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INTRO

Welcome to the online toolkit that will
help you with successful promotion
and storytelling of your startup!

his beginners guide or toolkit is
T based on the methodology of “Hu-

man Centred Design” — an approach,
that strongly focuses on getting to know

your Target Group(s), and finding the best
content for them and for your brand.

This is an absolute Must-Have as in the
today’s digital world. As customers, we are
exposed to over 10.000 brand messages a
day. So, in order to stand out in that mass

of messages, and to get the attention of

your target group, you have to create and
work with the complete package of Con-

tent Marketing. Only one part missing can
affect all other parts significantly.
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This toolkit will guide you to create a
complete Content Marketing package in 8
steps. For each of the 8 steps you will find:

-AN EXPLANATION
-AN EXAMPLE
-AN EXERCISE TEMPLATE for you to fill in.

In addition to that, we made sure the con-
tent and tips you get are suitable for your
ecosystem. Based on the survey we con-

ducted beforehand, branding, promotion
and marketing were perceived as one of
the key factors of success for startups
in North Macedonia. That is why a lot of
the content in this toolkit is guiding you
through practical steps that you can take
and apply to your startup right away.

Good luck & happy creating!

Continuous reinvention

Excelling in one particular area

Building on customer and stakeholder trust and
brand loyalty

Flexibility and adaptability m 27

What makes your business sustainable?

Effective promotional and marketing campaigns H 15
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EXPLANATION SMART Goals

What is a good goal?

-How much products do want to sell?
-How many followers do you want to have
on Social Media?

-How many new clients to you want to
recruit?

Content Marketing should not be done
only for the purpose of being present
online or on Social Media.

Content Marketing should always help

to achieve a milestone or a goal you

have as a business/brand. Note: In Content Marketing you can always
work towards 1-3 goals.

Specific | Measurable

What How will you Is it in your Can you When exactly
do you want know when power to realistically do you wantto
todo? you've accomplishit? achieveit? accomplish it?

reached it?



EXAMPLE SMART Goal

We are ... Our goal:

We are a start-up based in North Mace- From 1st August till 31st December 2021,
donia that has developed an app for we have 2000 orders of food through the
selling and buying organic food in North app and 50 sellers registered on the app to
Macedonia. sell their food.

Specific | Measurable

What How will you Is it in your Can you When exactly
do you want know when power to realistically do you wantto
todo? you've accomplishit? achieveit? accomplish it?

reached it?



EXERCISE SMART Goal

TASK Define 1-3 SMART GOAL(S)

Specific | Measurable

What How will you Is it in your Can you When exactly
do you want know when power to realistically do you wantto
todo? you've accomplishit? achieveit? accomplish it?

reached it?






EXPLANATION Target Persona Profile

Once you have defined your goals, you
need to understand who do you need to
talk to, in order to achieve your goal(s).

You need to create profiles of your “ide- Note: For each goal you should have 2-3
al customer(s)” - in Marketing they are personas each. One target persona can
called Target Personas. apply to more than one goal.

H
o
*

Time to Get Personal
Moving from Target Market to
Audlence Persona




EXPLANATION Target Persona Profile

Food App / Ideal User Persona

Healthy Heather

Age: 26
Status: Employed full-time

Customer Profile: A busy millennial who doesn’t have time to cook. Eating healthy
and being informed about nutrition is one of her main motivators. She spends a lot of
time away from home and is a major food lover. She wants to receive quick and
professional service; order online from her smartphone to avoid lineups, and not deal

with over-conversational staff members. EXtra tlp Google a
Target Persona pro-
file for your industry.

« Cheap, healthy food + Hates waiting too long for her food There aren )any
« Quick deliver + Doesn’t know enough about

¢ X . ¥ good examples on
« Local restaurants nutritional facts

the internet!

+ She needs information on the type "Liw’rlg a heahhy and
of food a restaurant serves, in order
to determine the quality. arganized Ixfe is what I
+ She wants to order with her

"
smartphone and avoid waiting time value most.

Example for Target
Persona Profile

TASK: Find out about:
Get to know your customer like your General: Age, Gender, Demographics, etc

best friend by creating a Target Persona In-depth: behaviour, hobbies, Social Media
profile. and format preferences



EXAMPLE Target Persona Profile

On the next page we create profiles for 2 Target Personas
(based on our SMART goal)

THE BUYER: Ana, a student, who we want  THE SELLER: Christian, a shop-owner
to order food from the app and who we want to sell his food/dishes
via our app.

H
4
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Time to Get Personal
Moving from Target Market to
Audlence Persona D




EXAMPLE Target Persona Profile

Who is the persona: Ana, 23, student of art, lives in Skopje, = Christian, 40, owner of healthy food
name, gender, age vegetarian for 2 years, lives with her store Skopje, 4 employees, only sells

profession boyfriend, no kids. local food.
country/city
- No trouble to find quality food - Opportunity to start/increase online
How does the - Big choices from different sellers sales
persona benefit - Fast delivery - Promotion of his shop
from the products? - Supports her lifestyle - Less administrative work '
- Support to get through pandemic

How does the - Curious - Under pressure, needs to increase

ersona feel when - Excited sales (during pandemic)
P .. - Careful/not sure if it's trustworthy - Worried/desperate
he/she is in need of _ Hopeful
your products? - Careful of how it works for sellers
What does the - Happy - Still careful
he/she found your - Confirmed in her choice of living - Motivated to discover new ways
products?

. - Instagram -FB

Where do | find the TikTok - Linkedn
persona - Google search - Google

online/offline?



EXERCISE Target Persona Profile

Who is the persona:
name, gender, age,
profession,
country/city

How does the
persona benefit
from the products?

How does the
persona feel when
he/she is in need of
your products?

What does the
persona feel when
he/she found your
products?

Where do | find the
persona
online/offline?






EXPLANATION Content Messages + Formats

In order to start a conversation with
your target personas you have define
content messages that will resonate and
get the attention of your Target Persona.

TASK: Brainstorm (with your team and)
based on your Target Persona Profile
minimum 5 content messages that will
get the attention of your target persona.

Also add formats, channels and a ap-
proximate timeline to your content mes-
sages.

Repeat this exercise for each of your
target personas.

On the next page you find examples for
how brainstorm content messages



EXAMPLE Content Messages + Formats

Big choice of
vegetarian food

Offer free
delivery

Introduce
healthy,
vegetarian

summer meals

Throughout
once a
week

September
for 1 month
every 2nd
day

August till
November
Once a
week

Photos with
profile forma
TikTok, Insta

Image (for
ads) or short
video
Google Ad,
Insta Ad,
TikTok

Short Videos
Insta, TikTok

Reach out to
new customer
base

Promote your
shop

How it works
for sellers

Throughout
2 times a
week

Throughout
Once a
week

Throughout
2 times a
week

Review
format
Googl Ads
(except
September)
Facebook,
Insta

Videos of
seller

FB, Insta,
TikTok,
LinkedIn

Short videos
LinkedIn,
Facebook



EXERCISE Content Messages + Formats

Content Idea | Timeline AL Content Idea | Timeline Format/
Channels Channels







EXPLANATION Storytelling

Storytelling is everything you tell to your Note: Good Storytelling in Content Mar-

target personas by creating a picture. keting is NOT creating the most creative
stories all the time - but to find suitable

In other words: and easy-to-understand ways to bring your

Storytelling is telling your content mes- Content Messages closer to your Target

sages (from Step 3) in different, creative = Personas.

ways.

e




EXPLANATION Storytelling

Tips for good stories
about your brand:

1. Your personal story
(how did you start, your
personal motivation, etc.)

2. A story around your
USPs/brand

values? How does your
target persona benefit?

3. The story of your prod-
uct/service/business
(from idea to develop-
ment)

4. Behind the scenes, your
travels, etc.

Your
Goal

Your
Target persona

Your
Why/Purpose
That’s where you
find your right
stories



EXAMPLE Storytelling

TASK:

In the following exer-
cise we take 2 Content
Messages (from step 3)
and try to find 5 ways
(=stories) how to tell this
content message.

Your
Why/Purpose

That's where you
find your right
stories



EXAMPLE Five ways to tell one message

1. Update regularly on vegetarian menu updates

2. Introduce sellers that provide vegetarian food

3. Statistics of how number vegetarian providers
increases

4. Vegetarian dish of the month/week

5. Share monthly recipe for vegetarian dish

1. Reviews featuring NEW customers using the app for the
first time

2. Video featuring delivery to a customer of new customer
base

3. Write article as guest author in a food magazine about
diversity of customers ordering healthy food

4. Share article or infographic on how consumer behavior
changes during pandemic

5. Send regular update to sellers on registrations and
other numbers



EXERCISE Five ways to tell one message

CONTENT MESSAGE 1 CONTENT MESSAGE 2







EXPLANATION Brand Voice

A Brand Voice is the way
you talk to your custom-
ers and is defined by your
brand’s style of com-
munication. By using a
unified Brand Voice your
brand gets a consistent
presence in the on- and
offline world.

Define your brand voice

by using the model on SOCIAL MEDIA
the right. BRAND VOICE

Answers 4 questions:

1. How would you de-
scribe your persona?

2. How do you sound to
outside world?

3. What kind of language
do you use?

4. What's the purpose of
your brand?




EXCERCISE Brand Voice

Language






EXPLANATION AND EXAMPLE Visual Identity

Visuals make it easier for your target per-
sonas to create an emotional connection

with your brand. TASK:
For you Visual Identity use consistent Fill out the questions on the next slide to
brand colours, font, and style. define your Visual Identity

heart + beat + strategy

WeQ IS MORE THAN 1Q




EXERCISE Collect your visual identity elements

Vi

Definition Comments
elements

Your font(s)

Your brand
colours
(code)

Other
elements
e.g. slogan,
tag line, etc.

Logo + logo
positioning







EXPLANATION Choose your channels

It is important to follow trends in Social BECAUSE: the best channels
Media and Content Marketing BUT: for you are the channels

The best answer to what channels you .
should invest in, you find in YOUR TarceT  Where you find your target

PERSONAS profiles. personas.

70% of brands believe video has been the most effective
form of communication with their customers

70

24 247

S

Videos Podcast Emall Brouchures Blogs Infographics Imageson  Cold calls
Newsletters  /Flyers social media

@ motioncue Source: The Video Marketing Landscape in 2020



EXAMPLE Choose your channels

TASK: Look at your target persona profiles
and see what channels are most used by
target personas.

For our example: Note:

- Facebook - LinkedIn This exercise will be included in Step 8

- Instagram - Google Ads as all your channels need to be added to
- TikTok the Content Plan

70% of brands believe video has been the most effective
form of communication with their customers

54
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Videos Podcast Emall Brouchures Infographics Imageson Cold calls
Newsletters  /Flyers social media

@me Source: The Video Marketing Landscape in 2020






EXPLANATION Content Plan

A content plan is strategic combination of The content plan not only becomes your
timing, formats, the right content mix and  calendar but also shows on what journey

channels. you take your audience.
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EXPLANATION Content Plan

A content plan needs to have all the chan-  TASK: Add all the content you have col-
nels you use (horizontal) AND a timeline lected from STEP 3 and STEP 4 to your
per month, week or day (vertical). Content Plan.

Example on the next page

-m

October

November

December

January

February

March

April

May



EXAMPLE Content Plan

Website

Facebook

Instagram

TikTok

LinkedIn

Google Ads

August

September

October

November

December

Keep
updated
according to
posts

Revies for new
Customer Base (8posts)
Promote your shop
(4posts)

How it works for sellers
(8posts)

Big choice of Veg. food
(4posts)

Healthy veg meals
(4posts)

Promote your shop
(4posts)

Big choice of Veg.
food (4posts)
Healthy veg meals
(4posts)

Promote your shop
(4posts)

Revies for new Customer
Base (8posts)

Promote your shop
(4posts)

How it works for sellers
(8posts)

Reviews (8 times)

Keep
updated
according to
posts

Revies for new
Customer Base (8posts)
Promote your shop
(4posts)

How it works for sellers
(8posts)

Big choice of Veg. food
(4posts)

Free delivery (8posts)
Healthy veg meals
(4posts)

Promote your shop
(4posts)

Big choice of Veg.
food (4posts)

Free delivery (8posts)
Healthy veg meals
(4posts)

Promote your shop
(4posts)

Revies for new Customer
Base (8posts)

Promote your shop
(4posts)

How it works for sellers
(8posts)

Free delivery
(8times)

Keep
updated
according to
posts

Revies for new
Customer Base (8posts)
Promote your shop
(4posts)

How it works for sellers
(8posts)

Big choice of Veg. food
(4posts)

Healthy veg meals
(4posts)

Promote your shop
(4posts)

Big choice of Veg.
food (4posts)
Healthy veg meals
(4posts)

Promote your shop
(4posts)

Revies for new Customer
Base (8posts)

Promote your shop
(4posts)

How it works for sellers
(8posts)

Reviews (8 times)

Keep
updated
according to
posts

Revies for new
Customer Base (8posts)
Promote your shop
(4posts)

How it works for sellers
(8posts)

Big choice of Veg. food
(4posts)

Healthy veg meals
(4posts)

Promote your shop
(4posts)

Big choice of Veg.
food (4posts)
Healthy veg meals
(4posts)

Promote your shop
(4posts)

Revies for new Customer
Base (8posts)

Promote your shop
(4posts)

How it works for sellers
(8posts)

Reviews (8 times)

Keep
updated
according to
posts

Revies for new
Customer Base (8posts)
Promote your shop
(4posts)

How it works for sellers
(8posts)

Big choice of Veg. food
(4posts)

Promote your shop
(4posts)

Big choice of Veg.
food (4posts)
Promote your shop
(4posts)

Revies for new Customer
Base (8posts)

Promote your shop
(4posts)

How it works for sellers
(8posts)

Reviews (8 times)




EXERCISE Content Plan







OHNajH NakeT co anaTKu 3a
MNaau npeTnpueMaydu:

YNaTCcTBa 3a YCreLHOo
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ABTOp:
KpuctuHa dopctep

U3paBau:
Mladiinfo International

YpeaHuK:
AHTOaHeTa MIBaHOBa

MpeBoa;:
JacMunHka MunTkoBcka

OunsajH:
MapTuH XXBKOBCKHU

2021

OBaa ny6nuvkauuja e KpenpaHa BO paMKuTe Ha NpoeKToT 3owTo He jac? 2.0: CTuMmynupame n npoMouuja
Ha Jo6pM NpakTUKM BO 06nacTa Ha MNagMHCKO NPeTnpueMHULLTBO, noaapykaH og AMbacagata Ha CA/L
Bo Ckonje.

OBOj NPOEeKT e genyMHo noaap>xaH og AMb6acagata Ha CALl. MucneraTa, OTKpUTHjaTa, 3aKyyouuTe
UM NpenopaknTe N3HeCeHN OBJE Ce Ha aBTOpPUTE U He 1 ofpasyBa OHue Ha Bnapgata Ha CA/.



BOBE/

MERKOPIE
SEKOR 2
YEKOP 3:
YEKOP 4:
SEKOP" 5:
YEKOP 6:
SEROPY:

YEKOP 8:

MAMETHW LEJIN

LEJTHUN JINHHOCTMU
COOPXWHCKW NMOPAKWU
PACKAXYBAHE HA NMPUKA3HN
[TTAC HA BPEHAOT

BU3YEJIEH WOEHTUTET
KAHAJIN

MNJAH HA COOPXNHA

Jaaldlplel



BOBE/

[1o6penojaoBTe Ha MPEXHUOT nakeT
anaTKy LWITO Ke BW MOMOTHE Mpw
ycneliHa npoMoLmMja n packa)yBare
NPUKa3HWM Ha BalMOT cTapTan!

BOj BOAMY MM MAKeT anaTku
O 3a NOYETHULM Ce 3aCHOBa Ha
MeTogonorujaTta Ha ,[insajH Haco4YeH KOoH
YOBEKOT" - MpUCTan Koj HajMHory ce dokycupa
Ha 3amMo3HaBakbe Ha LienHaTa rpyna (1) u
NpoHaorfare Ha HajaobpaTa CoAPXKMHa 3a HUB U
3a BaLWMOT BpeHA,
OBa e anconyTHO 3aA0/HKUTENTHO BO AEHELLUHNOT
AMruTaneH cBet. Kako KIMeHTH, Hue cme
nsnoxenu Ha Hag 10.000 nopaku of 6peHA0BM
Ha AeH. 3Hauu, 3a Ja ce UCTaKHEeTe BO Taa Maca
Ha Mopaku 1 Aa ro npueieyeTe BHUMaHUETO Ha
BalLaTa LesHa rpyna, Tpeba aa ro cosgagete
W fa paboTuTe CO LLeNOCHUOT MaKeT Ha
COAPXXMHCKMN MapKeTUHr. [JOKOMKy HeaocTacyBa
caMo efieH Aen, Toa MOXe 3HaunTeNlHo fa
B/IMjae Ha cuTe Apyrv LEeNoBW.

Uhat Happens Online in 60 Seconds?

Managing Content Shock in 2020 o
Q"f/zma

“"4@, 2019
ISt 6'/
@ EMAIL
emails sent (billion)

YOUTUBE [T

FAGEBOOK
brand posts
WHATSAPP per day
messages sent

(million) RS

WORDPRESS.COM
posts
(million)

| GOOGLE

searches
(million)

TWITTER
tweets
(million)

INSTAGRAM
brand posts per day



OBOj NaKeT anaTKy Be BOAM [1a Kpeupate MCTPaXKyBaH-ETO LLITO FO CMPOBEOBME MPETXOAHO,
KOMIM/IETEH NAKET 3a COAPXUHCKM MapKETUHI BO  [0jA0BME 0 pesy/TaTv Kou NMokaxaa Aeka

8 yekopm. 6peHaMparbeTo, NPOMOLMjaTa U MapKETUHIOT Ce
3a ceKkoj 0 8-Te YEKOPM LUTO Ke ' HajaeTe umate:  KJIyuyHUTe paKTopu Ha yCrex 3a cTapTanuTe BO
-ObJACHYBAHSE CeBepHa MakefioHMja. 3aT0a, MHOTY COAPXWUHM
-"TPUMEP BO OBOj NaKeT anaTku Be BoAaT HN3 NPaKTUYHU
-ObPABOTKA 3A BEXXBA 3a nonosnHyBakse. YeKOopM LUTO MOXe fia M npesemMete 1 aa rv

[Mokpaj Toa, H1e Ce MOrPUXMBME COPXKMHATA M MPUMEHWUTE BEAHALL Ha CaMMOT CTapT.

COBETUTE LITO M fobmBaTe Aa 6GuaaT COOABETHU C , |
3a BalLKOT ekocucTeM. Bp3 ocHoBa Ha 0 CpeKa BO KPENpareTo:

What makes your business sustainable?

Effective promotional and marketing campaigns H 15

Continuous reinvention _ 17

Excelling in one particular area _ 16

Building on customer and stakeholder trust and
A ——— s0
brand loyalty

Flexibility and adaptability m 27
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ObJACHYBAHE NMAMETHUW Lenwu

COAPXXMHCKMOT MapKeTHUHT He Tpeba LliTo e po6pa uen?
Aa ce npaeu caMo co uen Aa ce 6upe - Konky npousBogm cakate Aa npoaagere?
NPUCYTEH OHNAajH WM Ha coLMjanHUTe

- Konky cnepn6eHnum cakaTe ga umate Ha

MeanyMu. .
couujanHuTe MegnymMmn?

CoApPXXMHCKMOT MapKeTUHI ceKoratl - KonKy KAveHTu cakaTe fa npusneyete?

Tpeba aa BU MOMOrHE Aa NOCTUTHETE UENl  3a6enewwka: Bo COAPXMHCKMOT MapKeTUHT

LITO CTe CM ja MocTaBune Kako 6usHuc/ CeKoralll MoXe fa paboTuTe 3a 1

6peHA. nocturHete1-3 uenw.

Specific | Measurable

What How will you Is it in your Can you When exactly
do you want know when power to realistically do you wantto
todo? you've accomplishit? achieveit? accomplish it?

reached it?



NMPUMEP MAMETHA Len

Hue cme... Hawara yen:

Hue cMe cTtapTtan co ceguiuTe BO Op 1-eu aBryct go 31-e1 gekemBpu 2021
CeBepHa MakefoHuMja WwTo n3pabotu roavHa, ga umame 2000 Hapaykun Ha xpaHa
annvkKaumja 3a npogaxo6a u KynyBare npeky annaunkauunjata n 50 npogasauu
OpraHcka xpaHa BO 3eMmjaTa. permcTtpupaHu Ha annukauuvjarta 3a a ja

npogaBaat CBOjaTa XpaHa.

Specific | Measurable

What How will you Is it in your Can you When exactly
do you want know when power to realistically do you wantto
todo? you've accomplishit? achieveit? accomplish it?

reached it?



BEXBA NMAMETHA Len

3apava: [lepuHupajte og 1 oo 3
[MTAMETHA/W LEJT(W)

Specific | Measurable

What How will you Is it in your Can you When exactly
do you want know when power to realistically do you wantto
todo? you've accomplishit? achieveit? accomplish it?

reached it?






OBJACHYBAHSE lMpodun Ha uenHa NUYHOCT

Kora ke ru pedmHuparte BawuuTe uenu, Tpeba
Aa fo3HaeTe co Koro Tpeba ga 36opyBare 3a
Aa ja/rn pocTurHeTe BawuTe uen (u).
MoTpe6Ho e pa kpenpaTe npodun (1) Ha

BaLLUMOT ,uAeaneH KnmeHT (1). Bo noneto 3ab6enewka: 3a cekoja Len Tpeba fa umare
Ha MapKeTUHIOT TWe ce HapeyeHu LlenHn no 2-3 nuua. EgHa uenHa nMYHOCT MoXe
JINYHOCTM. [la Ba)XKN 3a NoBeKe of, eAHa Len.

H
o
*

Time to Get Personal
Moving from Target Market to
Audlence Persona D




OBJACHYBAHSE MNMpodun Ha uenHa NTNYHOCT

Food App / Ideal User Persona

Healthy Heather

Age: 26
Status: Employed full-time

« Cheap, healthy food
« Quick delivery
+ Local restaurants

+ She needs information on the type
of food a restaurant serves, in order
to determine the quality.

+ She wants to order with her
smartphone and avoid waiting time

3AAHA:

3anosHajTe ro BawWmMoOT NOTpoLlyBay Ao
HUBO Ha Hajgob6ap NpujaTten co Kpenpame
Ha lMpodunn Ha LlenHa JInyHocT.

Customer Profile: A busy millennial who doesn’t have time to cook. Eating healthy
and being informed about nutrition is one of her main motivators. She spends a lot of
time away from home and is a major food lover. She wants to receive quick and
professional service; order online from her smartphone to avoid lineups, and not deal
with over-conversational staff members.

JlononHutesneH
coBerT: [lobapajTe Ha
Google npogpui Ha
LjesiHa IMYHOCT 3a
BalllaTa MHAycTpuja.
Vima MHory 1o6pum
rpumepu Ha
VHTEpHeT!

+ Hates waiting too long for her food
+ Doesn't know enough about
nutritional facts

"Living a healthy and
organized life is what I
value most.”

lpumep Ha npogus Ha
LiesHa aMYHoCT

[o3HajTe:

OnwTn KapakTepucTuku: Bospacrt, lNMon,
aemorpaduja n gp.

JeTanHn KapakTepuUCTUKKU: OLHECYBaHE,
Xx06wuja, coumjanHn MeguymMu 1
npedepeHunmn Ha popmat




NMPUMEP MNMpodwnn Ha yenHa NNYHOCT

Ha cnepHaTta cTpaHuua co3faBame npodunu 3a 2 Lienum
nuua (3acHoeaHu Bp3 HawaTa MameTHa uen)

KYMYBAYOT: AHa, CTyLEeHTKa,
KOja caka fa Hapauda xpaHa oj,
annukaumjata

NMPOAABAYOT: KpuctujaH, CONCTBEHUK
Ha npofaBHMLA 1 KOj caka fia ja npoaaBsa
HerosaTa XpaHa / jagerba npeky HawaTa
annaukaumja.
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Time to Get Personal
Moving from Target Market to

Audience Persona




MPUMEP lMpodun Ha uenHa NUYHOCT

Koj e nnyHocTa: ume,
non, Bo3pact,

npocpecuja, 3emja / rpag

Koun npuaobuBku rm
MMa NUYHOCTa oA
npounssoguTte?

Kako nuyHocTa ce
YyyBCTBYBa Kora u
TpebaaT BawumTe
npounssoaun?

LLito yyBCcTBYBa
NINYHOCTA Kora Ke ru
Hajae BawuTe
npoussoaun?

Kape moxam pa rm
Hajaam NIMYHOCTUTE:
OHnajH/ BO peanHuor
XNBOT?

AHa, 23, CTyaeHTKa Ha YMETHOCT, XXuBee
Bo Ckonje, BeretapujaHka 2 roanHu,
»X1Bee co CBOeTo MomMuye, 6e3 geua.

- be3 npobnem Haora KBanuMTeTHa XpaHa
- lonem n3bop of pasnuyHM NnpogaBayn
- bp3a goctaea

- [0 noggpxyBa Hej3MHMOT CTUN Ha
XNBOT

- Iby6onuTtHa e

- BosbygeHa e

- MpeTtnasnuea e / He e curypHa ganm
MOXe [a B BepyBa

- CpekeHa e

- BosbygeHa e

- [0 noTBpAYyBa HEj3UHMOT CTUN Ha
XMBOT

- IHcTarpam
- TukTok
- MpebapyBare Ha ['yrn

KpuctujaH (40), concTBEHWK Ha
npogasHuUa 3a 3apasa xpaHa Bo Ckonje,
4 BpaboTeHun, NpogaBa camo fokanHa
XpaHa.

- MoxHoCT ga 3anoyHe/ga cu ja 3aronemm
OHMajH npogaxbarta

- NMpomouuja Ha HeroBaTa NpogaBHMLA

- Momanky agMunHucTpatMBHa pabota

- Moppplwika ga ja npexusee naHaemujata

- Mog npuTtucok, Tpeba ga ce sronemm
npogaxbara (3a BpeMe Ha naHgemuja)
- 3arpwxeH / o4aeH

- Ce HapeBa

- lMpeTtnasnue kako pyHKUMOHMPa 3a
npogasadnTe

- CeywwiTe npeTnasnue
- Ho, my onecHa
- MoTuBMpaH aa OTKpMe HOBU HaYNHU

- ®ejcbyk
- JlnnkegmH
-y



BEXXBA lNpodwnn Ha yenHa ANYHOCT

Koj e nnyHocrTa:
umMme, non,
BO3pacT,
npodecuja, 3emja
| rpan

Koun npnao6uBku
r nma niMyHocTa
o npoussoauTe?

Kako nn4yHocTa ce
YyBCTBYBa Kora u
TpebaaT BawmTe
npounssoan?

LWTo yyBCcTBYBa
NMYHOCTA Kora Ke
rm Hajoe BawuTe
npounssoan?

Kage moxam ga
rm Hajaam
NNYHOCTUTE:
OHNajH/ BO
peanHuoT XUBOT?






OBJACHYBAHSE Cogp>XuHCKKM nopakn + dopmaTtu

Co uen ga 3anoyHeTe pa3roBop co
LLe/IHUTE NIMYHOCTH, UMajTe geduHupaHo
COAPXXMHCKM NMOpaKH WITO Ke gonpar

Ao Bawarta LlenHa nMYHOCT 1 Ke ro
npuBnieyaT HejSUHOTO BHUMaHMe.

3AAYA: HanpaBeTe 6peMHCTOPMUHT (CO
BalUMOT TUM) BP3 OCHOBa Ha NpoduioT Ha
LeJsiHa JIMYHOCT U CMUCTIETE MUHUMYM S

COAPXXMHCKM MOpaKu WTO Ke ro npueneyar
BHMMaHMETO Ha BallaTa LefiHa JIMYHOCT.
WcTo Taka, gogapete popmatu, KaHanm u
NpuénmxHa BpeMeHcKa pamka.
MNMoBTOpeTe ja oBaa Bexxba 3a CeKoe of,
LuenHuTe nuua.

Ha cnepHata cTpaHa nmaTte npumMepu

3a TOa KaKo Aa fojaeTe A0 COAPXMUHCKM
nopaku nNpeky 6penHCTOPMMUHT.



NMPUMEP Copp>XWHCKU nopakn + ®opmaTu

Fonem n36op Ha
BeretapujaHcka
XpaHa

MNoHynete
becnnatHa
JocTaBa

BmeTHeTe
3npaBum,
BeretTapujaHckum
neTHu obpouun

MocTojaHo
EaHaw
HeJenHo

CentmeBpwy,
efeH mecel,
Cekoj BTOp
neH

ABryct go
HoeMBpU
EpHaw
HeaernHo

doTorpadun
CO npodounnmn
Tuk Tok,
WHcTarpam

Cnuka (3a
peknama) unu
KpaTKo B1aeo
l'yrn ornacw,
WHcTarpam,
Tuk Tok

KpaTku Bngea
WHcTarpawm,
Tuk Tok

HdonpeTte go
HoBa 0a3a Ha
KNUeHTHn

MpomoBupajte ja
Bawara
npoaaBHULa

Kako
¢hyHKLMOHMPA 3a
npoaaBayuTe

lMocTojaHo
[Ba natun
HegenHo

lMocTojaHo
Ennaw
HeaenHo

MocTojaHo
[lBa natu
HeaenHo

dopwmar 3a
KPUTUKM
l'yrn ornacu
(ocBeH BO
cenTemBpu)
dejcoyk,
WHcTarpam

Bugea o
npogasadoT
FB, Insta,
TikTok,
LinkedIn

KpaTku Bngea
JINHKeOuH,
dejcbyk



BEXXBA Cogp>XunHcku nopakun + dopmatu

CoapxuHcka | BpemeHcka | ®opmat / | CogpxuHcka | BpemeHcka | Popmart /

KaHanu KaHanum







OBbJACHYBAHE PackaxyBare Ha npukasHu

Packa)xyBarbeTO NpMKasHu € ce WTO Ke 3abenewka: [1Jo6poTo packaxyBame

MM Ka)XeTe Ha BaluUTe LeSTHU JINYHOCTM CO  MPUKA3HU BO COAPXKMHCKMOT MapPKETUHI
co3faBatbe Ha C/IUKMU. HE co3paBa HajkpeaTMBHU NpUKasHU

Co apyru 36opoBu: PackaXkyBateTo Lleno BpeMe — TyKy Tpeba fa npoHajaeTe
NPUKa3HU I'M NoKa)kyBa BaluuTe COOABETHU N IECHO Pa36bUPNMBY HAYNHM
coAp>XUHCKM nopaku (op, Yekop 3) Ha Aa ' Jo6MXNUTE COAPXKUHCKUTE MOpaKm
pa3NIM4yHKN, KpeaTUBHU HAaYUHM. [0 Le/THUTE NIMYHOCTH.

e




OBJACHYBAHE Packa)xyBawe Ha NpukKasHu

CoBeTu 3a go6pu
NPUKa3Hu 3a BallUOT
6peHpa;:

1. Bawara nin4yHa npukasHa
(kako noyHaBTE, BallaTa
NIMYHa MOTUBaLMja 1 ap.)

2. lNpukasHa okony BawuTe
BpeAHOCTWN Ha 6peHaoT?
KakBa KopuUCT uMa Baluarta
LefiHa IMYHOCT Of BaluumTe
npounssogu/ycnyrmn?

3. lNpnkasHa 3a BawunoT
npoussog, / ycnyra /
6u3HuC (og naeja oo
pasBoj)

4. [pukasHu og, No3aanHa,
BallMTe naTyBarba UTH.

Bawa uen Bawa Llenna

JINYHOCT

Bawe 3owTo/Len

Tyka ke rv HajgeTe
BaLLMTE BUCTUHCKM
NpYKa3Hu



[MPUMEP Packa>yBame Ha NpUKa3HMU

3ANAYA:

Bo cnegHaTa Bex6a
3eMame 2 Coap>XUHCKM
nopaku (og yekop 3)

n ce obuagyeame aa
HajaemMe 5 HaYnHU
(=NpuKasHu) Kako pa
ja packaxeme oBaa
COAP)XMHCKa nopaka.

Bawa uen Bawa Llenna

JINYHOCT

Bawe 3owTo/Len

Tyka ke rv HajgeTe
BaLLMTE BUCTUHCKM
NpYKa3Hu



[MPUMEP lleT HauuMHK fOa npeHeceTe eiHa Nopaka

1. PegoBHO axypupahe Ha BeretapmjaHCcKoTo
MEHU

2. [NpeTcTaByBakbe Ha NpogaBayn WTO npogasaar
BeretTapujaHcka xpaHa

3. CtatucTuka 3a 3ronemeHnoT 6pojoT Ha
npogaBayn Ha BeretTapmjaHcka xpaHa

4. BeretapujaHcko jagete Ha meceLoT/Heaenarta

5. CnogeneTte ro peuenToT 3a BEreTapujaHcko
jagewe Ha meceLoT

1. OueHkn Ha HOBW knueHTn Wwto ja kopuctat
annukaumjaTa 3a nps nar

2. Bngeo co goctaBa go KnMeHT oA HoBaTa 6a3a Ha
KIUEHTH

3. Hanuwete ctatnja Kako rocTUH aBTop BO cnncaHune
3a XpaHa 3a pasfnnyHoCTa Ha KIMEHTUTE LITO
HapadyBaaT 34paBa xpaHa

4. Cnogenerte cTtatuja unu nHdgorpadumk 3a Toa Kako
ce MeHyBa OfHeCyBaHETO Ha NoTpoLlyBaynTe 3a
BpeMe Ha naHgemujarta

5. NcnpaTteTe penoBHU MHGOpMaumn 4O NnpogaBavnte
3a OpojoT Ha perncTpaLmm Kako 1 gpyra ctatuctuka



BEXXBA lleT HaunHKU fa npeHeceTe egHa nopaka







OBJACHYBAHSE Nnac Ha 6peHpoT

MacoT Ha 6peHAaoT e
HAUYMHOT Ha Koj 36opyBaTte
CO BalUUTe KJIUEHTU U

ce pedpuHupa cnopep,
CTUNIOT HA KOMYHMKaLMja
Ha BawwuoT 6peHA. Co
KopucTewe Ha yHupuumpaH
rnac Ha 6peHAoT, BalwMoT
6peHp pobuBa nocTojaHo
NPUCYCTBO BO peasiHNoT U
BO OHJNajH CBETOT.

[edunHupajte ro rnacot Ha SOCIAL MEDIA
BaLLMOT 6peHA, KOPUCTEjKM BRAND VOICE
ro MOAENOT AECHO.

Oprosopete Ha oBue 4
npalwamsa:

1. Kako Ke ja onuweTte
BallaTa JIM4YHOCT?

2. Kako My 3ByYuTe Ha
HaZlBOPELIHNOT CBEeT?

3. KakoB ja3nk KopucTute?

4. Koja e uenTa Ha BawmoT
6peHa?




BEXBA 'nac Ha 6peHAaoT







OBbJACHYBAHE U NMPUMEP BusyeneH npeHturtet

BusyenHute cpencrea UM ro ofiecHyBaart
NnpoLecoT Ha LesiHUTe INYHOCTU Ja ce
noBp3aT EMOTUBHO CO BaLUNOT BPEHA. 3A0A4YA:
[MononHeTe rM nonuMHata Ha cnegHuoT
3a BaWMOT BMU3YeENeH MAEHTUTET KOPUCTETE CnajA 3a Aa ro gepuHupaTte BawmnoT

nocTojaHn 6oun, GOHT U CTUN Ha 6peHaoT. BusyeneH naeHtuter
heart + beat + strategy

WeQ IS MORE THAN I1Q,




BEXXBA CobepeTe rm eieMeHTUTEe Ha BalUMOT BU3YENEH MAEHTUTET

Baww/un
doHT/0BM

bou Ha
BaLUMOT OpeHn,

(kom)

Apyru
eneMeHTU Ha

np. CrioraH,
dpasa UTH.

Jloro +
NO3MLNOHNpa-
H-€ Ha J1IoroTo







OBJACHYBAHE N36epeTe rn BawmnTe KaHanwu
Ba)kHO e fa ce cnefaT TPeHJ0BUTe Ha
coumjasiHUTe MeNyMU U COLPXKUHCKUOT 3ATOA LUTO: HajgobpuTte
MapkeTuhr HO: KaHanu 3a Bac ce KaHanute
Hajpo6ap oaroBop Bo Kou KaHanu Tpeba aa

MHBeCTUpaTe, Ke ro HajaeTte BO npodunute KaAe LUTO Ke ' HaJAeTe
Ha BALUWUTE LLIEJTHU TMYHOCTW. BaLlnuTe uesiHn JIM4YHOCTHU

70% of brands believe video has been the most effective
form of communication with their customers

70

24 247
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Videos Podcast Emalil Brouchures Blogs Infographics Imageson  Cold calls
Newsletters  /Flyers social media
@ motioncue

Source: The Video Marketing Landscape in 2020



[MPUMEP N36epeTe rn BawnTe KaHanu

3AOAYA: MNornegHeTe rn BawwmTe npoduan
Ha ueJsiHa IMYHOCT 1 BUAEeTe KoM KaHanu
HajMHOrY rm KopucTaT BaluuTe LUenHu

JINYHOCTMW. 3a6enewka:

3a HaNOT NpuMep: OBaa Bexba Ke 6uae BKJly4yeHa BO

- Facebook - LinkedIn Yekop 8 buaejku cuTe Ballm KaHanm

- Instagram - Google Ads Tpeb6a fa 6uaaT gogageHun Ha MNnaHoT
- TikTok 3a cogpXXuHa

70% of brands believe video has been the most effective
form of communication with their customers

10*
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OBJACHYBAHMSE lnaH Ha cogp>XuHa

MnaHoT 3a coap)KMHa e cTpaTellka
KoM6MHaLuja Ha BpeMeTo 1 hopMaTuTe U
ja npeTcTaByBa BUCTMHCKaTa MellaBMHa Ha
COAPXWUHW M KaHanw.

MnaHoT 3a CoApPXXMHA HE CaMO LITO
CTaHyBa Baw KaneHjap, TYKy UCTO Taka
MoKa)KyBa M Ha Koe naTyBaH€ ja HocuTe
nyénukara.
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OBJACHYBAHMSE lnaH Ha cogp>XuHa

MnaHOT 3a cogp)XuHa Tpeba aa rm uma cute 3ALAYA: [lopapeTe ja uenaTta coapXuHa
KaHasnu WTO MM KOPUCTUTE (XOPU30HTaNHO)  LWITO CTe ja cobpane og YEKOP 3 n HEKOP

n BpeMeHCKa paMKa Mece4HOo, HeaeJ1HO 4 BO BALLUMOT NJaH 3a CoAp>XuHa
NN AHEBHO (BEpPTUKAsHO) MpUMep Ha creqHuoT cnajx
[ | e o [ | e
October
November
December
January
February
March
April

May



[MTPUMEP llnaH Ha cogpXXunHa

CentemBpu

OkTOoMBpM

HoemBpu

HdekemBpu

Beb : Ffyrn
dejcoyk WHcTarpam Tuk Tok NuHkeguH y

CTpaHuua ornacwum
lpodomkeme da | OueHku 3a HoBaTa 6asa | onem n3bop Ha onem n3bop Ha OueHku 3a HoBaTa 6asa OueHku (8
axypupame Ha noTpoLuysayn (8 BereTapujaHcka xpaHa (4 | BereTapujaHcka xpaHa (4 Ha noTpoLuyBaun (8 nartu)
crioped ob6jaBu) o6jaBu) o6jaBu) objaBu)
objasume IMpomoBwupajTe ja 3ppaBu 3eNeHYyKoBM 3apaBu 3eNeHYyKOBU MpomosupajTe ja Bawata

Balwlarta npogasHuua (4 o6pouu (4 objaa) o6pouy (4 objasa) npoaasHuua (4 objasu)

objasn) MpomoBwpajTe ja Bawata | lNpomoBupajTe ja Bawwata Kako ¢pyHKuUMOHMpa 3a

Kako dyHKUMOHMpa 3a npogasHuLa (4 objasn) npoaasHuua (4 objasu) npogasayute (8 objasw)

npoaasauyute (8 objasu)
lMpodomkeme da | OueHku 3a HoBaTa 6asa | onem n3bop Ha onem n3bop Ha OueHku 3a HoBaTa 6asa BecnnatHa
axypupame Ha noTpoLuyBayn (8 BereTapujaHcka xpaHa (4 | BereTapujaHcka xpaHa (4 Ha noTpoLuyBauu (8 pocrasa (8
crioped objasn) objaswn) o6jasu) o6jasu) o6jasn)
objasume lMpomoBwupajTe ja BecnnatHa gocTaBa (8 BecnnatHa goctaBa (8 lMpomoBupajTe ja Bawarta

BalLaTa npogasHuua (4 o6jasu) o6jasu) npoaasHuua (4 objasu)

o6jaswn) 3apaBu 3eneHYyKoBu 3apaBu 3eMneHYyKoBMU Kako cpyHKUMoHMpa 3a

Kako chyHKUMOHMPa 3a o6pouy (4 o6jasu) o6pouy (4 o6jasu) npoaasayute (8 objasu)

npogasayute (8 objaBn) | MMpomosupajTe ja Bawarta | [pomosupajTe ja Bawarta

npogasHuLa (4 objasu) npogasHuua (4 objasu)

lpodomkeme da | OueHku 3a HoBaTa 6asa | onem n3bop Ha onem n3bop Ha OueHku 3a HoBaTa 6asa OueHku (8
axypupame Ha noTpoLuyBayu (8 BereTapujaHcka xpaHa (4 | BereTapujaHcka xpaHa (4 Ha noTpoLuyBaun (8 natu)
crioped ob6jaBu) o6jaBu) o6jaBu) objaBu)
objasume IMpomoBwupajTe ja 34paBu 3eNeHYyKoBM 3apaBu 3eneHYyKoBU lMpomoBupajTe ja Bawarta

Balwarta npogasHuua (4 obpouu (4 o6jasu) o6pouy (4 objasa) npoaasHuua (4 objasu)

objasn) MpomoBwupajTe ja Bawata | MNpomoBupajTe ja Bawata Kako ¢pyHKuUMOHMpa 3a

Kako ¢pyHKUMOHMPa 3a npogasHuua (4 objasn) npoaasHuua (4 objasu) npoaasayute (8 objasu)

npogasayute (8 objasn)
lMpodomkeme da | OueHku 3a HoBaTa 6asa | onem n3bop Ha onem n3bop Ha OueHku 3a HoBaTa 6asa OueHku (8
axypupame Ha noTpoLuysayu (8 BereTapuvjaHcka xpaHa (4 | BereTapwjaHcka xpaHa (4 Ha noTpoLuysaun (8 natu)
crioped o6jaBu) o6jaBu) o6jau) objaBu)
objagume [MpomoBwupajTe ja 3ppaBu 3eneHYyKoBM 3apaBu 3eneHYyKoBU lMpomoBupajTe ja Bawarta

BallaTa npogasHuua (4 o6pouu (4 o6jau) o6pouy (4 objasa) npoaasHuua (4 objasn)

ob6jasu) lMpomoBwpajTe ja Bawarta | MNpomoBupajTe ja Bawwara Kako cpyHKumMoHMpa 3a

Kako hyHKUMOHMPa 3a npogasHuua (4 objasn) npoaasHuua (4 objasu) npoaasayuTte (8 objasu)

npopasayute (8 objasn)
lpodomkeme 0a | OueHku 3a HoBaTa 6asa | onem usbop Ha lonem n36op Ha OueHkM 3a HoBaTa 6a3a OueHkn (8
axypupame Ha noTpoLuysayu (8 BereTapuvjaHcka xpaHa (4 | BereTapwjaHcka xpaHa (4 Ha noTpoLuyBayu (8 natu)

crioped
objasume

objaswn)

MpomoswupajTe ja
BawlaTa npogasHuua (4
ob6jasu)

Kako ¢pyHKLMOHMPa 3a
npogasayute (8 objasn)

objasu)
MpomoswpajTe ja Bawara
npogasHuLa (4 objasn)

objaswn)
MpomosupajTe ja Bawara
npogasHuua (4 objasu)

o6jasn)

MpomosupajTe ja Bawara
npoaasHuua (4 objasu)
Kako cpyHkumoHmpa 3a
npopasayuTte (8 objasn)




BEXXBA lNnaH Ha coap)>XuHa







Pako e Veglave Online per
Sipermarresit e Rinj:

Udhezime per Promovimin
dhe Tregimin e Suksesshem
te Fillimit Tua]

[ ]
-mladilnfo-
— INTERNATIONAL
U.S. Embassy Skopje




Autor:
Christina Forster

Botues:
Mladiinfo International

Redaktor:
Antoaneta lvanova

Pérkthim:
Anjeza Sadiku

Dizajn grafik:
Martin Zhivkovski

2021

Ky botim éshté krijuar brenda kornizave té projektit “Pse Jo Uné? 2.0: Stimulimi dhe Shfagja e Praktikave té
Mira né Sipérmarrjen e té Rinjve”, mbéshtetur nga Ambasada e Shteteve té Bashkuara té€ Amerikés né Shkup.

Ky projekt éshté pjesérisht i mbéshtetur me grant nga Ambasada e SHBA-ve. Mendimet, zbulimet dhe
konkluzionet ose rekomandimet e paraqitura kétu jané té implementuesit/autoréve dhe nuk i reflektojné
domosdoshmérisht ato té Qeverisé sé SHBA-ve.
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HYRJA

HAPI | PARE: QELLIME TE ZGJUARA

HAPI | DYTE: PERSONAT E SYNUAR

HAPI | TRETE: MESAZHET PERMBAJTESORE
HAPI | KATERT: RREFIM|

HAPI | PESTE: ZERI BREND

HAPI | GJASHTE: IDENTITETI VIZUAL

HAPI | SHTATE: KANALET

HAPI | TETE: PLANI PERMBAJTESOR



HYRJA

Mire se vini neé paketéen e mjeteve ne
internet, ge do tju ndihmojé ne pro-
movimin dhe rréfimin e suksesshém

te Start up-it tuaj!

y udhézues fillestar ose paketa e mjeteve,
bazohet né metodologjin€ e “Njeriu né

gendér té Dizajnit” - njé qasje e cila pérgen-
drohet fugimisht né njohjen e Grupit (eve) Tuaj té
synuar dhe gjetjen e pérmbaijtjes mé té miré pér
ta dhe pér markeén tuaj.
Ky éshté njé mjet gé duhet ta keni absolutisht né
botén dixhitale né té cilén jetojmé. Si klient€, ne
jemi té ekspozuar ndaj mbi 10.000 mesazheve
né dité nga marka té ndryshme. Pra, né ményré
gé té dalloheni né até sasi mesazhesh dhe pér té
térhequr vémendijen e grupit gé ju synoni, duhet
té krijoni dhe té punoni me paketén e ploté té
Pérmbaijtjes sé Marketingut. Nése mungon qofté
edhe njé pjesé, kjo mund té ndikojé né ményré té
konsiderueshme né té gjitha pjesét e tjera.
Kjo pako mjetesh, do ju udhézojé té krijoni njé

Uhat Happens Online in 60 Seconds?

Managing Content Shock in 2020 o
gﬁf/mm

O 2019

“
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paketé té ploté marketingu té pérmbajtjes né 8
HAPA.
Pér secilin nga 8 HAPAT, ju gé do té gjeni;

-nj& SHPJEGIM
-nj& SHEMBULL

-dhe njé SHABLLON USHTRIMI pér ta plotésuar.
Pérveg késaj, ne u siguruam qé pérmbajtja dhe
késhillat qé ju japim, té jené té pérshtatshme
pér ekosistemin tuaj. Bazuar né sondazhin qé

kemi kryer paraprakisht, markimi, promovimi dhe
marketingu jané perceptuar si njé nga faktorét
kryesoré té suksesit pér fillestarét né Magedoniné
e Veriut. Kjo éshté arsyeja pse shumica e pérm-
bajtjes né kété pako mjetesh, ju udhézon pérmes
HAPAVE praktiké gé mund t'i ndérmerrni dhe t'i
aplikoni menjéheré né Start-up-in tuaj.

ME FAT dhe KRIJIMTARI TE
KENDESHME!

What makes your business sustainable?

Effective promotional and marketing campaigns H 15

Continuous reinvention _ 17

Excelling in one particular area _ 16
Building on customer and stakeholder trust and
A 30
brand loyalty

Flexibility and adaptability m 27







SPJEGIMI pér géllimin SMART

Marketingu me njé pérmbaijtje té caktu- Cili éshte géllimi juaj?

ar, nuk duhet té béhet vetém pér té gené _ g, sshis sasia e produktit qé doni té
i pranishém né internet ose né Mediat shisni?

Sociale.

- Sa ndjekés doni té keni né mediat Sociale?

Marketingu me njé pérmbajtje té caktuar, - Sa klienté doni té rekrutoni?

gjithmoné duhet té ndihmojé pér té arritur  ghanim: Né& marketingun me njé pérmbaitje
njé moment historik ose njé qéllim q& keni g caktuar, mund t& punoni njékohésisht pér
si biznes/marke. arritjen e 1-3 géllimeve.

Specific | Measurable

What How will you Is it in your Can you When exactly
do you want know when power to realistically do you wantto
todo? you've accomplishit? achieveit? accomplish it?

reached it?



SHEMBULL pér géllimet SMART

Ne jemi... Qéllimi yné:

Ne jemi njé biznes Start-up me gendér né Nga 1 gushti deri mé 31 dhjetor 2021, kemi
Magedoniné e Veriut, i cili gé ka zhvilluar 2000 porosi pér ushgime pérmes aplika-
njé aplikacion pér shitjen dhe blerjen e cionit dhe 50 shités té regjistruar né aplika-
ushgimit organik. cion g€ shesin ushqgimin e tyre.

Specific | Measurable

What How will you Is it in your Can you When exactly
do you want know when power to realistically do you wantto
todo? you've accomplishit? achieveit? accomplish it?

reached it?



USHTRIMI pér géllimin SMART

Detyré: Definoni 1-3 géllime SMART

Specific | Measurable

What How will you Is it in your Can you When exactly
do you want know when power to realistically do you wantto
todo? you've accomplishit? achieveit? accomplish it?

reached it?






SPJEGIMI pér Profilet e Personave té Synuar

Pasi té keni pércaktuar géllimet tuaja,
duhet té kuptoni me ké duhet té flisni, né

meényré gé té arrini géllimin (et) tua;j.
Shénim: Pér seicilin géllim, duhet té keni té

Ju duhet té krijoni profilet e “klientéve paktén 2-3 persona té synuar. Njé person i
tuaj” idealé - né Marketing ato quhen Per- synuar, mund té shfrytézohet pér mé shumé
sonat e synuar. se njé géllim.

H
4
o
-

Time to Get Personal
Moving from Target Market to
Audlence Persona D




SPJEGIMI pér Profilet e Personave té Synuar

Food App / Ideal User Persona

Healthy Heather

Age: 26
Status: Employed full-time

with over-conversational staff members.

« Cheap, healthy food
« Quick delivery

« Local restaurants

+ She needs information on the type
of food a restaurant serves, in order
to determine the quality.

+ She wants to order with her
smartphone and avoid waiting time

DETYRE:

Njihini klientét tuaj, sikur té ishin miqté
tuaj me té miré, duke krijuar Profilin e
Personit té Synuar.

Customer Profile: A busy millennial who doesn’t have time to cook. Eating healthy
and being informed about nutrition is one of her main motivators. She spends a lot of
time away from home and is a major food lover. She wants to receive quick and
professional service; order online from her smartphone to avoid lineups, and not deal

+ Hates waiting too long for her food
+ Doesn’t know enough about
nutritional facts

"Living a healthy and
organized life is what 1
value most.”

Rreth tyre mésoni:

Késhillé shtesé:
Kérkoni né Google
profilin e Personit té
Synuar pér industriné
tuaj. Né internet mund
té gjeni shumé shem-
buj té miré!

Gjérat e pérgjithshme: Mosha, Gjinia, De-

mogafia, etj.

Mé hollésisht: sjellja, pasionet, rrjetet so-
ciale dhe preferencat kryesore



SHEMBULL pér Profilet e Personave té Synuar

Né faqgen tjetér, kemi krijuar profilet e 2 personave té
synuar, (bazuar né géllimet tona SMART)

BLERESI: Ana, njé studente qé pélgen té SHITESI: Kristiani, pronari i njé dygani
porosisé ushgim nga aplikacioni gé déshiron té shesé ushgimin pérmes
aplikacionit toné.

H
4
o
-

Time to Get Personal
Moving from Target Market to
Audlence Persona D




SHEMBULL pér Profilet e Personave té Synuar

Kush éshté
personi: emri,
gjinia, mosha,
profesioni,
shteti/qyteti

Cfarée pérfiton ky
person nga
produkti ynée?

Si ndjehet ky
person kur ka
nevojé péer
produktet tona?

Si ndjehet ky
person kur i gjen
produktet tona?

Ku mund ta gjej
kété person
online/offline?

Ana, 23, studente e arteve, jeton né
Shkup, vegjetariane qé prej 2 vitesh,
jeton me té dashurin, nuk ka fémijé.

- Nuk ka problem té gejé ushqim cilésor
- Zgjedhje e madhe nga mé suhmé
shités

- Dérgesé e shpejté

- Mbéshtet stilin e saj té jeteses

- Kurioze

- E ngazéllyer

- E kujdesshme / e pasigurté nése ia
vlen té na besojé

- E lumtur
- E ngazéllyer
- Konfirmon ményrén e saj té jetesés

- Instagram
- TikTok
- Kérkim né Google

Kristiani, 40, pronar i njé dyqani
ushgimesh té shéndetéshme né Shkup, 4
té punésuar, shet vetém ushgime té
Zoneés.

- Mundési pér té filluar/shtuar shitjet
online

- Promovim pér dyganin e tij

- Mé pak puné administrative

- Mbéshtetje pér té kapércyer pasojat e
pandemisé

- Nén presion, i duhet té rrisé shitjet
(gjaté pandemisé)

- | shgetésuar/i déshpéruar

- Me shpresé

- | kujdesshém si do té funksionojé kjo
me blerésit

- Ende i kujdesshém
- Por i lehtésuar
- | motivuar pér té zbuluar ményra té reja

-FB
- LinkedIn
- Google



USHTRIM pér Profilet e Personave té Synuar

Kush éshte
personi: emri,
gjinia, mosha,
profesioni,
shteti/qyteti

Cfare pérfiton ky
person nga
produktet tona?

Si ndjehet ky
person kur ka
nevojé peér
produktet tona?

Si ndjehet ky
person kur i gjen
produktet tona?

Ku mund ta gjej
kété person
online/offline?






SPJEGIM pér Mesazhet Pérmbajtésore + Formatet

Pér té filluar njé bisedé me personat tuaj
té synuar, ju keni pércaktuar mesazhe me
pérmbaijtje gé do t'i béjé té rezonojné dhe
do té terheqgin vémendjen e Personit tuaj
te Synuar.

DETYRE: Krijoni (me ekipin tuaj) bazuar né
Profilin e Personit t&€ Synuar, minimum 5
mesazhe me pérmbajtje qé do t€ térheqe

vémendjen e Personit tuaj té Synuar. Shto-
ni gjithashtu formate, kanale dhe njé afat
kohor té pérafért né Mesazhet tuaja Pérm-
bajtésore.

Pérsériteni kété ushtrim pér seicilin nga
personat e synuar.

Né fagen tjetér, do té gjeni ushtrime se si té
krijoni Mesazhet tuaja Pérmbajtésore.



SHEMBULL Mesazhet Pérmbajtésore + Formatet

Zgjedhje e
madhe e
ushqimit
vegjetarian

Ofertée dérgese
falas

Prezentojmeé
ushgim veror,
té
shéndetshém
dhe vegjetarian

Gjaté gjithé
kohés

Njé heré
né javé

Shtator -
pér njé
muaj

Cdo té
dytén dité

Nga gushti
deri né
néntor

Njé heré
né javé

Foto me
format profili
TikTok, Insta

Imazhe (si
reklama)
ose video té
shkurtra
Reklama né
Google,
reklama né
Insta, TikTok

Video té
shkurtra
Insta, TikTok

Kontakto bazén
ereté
klientéve

Promovim i
dyqanit tuaj

Si funksionon
kjo pér shitésin

Gjaté
gjithé
kohés

2 heré né
javé

Gjaté
gjithé
kohés
Njé heré
né javé

Gjaté
gjithé
kohés

2 heré né
javé

Shfaq
formatin
Reklama né
Google
(pérvec
shtatorit)
Facebook,
Insta

Video nga
shitési
FB, Insta,
TikTok,
LinkedIn

Video té
shkurtra
LinkedIn,
Facebook



USHTRIM Mesazhet Pérmbajtésore+ Formatet

Idea Afati kohor Formati/ [o[F:] Formati/
pérmbajtésore Kanalet pérmbajtésore Kanalet







SPJEGIM Rréfimi

Rréfimi pérfshin gjithgka gé ju doni t'i trego-  Shénim: Njé rréfim i miré né MARKETIN-
ni personit tuaj té synuar, pérmes krijimit t¢ GUN PERMBAJTESOR, nuk do t€ thoté té

njé fotografie. krijosh historité mée kreative gjaté gjithe
Me fjalé te tjera: kohés, por té gjesh ményra té géndrueshme

Rréfimi éshté tregimi i mesazheve tuaja dhe lehtésisht té kuptueshme, gé mesazhet
pérmbajtésore( nga HAPI 3) né ményra té tuaja pérmbajtésore té arrijné mé lehté te
ndryshme kreative. personat tuaj té synuar.

e




SPJEGIMI pér Rréfimin

Késhilla pér histori té
mira né lidhje me markén
tuaj:

1. Historia juaj personale
(si keni filluar, motivimi
juaj personal, etj.)

2. Njé histori rreth USP /
vlerés sé markés suaj.
Si pérfiton personi juaj i
synuar?

3. Historia e produktit /
shérbimit / biznesit tuaj
(nga ideja te zhvillimi)

4. Prapaskenat, udhétimi
juaj, etj.

Qéllimi juaj Klientét

Arsyeja juaj / pse-ja

Kétu do mund ta
gjeni historiné e juaj
adekuate



SHEMBULL pér Rréfimin

DETYRE:

Né ushtrimin vijues,
do té marrim 2 Me-
sazhe Pérmbajtésore
(nga HAPI 3) dhe do té
pérpigemi té gjejmeé 5
ményra (= histori) si ta
tregojmé kété mesazh
pérmbajtésor.

Arsyeja juaj / pse-ja

Kétu do mund ta
gjeni historiné e juaj
adekuate



SHEMBULL- 5 Ményra pér té treguar njé mesazh

1. Azhurnoni rregullisht risité e menusé vegjetariane 1. Publikoni klientét e RINJ gé pérdorin aplikacionin
pér heré té paré

2. Prezantoni shités qé ofrojné ushqim vegjetarian 2. Publikoni video qé paraqgetin shpérndarjen te njé
klient nga baza e klientéve té rinj

3. Krijoni statistika se si rritet numri i ofruesve 3. Shkruani njé artikull pér njé autor té tuar né njé
vegjetariané revisté ushqgimore, rreth larmisé sé klientéve qé
porosisin ushgim té shéndetshém

4. Pjaté vegjetariane e muaijit / javés 4. Ndani artikuj ose infografik se si ndryshoi sjellja e
konsumatoréve gjaté pandemisé

5. Ndani receté mujore pér gjellé vegjetariane 5. Dérgoni azhurnime té rregullta tek shitésit pér
regjistrimet dhe numrat e tjeré



USHTRIM-5 Ményra pér té treguar njé mesazh







SPJEGIM Zéri Brend

“Zéri brend”, éshté ményra
se si ju flisni me klientét
tuaj, ai qé pércakton stilin
e komunikimit té markés
suaj. Duke pérdorur njé

Zeé teé unifikuar, marka

juaj merr njé prani té gén-
drueshme né botén online
dhe offline.

Pércaktoni zérin e markés
suaj, duke pérdorur mod-
elin né té djathte.
Pérgjigjjuni 4 pyetjeve:

1. Si do ta pérshkruanit
personin tuaj ?

2. Si tingélloni ju pér botén
atje jashté?

3. Cfaré lloj gjuhe duhet té
pérdorni?

4. Cili éshté gellimi i
markés suaj?

SOCIAL MEDIA

BRAND VOICE




USHTRIM Zéri Brend







SPJEGIM DHE SHEMBULL pér Identitetin Vizual

Vizualizimi e bén mé té lehté pér Personat
tuaj té Synuar, qé té krijojné njé lidhje emo-
cionale me markén tuaj.

DETYRE:
Pér Identitetin tuaj Vizual, pérdorni ngjyra, Plotésoni pyetjet né diapozitivin tjetér, pér
gérma dhe stil té pérhershém té markeés. té pércaktuar Identitetin tuaj Vizual.
heart + beat + strategy

WeQ IS MORE THAN 1Q




USHTRIM-Mblidhni elementet e identitetit tuaj vizual

o Definicioni
elementet

Fonti juaj i
gérmave

Ngjyrat e
markes
suaj (kodi)

Elemente
té tjera
p.sh.
slogani,
tag-e linja,
etj.

Logo +
pozicioni i
logos







SPJEGIMI Zgjidhni kanalet tuaja

Eshté e réndésishme té ndigni trendet né o
Mediat Sociale dhe Marketingu Pérmbajté- SEPSE: Kanalet mé té mira

sor, POR: Pér ju, jané kanalet ku
Pérgjigjen mé té miré se né cilat kanale

duhet té investoni, e gjeni né profilin e PER- rqund t1 gjeni personat tua
SONAVE TUAJ TE SYNUAR. te synuar.

70% of brands believe video has been the most effective
form of communication with their customers

70

24 247

S

Videos Podcast Emall Brouchures Blogs Infographics Imageson  Cold calls
Newsletters  /Flyers social media
@ motioncue Source: The Video Marketing Landscape in 2020



SHEMBULL Zgjidhni kanalet tuaja

DETYRE: Shikoni profilet e personave tuaja
té synuar dhe shikoni se cilat kanale pérdoren
mé shumé nga kéta persona té synuar.

Pér shembull shikoni né : Shénim:

- Facebook - LinkedIn Ky ushtrim éshté pjesé e HAPIT 8, pasi té
- Instagram - Google Ads gjitha kanalet tuaja duhet té shtohen né

- TikTok Planin Pérmbajtésor

70% of brands believe video has been the most effective
form of communication with their customers

70

24 247

o

2 2 @ = ~ [E=
A : = g =@
Videos Podcast Emalil Brouchures Blogs Infographics Imageson  Cold calls
Newsletters  /Flyers social media
@ motioncue Source: The Video Marketing Landscape in 2020






SPJEGIMI Plani Pérmbaijtésor

Plani pérmbajtésor, éshté kombinimi strate- béhet kalendari juaj, por gjithashtu ai ju
gjik i kohés, formatit, pérmbledhjes sé sakté tregon rrugétimin qé duhet té pérshkrojé
té pérmbajtjes dhe kanaleve. audienca juaj.

Plani pérmbajtésor, jo vetém qgé duhet té
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ISMET | Fr Vidoa 3 laasar hdoa 2 teaser [ | Voo 2 sesar |
ST Sal |
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ISMRE0TT Mo | spaaker O is ning 1 speeker i - Herd's rod
19092017 Tus |30 Spoaker RO crina |Promotn 32 spsaier profis
20T Tha
TUSI0T P | spcaker ot 1= andne wmm_i'f
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SPJEGIMI Plani Pérmbajtésor

Plani pérmbajtésor, duhet té pérfshijé té DETYRE: Shtoni té gjithé pérmbajtjen qé
gjitha kanalet qé pérdorni (horizontalisht) keni mbledhur nga HAPI 3 dhe HAPI 4 né
DHE njé€ afat kohor né muaj, javé ose dité Planin tuaj Pérmbajtésor

(vertikalisht).

Shembullin e gjeni né fagen tjetér

October

November

December

January

February

March

April

May



SHEMBULL Plani Pérmbajtésor

Gusht

Shtator

Tetor

Néntor

Dhjetor

Website Facebook Instagram TikTok LinkedIn
Vazhdoni té Rishikime pér bazén e Zgjedhje e madhe e Zgjedhje e madhe e Rishikime pér bazén ere t¢ | Rishikime
azhurnoni re té klientéve (8 ushqimit vegjetarian (4 ushqimit vegjetarian (4 klientéve (8 postime) (8 heré)
postimet postime) postime) postime) Promovoni dyganin tuaj (4

Promovoni dyganin tuaj Ushgime té shéndetshme | Ushgime t€ shéndetshme postime)

(4 postime) vegjetariane (4 postime) vegjetariane (4 postime) Si funksionon kjo pér

Punoni pér shitésit (8 Promovoni dyganin tuaj Promovoni dyganin tuaj (4 shitésit (8 postime)

postime) (4 postime) postime)
Vazhdoni té Rishikime pér bazén e Zgjedhje e madhe e Zgjedhje e madhe e Rishikime pér bazén ere t¢ | Dérgesa
azhurnoni re té klientéve (8 ushqimit vegjetarian (4 ushqimit vegjetarian (4 klientéve (8 postime) falas
postimet postime) postime) postime) Promovoni dyganin tuaj (4 (8 heré)

Promovoni dyganin tuaj Dérgesa falas (8 Dérgesa falas (8 Ushgime | postime)

(4 postime) postime)Ushgime té té shéndetshme Si funksionon kjo pér

Si funksionon kjo pér shéndetshme vegjetariane (4 postime) shitésit (8 postime)

shitésit (8 postime) vegjetariane (4 postime) Promovoni dyganin tuaj (4

Promovoni dyganin tuaj postime)
(4 postime)

Vazhdoni té Rishikime pér bazén e Zgjedhje e madhe e Zgjedhje e madhe e Rishikime pér bazén ere té | Rishikime
azhurnoni re té klientéve (8 ushqimit vegjetarian (4 ushqimit vegjetarian (4 klientéve (8 postime) (8 heré)
postimet postime) postime) postime) Promovoni dyganin tuaj (4

Promovoni dyganin tuaj Ushgime té shéndetshme | Ushgime té€ shéndetshme postime)

(4 postime) vegjetariane (4 postime) vegjetariane (4 postime) Si funksionon kjo pér

Si funksionon kjo pér Promovoni dyganin tuaj Promovoni dyganin tuaj (4 shitésit (8 postime)

shitésit (8 postime) (4 postime) postime)
Vazhdoni té Rishikimetpér bazén e Zgjedhje e madhe e Zgjedhje e madhe e Rishikime pér bazén ere té | Rishikime
azhurnoni re té klientéve (8 ushqimit vegjetarian (4 ushqimit vegjetarian (4 klientéve (8 postime) (8 heré)
postimet postime) postime) postime) Promovoni dyganin tuaj (4

Promovoni dyganin tuaj Ushgime té shéndetshme | Ushgime té€ shéndetshme postime)

(4 postime) vegjetariane (4 postime) vegjetariane (4 postime) Si funksionon kjo pér

Si funksionon kjo pér Promovoni dyganin tuaj Promovoni dyganin tuaj (4 shitésit (8 postime)

shitésit (8 postime) (4 postime) postime)
Vazhdoni té Rishikime pér bazén e Zgjedhje e madhe e Zgjedhje e madhe e Rishikime pér bazén ere t¢ | Rishikime
azhurnoni re té klientéve (8 ushqgimit vegjetarian (4 ushqgimit vegjetarian (4 klientéve (8 postime) (8 heré)
postimet postime) postime) postime) Promovoni dyganin tuaj (4

Promovoni dyganin tuaj Promovoni dyganin tuaj Promovoni dyganin tuaj (4 postime)

(4 postime) (4 postime) postime) Si funksionon kjo pér

Si funksionon kjo pér
shitésit (8 postime)

shitésit (8 postime)




USHTRIM Plani Pérmbajtésor







