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«TECHNICAL CONTENT MARKETING

FOR CONVERSION AND LEAD GENERATION»
(100% Emixopnynon ano tnv AvAA)

AHAQZH
ZYMMETOXHZ
MNATHZITE EAQ

Hpepopnvieg AIEEaywyng: 22 & 23/ 11/ 2022
MoAn ka1 Xopog AieEaymyng: AEYKQEIA, ZEENOAOXEIO «HILTON NICOSI

To IdpupaTikO PEPOG Tou ExnaideuTikoU MpoypauaTog, To onoio £xel diapkeia 14 wpeg, Ba disEayOei
0€ BU0 NWEPEG.

>Tnv €vrova avraywvioTikn O0IEBvr ayopd eival andoAuTtn avaykn va JnopECouV Ol ENIXEIPNOEIC TOUYTONOU Hag
va afionoinoouv To NARPEC pAcua Tng O1adIKTUAKNG NPOBOANG, TOOO OTO £EWTEPIKO OO0 KAl OTNV EyXwpid
ayopd. H xprion TnG wn@iaknc dia@nuiong kai npowdnong €xel nAéov kablepwBei eupewc doov apopa Tnv
npoBoArl oTa péoa KOIVWVIKAG OIKTUWONG, aANG ot dIAPOopEG Wnxavég avalnTnong H wneiakrn diagriyion
anoteAei Baoikd PECO OIAdIKTUAKNG MPOBOANG, wOTOCGO TA NPAyWaTikd anoTeAéopata Tng diapnuiong oTo
Facebook, Google kal aAec nAaTQOPUES pavepwvouv €vTovn diakUpavan aTnv anodoan Twv eNEVOUCEWY.

To MapkeTivyk Mepiexopevou (Content Marketing) anoTeAei aAAn pia pop@ry 81adikTuakng npoBoAnc. Eivar pia
MEBODOC OTPATNYIKOU PAPKETIVYK N ONoia ENIKEVTPWVETAI 0TN dnuioupyia kai Tnv diavoun noAUTIHOU, OXETIKOU
Kal OUVEKTIKOU nepiexodévou (content) yia Tnv Npog€Akuon kai Tnv didTripnon &vog oapws KabopioUEVou
KOIVOU — [E anmwTEPO OTOXO Va wWOroel TOUG NEAATEC va NPoBouv ae KEpOOPOPEG EVEPYEIEG (NY ayopd NPoIovVToC,
EYYPAPEC, brand awareness). € avTiBeon Pe TNV Yn@Iakn dIAPrUIon, To HAPKETIVYK NEPIEXOPEVOU NAPEXEI TNV
€uKalpia TNG Aveu KOGTOUG NPOCEAKUONG OUVNTIKWV NeAAT@V, 1ID1aiTepa pETAEU B2B. AuTd emituyxdveral Héow
NG oUVTa&ng kai diavounG €EAIPETIKA €0TIAOWEVOU Kal XPROIUOU MEPIEXOMEVOU To omnoio oxedialeTal yia
€€eIdIKEUPEVO KoIvo. ‘000 NI XProIho Kal I0IaITEPO €ival TO NEPIEXOPEVO TOGO AUEAVETAI N avayvawpion Kai n
€KTiINON Tou koivoU Npog TNV €MIXeipnon kai To eTaipikd brand.

To eniHOpPWTIKO NPOYPAUMA EXEl OXEDIAOTEl YE BACN TIC AVAYKEG

TWV EMNIXEIPNOEWV KAl Opyaviouwv nou Ba nbeAav va epapuocouV o
dia aAn £€Eunvn pop@n diadikTuakng npoBoAnc. Kara Tn didpkeia
Tou ogpivapiou, Ba akohouBnbei ouykekpipevn PeBodohoyia kal
NPOoEYYION HE TNV xpnon Owpedv OdIadIKTUGK®WV €PYAAEiwV
oupnepiAapBavopévwyv: SEM Rush, Mailchimp, Google Analytics yia
npoxwpnuévoug, Google Adwords Keyword Tool Finder, Google
Search Console, Advance Facebook Advertising k.a. To npdypapua
napoho nou divel €U@acn o€ TEXVIKC'I MEOa kal PeBOdoUC dev
npoanaitei EEIBIKEUMEVEG YVWOEIG and TOUG CUMMETEXOVTEC.

MEeTa TNV 0AOKANP®WON TNG KATAPTIONG OI KATAPTI(OPEVOI NPENEI va gival o B€on va:

e lepiypd@ouv kal avayvwpilouv Ta OoQENN TnG €VOOETAIPIKAG OTPATNYIKNG MAPKETIVYK TEXVIKOU
NEPIEXOUEVOU WG ONMUAVTIKA OTOIXEIQ TOU 3IadIKTUAKOU WAPKETIVYK, NEPIAAMBAVOUEVOU Tou NpoadiopiopoU
TWV OTOXWV, TWV EI0POMV TWV EKPOWV, TWV NOPWV KAl TWV AVAUEVOUEVWV AMOTEAECUATWY HUETATPOMNG
(conversion results).

¢ JIATUNMVOUV TIC APXEC OTIC OMOIEC OTNPICETAI TO PAPKETIVYK MNEPIEXOUEVOU.

o neplypd@ouv TNV JeBodoloyia kal TIG TEXVIKEG MOU AKOAOUBEI TO PAPKETIVYK MEPIEXOMEVOU.

e OpYavoVvouv Kal oxXedialouv €TRACIOUC, TPIMNVIAIOUC Kal WNvIaioug OTOXOUC yid TO OIadIKTUGKO TOUG
MAPKETIVYK EVTOG ToU eupUTEPOU NpolnoAoyiopoU Kal NAdigiou PAPKETIVYK Kal NWANCEWY.

¢ JlgvepyoUv avaAuon TNnG KATaoTaong ToU avTaywviopoU O OXEON HE TIC UNNPECIEC TOUC, TIC UNNPETIEC
TWV  QVTAYyWVIOTWV KAl TWV KATAVAAWTQWV MPOKEIUEVOU VA OPyavwoouv TNV OTPATNYIKR HAPKETIVYK
NEPIEXOHEVOU TOUG,

o ouvepyalovral kaAUTepa kal va au&avouv Tov Babuo dECUEUCNC TOU NPOCWIKO TOUC NPOG TNV KaTelBuvan

aflonoinanc Tou WADKETIVVK TEYVIKOLUL NENIEYOLEVOU
-y T ) T L T A Ll ZAY T
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To npoypappa aneuBuveral oc IBIOKTATEG, FevikoUg AIEUOUVTEG Kal unsueuvouq MANpoPopIKAG,
MapkeTivyk, MOANCE®WV Kal ZTPATNYIKOU ZXESIACHOU ENIXEIPOEWV/ OPYAVIOH®V.

Aopn Tou NpoypaupaTog:

To npoypappa sival NpakTIkAG puonc kal nepihapfavel Tooo Idpuparikn (14 wpeg) 6cov kal EvOoenixeipnoiakn
kataption. O eknaideutnc Ba npayuaTonoinoel eniokeWn 7 wpwv Ot KABE OUMMPETEXOUCA EMiXEipnon yia
€EEIDIKEUPEVN €Mi TOMOU WEAETN Kal oulTNON TWV EQAPHOYWY NMou 8a Npénel va AdBouv Xwpa OTn OUYKEKPIYEVN
EMIXEIPNON OE OXEON YE TO AVTIKEIYEVO TOU NpoypdupaToc.

EknaideuTnG:
To ev Adyw EnipopwTikd npoypapua a dida&el o EEvog eyneipoyvopovac k. Philip Ammerman.

To npoypappa Ba diegaxbei otnv AyyAiknl YAwood, Opwg oulnTAOEIG Kal NApePBACEIG Unopolv va
yivouv kai otnv EAAnviki yAwooa.

Aikaiopa FupgpeToxng: (€1785 + €339.15 ®.M.A.)

To npdypappa éxel eykpiBei and Tnv Apxr AvanTtuéng AvBpwnivou AuvapikoU (AVAA) w¢ npdypappa LwTIKNG
onuaoiac.

To ogpivapio enixopnyeital €€’ oAokAnpou and Tnv AvAA kal wG €k ToUTou dev undapxel onoiadnnoTe
OIKOVOWIKR €MIBApUVON Yia TIG ENIXEIPROElc, EEAIPOUHEVOU Tou @.M.A.( €339.15).

Na onpeiwBei 6T To O.M.A. ENIOTPEPETAI OTIC ETAIPEIEG KAl dEV ANOTEAEI KOOTOC YIa TIC ENIXEIPHOEIG.

MpdkeITal NpayuaTikd yia pid avenavaAnnTn Kal OIKOVOHIKA CUH(pEPOUCA EUKAIPIa Nou NpoopEPETal yia
avaBaduion Twv Kunpiakwv Enixeiprioswv agoU TO MPAydaTikd KOOTOC OUUMETOXNG, av OEv UMAPXE N
enmiyopnynon TnG Apxneg, 6a ATav TouAayxioro €1785 To aropo.

MpoTpénovTal OAEC o1 EMIXEIPAOEIC ONWG EKUETAAEUBOUV OTO €NAKPO TNV EUKAIPIA VI CUMHETOXN OTO €V AOYyw
npoypaypa.

AnA®OEIC TUPPETOXNG:
O svélacpspousvm napakaiolvTal Onw¢ CUPNANPWOOUY TN OXETIKN ONAwoN oupdeToXNG NaTtwvTag EAQ, To
apyoTepo péxpl Tnv Tpitn 15 NospBpiou 2022.

Ma nepioooTEPEC NANPOPOPIEC 1 DIEUKPIVIOEIG UNOPEITE VA ENIKOIVWVEITE PE TNV Ka. Zwr) Miepidou, Asiroupyd
KEBE, ota TnA. 22889746/ 22889715, email: z.pieridou@ccci.org.cy.

Mg eKkTiunon,
XpioTog Tavtehég
AvmTepoc Asiroupyog KEBE

TPONOI NAHPQMHZ

1. Me Erutayn oto 6voua tou KEBE
2. KatdBeon oToug Mo KATtw AoyapLoopoug:

TPANEZA KYNPOY EAAHNIKH TPANEZA

AP. AOTAPIAZMOY: 0194-12-006537 AP. AOTAPIAXMOY: 121-01-013924-01
IBAN NO.: CY 16 0020 0194 000 000 12 0065 3700 IBAN NO.: CY25005001210001210101392401
BIC: BCYPCY2N BIC: HEBACY2N

3. Méow tn¢ Ynnpeoiag JCC SMART natwvtag otov ouvéeopo: https://www.jccsmart.com/e-bill/32522039
*H mAnpwHr HE HETPNTA SEV YiveTal anodektr, cUUdWVA LLE TOUG VEOUG KOVOVIOUOUG TnG AVAA.

wWrieng Fnpoaiag. O

oSoroupEvous
TMc AvAA, o
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TUESDAY 22/11/2022
08:30 — 08:45 Registration

08:45 — 10:00 Introduction to Technical Content Marketing

This module provides a brief introduction to technical content marketing, explaining foundational
concepts of content marketing and how this inter-relates to digital marketing strategy. Emphasis is
provided on taking an integrated approach to technical content marketing and assuring adequate
resources for this commensurate to the conversion challenges identified.

1. The online conversion cycle — the online linear sales funnel — the iterative sales funnel
Defining digital marketing strategy: audience definition and targeting

Defining digital marketing strategy: content development and distribution

Defining digital marketing strategy: channels, budgets and ROI

How Return on Investment (ROI) works: Traffic > Conversions > Sales

6. Case studies of successful content marketing

10:00 — 11:00 Technical Content Marketing: Audience Definition
This module begins with the market: the definition of audiences that each Cypriot enterprise will
market towards. Each enterprise will have multiple audiences. Some will depend on their B2B, B2C, or
B2B2C sales model. Demographic and purchase behaviour also play an important role.
1. Identifying and defining customer audiences using different data sources:
o Own sales data and tacit knowledge on customers: use your internal data and customer
understanding to define the audience
o Review previous advertising campaigns or other promotional campaigns for audience
insights
o Use social media to define custom audiences and then lookalike audiences.
2. Segmenting (defining) audiences by different factors:
o Purchase behaviour, including price and special offer sensitivity
o Demographic data, including gender, age and socio-economic status
o Affinity and aspirational marketing hypotheses, including brand awareness
o Competitor observation
3. Using the Facebook Audience Network; Google Mirror Network
4. Workshop: Defining five key audience segments for each enterprise
5. Workshop: Assessing audience motivations and value

11:00 —11:15 Morning Coffee Break

11:15 — 13:00 Content Marketing Products and Audience Tailoring

This module defines and demonstrates different content marketing products in light of different
audiences. It requires each enterprise to make assumptions about the wants and needs of each
audience in terms of content marketing products, channels and messages.

e Written content for passive search (e.g. references, testimonials)

e Written content for active distribution (e.g. news, articles)
e Written content for advertising and press releases (advertising messages and keywords)

e Written content for free distribution via social media and other websites

e Infographics, photos, and other media

¢ Video content for free distribution

e Video content for sponsored distribution

e Deciding on content distribution frequency and scheduling: editorial calendars and services
¢ Deciding on content distribution channels
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13:00 — 14:00 Lunch Break

14:00 — 14:45 Workshop: Drafting a News Article

In this module, each participating company will be asked to draft a news article. A 10-minute
introduction will show the structure of a news article (or press release), comprising:

o Title (simple, with active verb)

e Summary

e Dateline

e Intro Paragraph

e News Body (4-5 paras)

e Closing Paragraph

e Contact Information

The companies will follow a strategic process for:

e  Determining which corporate priority to write for

e Determining which audience to write for

e Determining which Call to Action or audience need to write for.

The news items will be saved and then reviewed and posted during the Company Visit, unless each
company wants to do this sooner.

14:45 — 15:45 On-Page Search Engine Optimisation (SEQ)

This module introduces the all-important component of search engine optimization, or the process of
optimizing websites for high search engine rankings. We will start with on-page SEO, which refers to
the actions taken on the website for better SEO results.

e Principles of search engine optimisation (SEO) — focus on Google Search

e Keyword selection and placement using Frequency-Prominence- Proximity-Density
e Article length

e Links within the website

e Headings and Title Tags

e Frequent content updates

e Domain name, domain age, registration, URLs and keywords

e Optimising using photos, ALT tags, and PDF attachments

e Google core web vital statistics: page loading time, mobile friendliness, etc.

e Schema and mark-up, including Google Tag Manager

15:45 — 16:00 Afternoon Coffee Break

16:00 — 16:30 Workshop: Using Google Keyword Tool Finder
We will use the free Google Keyword Tool Finder as a means of researching keywords and related
keywords. We will then implement a short keyword frequency demonstration

16:30 — 17:00 Workshop: Using Google Search Console

Google Search Console is a free technical management tool by Google which any company can use.
We will spend 30 minutes reviewing Search Console and showing how to:

a. Develop a sitemap

b. Demand indexing of certain pages

c. Review Core Web Vital metrics such as loading time, page errors, and more

17:00 — 17:15 Discussion and Closing
We will conclude the day’s training with reflection and discussion on the content taught and its
relevance and challenges with implementation.
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WEDNESDAY 23/11/2022

08:30 — 08:45 Registration

08:45 — 09:45 Principles of Off-Page SEO

In this module, we look at the principles of off-page SEO: the tools and techniques that support your
search engine ranking not on your website, but on other websites.

e Content Posting on other Websites / Backlinking

e Domain Authority

o Traffic

e Google My Business

e Developing Website Ecosystems
e Other Off-Page Tools and Tactics

09:45 — 10:45 Workshop: Optimising a News Article

In this Workshop, we return to the news item created in yesterday’s workshop. Each company will
optimize the article based on the on-page SEO tactics discussed in yesterday’s session. Each company
will then define a plan for distributing the news article to the widest but most targeted network of
audiences and discuss the off-page SEO impact of this.

10:45 — 11:00 Content Distribution Strategy

This module is an introduction to content distribution strategy. It provides an overview for the
distribution methods discussed, and will be followed by detailed modules for each component.
a. Social Media Distribution Strategy

b. Advertising Distribution Strategy

¢. Influencer Distribution Strategy

11:00 — 11:15 Morning Coffee Break

11:15 — 13:00 Social Media Distribution Strategy

This module explores how to create and / or post content on popular social media channels including
Facebook, LinkedIn, Twitter, Instagram, Youtube and TikTok. Some of the specific channels and sub-
channels we will look at include:

e LinkedIn News/Posts vs Articles

e LinkedIn Profile and Page Completion

e Facebook Individual Profiles versus Pages

e Facebook Stories

o Twitter ALT tags

e Posting on third-party services such as Wikipedia, Medium

The content will include:
e Personal versus enterprise branding using content marketing in social media

e Understanding and selecting the social media ecosystem in terms of audiences, engagement,
weekly posting frequency and time of the post/s

e Free posting on your page / profile / channel / stream

e Free posting in groups

e SEO of posting and graphic materials

e Generating transcripts for videos (SEO for videos)

e Managing multilingual posting

e Content recycling; repeat posting; building up to an event posting

13:00 — 14:00 Lunch Break
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14:00 — 15:00 Advertising Distribution Strategy

This module explains how to use various advertising channels to distribute paid content. The
advertising interfaces of the following platforms will be reviewed.

e Facebook Advertising

e Google PPC Advertising
e Google Display Advertising
e LinkedIn Advertising

15:00 -15:45 Other Content Distribution Methods
This module will review other methods of distributing content.
e Email Newsletters

e Press Releases (paid)
e Referror and Influencer Marketing

15:45 — 16:00 Afternoon Coffee Break

16:00 — 16:30 Workshop on Advanced Google Analytics

This module outlines the advanced functionality of Google Analytics. This is used as a “reality check”
and incoming traffic confirmation for any paid services, such as traffic advertisements on Google.

e Custom Dashboard Configuration, including Advanced Views, Custom Filters and Custom Metrics

using Google Analytics
e Event tracking and user behaviour
¢ Understanding and managing the Bounce Rate
¢ Understanding incoming traffic by source, type, keyword, incoming and outbound page
e Remarketing and Dynamic Remarketing

16:30 — 17:00 Workshop on SEMRush

SEMRush is one of the most advanced platforms available for search engine marketing and
optimization. This company integrates decades of research in terms of search engine optimization and
offers advanced functionalities We will review the options offered on this platform as a complement
to the free, Google Analytics and Google Search Console. It is important to note that SEMRush has a
freemium model, and thus many key features, including an advanced site diagnostic, are available for
free.

o Keyword Analysis and Research

e Domain Authority

o  Competitor Analysis

e Content Marketing, including Optimisation and Analytics
e Page Ranking

e Internal and External Links

o Core Web Vital Site Audit

e Crawlability

e Speed & Performance

17:00 — 17:15 Conclusions and Closing

Developing an Action Plan for Technical Content Marketing

Tracking total effort, total return and ROI of Technical Content Marketing
Risks and final notes
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