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- SPONSORED POST
4 | | HAVE NEW | USTGOT | @)l DID YOU KNOW
BABY PICS BACK FROM L THAT WE HAVE
TO SHARE ! MY REUNION! 7 SUBS UNDER

E E :Q @@ 6 GRAMS OF FAT?

IF YOU'RE
GOING TO
CRASH OUR
NEWS FEED,
AT LEAST
MAKE IT

® marketoonist.com
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Facebook

YouTube

WhatsApp

Facebook Messenger

WeChat

Instagram

QQ

QZone

Douyin [ Tik Tok

Sina Weibo

Reddit

Twitter

Douban

Linkedin**

Baidu Tieba*

Skype*

Snapchat**

Viber*

Pinterest

Discord

Socialo tiklu
lietotaji
 statista%

Internet » Social Media & User-Generated Content » Global social networks ranked by num...

Most popular social networks worldwide as of
April 2019, ranked by humber of active users (in
millions)



Three-quarters of Facebook users and half
of Instagram users use each site daily

Among the users of each social networking site, % who use
these sites ...

® Daily u'Weekly Less often
Facebook 7
Instagram 51 26 22
Twitter 42 24 33

Pinterest

LinkedIn 18 31 51

Note: Do not know/refused responses not shown.
Source: Survey conducted March 7-April 4, 2016
Social Media Update 2016°

PEW RESEARCH CENTER




li Chart 26: ACTIVE USERS OF THE TOP SOCIAL PLATFORMS AND MESSAGING TOOLS, BY AGE

Tumblr Instagram YouTube Pinterest Google+ Twitter Facebook LinkedIn

Snapchat Kik Wechat Line Facebook Viber Whatsapp Skype Kakao
Messenger

Question: Which of the following services have you used or cantributed to in the past month using any type of device? e.g. PC/laptap, mobile phone, tablet, ete, # Which of the following

maobile/tablet applications have you used in the past month? (on any device) # Source: GlobalWeblndex Q4 2014 & Base: Active social netwaork and active app users aged 16-64, exc. China
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Information Sharing _QE

Self-Documentation

4.39

67
Social Interaction :

B :.o6

Entertainment

5.52

A Tale of Four Platforms: Motivations and
Uses of Facebook, Twitter, Instagram,
and Snapchat Among College Students?

Passing Time

Self-Expression

437

-

Saleem Alhabash and Mengyan Ma

Medium Appeal I‘LB‘I

4.93
Convenience :

5.27

o
—
4+ ]
[#5]
F 9
(4]
=]



MOTIVATIONS FOR USING SOCIAL MEDIA

% who say the following are among
their main reasons for using social media

To stay in touch with what my friends are doing  40%

To stay up-to-date with news and current events  40%

Te fill up spare time 37%
To find funny or entertaining content 356%
To share photos or videos with others 33%
General networking with other people 33%
Because a lot of my friends are on them 3%
Te research/find products to buy 29%
Te share my opinion 29%
To meet new people 26%
Te network for work 23%
Te make sure | don't miss out on anything 22%
To watch/follow sports events 20%

Te share details of what I'm doing in my daily lite 20%
To follow celebrities/celebrity news 19%

To promote/support charitable causes 13%

globalwebindex
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KO NOZIME ATRAST ISTO KANALU?

KADI IR TAVI MERKI?
KURUS KANALUS LIETO TAVA AUDITORLIA?
KADA IR VIETNES SPECIFIKA?
NEAPSTATIES UN PILNVEIDOTIES?

VAI TU SPESI UZTURET SATURU?



KANALU SPECIFIKAS KRITERLI

- AUDITORIJA, KO SASNIEDZ;
- SATURS UN FORMA;
- VALODAS STILS;
- CITAS BUTISKAS IEZIMES.



FAGEBOOK

DAUDZVEIDIGAKA VIETNE -> LIELAKAIS IZAICINAJUMS

F KORPORATIVAIS KONTS
- DARBINIEKU LIECTBAS
o SASAISTE AR REALAM PERSONIBAM
follow—like v KOPIENAS VEIDOSANAS IESPEJA
“friends T NOTIKUMI
) IZKLAIDEJOSS SATURS
KONKURSI, AKCIIAS, DARBIBAS, KAS SAGAIDA IESAISTI

SPONSORED ADDS -> AUDITORIJAS SEGMENTESANA

IEPAZIT AUDITORLU




TWITTER

VERTIGI CITATI (NO PASAKUMIEM, SATURA UTML.)
ISIJAUNUMI

JOKI, ASPRATIBAS, PARADOKSI

PUBLISKS DIALOGS

LINKI UZ AREJIEM RESURSIEM



#HOWTO

SMIEKLIGI (LEVEL PRO)
LIECIBAS, REALI CILVEK]
IESKATS AIZKULISES, VLOG
ATPAZISTAMIBAS VEICINASANA
KOMBINACIJA AR CITIEM RIKIEM



VIZUALS SATURS

STORIES — LOCATIONS, #, PRODUKTI
LIVE VIDED

|ZCELTIES AR SATURU

MAZAKA SATURA KONKURENCE
SPONSORED?



VIRTUALAIS CV
BIZNESA / LIDERIBAS SATURS
CILVEKRESURSU PIESAISTE

SARUNU PARTNERU,
KONKURENTU U.C. IEPAZISANA

SEQ UZLABOSANA
BIZNESA KONTAKTU VEIDOSANA



Informacijas parpilniba kopuma veidojas ta iemesla dél, ka
individi uztur lielus tiklus ar pazinam, ar kuriem saistiba ir
vaja un emocionali attalinata.

Otrkart, daudzi lietotaji atzist, ka lielaka dala no sanemtas
informacijas viniem nav saistosa, tomer tikai dala maina
kadus uzstadijumus, lai ietekmeétu sanemto saturu.

(Ksenia Koroleva, Hanna Krasnova, Oliver Gunther)



parak daudz informacijas

[ N\
&)

algoritmi



Socialo mediju algoritmi - veids, ka saturu lietotaja zinu
plusma kartot tada seciba, kas nebalstas nevis
publicésanas laika.

Pamata tam, ko lietotajs reali redz, ir divi galvenie faktori,
kas tiek noteikta veida kombinéti.

Algoritmiska kvalitate - Lietotaja uzvedibas vesture



#prioritates
Fb - jegpilnhas, nozimigas interakcijas
lg - kvalitate un atbilstiba
Tw - laiks un atbilstiba
Li — saites specigums, iesaistisanas



|G stasts

Lidz 2016. gada julijam - hronologiska seciba.

Problema - lietotaji ta arl neieraudzija 70% no visiem
postiem, 50% no vinu draugu postiem. Posta half-life

ilgums - 72 minutes.
Tagad - lietotaji redzot 90% no draugu postiem.



THE SIGNALS

|G stasts ~ ® B
INTEREST TIMELINESS RELATIONSHIP

Masinmacisanas iesaiste, lai analizetu lietotaja pagatnes ricibu.

Tris galvenie faktori:

1) interese (iepriekséja riciba pret lidzigu saturu, iesp&jams
satura vizuala analize);

2) «<svaigumsn» (prioritate jaunakiem postiem);

3) attiecibas (iepriekséja interakcija - komentésana, busana
letagotiem)



|G stasts

Vel tris butiski kriteriji:
1) apmeklejuma biezums;
2) sekosana;

3) lietosanas ilgums.



Facebook

1) Saturs, kas sanem daudz komentaru, like, atbildes un shares.
2) Linki, ar kuriem draugi sava starpa dalas Messengeri.

3) Saturs, ar kuru dalas uzticami lietotaji (to nosaka tas, kada ir
iepriekseja uzvediba, profila kvalitate).

4) Live video, kas parasti iegust lielaku interakciju skaitu.

5) Saturs, ko publice lietotaji, kuriem ir regularas aktivitates

vesture, ka ari kopuma kvalitativi iesaistas FB satura. Gan

lietotaji, gan lapas sahem pozitivus punktus par gariem

komentariem, par orlglnalsaturu Punktus var zaudet, daloties

gr Ic://c:kba/tsaturu ka ar1 atklati aicinot laikot, komentet,
alities.



“Meaningful interactions will be prioritized”™

Ranking Signals. Source Facebook, Feb 2018

E Jonathan Rye updated his profile picture.

L5

Average time spent on content «-eeeeseeeeess e | N |
________________ Commenting or liking a person’s

photo or status update

Sharing links over Messenger

Completeness of user’s profile page

Multiple replies to people’s ................
comments on a video Engagement with a brand post

shared by a friend

Engagement OO% How informative the post is

ol Like B comment M Share



The Facebook Algorithm

Your post o
I Algorithmic signals:
. + Like=1
Content Quality Show to 1% of fans to A

measure engagement * Long-form comment = 13

» Share that drives engagement = 13
* Share that drives no engagement = 6
+ Video view 3 seconds = 1/4pt

Scoring

Does it include native images and

videos? ' :
Yes / No + Video view 60 seconds =13
» Negative feedback (hide post, hide all, report

Is it Live video? page) =-100
Yes / No Ranking

_ Signals
Does it include external links?
Yes/ No o :

Is it timely and reference a trending
ic?

Is it clickbait? L
YGSI" ij \[{l“‘:- J{ NO

Is your page regularly producing high
quality content and using live video?
Yes /No

Does ask to ‘like’ ‘share’ or
‘comment’?
Yes / No

Does it include words like ‘free’ A,“; people who regulgrlyqengage
‘sale’ ‘promotion’ etc "‘\:’"J_ }’il“r page engaging:
Yes / No es /NO

Is your community having ‘back and
forth’ discussions in the comments of
your post?

Yes / No

Has the same post been used
before?
Yes / No

Are the post types (text, image or
video) are what people engage with
often?

Yes / No



Twitter

1) Svaigumes.
2) Lietotaja uzticamiba.

3) Original saturs, kas radits tiesi prieks Twitter (un
neietver linkus).

4) lesaistisanas (iepriekseja interakcija).
5) Laiks, kas pavadits konkreta lietotaja profila.



The Twitter Alg

Your tweet

I

Content Quality
Scoring

Select group of
relevant Twitter
accounts

Do you have a
credible profile?
Yes /No

Does the tweet
include native
images and
videos?

Yes/ No

Does it include
external links?
Yes /No

Further Ranking
Signals

Is the tweet receiving a lot of

engagement?
Yes /No

orithm
Ste Doy

Are your followers online?
Yes / No

Do they regularly engage
with your content?
Yes / No

Do you regularly engage
with your followers’
tweets?

Yes / No

Algorithmic signals:
Like =1

@reply =2
Retweet =3

Are people spending a lot of
time reading your tweet and
engagement?

Yes / No

Is the attachment the type that
users tend to engage with?
Yes /No

Is the author’s engagement
higher than usual
Yes /No



LinkedlIn

1) Atbilstoss saturs (atslegvardi).
2) Posti, ar kuriem jau aktivi dalas.
3) Posti ar augstu iesaistisanos.

4) Saturs no uzticamiem avotiem.



Cleared [ . * S ’| Triggered
R ]
[ Is content good? ]
Triggered
with high
precision
No
Filter Content. Report to
TnS if required
£55 t
§§ +§ No
i £%:

Is content good? J

‘ -
Yes
Demote Content

If it looks suspicious

https://engineering.linkedin.com/blog/2017/03/strategies-for-keeping-the-linkedin-feed-relevant



Daudzos gadijumos algoritms veic «pilotpetijumun.



Ka algoritmu izmantot sava laba?

1) Saturs, kas mudina uz interakciju.

2) letagot cilvekus (kas ir saistiti).

3) Platformam (un auditorijam) piemeérots saturs!
4) Uzturet profilu kartiba.

5) Veidot tiklu, kas atbilst industrijai.

6) Live video.

7) Sadarbibas projekti.

8) Influencer marketing. ?



Jau atkal - balstities konkretos datos, pirms
pienemt lemumu.

«Panikas» riciba (tada, kas ir nepamatota) socialo mediju
algoritma raditas izmainu efektu tikai pastiprina.
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Brand Actions on Social That Prompt Consumers to Purchase
Q2 2017

Being Responsive 48%

Offering Promotions 46%,

Providing

Educational Content 42%

Sharing Interesting

Visuals
sensrors | -
Offering Exclusive

Providing Behind the
Scenes Content

27%

Trash Talking
Competing Brands 10%

sproutsocial.com/finde



SATURA RADISANA UN PILNVEIDOSANA

ATRAST ISTOS _ _
RADIT RIKUS CILVEKUS BUT LABAKAJIEM
> (BALSSY VADLINUAS - IEKSEJIE EKSPERT) > [ERAUDZITI, KURS SATURS
> STILA VADLINLAS > CILVEKI, AR KO SEKOTAJI VAR B i .
- $OC. MEDUU VADLINUAS IDENTIFICETIES m?zﬂ'fﬁ’ KAS ROTIEK ARE
> SAGATAVOTI TEMPLEITI > ADIBA - PLENGEANAS KALENDRS

> AUTORITATES



5 satura vertibas
AUTENTISKUMS
STRUKTURA
VIZUALITATE
MULTIMEDIALITATE
INTERAKCIJA












ESIESMUVISAS
TAUSISY

P

I'M ALL EARS

20 anglu izteicieni, kuri tiesa latviesu
tulkojuma izklausas parak smiekligi
Sos anglu teicienus nekad nevajadzétu tulkot latviski!

20 emodZi zimes, kuras noderétu jebkuram
latvietim ikdiena




VIZUALITATE

Al 1o FLI9S




Almost everyone uses emojis

7.6
Once
a year
or less
12.5 :
Several
times
a year
15.9
Several
times
a month

335
Several
times
a week



GAN UZ SKOLAS SOLA, GAN UZ TAFELES

- .
V

KA MACEJU ES RAKSTU TAVU VARDU

; (DZILA IEELPA)
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INFOGRAPHICS

WHY YOU NEED THEM

Everyone has a message, the hard part is bundling it up so the message is understood by
anyone, and everyone.

Comprehend Connect Distributed

Avg inc :
in fraffic after

Who Reads Infographics

Infographics
Everyone Would Rather Read  Infographics

How To Make Infographics

1. ldea Anc ic 2. Slory And Design 3 ribule A e
First thing you have to do to make a y W e al yill , f| Mow it's time to show the infographic to the
infographic is have a topic, then dive into its time to sift through and pull out a world, using social networks and blogs. The
howrs and hours of researching the topic. captivating story told through images. question is how to do this effectively?

Success

iNfolicious
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Thomas Tausher




Rl 4;; Pl A

.‘f

KA NOTIEK "VISS PA ZIEMAS VLOGS: ZIEMASSVETKU MUKBANG VISA PATIESIBA PAR

JAUNAM" FILMESANA.:... AUTOSKOLA, MEGA HAUL,... (visa patiesiba par... ULDONSTV 2. DALA ...
72 tokst. skatijumu - 56 tokst. skatijjumu - 55 tokst. skatijumu * 127 tikst. skatijumu -
pirms 1 ménesa pirms 3 ménesiem pirms 3 menesiem pirms 3 ménesiem

Popularas augsupielades P ATSKANOT VISU

BEAN BOOZLED TESTEJU KDSMETIK_U NO SWAP AR LAURLACI | DIY istabas organizesanas
IZAICINAJUMS AR LINDU U... EBAY PAR 1 S| EVELINA... EVELINA PARKERA idejas + viss par snupps
420 tukst. skatijumu - 352 tukst. skatijumu - 285 tokst. skatijumu - 247 tukst. skatijumu -

pirms 3 gadiem pirms 1 gada pirms 2 gadiem pirms 3 gadiem









6 satura tendences:
- lietotaju raditais saturs;
- humors:;
- influenseri / véstnesi:
- ZImolu sadarbiba
- sociala atbildiba:
- catboti.






VAI JUS ATPAZISTAT PERSONU,
KURA NOZAGA JUSU BRILLES?

Vvision express



anetekrasovska * Follow

anetekrasovska Minimalisms dizaina
vienmér piesaista manu uzmanibu. Un
Soreiz tas ir jaunas @danielwellington
aproces un gredzeni, kurus var
kombinét kopa ar pulksteniem. Lidz
30.janijam vari izmantot manu kodu
ANETExDW un iegusi 15% atlaidi
pirkumiem. @@

#dwcompletethelook #rings
#bracelets #minimalism #sadarbiba

liene_veldre Es vnk nevaru
sagaidiit riitdienu 20220©@ ©

1like Reply

pataabeauty Arkartigi skaista Tu
esil QO

Qg

3,286 likes




@ kadagi.dog - Follow

kadagi.dog You won't find more
unique and delicious HOT DOGS
anywhere else but @kadagi.dog
now also delivered to your home 4§
#woltit #hotdogi #crafts #hotdog

#Repost @wolt.latvija with
@get_repost

e Qd A

& Liked by evitarozentale and 111 others

11 « wolt.latvija




d Rolling
B g Like This Page - May 23 ©

Pagajusaja nedéla ne tikai aicinajam kolégus nemt
savus majdzivniekus uz darbu, bet art apvienojam
patikamo ar lietderigo, un apmeklgjam dzivnieku
patversmi Dzivnieku patversme un majas zoo
"MeZavairogi". Atvedam gardumus, segas un citas
noderigas lietas, ka arT samrojam un devamies
pastaigas ar patversmes miuliem. Aicinam visus
biezak doties apciemot patversmes iemitniekus un
sniegt to nelielo milestibas devu, ko vini loti, [oti
gaida, un varbit pat sastapsiet arf savu gimenes
miluli tiesi tur. @@

MAJDZIVNIEKU Al il oo -

NAS g‘. Al s i oy Like (D comment > Share @~
= | e | ; ;
| ) z e ﬂ Write a comment... © @ &

DIE




Latvijas Republikas
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Uznémumu registrs
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Galvenais noteikums - apdomat:

KAM
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