilgi edinmek icin Facebook'un Hayirsever Bagis Sayfasina
[https://www.facebook.com/donate/signup] gidin.

Sayfa Sekmelerini Ozellestirme

Facebook sayfanizda, profil resminizin altinda Ana Sayfa, Hakkinda, Etkinlikler, Fotograflar gibi
cesitli sekmeler vardir.

Facebook Sayfanizda hangi digmenin gosterilmesini istediginize iyi karar verin. Sekmeler
bollimlerindeki "Diger"i tiklayip "Sekmeleri Diizenle'"ye giderek sekmeleri diizenleyebilir ve
ekleyebilirsiniz. Bu bolime, Gezinti Menuslindeki "Ayarlar"a ve ardindan "Sablonlar ve
Sekmeler"e tiklayarak da ulasabilirsiniz. Bazi sekmeler orada olmali, ancak kapatabileceginiz
bircok sekme de vardir.

"Giris" sekmesi Facebook sayfanizda her zaman bulunur ve "Giris" sekmesinin yaninda Ui¢ sekme
daha goriunir. Ev simgesinin altindaki ilk (¢ sekme Facebook sayfanizda goriinecektir, geri kalani
"Diger" tiklanarak bulunabilir. Sekmelerin sirasini yeniden diizenlemek igin, her sekme adinin sol
tarafindaki 6 noktaya tiklayin ve bunlari listede daha yiiksege veya daha asagi suriikleyin.

Ayrica, Facebook arama cubugunda, sol Ust kosedeki "Instagram Sekmesi" gibi sekme adlarini
yazarak da 6zel sekmeler ekleyebilirsiniz. istediginiz sekmeyi bulduktan sonra, sekmeye tiklayin
ve Facebook sayfaniza eklemek icin yonergeleri izleyin. Bazi Facebook gruplari veya sayfalari
sekmelerle ayni veya benzer adlara sahiptir, bu nedenle dogru adi buldugunuzdan emin olun.
Sayfada "Uygulamayi Kullan" digmesini gordigiinizde sekme eklemek icin dogru sayfada
oldugunuzu bileceksiniz.

Orgitiiniiz icin yararh olabilecek 6zel sekmeler:
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e Instagram Sekmesi (https://www.facebook.com/instatabapp)
e YouTube Sekmesi (https://www.facebook.com/youtubetabbeta)

Hedef kitlenizi bliylitme

Facebook en biylk sosyal medya kanali oldugu icin ayni zamanda en "genel" sosyal medya
kanalidir. Facebook Sayfanizi kullanma ve hedef kitlenizi buyitme ile ilgili tavsiyelerin cogu farkl
sosyal medya kanallari icin de gecerlidir. Etkilesimi artirmanin Facebook sayfaniz igin
belirleyebileceginiz en 6nemli hedeflerden biri oldugunu unutmayin.

ipuclari ve Pif Noktalari: Facebook'ta Etkilesimi Artirmanin 7 Yolu (Algoritma Hack'leri)

1. igeriginizin etkisini artinin: Sayfanizin igerigi milyarlarca diger Facebook génderisiyle rekabet ediyor;
gonderilerinizi 6ne c¢ikararak igeriginizin hedef kitlenizin haber akisinda goériinmesi icin sansinizi
artirabilirsiniz. Bunun igin ¢ok fazla harcama yapmaniza yok ve etkinin artirilmasi organik (artirilmamis)
erisimi de artirabilir. Bunun nedeni, génderileri 6ne ¢ikarmanin daha fazla kisiye ulasmasi ve bu kisilerin
gonderinizle etkilesime girmesi durumunda Facebook'un bir sonraki génderinizi daha fazla kisinin
zaman tlinelinde gosterme olasiligini artirmasidir.

2. ilgi Cekici igerik Olusturun: Facebook icin icerik ve gonderi olustururken hedef kitlenizi diisinmeyi
unutmayin. Her seyden dnce hedef kitlenizin ilgi alani ve hedefleriyle ilgili icerik olusturmaya calisin ve
bunu 6rgltindzin calismalarina veya 6nemli mesajlarina baglamaya calisin.

3. insanlari konusturun: insanlari konusturan gonderiler etkilesiminizi artiracaktir. Ornegin, basit
yanitlar gerektiren sorulari veya karsilastirmali sorulari iceren génderiler.

4. Takipgilerinizle etkilesime gecin: Gonderilerinizdeki yorumlari yanitlayin veya begenin.

5. Etkilesim igin zorlamayin: Facebook, insanlardan dogrudan etkilesimde bulunmalarini isteyen
gonderileri sevmez. Ornegin "asagiya yorum yazin" veya "bu génderiyi paylasin" ile baslayan génderiler.
Bu yontem eskiden ise yariyordu ancak artik ise yaramiyor.

6. Daha Sik ve Diizenli Yayin Yapin: Ayda ortalama 20 kez gonderi yiiklemeye ¢alisin. Bu miimkiin
degilse, daha gergekgi bir hedef belirleyin ve bu plana sadik kalin. Diizenlilik de miktar kadar 6nemlidir.

7. Yerel icerik yayinlayin ve insanlari Facebook'ta tutun: Facebook'un is modeli, insanlari sitelerinde
tutmaya dayanir. Bu, insanlari Facebook'tan uzaklastirmayan yerel icerigi (yalnizca Facebook icin
olusturulan icerik ve gonderiler) tercih ettikleri anlamina gelir.

Buna érnek olarak YouTube'a video baglantisi eklemek yerine Facebook'a video yiiklemeyi verebiliriz.
Web sitenizde yeni yayinladiginiz bir yaziya baglantilar eklemek yerine, insanlari yeni yaziniz hakkinda
bilgilendiren ve baglantiyi iceren bir génderi olusturun. Ardindan, makalenin 6nemli noktalarini
ozetleyen ancak web sitenizdeki makale baglantisini icermeyen ek Facebook génderileri olusturun.

Bonus ipucu: Miimkiin oldugunda video kullanin!
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https://www.facebook.com/youtubetabbeta

Adim adim Facebook Ads (Facebook Reklamlari) kilavuzu

Facebook'un en giiglii araglarindan biri, hedef kitle erisiminizi artirmak icin son derece yararli olan
Facebook Reklamlaridir. Asagidaki kisimda Facebook'ta nasil reklam olusturulacagi
gosterilmektedir.

Adim 1: Sol taraftaki Gezinti Menusiinde "Reklam Turini Seg"e tiklayin ve ardindan "Yeni Reklam
Olustur"u secin. Bu sizi reklam olusturma sayfasina goturir.

Bu sayfa ayrica, daha 6nce hazirladiginiz bir génderiye dayali bir Facebook Reklami olusturan
Mevcut icerigi One Cikarma secenegine de sahiptir. Bu, gonderinizi degistirmez, sadece
gonderinizi gorecek kisi sayisini artirir. Bu segcenegi kullanabilirsiniz.

Adim 2: Reklaminiz igin bir hedef secin. Hedef Secenekleri sunlardir:
e Daha fazla web sitesi ziyaretcisi kazanmak
e Daha fazla sayfa begenisi almak
e Daha fazla destekgi adayi bulmak

Adim 3: Reklami olusturun. Bu, asagidaki adimlari igerir:
e Agiklama ekleme

Medya se¢me- resimler, videolar veya bir gorselleri bir karusel formatinda kullanma.

Baslik Ekleme- reklamin basligi

Bir DUgme Etiketi Segme- Reklaminizin Eylem Cagrisidir, 6rnegin, Hemen Basvur, Hemen
Rezervasyon Yap, Bizimle iletisime Geg, Bagis Yap, indir vb.

ilgili herhangi bir web sitesi URL'sini ekleme

Hedef Kitlenizi tanimlama- Bu, Facebook Reklaminiz icin en énemli ayarlardan biridir. Bu,
s6z konusu Reklamla kimi hedeflemek istediginizi daha spesifik olarak tanimlamaniza
olanak tanir.

Sureyi ayarlama- reklamin ne kadar siire yayinlanacagini belirleyin (reklamlarin 3-5 giin
boyunca yayinlanmasi genellikle onerilir, ancak bu s6z konusu reklama ve amaca bagl
olarak degisebilir)

Reklam 6demesi

Reklamin yerinin segilmesi- érgutiiniziin bir Instagram hesabi varsa reklamlari Instagram
hesabiniza baglama seceneginiz olur.

Sag tarafta Reklam 6n izlemesini, Tahmini Giinliik Sonuglari ve Odeme Ozeti'ni gorebilirsiniz.
Adim 4: Reklamin performansini izleyin.
Sayfayl Yonet Gezinti Menusii'nden Reklam Merkezi'ne gidebilirsiniz. Bu sayfa, reklaminizin

Erisim (gonderinizi kac kisi gordi), Etkilesim (gonderinizle kag kisi etkilesimde bulundu) ve
Baglanti Tiklamalari acisindan nasil performans gosterdigini gosterir.
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Facebook Reklamlari igin Ek ipuglari ve Piif Noktalari:

e En iyi hedef kitleyi bulma: Hedef kitlenizi demografiye, ilgi alanlarina, satin alma
ahskanliklarina veya diger olgltlere gore tanimlayin. 500.000'den 1.000.000'e kadar olan
bir saylya ulasmaniz iyi etkilesim saglar. Son derece biylik veya dar bir hedef kitle
durumunda, etkilesim olumsuz etkilenecektir.

e Gereksiz harcamalardan kaginma: Hangi icerige para harcamaniz gerektigini ve hangileri
icin para harcamamaniz gerektigini distinin. Duslk nitelikte ve yayginlasma olasilig
duslk icerige para harcamayin.

e Farkh gorsel yaklasimlarin denenmesi: Blylk bir ¢evrimici kampanya baslatmak
Uzereyseniz, gorselleri dogru segmek dnemlidir. Kampanya igeriginiz igin farklh gorsel ve
mesajlasma bicimleri olusturmak icin zaman ayirmalisiniz. Farkl formlarin her biri icin
kiguk bir biitge ayirin ve 1 veya 2 glinlik denemeden sonra hangisinin en iyi performansi
gosterdigini izleyin.

Instagram

Instagram, hizla buydyen bir kitleye sahip benzersiz bir hikdye anlatma platformudur.
Guncellemeleri goriintilerle takipgilerle paylasmayi amaglayan, fotograflara ve videolara
eklemek igin filtreler, altyazilar ve grafikler gibi yeni 6zellikler diiz metinden daha fazla etkilesim
olusturur.

Instagram ayarlarini yapma

"Isletme kategorisi" altinda, kendinizi "kar amaci giitmeyen 6rgiit" olarak listeleme secenegi de
dahil olmak Gzere belirli avantajlar sunan bir "isletme profili" ile kaydedebilirsiniz. Bu, profilinizin
ziyaretciler tarafindan sosyal odakl bir 6rgiit olarak taninmasina yardimci olacaktir. Orgiitiiniiziin
Instagram hesabini 6rgltinizin Facebook'una da baglayabilirsiniz. Bu, igerigi ayni anda gesitli
kanallarda yayinlayarak icerigin etkisini artirmaya yardimci olur. Web sitesi ve iletisim bilgileri
baglantilarini eklemeyi unutmayin.

Profilinizi bir isletme sayfasi olarak degistirdiginizde yayinlariniza ve hikayelerinize erisebilirsiniz.
Instagram Facebook'a aittir. Bu platformlarin her ikisinde de pek ¢ok secenek bulunmaktadir. Bir
STO'niin  Facebook sayfasini ydnetiyorsaniz Instagram'a giris yapabilir ve Facebook
destekgilerinizi ve arkadaslarinizi Instagram sayfanizi takip etmeye davet edebilirsiniz. Bu,
Instagram'daki takipgi sayisini artirmaniza yardimci olacaktir.

Instagram kullanima
Her sosyal medya kanalinin platforma dair kendi kosullari bulunur. Instagram icin en yaygin ve
onemli terimler asagida verilmistir:
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@: Kisi veya oOrgitlin Instagram kullanici adinin sonrasina bu sembolii eklenmesine
etiketleme denir; etiketleme kullaniciya goénderinizi haber verir ve gonderiyi
paylasmalarini saglar.

DM: Bu, Instagram'in platform lizerinden 6zel mesajlasma yolu olan dogrudan mesaj

anlamina gelir. Hesabinizin mesajlarina sag Ust koseden < simgesine tiklayarak
erisebilirsiniz.

#: Bu, tweetinizi belirli bir konuya baglayabilen bir hashtag'dir. Ornegin, (varsayimsal) Bir
Londra protestosunun yildonimi hakkinda yorum vyapan bir tweet, hashtag'i
#LondonProtest1943 ekleyebilir ve bu tweet ayni hashtag'e sahip diger tim tweet'lere
baglanir. Takipgiler icin bu vyararh olabilir, bu protestoyla ilgilenen herkes
#LondonProtest1943’e bakabilir ve bu konuda atilan tim tweetleri gorebilir.

[cerik Yayimlama
Instagram'da igerik yayinlamanin gesitli yollari vardir.

Profil Gonderileri: Profilinizde ve takipcilerinizin haber akisinda gorinen génderilerdir.
Profilinize tiklayarak erisilebilirler.

Instagram hikayeleri: Bunlar, 24 saat boyunca gorintilenebilen gecici gonderilerdir
(6rnegin, resimler veya videolar). Bu, anketler, Soru-Cevap gibi etkilesimli 6zellikleri
kullanmak igin mikemmel bir formattir. Takipgilerinizin igeriginizle etkilesime girmesini
saglamak i¢in harika bir yoldur.

Hikayeler: Instagram'da yayinladiginiz hikayeleri kaydetme secenegi bulunur. Profil
bilgilerinizin altinda ve profil gonderilerinin Ustlinde goriinen farkli kategoriler (6rnegin,
Giincellemeler, Anketler ve kisa testler, insan Haklari Hakkinda Bilinmeyenler)
olusturabilirsiniz. Bu, kullanicilarin belirli bir kategori altinda yayinladiginiz tiim hikayeleri
(6rnegin, Anketler ve kisa testler) gormelerini saglayabilir.

Instagram son derece gorsel bir kanal oldugundan, mevcut tasarim kaynaklarini kullanmak
orgltlintzun ilgi cekici icerik ve saygin bir marka olusturmasina yardimci olacaktir.

Twitter

Twitter, alaninizdaki veya ilgilendiginiz konudaki en son gelismelerle ilgili konusmalara ve

tartism

alara daha fazla odaklanmistir. Ayrica daha cesitli, aktif ve ilgili kitleleri de cezbeder.

Ornegin, Facebook'ta genel halka ulasmak isteyebilirsiniz, Twitter'da insan haklarini cevreleyen
konularla ilgilenen uzmanlara ve politika yapicilara ulasmak isteyebilirsiniz.

Twitter

Hesabinizi Olusturma

Twitter tanitict adinizi / kullanici adinizi segin. Twitter taniticisi, kitlelerin sizi taniyabilmesi igin
orglitlintz adina miimkiin oldugunca yakin olmahdir.

30



Profilinizi olusturun. Bir profil resmi (bu blylk olasilikla logonuz olacak), kapak fotografi ve
biyografi (6rgltinlizin ne yaptigina dair agiklama) ekleyin. Ayrica gerektiginde web sitesi
baglantinizi ve diger iletisim bilgilerinizi ekleyin.

Twitter kullanimi

Her sosyal medya kanalinin platforma dair kendi kosullari bulunur. Twitter icin en yaygin ve
onemli terimler agagida verilmistir:

tweet: Twitter'da bir gonderi

@: Bu semboliin ardindan bir kisinin veya 6rgitiin Twitter taniticisinin / kullanici adinin
kullanilmasina etiketleme veya genel olarak bahsetme denir. Bu kisi veya orglite yonelik
halka acik bir yorumdur (6rnegin, Baskan Reagan Twitter'da Gorbacov'u ¢agirmak icin
"@PresidentGorbachevBuDuvariYikin" mesaji yayinhyor). NOT: Bu ayni terimdir/
Instagram'da benzer bir isleve hizmet eder.

RT (yeniden tweet): Bu retweet (yeniden tweet atma) anlamina gelir, birisi génderinizi
retweetlerse, profilinde goérunir ve (genellikle) gonderinizi ilging bulduklari anlamina
gelir.

DM: Bu, platform Uzerinden 6zel mesajlagsmanin bir yolu olan dogrudan mesaj anlamina
gelir.

#: Bu, tweetinizi belirli bir konuya baglayabilen bir hashtag'dir. Ornegin, (varsayimsal) Bir
Londra protestosunun yildonimi hakkinda yorum vyapan bir tweet, hashtag'i
#LondonProtest1943 ekleyebilir ve bu tweet ayni hashtag'e sahip diger tim tweet'lere
baglanir. Takipgiler icin bu vyararh olabilir, bu protestoyla ilgilenen herkes
#LondonProrest1943’e bakabilir ve bu konuda atilan tim tweetleri gorebilir.

Asagida, en iyi Twitter kullanimi icin bazi 6nemli ipugclari ve pUf noktalari verilmistir:

1.
2.

3.

Twitter'in tek yonli bir iletisim platformu degil, bir tartisma araci oldugunu unutmayin.
ilgili gazetecileri, uzmanlari, politika kisilerini ve calisma alaninizla ilgili diger etkileyicileri
takip edin ve onlarla baglanti kurun. Bu uzmanlar ve etkileyicilerle dogrudan sohbet
etmek icin @[TWITTERTANITICISI] (etiketleme sembolii) kullanabilirsiniz. Bir Twitter
hesabini etiketlediginizde, yalnizca o hesap gonderinizden haberdar olmakla kalmaz,
takipcilerinin cogu da gonderinizi gorebilir.

Twitter'da takip ettiginiz kisilerle / hesaplarla etkilesime gecin. Gonderilerine veya
yazilarina yorum yapin, (6rgitiniizin) goristnid ifade edin ve yeniden tweet atin. Bu,
konusmanin bir parcasi olmaniza ve takiplerinizi blylutmenize yardimci olacaktir.
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4. Resim veya baska icerik ekleyin. Analizler, gorselleri veya baglantilari olan tweetlerin
retweetlenme olasiliginin daha yiksek oldugunu géstermektedir.

5. RT destegi isteyebilirsiniz. Tweetlerinizin daha fazla yayilmasini istiyorsaniz RT ile baslayin
ve takipgilerinizi harekete gegebilecek metinler yazin.

6. Samimi ve 6zgln metinler yazmaya ¢alisin.

7. Hashtag'leri takip edin. Trending Topic listesini glinliik olarak kontrol edin ve markaya
uygun bir hashtag ile karsilastiginizda igerik olusturmaya c¢alisin.

8. Her zaman kendiniz hakkinda konusmayin, arada ilging ve bilgilendirici igerikler kullanin.

Youtube

YouTube, arama motoru sonuglari Gzerinde dogrudan etkisi olan Google'a ait bir video paylasim
platformudur. Cok cesitli icerikleri ve hemen hemen herkesin erisimine ve video ylklemesine
izin verme yetenegi nedeniyle nifusun bircok kesiminde genis bir erisime sahiptir.

YouTube'da c¢ok fazla icerik var, bu vylzden nitelik 6nemlidir. YouTube'un en bulyik
avantajlarindan biri, bu kanalda yayinladiginiz igerigin uzun 6mdirli olmasidir. Diger sosyal medya
kanallarinda, insanlar ¢ogunlukla kanalin kendisinin izleyiciye (¢cogu zaman haber akisinda)
sundugu icerigi tiketir. YouTube'da insanlar aktif olarak igerik arar; bu, icerigin agciklamalarini ve
basliklarini iyi bir sekilde ayarlarsaniz iceriginizi bulabilecekleri anlamina gelir.

YouTube Sayfanizi Ayarlama

YouTube sayfanizi ayarlamadan 6nce orgilitiniziinkine benzer diger hesaplari arastirmayi deneyin. Bu size ne tir bir
kanal olusturmak istediginiz hakkinda fikir verebilir. Kanaliniz icin net bir konsept (6r. egitim, hikaye paylasimi vb.)
dislindtgilinuze karar verin. Ardindan hesabinizi olusturun. Asagida hesap olusturmak igin bazi ydnergeler ve ipuglari
verilmistir:

e Orgiitiin YouTube kanalini agmak icin bir Google hesabi olusturun. NOT: Birinin kisisel Google hesabini
kullanmaktan kaginin, bu kisi blinyenizden ayrilirsa kanala erisim zorlasir.

* Google hesabini bir Google marka hesabina baglayin (marka hesaplari hakkinda daha fazla bilgi icin buraya
bakin)

e Google hesabini kullanarak bir YouTube kanali olusturun.

e Baglantilar (web siteleri, sosyal medya kanallan) ile 6rgitiiniz hakkinda bilgileri ve bu kanalda ne tir
icerikler yayinlamayi planladiginiz hakkinda agiklamay:i ekleyin.

e  Profil ve kapak fotograflari ekleyin.

e Baslik resmi ekleyin.

e  Stratejinize gore videolar olusturun.

e Kanaliniza video ekleyin ve bunlari aramalar igin optimize edin.

YouTube kullanimi

YouTube sayfanizi ayarladiktan sonra, YouTube'daki ana etkinliginiz kanalinizda video icerigi
yayinlamak olacaktir. Video icerigi yayinlarken asagidakileri eklemeyi unutmayin:
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e Baslik: Baslik, video aramasinda dnemlidir. Baslik genellikle kullanicinin bir video izlemeye
karar vermesine neden olan seydir. Acik, basit, anlasilmasi kolay ve igerige uygun
olmahdir.

e Aciklama: Bu bdlimde ¢ok fazla alaniniz oldugundan (8.000 karakter / ingilizce icin ~800
kelime), bu alani akillica kullanmalisiniz. Videonuzla iliskili kaynaklar varsa, ilgili
baglantilari veya diger ilgili bilgileri ekleyebilirsiniz.

e Etiketler: Etiket kullanimi, kullanicilara ve YouTube'a videonuzun ne hakkinda oldugunu
bildirir. YouTube'un videonuzu diger ilgili videolarla iliskilendirmesine yardimci olur. Bu,
icerige daha iyi erisim saglayabilir.

o Kategori: Kategori secmek, videonuzu YouTube'da benzer icerikle gruplandirmanin baska
bir yoludur. Her kategori icin neyin ise yaradigini aramanizi éneririz.

Diger bolgesel kanallar

Facebook uluslararasi alanda buyik 6lgtide baskin olsa da farkh bélgelerde, halkin genelinin
yukaridakilerden daha fazla kullanilabilecegi farkli sosyal medya kanallari olabilir. Yukaridaki
ipuclari hepsi icin gecerlidir ve VKontakte gibi bircogu reklamlar ve kitle erisiminde Facebook'a
cok benzer sekilde galisacaktir.

Algoritmalar icin optimizasyon kilavuzu

Web siteniz genellikle bir kisinin orgltlintize dair ilk izlenimini olusturur veya bir kisinin
Orgltinizu duyduktan sonra daha fazla bilgi edinmek istediginde gidecegi ilk yerdir. Bu, web
sitenizi ®nemli ve anahtar bir iletisim araci haline getirir. insanlarin 6rgitiiniiz ve calismalari
hakkinda bilgi edinebilecekleri bir yerdir. iyi bir web sitenizin olmasi érgiitiiniiziin giivenilirligini
artinir. Orgitiiniz ne kadar givenilir olursa, insanlarin mesajlariniza giivenme ve eylem
cagrilariniza yanit verme olasiligl da o kadar artar. Bu, Ulkelerinde veya bolgelerinde yerel halk
destegi olusturmayi amaclayan insan haklari 6rgitleri icin inanilmaz derecede 6nemli olabilir.

Orgitiiniiziin destekgi tabanini bilyiitmek amaci ile web sitenizi tasarlarken veya giincellerken
g6z 6nlinde bulundurmaniz gereken li¢ 6ge vardir:
1. Tasarim ogeleri

2. Web sayfalari
3. Optimizasyon (6zellikle Arama Motoru Optimizasyonu)

Tasarim égeleri

e Okunmasi ve gezinmesi kolay bir tasarim: Basit bir web sitesi tasarimi, web sitesi
ziyaretcilerinin bilgileri almalarini kolaylastirir, asiri karmasik bir tasarim ise ayrilmalarini
saglayabilir. Web sitenizin tasarimina bakarken, ziyaretcilerin en kolay bulmasini
istediginiz bilgileri kendinize sorun ve bu bilgileri uygun bir konuma yerlestirin.
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e Gorsel olarak gekici ve sicak bir karsilama sunan bir web sitesi: Yiksek nitelikli gorseller,
basit renk semalari ve (mimkiin oldugunda) icinde insan olan fotograflar kullanin.

e Basit yaz tipleri: Metnin okunakl olmasini saglamak icin basit ve yeterince blyik yazi
tipleri kullanma.

e Web sitesi genelinde logo tutarliigi: Logonuzun her sayfada gorindigiinden emin
olmaya ¢alisin, bu, 6rgitiinizin marka bilinirligini saglayabilir.

e Biyiik bir Katil veya Bagis Yap veya Kayit Ol diigmesi: Sag lst kdse bu diigme icin ideal
bir noktadir.

e Eyleme Gegme Cagrisi: Ziyaretcilerin haberdar olmasini istediginiz belirli bir etkinliginiz
veya bir kampanyaniz varsa, ziyaretgilerin web sitenizde ziyaret ettikleri ilk sayfadan
itibaren agik¢a bunu 6grenmelerini saglayin.

Web sayfalari

Web sitenizi duslintrken, kendinize gercekte hangi amaca hizmet ediyor diye sormayi deneyin?
is web siteleri, Griinlerini veya hizmetlerini satmak igin misteri tabanini biiyiitmeyi amaglar. insan
haklari 6rgutleri, isletmelerin musteri tabanini biyitmek icin kullandiklari araglari ve taktikleri
kullanabilir. insan haklar érgiitleri, biiyliyen misteri tabani yerine, destekgilerini artirmak ister.
Bunlar, bilten aboneleri, diizenli olarak bagis yapan Uyeler veya orgutinizin belirli eylem
cagrilarina uyacak kisiler (6rnegin, Bu Dilekceyi imzalayin veya Bu Protestoya Katilin) olabilir.

Orgiitiiniize potansiyel olarak destek verebilecek birisi web sitenizi ziyaret ettiginde, 6rgiitiiniiziin
hangi degerlere sahip oldugunu ve kendi degerleriyle uyumlu olup olmadigini bulmak ister. Farkl
ziyaretgi tirlerinin ne tir bilgiler aradigini diisiiniin. Orgiitiiniiz (iye tabanliysa, potansiyel bir
dyenin bilmek isteyeceklerini distnin. Basarili bir taktik, Giyelere baska bir yerde bulamadiklari
ozel bilgilere veya ilgi alanlari ile ilgili egitim iceriklerine erisim sunmaktir. Son olarak, lyelik icin
kaydolmanin ve gevrimi¢ci 6deme yapmanin kolay bir yolunu isterler. Potansiyel bagiscilar,
orglitiniztn misyonunun ne oldugunu, bagislarin nereye gittigini ve bagis yapmanin kolay bir
yolu olup olmadigini bilmek ister.

Bu gereksinimlere baglh olarak, web siteniz asagidakileri icermelidir:
e Anasayfa

e Bize Katil Sayfasina— Uyelik avantajlarini listeleme

e Bagis Sayfasi

e Etkinlikler

e Kaynaklar / Uyelere Ozel Alan

e Calismayi glincellemek icin Haber/Blog Béliumi

e Bize Ulasin

e Hakkimizda — 6rgitin misyonunu, vizyonunu ve degerlerini aciklama
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AMO (Arama Motoru Optimizasyonu, SEO)

AMO nedir?

Bir web sayfasinin arama motoru siralamasini artirmaya yonelik calismalar AMO olarak
adlandirihr.  Tam biyilk arama motorlar (Google, Yahoo, Bing vb.), musterilerine aramalariyla
en ilgili sonuglar gostermek ister. Bunu yapmak igin, uyarlanabilir algoritmalar kullanan arama
motorlari, web sayfalariniilgi diizeylerine ve poplilerliklerine gore siralar. Siralamada en Ustte yer
alan sayfalar ilk gosterilen arama sonuglari olacak ve siralamanin altlarindaki sayfalar arama
sonuglari listesinin sonuna dogru goriinecektir. insanlar sayfalarca arama sonucuna tek tek
tiklayarak saatler harcamaz. Bu nedenle, web sayfaniz siralamanin ne kadar st kisimlarinda
kalirsa, o kadar ¢ok kisi web sitenizi bulur ve ziyaret ederek hedef kitlenizi biyiitiir.

NOT: AMO calismasini, web sitesinin tamami icin dedil, tek tek web sitesi sayfalari icin yapmamiz
gerektigini unutmayin.

NOT: Web sitenizin teknik ézelliklerine bagli olarak, AMO ¢alismasi yapmanin farkli yollari vardir.
WordPress ve diger web sitesi programlari hem licretsiz hem de ek (iicretli) AMO araglarina
sahiptir. Sitenizde AMO c¢alismasini nasil yapabileceginizi 6grenmek igcin web sitesi gelistiricinizle
konusmaniz gerekebilir. WordPress tabanli siteler hakkinda daha fazla bilgiyi burada
bulabilirsiniz: Ultimate WordPress SEQ Guide for Beginners (Yeni Baslayanlar icin WordPress AMO

Kilavuzu)

Siralamayi etkileyen etkenler nelerdir?

e Nitelik (Kalite) Puani: Bu, teknik etkenler acgisindan web sitenizin ve web sitesi
sayfalarinizin niteligini ifade eder.

Tiklamalari ve trafigi en Ust diizeye ¢ikaracak bir web temeli olusturdugunuzdan emin
olmak igin iki temel sey yapabilirsiniz:

e Arama motorlari, icerigi bozuksa web sitesinin siralamadaki yerini otomatik olarak
gerilere atar. En yaygin hata kodu 404'tlir (eklediginiz bir baglanti artik calismiyor
anlamina gelir) ancak olusabilecek ¢ok sayida baska hata tlrl de vardir. Web sitenizin
kalitesini otomatik olarak degerlendirmek ve blylk igerik hatalarini gérmek igin
sitechecker gibi bir AMO denetim araci kullanin. Zaman alici ve sikici bir siireg olsa da
bunlari elle yapmaniz, arama motoru siralamasinda ilk artisi saglamaniza neden
olacaktir.

e Anahtar Sozciikler: Anahtar sézciik veya anahtar timcecik, sayfanizin arama motoru
sonuclari icin en c¢ok iliskilendirilmesini istediginiz arama terimidir. Bu AMO anahtar
sOzclkleri, insanlarin sitenizi arama motorlari araciligiyla bulmasint miimkiin kilar.
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Sayfanizdaki tim igerigi (6r. metin, resim ve videolar) birkag basit s6zciikle anlattiginizda
kullandiklariniz, bu odak anahtar sozcliglinlizii temsil eder. Cok genel olmayan anahtar
sozclikler segmeye calismalisiniz (6rnegin- bunlardan cok sayida olacagindan sayfanizin
arama motorlarinda yliksek siralamaya girme sansi daha distk olacaktir).

Ornek- AMO icin anahtar sézciikler

Orgitiiniziin X Ulkesinde oy hakki konusunda yapilan bir tartisma ile ilgili yazisini yayinlayacaksiniz.
Yaziya anahtar tiimcecik olarak 'X Ulkesinde oy hakki tartismasi' ifadesi sectiniz. Bu, arama motorlarina
makalenizin ne hakkinda oldugunu séyler ve makalenin, X Ulkesindeki oy hakki tartismasiyla ilgili
herhangi bir konu icin webde arama yapan kisiler icin arama motorlarinda daha Ust siralarda yer alacagi
anlamina gelir.

Anahtar sézcliklerde en iyi uygulama

lyi anahtar sézciikleri secerken kullanabileceginiz bazi ydntemler sunlardir:

Birden ¢ok web sayfasi icin ayni anahtar sozcugiu/timcecigi kullanmamaya caligin.
Bunun temel nedeni, sayfalarinizin siralamalarda birbirine karsi rekabet etmemesini
istemenizdir. Ayni konuda birden fazla icerige sahip olsaniz bile, daha spesifik olmaya
calisin ve bir icerik pargasini bu konudaki diger icerik pargalarinizdan neyin benzersiz
kildigini belirleyin.

Anahtar sozciik sayfanizin igeriginde en az birkag kez goriinmelidir.

Anahtar sozciik sayfadaki altyazilarda goriinmelidir.

Anahtar soézciik, sayfanizin kisa alintisini tiim pargalarinda gériinmelidir: AMO bashgi,
meta agiklama ve URL kisa adi (slug). (Kisa alintilar hakkinda daha fazla bilgi icin asagida
yer alan madde 3’e bakiniz.)

Anahtar sozciik meta agiklamada gériinmelidir.

Anahtar sozciik URL kisa adinda gériinmelidir.

NOT: Web sitesi gelistiricinizden AMO basligini, meta agiklamasini ve URL kisa adlarini (slug)
nasil diizenleyeceginizi 6grenmeniz gerekecektir.

NOT: AMO bashdi, kisa ad ve meta agciklamayi hazirlamadan énce bir anahtar sézciige karar
vermeniz Onerilir. Bunun nedeni, yukarida acgiklandigi gibi, anahtar sézciigiin sayfanin bu
kismina entegre edilmesi geregidir.

Kisa alinti (Snippet) (AMO Bashigi, URL kisa adi (s/lug) ve Meta Agiklama) Web sitenizdeki
trafigi en Ust dlizeye cikarmak istiyorsaniz, sayfalarinizin gercek arama sonuglarinda nasil
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gorindigunli optimize etmeniz gerekir. Web sayfanizin arama motorlarinda
gorintilendigi haline kisa alinti (snippet) denir (asaglya bakiniz). Kisa alintilar (snippet) bir
AMO Bagligi, Meta Agiklama ve URL kisa adindan (s/ug) olusur.

AMO Bashgi: Bu, sayfanizin arama motoru sonuglarinda gériinecek bashigidir. iki ana
amaci vardir. Birincisi, anahtar sozciikler araciligiyla arama algoritmasi lizerinde daha
iist siralarda yer almaniza yardimci olmaktir. Anahtar sézctgiiniizi AMO bashgina
eklerseniz, bu anahtar sézcik igin siralamada yukarilara gikarsiniz ve Google basliktaki
anahtar sézciigii kalin harflerle vurgular. ikincisi, okuyuculari sayfaniza gekmektir. AMO
basliklari bu nedenle kisa ve 6z tutulmalidir. Okuyucular, sayfada tiklamak igin yeterli bilgi
bulabilmelidir.

Meta agiklama: Bu, her kisa alintida (snippet) AMO basliginin altinda goriinen kisa sayfa
aciklamasidir. Baslik gibi, meta acgiklama da anahtar sozciiklerle daha st siralarda yer
almayi ve potansiyel okuyuculari tiklamaya ¢ekmeyi amaclamaktadir. Meta aciklama
odak anahtar sozclgiini icermeli ve bir okuyucunun sayfaya tiklayarak ne bekleyebilecegi
hakkinda kisa bir fikir vermelidir (ideal olarak yaklasik 150 karakter). Meta aciklamayi
doldurmazsaniz, genellikle arama motorlari sayfada goriinen ilk 150 karakteri otomatik
olarak kullanir.

URL kisa adi (slug): Bu, bir sayfanin URL'sini okunmasi kolay bir bigcimde tanimlayan
bolimidar (URL'nin  ana etki alani adindan sonra gelen bolimi, 6rnegin,
www.HR4ALL.com/URL_KISA_ADI. Sayfanin igerigi hakkinda biraz fikir vermelidir. AMO
kisa alintisinin yazilmasi/diizenlenmesi size anahtar sozcukler ekleme firsati verir ve bu,
siteye tiklamalari artirmaya yardimci olur. Anahtar soézciikleri ve web sayfasinin icerigine
dair ipucu vermek igin yeterli ve 6zlii bilgileri vermeye ¢alisarak, URL kisa adini kisa
tutmak en iyisidir.

Google

Uluslararasi alanda en bliyiik arama motoru olan Google, arama trendleri ve web sitesi
popdlerligi hakkinda bircok veriyi de ele aliyor. Bu 6gelerden bazilari kamu tarafindan
kullanilabilir ve Gcretsizdir ve 6rgitiniz icin en uygun olani Google Analytics'tir. Cogu web sitesi
olusturucusunda, Google Analytics'in web sitenizde veri toplamasina izin verecek bir eklenti
veya Ozellik olacaktir.

Analytics'i kullanmak icin 6rglitlintzin bir Google hesabi olmasi gerekir.

Analytics

Google Analytics, kullanicilarin web sitelerinin performansini 6lgmek icin 200'e kadar farkli veri
dlciimiini izlemesine olanak tanir. Orgiitiiniiz ile ilgili olabilecek él¢iimlerden bazilari:

Kullanicilar — Kullanici, web sitesinin benzersiz veya yeni bir ziyaretgisidir.
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e Hemen ¢ikma orani — Yalnizca tek bir sayfayi gériintiileyen ziyaretgilerin ylizdesi olarak
hesaplanir.

e Oturumlar — Web sitesini ziyaret eden bir kullanici tarafindan 30 dakikalik bir etkinlik
penceresi.

e Ortalama oturum siiresi — Her ziyaretginin sitede ortalama ne kadar kaldigl.

e Yeni oturumlarin yiizdesi — ilk kez yapilan web sitesi ziyaretlerinin yiizdesi.

e Oturum basina sayfa sayisi — Her oturum icin ortalama sayfa goriintiileme sayisi.

o Hedef tamamlamalar - Ziyaretgilerin belirtilen, istenen bir eylemi tamamlama sayisi. Bu,
doénistirme olarak da bilinir.

e Sayfa goriintiilemeleri —Toplam goriintiilenen sayfa sayisi.

Bu veri noktalari web sitenizin performansini izlemek igin kullanilabilir ve stratejinizi
ayarlamaniza yardimci olur. Orgiitiiniiz icin en uygun icerik tiriini belirlemek icin belirli bir siire
boyunca yeni sayfalardaki kullanici sayisini karsilastirin.

Reklam Bagislari

Google'dan benzersiz bir teklif, reklam bagislari uygulamasidir. Daha genis bir kitleye ulagsmak
isteyen kar amaci giitmeyen orgutler icin 6zel olarak tasarlanan Google Ads platformunu
kullanarak Google tcretli reklamlara harcamak Gzere uygun orglitlere ayda 10.000 ABD Dolari
(kumalatif degil, ayhk olarak sifirlanan bir miktar) vermektedir.

Kampanyayi planlama —adim adim yapilacaklar

Cevrimici bir kampanya belirli bir sonuca ulagsmak icin dijital pazarlama bigimlerini kullanarak
dijital pazarlamayi uygulamaya koyar. Bu sonuglar, orglitiiniziin sosyal medya kanallariyla
etkilesimi artirmayi, belirli bir donlsim oranina ulasmayi, takipgileri artirmayi veya bagis
toplamayi icerebilir.

Yeni bir kampanya olusturma cercevesinin uygulanmasi icin planlama ve esglidim gerekir.
Kampanyayi olusturmak ve baglatmak igin olasi bir plan bu bélimde 6zetlenmistir.

Adim 1. SMART bir hedef belirleme

Cevrimici bir kampanyada, dncelikle iyilestirme alanlarini ve basariyi degerlendirmek icin bir dlgt
ve referans olarak kullanabileceginiz gercek¢i hedefler belirlenmelidir. Bu hedefler SMART
(ingilizce kisaltma) olmalidir:

o Belirli (Specific): Dort (4) N ve bir (1) K sorularini yanitlayin:
o Kimi hedefliyorsunuz?
o Ne elde etmek istiyorsunuz?
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o Kampanya nereyi kapsayacak ve hedefleyecek?

o Kampanya ne zaman baslayip bitecek?

o Kampanyayi nasil yiriteceksiniz?
Olgiilebilir (Measurable): ilerlemeyi izlemek icin kullandiginiz veri noktalarini netlestirin.
Gergeklestirilebilir (Achievable): Orgiitlerinizin yeteneklerini ve kapasitesini dikkate alin.
ilgili (Relevant): Hedefinizin etkinlikleri degil, sonuglari 8lgmesini saglayin. Ornegin, 1.000
etkilesime ulasmak bir sonugtur ve 20 par¢a cevrimigi igerik yayinlamak bir etkinliktir.
Zamana bagh (Time-bound): Tanimlanmis bir son tarihi olan bir zaman tineli olusturun.

Ornek — birinci adim: SMART bir hedef belirleme

Yereldeki gencler icin insan haklari egitimlerine odaklanan yeni bir insan haklar 6rgiti kurdunuz.
Orgiitiiniiz ve genclere sundugu insan haklari atélyeleri hakkinda farkindaligini artirmak igin gevrimigi
bir kampanya baslatmaya karar verdiniz.

Hedefinizin, bélgenizdeki ana sosyal medya kanaliniza gelen geng takipgi sayisini ti¢ aylik dénem sonuna
kadar (3 ay) sosyal medya paylasimlariyla 2.000 artirmak olduguna karar verdiniz."

Bunun SMART (bu Ingilizce kisaltmayi olusturan sézciikler asadida parantez icinde verilmistir) bir hedef
olup olmadigini kontrol edin:

Belirli mi (Specific)? > EVET
o Kim: Genglik
o Ne: Takipgi sayisinda artis
o Nerede: Bolgeniz (sehriniz ve ¢evredeki yerlesim yerleri)
o Ne zaman: Ug aylik dénem sonu (3 ay)
o Nasil: Sosyal medya paylasimlari

Olgiilebilir mi (Measurable)? = EVET
o 2.000 takipgi

Gergeklestirilebilir mi (Achievable)? 2> EVET
o Bu kampanyaya haftada bir (1) tam glin ayirabiliyorsunuz ve bu Dijital Pazarlama El
Kitabini okudunuz. Bu, s6z konusu hedefe ulasmak icin gereken kapasite ve yetenege
sahip oldugunuz anlamina gelir.

iigili mi (Relevant)? = EVET
o Buyenibir 6rgit oldugundan, ilk hedefiniz hedef kitlenizi genisletmek igin takipgilerinizi
artirmaktir. Bir sonraki kampanyanizin amaci, yeni takipgilerinizin génderilerinizle daha
fazla etkilesime girmesini saglamak olabilir.

Zamana bagh mi (Time-bound)? = EVET
o 3 aylk son tarih belirlendi.
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Adim 2. Hedef kitlenizi belirleme ve arastirma

Genel nufus, farkl ilgi alanlarina sahip gesitli insan gruplarindan olusur ve farkli sosyal kanallar
kullanir. Bir sonraki adim, kampanyanizla hedefinize en iyi sekilde ulasmanizi saglayacak belirli bir
gruba odaklanmanizdir. Hedef kitlenizi anlamak, hangi sosyal kanali kullanacaginizi ve
olusturabileceginiz icerigi secmenize yardimci olur. Bunlari tanimlamak icin farkh personalar
(karakterler) olusturmak yararli olabilir.

Ornek — ikinci adim: Hedef kitlenizi belirleyin ve arastirin.

Yereldeki gencler icin insan haklari egitimine odaklanan yeni bir insan haklar 6rgiti kurdunuz.
Orgiitiiniiz ve genglere sundugu insan haklari ¢alistaylari hakkinda farkindaligi artirmak icin cevrimici bir
kampanya baslatmaya karar verdiniz.

=>» SMART hedefi tamamlandi

Hedef kitlenizin su sekilde olacagina karar verdiniz: "insan haklarina ilgi duyan ve yaslar 11 ile 15
arasinda degisen gencler"

Buna dayanarak, bu hedef kitleyi tanimlayan bir profil olusturun: Greenpeace, Uluslararasi Af Orgiiti
veya Diinya Yaban Hayati Fonu gibi diger hak orgiitlerine ilgi gbsteren gencler.

Adim 3: Benzer / rakip orgutlerin stratejilerini analiz

Diger orglitler de kampanyanizla ayni kitleyi hedefleyecektir. Sosyal medya kanallarini analiz edin
ve ortak kitlenizden en fazla etkilesim alan icerik bigcimlerini belirleyin. Bu, kendi kampanyanizin
yaratici icerik materyalini ve stratejisini planlamanin temelini olusturacaktir.

Ornek — Gclincti adim: Benzer / rakip 6rgtlerin stratejilerini analiz edin.

Yereldeki gengler igin insan haklari egitimine odaklanan yeni bir insan haklar 6rguti kurdunuz.
Orgiitiiniiz ve genclere sundugu insan haklari calistaylari hakkinda farkindaligi artirmak igin gevrimigi bir
kampanya baslatmaya karar verdiniz.

=>» SMART hedefi tamamlandi
=>» Hedef kitle belirlendi

Yerel bir 6rglt, cuma 6gleden sonralari mevcut projeleri hakkinda diizenli olarak ¢ok sayida begeni alan
'haftalik derlemeler' baslkl bilgi gonderileri yayinliyor. Baska bir 6rgiit Twitter'da kiiciik kamuoyu
yoklamalari diizenliyor ve ylzlerce yanit ve yorum aliyor.
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SMART amaciniz takipgilerinizi artirmak oldugundan, bilgilendirici génderilerin mevcut kampanyaniz
icin en iyi strateji olduguna karar verdiniz. Katilimi artirmak icin yapilan kamuoyu yoklamalari bir sonraki
kampanyanizda bir strateji olabilir.

Adim 4. Dogru sosyal medya kanallarinin secilmesi

Her sosyal kanal belirli medya turlerine goére optimize edilmistir ve kampanyaniz bu avantajlara
gore uyarlanmalidir. Kanal se¢iminizi yaparken asagidaki ol¢iitler géz 6nlinde bulundurulmalidir:

e Kampanyaniz ne tir igerik kullanacak?
o Metin tabanli (makaleler, tanikliklar)
o Gorsel (videolar, resimler, grafikler)
o Etkilesimli (anketler, kisa testler)
e Farkl kanallar igin igerik olusturma kapasiteniz veya yeteneginiz var mi?
o Saat
o Butge
o Uzmanlik

Yeteneklerinizden emin degilseniz veya dijital pazarlamayi bilmiyorsaniz, c¢alismalarinizi
cesitlendirmeden 6nce tek bir kanala odaklanin.

Ornek — dérdinci adim: Dogru sosyal medya kanallarini secin

Yereldeki gengler igin insan haklari egitimine odaklanan yeni bir insan haklar 6rguti kurdunuz.
Orgitiiniiz ve genclere sundugu insan haklari calistaylari hakkinda farkindaligi artirmak igin cevrimigi bir
kampanya baslatmaya karar verdiniz.

= SMART hedefi tamamlandi
= Hedef kitle belirlendi
= Benzer / rakip orgitlerin stratejilerini analiz edin.

Kampanyanizin hedef kitlesi '11 ila 15 yas arasi gencler'dir ve bu hedef kitle Instagram'da biyik bir
varliga sahiptir. Birincil kanaliniz olarak Instagram'a odaklanmaya ve iceriginizi Instagram'in goérsel
formatina gbre uyarlamaya karar verdiniz.

Bununla birlikte, Facebook en bliyiik sosyal medya kanali olmaya devam etmektedir ve Facebook’un
Instagram'i satin almasiyla, iki kanal birbiriyle entegre edilmistir. Ayrica, erisiminizi en Ust dizeye
¢cikarmak ve Instagram kanaliniza dikkat cekmek icin bu gonderileri Facebook'ta paylasirsiniz.

41



Adim 5: icerik konularinin belirlenmesi

iceriginiz dogal olarak érgiitiintizle ilgili olacaktir ve burada istenen, igerigi hedef kitlenizle de ilgili
hale getirmektir. iceriginiz icin potansiyel konularin bir listesini olusturun ve hedef kitlenizi
cekecek bir bakis acisi ya da dikkat ¢ekme stratejisi olusturun. Bu adimda, hedef kitleniz ve
benzerleriniz / rakipleriniz hakkindaki 6nceki arastirmanizi kullanabilirsiniz.

Ornek — adim 5: icerik konularini belirleyin

Yereldeki gencler icin insan haklari egitimlerine odaklanan yeni bir insan haklari oérgitli kurdunuz.
Orgiitiiniiz ve genclere sundugu insan haklari atélyeleri hakkinda farkindahigini artirmak icin cevrimigi
bir kampanya baslatmaya karar verdiniz.

= SMART hedefi tamamlandi

= Hedef kitle belirlendi

=> Benzer / rakip 6rgitlerin stratejileri analiz edildi
=>» Kanallar secildi

Stratejiniz neden, ne ve nasil sorularini yanitlamaldir:

e Hedef kitleniz neden ilgileniyor / ilgilenmeli?
o Insan haklariyla ilgili konulari agiklayan sosyal medya kanallarini ve igerikleri takip
ediyor ve ilging hikayeleri paylasiyorlar.
e Kitleniz kanalinizla ve igeriginizle etkilesim kurmaktan ne kazanir?
o Orgitlintziin insan haklar egitimi alanindaki ¢calismalari ve 6zellikle genglere yonelik
calistaylari hakkinda daha fazla bilgi edinecekler.
e Onlarinilgi alanlarini ve kendi amaclarinizi nasil uyumlu hale getirebilirsiniz?
o Etkinlikleriniz ve diger ilging bilgiler hakkinda diizenli olarak yayin yaparak, bilgi sahibi
olmalari ve gelecekte orgutiiniiziin etkinliklerine katilmalari veya dahil olmalari igin
kanalinizi takip etmeye tesvik edileceklerdir.

Kitlenizin dikkatini gekmek icin bir yol ariyorsaniz, bunu yapmanin en iyi yolu igeriginizi hedef kitlenizin
ilgi alanlarina gore uyarlamaktir.

Adim 6: ilgi cekici icerikler olusturun:

Hedef kitlenize sunabileceginiz calisma konulariniza dair somut bir plan ve stratejinizle birlikte,
bir sonraki adimda bunlari kampanyaniza 6zel icerige donustlirmelisiniz. Tekrar kullanacaginiz
kanal dustiniin ve metin / karakter sinirlari icin teknik yonergeleri, goriintli ve video kalitesi ve
boyutlandirma icin en iyi uygulamalari arastirin.

Ornek — altinci adim: ilgi ¢ekici icerikler olusturun:
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Yereldeki gencler icin insan haklari egitimlerine odaklanan yeni bir insan haklar 6rgiti kurdunuz.
Orgiitiiniiz ve genclere sundugu insan haklari atélyeleri hakkinda farkindahgini artirmak igin gevrimigi
bir kampanya baslatmaya karar verdiniz.

=>» SMART hedefi tamamlandi

=> Hedef kitle belirlendi

= Benzer / rakip orgitlerin stratejileri analiz edildi.
= Kanallar segildi.

=>» Konular belirlendi.

Unli insan haklari savunucularindan alintilar iceren bir dizi gérsel slayt olusturmaya karar verdiniz ve
bu stratejiyi neden, ne ve nasil gibi temel sorularla sorguladiniz:

e Hedef kitleniz neden ilgileniyor / ilgilenmeli?
o Insan haklari savunucularindan alintilar, insan haklariyla ilgili konularda ¢alisan
insanlarin yasamlari ve yaptiklari fikir verir.
¢ Hedef kitleniz bu icerikten ne elde eder?
o Geng insan haklari savunucularindan alintilar, daha fazla bilgi edinmek igin ayni ilgiyi
cekecek ve hedef kitleyle ayni erisilebilirlik diizeyinde olacaktir.
e Bu, hedef kitlenin ilgi alanlariyla ve amaclarinizla nasil uyumlu?
o Bu tiir bilgilerin diizenli olarak paylasiimasi, kanalinizi takip etmelerini tesvik ederken,
Orglitiiniiziin sagladigi diger kaynaklar hakkinda da bilgi paylasmalarini saglayacaktir.

En ilgili etkiyi yaratacak alintilari belirledikten sonra, mevcut grafik araclarini kullanarak gorsel
olusturmayi deneyebilirsiniz. Popiiler bir secenek, licretsiz bir web sitesi olan canva.com’dur.

Adim 7: Duzenli ve strdUrulebilir bir gonderi programi olusturma

Bir kampanya ylrGtmenin en iyi yolu sik ve dizenli uygulamadir. Bir program olusturmak,
¢iktinizin dogru hedef kitleyi dogru zamanda yakalamasini saglamak igin gereklidir.

Bu program surdirilebilir olmalidir ve ¢ogu sosyal medya kanalinin gelecekte gonderileri
planlamak icin yerlesik bir 6zelligi veya ticlinci taraf bir araci olacaktir, bu nedenle icerigi manuel
olarak yayinlamaniz gerekli degildir. Bu konudaki bilginizi tazelemek i¢in sosyal medya kilavuzunu
inceleyin.

Ornek — yedinci adim: Dizenli ve sirdirilebilir bir gdnderi programi olusturun.

Yereldeki gengler icin insan haklari egitimlerine odaklanan yeni bir insan haklari 6rgiti kurdunuz.
Orgiitiiniiz ve genclere sundugu insan haklari atélyeleri hakkinda farkindahgini artirmak icin gevrimigi
bir kampanya baslatmaya karar verdiniz.

=>» SMART hedefi tamamlandi
=>» Hedef kitle belirlendi
=>» Benzer / rakip 6rgitlerin stratejileri analiz edildi
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http://www.canva.com/

=>» Kanallar secildi
= Konular belirlendi
=> igerik olusturuldu

Kampanyaniz icin 9 ilgi cekici sosyal medya gonderisi olusturdunuz ve haftada 4 ve 5 gonderi
yayinlamaya karar verdiniz. iki hafta sonra, 9 icerik pargasinin tiimi Instagram ve Facebook'ta

yayinlanmis olacaktir.

Buna bagli olarak, tim gonderileri planlamak icin 2 haftalik bir tablo olusturun ve bu programi

onumizdeki t¢ ay boyunca iki haftada bir tekrarlayin:

Pazartesi | Sali Carsamba Persembe | Cuma Cumartesi | Pazar
1. Hafta 1. Gonderi 2. Gonderi 3. Gonderi 4. Gonderi
2. Hafta 5. Gonderi | 6. Gonderi 7. Gonderi | 8. Gonderi | 9. Gonderi

Kampanyanizin birincil amaci takipgi sayisini artirmaktir, bu nedenle programinizin amaci diizenli olarak
yayin yaparak gorinir bir varhg korumaktir. Bir sonraki kampanyaniz daha gesitli ve benzersiz icerige
odaklanmayi segebilirsiniz, ancak bu mevcut kampanyaniz icin bir mesele olmamaldir.

Gorunirligu artirmak igin Facebook ile (Ucretli reklamlara yatirim yapabilir, bdylece bunlari
Instagram'da da yayinlayabilirsiniz: Gonderi basina 5 €, yani 3 aylik kampanya icin tahmini 270 € bitce.

Adim 8: Analitik verileri izleyerek stratejinizi uyarlama

Her sosyal medya kanalinda bulunan veri analizi araglarini kullanarak kampanyanizin
performansini dizenli olarak takip edin. Kampanya performansinizi optimize etmek Uzere
gelecekteki stratejiyi buna gére uyarlamak icin hangi génderilerin en iyi performansi gésterdigini
ve nedenini analiz edin.

Ornek — adim 8: Analitik verileri izleyin ve stratejinizi uyarlayin

SMART hedefi tamamlandi

Hedef kitle belirlendi

Benzer / rakip 6rgitlerin stratejileri analiz edildi
Kanallar segildi

Konular belirlendi

icerik olusturuldu

Program (takvim) hazirlandi ve uygulandi

A A XA A A7

Her iki haftada bir, gonderilerinizin performansini, begeni ve yorum miktarini ve her génderiden sonra
kazanilan ek takipci sayisini izlemek icin Facebook ve Instagram'daki analiz araglarini kullandiniz. 4. ve
8. gdnderiler 6zellikle basarili, ancak 2. génderi ¢ok sinirli bir gortinrlik ve etki gésterdi. 2. Gonderiyi
rotasyonunuzdan kaldirip 4. ve 8. gonderilerin her birinin yayin sikligini bir gin daha artirdiniz.
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Basa don ve tekrar et

Kampanyaniz sona erdiginde, kampanya dénemine ait verileri toplayin ve nihai sonucu analiz

edin. Sonucunuzu birincil hedefinize gére 6l¢lin ve neyin basarili oldugunu, daha az etkili olan
yonlerini ve sasirtici sonuclar olup olmadigini degerlendirin.

Uyarlanabilirlik, 6zellikle sosyal pazarlamanin dogrudan denetiminizin oGtesinde boyutlarn
oldugundan dijital pazarlamada sahip olmaniz gereken ¢ok énemli bir beceridir. Sosyal medya
kanallari algoritmalarini ve kanala 6zgi 6zelliklerini ayarlayabilir ve bu da kampanyanizin basarisi

Uzerinde etkili olur.

NOT: Dijital Pazarlama SABLONUNU c¢evrimici kampanyalariniz i¢in bir planlama araci olarak

kullanabilirsiniz.

Diger hususlar

Dijital pazarlama planinizi stratejilestirirken 6rgut igi bir ekiple ¢alisma yuritmek segeneklerden
biridir. Asagida dikkate alinmasi gereken artilar ve eksiler tablosu bulunmaktadir.

Orgiit Ici Ekiplerin Artilari ve Eksileri

Orgiit ici Ekiplerin Artilari

Orgiit ici Ekiplerin Eksileri

Orgiitiiniizin kiltirind, standartlarini ve ihtiyaglarini
daha iyi anlama

Size genis bir bilgi (know-how) sunamaz

Gunluk islemleri yénetmesi daha kolaydir

icerik ve fikirlerde yaraticiliktan yoksun olabilir

Yiz ylze iletisim

Dijital know-how veya algi analizinden yoksun olabilir

Orgiit ici ekibin isteklerine bagli olarak projelere daha
hizli uyum saglanmasi veya projede daha hizli yon
degistirilebilmesi

Projelere ylksek uyum, etkinliklere gecikmeyle
baslanmasina neden olabilir

Uyarmasi ve kontrol etmesi daha kolaydir

Video veya kampanya projeleri icin gereken daha 6zel
beceri setlerinin eksikligi

Daha hizli sonug elde edilmesi

En yeni mobil teknolojilere uyum saglamada daha
yavas olunmasi

Yiiksek derecede esneklik ve yeniden uyum

Sosyal medya kanallarinin en yeni 6zelliklerini
kullanmada daha yavas olunmasi

Daha uygun maliyetli- hem faaliyetlere harcadiklari
hem de maas maliyetleri agisindan

Ajans ile calisma
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Onceki béliimlerde agiklanan tiim ¢alismalar ajanslara da yaptirilabilir. Asagida bir ajansla
¢alisma konusunda bazi tavsiyeler verilmektedir.

NOT: Bir ajans icin finansal kaynaklariniz yoksa veya géniillii bir pazarlama ajansi
bulamiyorsaniz, bunun yerine érglitiiniizde dijital pazarlamadan sorumlu olarak ¢alismak igin
gereken becerilere sahip bir personel almayi diisiindin.

Bir ajansla calisma adimlari

1. Ajans igin kisa bir bilgilendirme metni hazirlayin (bkz. Ajans Bilgilendirme SABLONU)

2. Basarili ve potansiyel ajanslarin bir listesini olusturun ve yorumlari inceleyip tanikliklar
izleyerek bunlari arastirin.

3. Potansiyel ajanslarin (mimkiinse) gercek misteri listesine bakin.

4. Hem ajanslarin hem de misterilerinin sosyal medya hesaplarini, ¢alisma ve basari
ornekleri icin arastirin.

5. Ozeti sectiginiz ajanslara génderin ve dzetinizi daha ayrintili olarak sunmak ve
hazirladiklari 6nerileri dinlemek i¢in onlari bir toplantiya davet edin.

6. Toplantiya dayanarak, hangi ajansi ise alacaginiza karar verin.

Ajans toplantisinda ne yapmali

1. Sunlariigeren deneyimlerini sorun:
a. STO'ler ile calisma, énceki vaka calismalari, gizlilik politikalari, arastirma
yetenekleri/deneyimi, raporlama sikhigl, kriz yonetimi deneyimi, danisma
deneyimi, licretsiz hizmetler ve sertifikalar.

2. Onlara kim oldugunu anlatin.
a. Orgltiiniizii, vizyonunu, amaclarini, hedeflerini, etkinliklerini, ihtiyaclarini ve
beklentilerini tanitin.

3. Ajansin buyudkligine dikkat edin.

a. Personelin deneyimi ajansin blyulkliginden daha 6nemlidir. Calisanin bu alanda
kag yildir calistigi ve o ajansta ne kadar sire calistigl da dahil olmak lizere sizinle
calisacak kisi hakkinda bilgi edinin. lyi egitimli ve deneyimli bir uzman talep edin.
Ayni ajansta 2 yil veya daha fazla deneyim arayin.

NOT: Kii¢lik ama deneyimli ajanslar 6zel yapim hizmet ve strateji olusturmak igin
daha yararl olabilir, ancak kesinlikle onlara kilavuzluk etmeniz gerekir.

4. Genisletilmis bilgilendirme metnini teslim edin.

a. Projenizi ve hedeflerinizin ayrintilarini, hedef kitlenizi, sorununuzu veya
meselenizi, sorunun ¢6zimind, mesajlarinizin, nasil iletisime gececeginizi ve
gelecekten beklentilerinizi agiklayin.

b. Bilgilendirme icin daha fazla bilgi gerekip gerekmedigini sorun.
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5. Ajansin musteri bilgilendirmesine yaniti igin toplanti planlayin.

6. Sirecin ilerlemesini yonetmek i¢in érgitinizden ve ajanstan birer irtibat kisisi belirleyin.

Disaridan hizmet alimi

Etkili icerik olusturmak zor bir istir ve zaman alabilir. Orgiitiiniiziin ihtiyaglarina ve kaynaklarina
bagli olarak, 6rgit ici uzmanlik, disardan hizmet sunanlar veya her ikisini birden kullanarak icerik
olusturmak icin asagidaki secenekleri gz 6niinde bulundurun. Segenekler sunlardir:
e Orgiit ici ekip kullanilmasi: Gerekli deneyime ve igerik olusturma icin yeterli zamana
sahip olan ve dogrudan blinyenizde galisan personel
e Serbest c¢alisan birine disardan is verilmesi: Gegici igerik olusturma hizmetleri sunan bir
kisi
e Ajanstan hizmet alinmasi: icerik olusturma igin bir sirket veya firma
e Melez hizmetler: Disardan alinan hizmetlerini binyenizdeki calismalarla birlestirme

Orgiit ici ekiple calisirken oldugu gibi, disardan hizmet almanin da yararlari ve dezavantajlari
vardir. Hangi yaklasimin benimseyeceginize karar verirken projenizin kapsamini, son tarihinizi ve
bltcenizi gbz 6niinde bulundurun.

NOT: icerik olusturma ve pazarlama faaliyetlerinizin cogunu disardan hizmet alarak yapiyor
olsaniz bile, bu tedarikgiler/ halkla iliskiler ajanslarini yénetmek de ¢ok yorucudur. Bunu
denetlemek icin yeterli zamana ve deneyime sahip bir personeliniz bulunmalidir. ideal olarak,
Orglitiintiziin sosyal medya ve icerik olusturma da dahil olmak lzere iletisim faaliyetlerini
denetleyen en az bir personeli olmalidir.

Disardan Hizmet Alinan Ekiplerin Artilari ve Eksileri

Disardan Hizmet Alinan Ekiplerin Artilari Disardan Hizmet Alinan Ekiplerin Eksileri

Daha genis uzmanlk alani Yonetilmesi daha zor

Uzmanlik alanlarindaki en son teknoloji reklamcilik Orgiitiin ig isleyisine dair ilk elden genel bakis eksikligi

bilgileri hakkinda glincel bilgiye sahip olmalari

En son trendlerin farkinda olma Orgiitiin acil ihtiyaglarini karsilamalarinin daha zor
olmasi

Hemen galismaya baslayabilir (s6zlesme yapildiktan Yeni gorseller veya videolar gibi yaratici gorseller elde

sonra) etmede yavaslk

Yaratici fikirler bulabilme ve daha karmasik bir Toplam maliyet daha yiksek olabilir

kampanyayi yonetebilme

icerigin nitelik ve nicelik agisindan daha iyi Gergek zamanli pazarlama firsatlari igin igerik

degerlendirilmesi Uretmenin daha zor olmasi

Potansiyel riskler ve pazarlama firsatlari igin Devam etmekte olan proje/kampanyada taktigi

arastirmalarda daha fazla deneyim degistirmenin daha zor olmasi

Kampanyaniza liderlik etmek veya sorununuzu ¢ézmek | Daha maliyetli olmasi

icin taktiklerde daha yenilikgi olunmasi
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Gercgek zamanli pazarlama firsatlarini yakalamada
daha iyi olunmasi

Hizmetler igin halihazirda kullandiklari ekstra Grinler
veya araglar icin 6deme yapmaniza gerek olmamasi
Rapor almanin daha kolay olmasi

Ise alma

Dijital pazarlama ve dis iletisime adanmis bir personel, bir ajansla ¢alissaniz da ¢alismasaniz da
onemlidir. Gerek orgut ici gerekse disardan alinan hizmetler departmanlar arasinda koordinasyon
gerektirir. Birinin slireci organize etmesi, icerige donlstirmek igin bilgi/veri toplamasi, tutarlihk
icin denetlemesi, dijital pazarlama yoluyla etkilesimi artirmasi, yeni
uyelere/gonullilere/bagiscilara liderlik etmesi ve yeni galisanlar ise almasi gerekir.

Dijital pazarlama ekibi (yesi, dijital pazarlama stratejisinden, stratejiye dayali planlamadan,
organizasyonun adini, hizmetlerini vb. izlemeden, marka farkindaligini artirmadan, halka erisimin

iyilestirilmesinden ve tye/gonilli/bagisci sayisinin artirilmasindan sorumludur.

Daha fazlasi icin Ornek Dijital Pazarlama is Tanimina bakin.
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Ek

SABLONLAR
Dijital Pazarlama Plani

1. Hedefler

Neden dijital pazarlama ¢alismasi yapmak istediginizi ve érglitiiniiziin genel hedeflerini
gerceklestirmek icin dijital pazarlamadan nasil yararlanmak istediginizi aciklayin.

Orgiitsel Hedefler: (Ornedin, érgiitiiniiziin yerel destekgilerinin artirilmasi)

Dijital Pazarlama Hedefleri: (6r. Artis, sosyal medya kanallarinda ve web sitesinde kitlelerle
etkilesimi saglar)

Olctimler: (6rnedin, su alanlarda artis: sosyal medya kanali takipgilerinin sayisi, sosyal medyadaki
etkilesim orani, biilten aboneleri, érgiitiin liye sayisi, bagis miktari vb.)

2. Hedef Kitle

Dijital pazarlama etkinliklerinizle hedeflemek istediginiz toplumdaki birka¢ grubu segin ve her
grup icin personalar olusturun. (Asagidaki érnege bakin)

Yas:

Toplumsal Cinsiyet:
Yer:

Egitim Duzeyi:

ilgi alanlari:

Ogrenci

Yas:

Toplumsal Cinsiyet:
Yer:

Egitim Dizeyi:

ilgi alanlari:
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Profesor (Uzman)

Tamirci (isci)

Yas:

Toplumsal Cinsiyet:
Yer:

Egitim Dizeyi:

ilgi alanlari:

3. lletisim Kanali ve Igerik Stratejisi

Hangi kanallari kullanacaginizi, her kanala ne tiir icerik yerlestireceginizi ve her kanal igin
hangi stratejiyi kullanacadinizi segin.

Kanal Amag Hedef kitle icerik Tiirii Tonu
Web Sitesi / Orgiitiin Genel halk Makaleler, Gayri resmi ve
AMO misyonu, videolar, dogrudan
degerleri ve actklama sayfalari
etkinlikleri
hakkinda bilgi
Facebook 30 yas ve Uzeri
Instagram
Twitter Politika Liderleri
ve Uzmanlar
YouTube

4. Mesajlasma Plani

Anahtar mesajlarinizi yazin. Dinleyicilerinize ne séylemek istedidinizi diistiniin. Genel anahtar
mesajlarinizi yazdiktan sonra, bunlari gesitli kitle gruplariniza gére ayarlamayi deneyin.
Yarattiginiz personalari diisiiniin ve her biri icin degerlendirme yazin.

Mesaj

Ogrenci

Profesor

Tamirci

Mesaj 1

Mesaj 2

5. Uygulama Plani

Dijital pazarlama planinizi ve stratejinizi nasil uygulayacadinizi aciklayin. Buna zamanlama, reklam
biitgeleri vb. dahildir.

1. Her kanalda ne siklikta yayin yapacaksiniz?
2. Hafta ici ile hafta sonu arasinda farkli mesajlar gonderecek misiniz?
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3. Harcama i¢in ne kadar butce ayiriyorsunuz?
4. Hangi cografi alanlari hedefleyeceksiniz?
5. Kampanyalariniz genellikle ne kadar siirer?

6. Izleme

Dijital pazarlama ¢alismalarinizin sonuglarini ne siklikta toplayacadinizi ve analiz edeceginizi
belirtin.

HAFTALIK: ilgi alanlarimizi iceren tiim kanallar icin haftalik raporlama yapacagiz:
X
X
X

AYLIK: Her ay, asagidakilere gére raporlama dokiimlerini icerecek derin bir ¢calisma yapacagiz:
Kanala Gore

Organik ya da Ucretli

Yas/ Toplumsal Cinsiyet

UC AYDA BIiR: Her 3 ayda bir dijital pazarlama stratejimizin genel performansini degerlendirecek
ve 6grendiklerimiz Gizerinden degisiklikler 6nerecegiz.

NOT: Planinizin ne kadar biiyiik (veya kii¢iik) olacadini belirleyebileceginizi unutmayin.
Yetenediniz ve ayirabilecediniz zaman konusunda gergekgi olun. Bir plana sahip olmak (ne
kadar bliyiik veya kii¢iik olursa olsun) ve buna bagl kalmak isin en 6nemli parcasidir ve
Orglitiintiziin hedeflerine dogru biiytik bir ilk adim olacaktir.

NOT: Cevrimici bir kampanya planlamak icin bu sablonu kullanabilirsiniz.

Ajans Bilgilendirme Metni

Orgit Bilgileri
a. Orgiitiin Adi:
Projenin Adi:
Bilgilendirme Metninin (Ozetin) Yazari:
Ozet Tarihi:
Is Numarasi:

® Q0T

lletisim Hedefleri veya Pazarlama Hedefleri
f.  Orgiitiiniiziin genel hedeflerini hangi iletisim, pazarlama veya kampanya
hedefleri destekler?
g. En cok neye ihtiyaciniz var?
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Toplumsal Etkenler
h. Hedef kitleleriniz igin hangi ézel ihtiyaglari veya sorunlari ¢ézmeye

calisiyorsunuz?
Gligliikler
i. Sorunu gergeveleyin, destekgiler ve 6rgiit arasindaki iliskiyi yenileme
firsatindan bahsedin.
Hedef Kitle
j. Builetisim yoluyla hitap etmek istediginiz kisileri tarif edin.
k. Ekonomik ve kiiltiirel i¢ goriilerle, personalari hakkinda ayrintili bilgi verin.
I.  Hedef personanizin érglitiiniiziin tarafindan yerine getirilebilecek en gii¢lii
temel arzusu nedir?
Marka Fikri

m. Orgiitiiniiziin iletmek istedidi kilit mesajlar veya fikirler nelerdir?

Basari Olciileri
n. Sosyal medya hizmetinin etkinligini 6lcmek ve baslangicla karsilastirmak igin
hangi 6l¢timleri ve araglari kullanacaksiniz?

Gereklilik ve Sinirlar
o. Yaratici alandaki standartlar ve diger standartlar nelerdir?

Temel Beklenti ve Ciktilar
p. Bir kiyaslama (yerel ve kiiresel), SWOT (Gucli Yanlar, Zayif Yanlar, Firsatlar ve
Tehditler) analizi, stratejik bir yaklasim ve gonderiler, 6zel projeler, yaratici
fikirler, yaratici sablonlar, yaratici ¢dziimler vb. yaratici 6rnekleri iceren bir
sunum.

g. Sizinicin en 6nemli sonug nedir? Ayrica neler olursa iyi olur?

Ekip Olusturma ve Zamanlama
r. Sireci yonetmek icin neye ihtiyacimiz var ve ne yaratmamiz gerekiyor?

Bltce
s. Tum ihtiyaclariniz icin tahmini bir bitce.

Dijital Pazarlama is Tanimlari icin Ornekler

Sosyal Medya Uzmani Pozisyonu
e Sosyal medya stratejinizi olusturmali, gelistirmeli, uygulamali ve yonetmeli;
e Sosyal medya kilavuzu hazirlamali;
e cerik ihtiyaglarini tanimlamal;
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Sosyal medya icin kilit performans gostergelerini (KPI) belirlemeli;

Sosyal medya igerigi olusturmali, yonetmeli ve kontrol etmeli;

Basariyl her hafta dlgmeli;

Sosyal medya kampanyalarina onciiliik etmeli;

Sonuglari raporlamali;

En son sosyal medya trendlerinin, en iyi uygulamalarin ve onu kullanacak
teknolojilerin farkinda olmali;

Sosyal medya pazarlama araglarini kullanmali;

Ajansa veya disardan hizmet aldiginiz taraflara liderlik etmeli (iki haftalik veya ayhk
toplantilar);

Metin yazarlari ve tasarimcilarla galismali;

icerigin bilgilendirici ve ilgi cekici olup olmadigini kontrol etmeli;

Diger departmanlarla isbirligi yapmal, ihtiyaglarini 6grenmeli;

Arama motoru ve sosyal medya sonuglarini izlemeli;

Kullanici etkilesimini artirmali ve igerik optimizasyonu énermeli;

GUgll ve genis bir ag gelistirmek igin sosyal medya lGzerinden kamuoyu liderleri,
sosyal medya etkileyicileri, destekgiler, bagiscilar vb. ile iletisime gecmeli;
Sosyal medya ekibi icin personel ise alinmali ve egitilmeli;

Yapici geri bildirim verilmeli;

Sosyal medya icin Musteri iliskileri Yonetimi (CRM) kilavuzu olusturulmali ve
kullanilmali; ve

Kriz yonetiminin ekip tyesi olmall.

Nitelikler

Bir ajansta sosyal medya uzmani olarak en az 3 yillik deneyim veya bir orglitte sosyal
medya uzmani olarak en az 5 yillik deneyim;

izlenimleri 6grenmek ve etkilesimi artirmak amaciyla marka bilinirligi ve pazarlama
icin sosyal medyayi kullanmak;

Sosyal medya stratejisi olusturmak, gelistirmek ve uygulamak;

Facebook, YouTube, Twitter, LinkedIn, Instagram ve digerleri gibi sosyal medya
kanallari hakkinda miikemmel bilgi;

Kriz yonetimi deneyimi;

Kitle ve destekgi personasi (karakteri) arastirmasi yapma deneyimi;

Sosyal medya kilit performans gostergelerinin (KPI) iyi anlasiimasi;

Blog yonetimi, AMO gelistirme ve web trafigi 6lclimlerinin anlasiimasi; ve

Web sitesi tasarim projeleri ve ¢evrimici yayincilik deneyimi.

NOT: Burada yazilanlarin tamami gerekli degildir, liste sadece gésterge niteligindedir.
Ihtiyaclariniza ve durumunuza gére kendi is taniminizi ve nitelik listenizi olusturabilirsiniz.

Sozllkce
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A/B Testi: Tek bir icerik pargasinin gesitli formlarini olusturdugunuzda ve hangi
formun kitlelerde daha iyi sonug verdigini test etmeniz. Form farki; renk diizenindeki
degisiklikleri, mesajlari ve kullanilan ifadeyi, tasarim dizenini vb. icerebilir.

istirak Pazarlamasi: (iciincii taraflarin kanallari Gizerinden tanitim

Eylem Cagrisi: Hedef kitlenize, metinde istenen bir eylemi gerceklestirmesini
cagrisinda bulunulur. Ornegin, web sitenize gitmek, etkinliginize gitmek, bagis
yapmak veya dilek¢ce imzalamak igin bir baglantiya tiklamak, paylasmalarini
istediginiz bir gdnderiyi paylagsmak vb.

icerik pazarlamasi: Orgiitiiniizii dogrudan veya acik¢a tanitmadan 6rgiitiiniiz

hakkindaki farkindaligi artirmak amaciyla igerik (6r. blog génderileri, videolar, sosyal
medya gonderileri, podcast'ler, infografikler vb.) olusturma.
icerik Derlemeleri: icerik derlemeleri, belirli bir konudaki o haftaya (veya aya) ait en

iyi icerikleri en iyi sekilde derleyen bloglar ve/veya web siteleridir. Biraz arastirma
yapin ve Ulkenizdeki icerik derlemelerini bularak iceriginizi onlarla paylasin.
Doénlistim/Yatinnm Getirisi: Bu, bir hedef kitle Giyesinin Eylem Cagrisina kag kez yanit
verdigidir (yukaridaki terime bakin).

Dijital Pazarlama Plani: 6rgltlintiziin hedeflerine ulasmayl amaglayan dijital

pazarlama etkinlikleriniz icin adim adim talimatlar iceren bir ¢ercevedir.
Dijital Pazarlama: bir 6rgit tarafindan hedeflerini dijital alanda yaymak (zere yapilan

etkinlikler, baska bir deyisle ¢cevrimigi pazarlama
E-posta Pazarlama: e-posta yoluyla gonderilen igerik araciligiyla promosyonlar.

Etkilesim: Bu, begeniler, yorumlar, yeniden paylasimlar, yeniden tweetler, baglanti
tiklamalari veya video goriintiilemeleri dahil olmak lizere gonderilerinize gdsterilen
tepki sayisidir. Bu, 6rgiitiinize glicli bir destekgi tabani olusturmak icin en 6nemli
unsur olarak goralir.

Takipciler: Bu, sosyal medya sayfanizi takip eden kisi sayisidir.

Anahtar sozciik (veya anahtar tiimcecik): arama motoru sonuglarinda sayfanizin
iliskilendirilmesini en ¢ok istediginiz arama terimi. Anahtar sozclikler, insanlarin
sitenizi arama motorlari araciligiyla bulmasini mimkiin kilar.

Baglanti Olusturma: AMO siralamasini artirmakla icin web sayfaniza eklediginiz

baglantilar

Pazarlama: bir 6rgutiin hedefini yayginlastirmak igin yaptigi etkinlikleri ifade eder
(6rnegin, ticari isletmeler icin bu genellikle Girin veya hizmet satmaktir).

Meta aciklama: Bu, her kisa alintida (snippet) AMO basliginin altinda goriinen kisa

sayfa aciklamasidir.
Cevrimici Kampanya: belirli bir hedefe ulasmak icin cesitli dijital pazarlama

bicimlerini kullanan bir dijital pazarlama cabasidir.
Tiklama Basina Odeme Reklamciligi: web sitenize veya sosyal medya kanallariniza

trafik cekmek icin reklam satin alma (6r. Google Ads, Facebook Reklamlari vb.)
anlaminda kullanilir.
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Personalar (veya karakterler): potansiyel destekgi olabilecek farkli hedef kitlelerinin

kurgusal ve tamamen genellestirilmis temsilidir.

Acilir Pencereler (Pop-up): web sitesi metninin 6niinde bir ziyaretcinin ekraninda
beliren mesajlardir. Evet, acilir pencereler can sikici goriinebilir; bu nedenle bunlari
kullandiginizda taktiksel olmaniz, okuyucunun gergekten degerli bir sey sundugunuzu
ve istenmeyen mesaj (spam) gondermediginizi anlayabilmesi icin sozcikleri dogru
se¢meniz gerekir.

Nitelik (Kalite) Puani: bu, teknik etkenler agisindan web sitenizin ve web sitesi

sayfalarinizin niteligini ifade eder.

Erisim: Bu, iceriginizi goren kisi sayisidir.

AMO (Arama Motoru Optimizasyonu: Bir web sayfasinin arama motoru
siralamasinda Ust siralarda yer almasini amaclayan etkinlikler (6r. bir sayfanin arama
motoru sonuglarinda ne kadar st sirada goriindugi)

AMO Baslhigi: Bu, sayfanizin arama motoru sonuglarinda goériinecek bashigidir.

Kisa Alintilar (Snippet): Web sayfanizin arama motorlarinda nasil goériintilendigi.
Kisa alintilar (snippet); bir AMO Basligi, Meta Agiklama ve URL kisa adindan (slug)

olusur.
Sosyal Medya Reklamlari: ticretli cevrimici reklamlar araciligiyla ¢cabalarinizi

glclendirme ve hizlandirma yéntemi
Sosyal Medya Kanali Gonderileri: sosyal medya kanallari igin icerik

Sosyal medya pazarlamasi: Sosyal medya kanallarinizda harika igerikler yayinlayarak

orgltiiniz hakkinda farkindalik yaratmayi amaclayan bir dijital pazarlama bigimi
URL kisa adi (slug): Bu, bir sayfanin URL'sinde URL'nin okunmasi kolay bir bicimde

tanimlayan bolimudir (URL'nin ana alan adindan sonra gelen kismi, érnegin,
www.HR4ALL.com/KISA AD BU KISIMDIR.
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