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Defining What's Relevant, Or
Just A Fair-Weather Trend

talkwalker
HubSpot

Talkwalker and HubSpot have gathered industry
experts, PR professionals, social media gurus,
and our favorite influencers, from the US, Europe,
MEA, India, APAC, and the rest of the world

to define the trends you need to make your
marketing win in 2020.

For the first time ever, Talkwalker has included
our own trend-data analysis. By combining our
social listening insights and industry expertise
from working with the biggest brands on the
market, we've compiled the leading analysis. So
you don't have to.

From the rise of TikTok to the growth of video,
from the growing significance of brand trust,

to the acceptance of Al - these trends are what
every marketer will be discussing next year, and
for years to come.
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* In2019, we saw Instagram hit
1 billion monthly active users’,
cementing it as the 5th largest social
media channel.

*  TikTok is catching up, with 500
million monthly active users in June
20182, now believed to be closer to
750 million3.

MENTIONS OVER TIME

New social media platforms manipulate
the media landscape, with marketers
having to adapt to the fluctuations of
popularity. Do new channels offer greater
ROI or a more suitable audience? That's
what marketers will be investigating next
year.

The increase of social mentions for
TikTok tells a story. In January 2019,
Talkwalker found 1.6M mentions of the
app, growing 62.5% to 2.6M mentions by
June. This is especially important for the
younger generations, as 66% of TikTok’s
users are under 304

62.5% Growth

Jan 2019 Feb 2019 Mar 2019

The growth in mentions of TikTok through 2019.

Why the change for 2020? Barely anyone
in the industry is discussing new channels
in relation to social media marketing
opportunities. Only 1% of mentions
related to new social media platforms also
mentioned social media marketing.

Apr Jun 2019

The trend is bucking though, signifying
that it will be important for 2020 onwards.
For 2019 trends, 0.01% of mentions
discussed the raising importance of the
new social media platforms. For 2020,
that number is already at 0.27%.


https://www.talkwalker.com/blog/5-steps-to-planning-a-winning-marketing-strategy
https://techcrunch.com/2018/06/20/instagram-1-billion-users/
https://www.businessofapps.com/data/tik-tok-statistics/
https://www.caixinglobal.com/2019-07-09/tiktok-owner-hits-15-billion-monthly-users-101437472.html
https://mediakix.com/blog/top-tik-tok-statistics-demographics/

The rise of unique and niche networks
shouldn’t come as a surprise. People are
no longer looking for large communities,
but the relevant ones. Less noise, more
genuine engagement.

Yes, it's still untested ground with limited
opportunities for marketers. TikTok only
started testing ads in January 2019°. And
of course, marketers love tried and tested
methods.

But fortune favors the bold. With trends,
you can't wait for others to mark the road
first - you have to be a pioneer.

Big brands like Pepsi, Nike and Sony
Music are building communities on
TikTok, aligning with new influencers to
create content and a dedicated brand
following. Pepsi India is driving great
user-generated content through their
#SwagStepChallenge, with zero marketing
spend on the platform.
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Let your Swag show with
@nagmaa #SwagStepChallenge
#harghoontmeinswag

A original sound- pepsiindia

2.3k likes - 38 comments
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Pepsi India is driving great user-generated
content on TikTok.

The diffusion of innovations means that
early adopters will benefit more from new
technology. This has been proven when

it comes to brands engaging with social
channels first®. It's a risk, but one that can
pay off in the long run.
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https://www.tiktok.com/@pepsiindia/video/6688238872997924102?u_code=d7i0jfdfg1efe4
https://digiday.com/marketing/tiktok-quietly-testing-ads/
https://www.businessinsider.com/brand-early-adopters-win-on-social-2-2014-2?r=US&IR=T
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“Over the past year, social media platforms have had to act quickly to address the concerns about their products in
relation to its impact on the mental health of young and vulnerable people. Many of the major social networks have
implemented features they say help users better manage the time they spend using their apps. Coupled with the
growing calls for regulation, and the media spotlight on distressing incidents involving bullying, harassment, and
even suicides, which some have attributed to use of social media; the public’'s perception of using social media has
shifted significantly.

However, the actual usage of social media continues to grow with new platforms like TikTok making huge gains
over rivals such as Facebook. The shift appears to be more of where people choose to be social online, and how
they engage, rather than any significant decline in total time spent using social media. The use of private groups
and communities, messaging apps, and ephemeral ‘stories’ has risen sharply in the past two years, with many of
the major platforms building their core products around this change in how people now prefer to engage with others
digitally.

Over the coming year we can expect to see governments implementing tighter regulation of social media platforms,
such as Facebook expanding and promoting features geared towards private sharing, and users being increasingly
self-aware of what they are sharing, with whom, and in what format, in an effort to mitigate the perceived risks of
using social media, and in an attempt to perform their own form of digital detox for 2020.

The challenge for marketers and the world's most popular social networks is how to gain and hold onto the attention
of increasingly savvy users, without being seen to abuse their trust, impinge on their online privacy, and with the
laser-focussed eyes of the media and regulators who are waiting to pounce on any infringements.

We're entering into a new era of social media, and one thing’s for sure, the rule book is being rewritten - therefore
so does your social media strategy.”


https://twitter.com/lilachbullock
http://lilachbullock.com
https://www.linkedin.com/in/onat-roldan-271099101/
http://adspark.ph
https://twitter.com/jaybaer
https://www.convinceandconvert.com/
https://www.convinceandconvert.com/
https://twitter.com/MattNavarra

“For me, the trends are all pointing to slowing down — doing more with less. The size of the marketing pizza hasn't
changed, we are simply cutting it into more and more pieces, and for many of us it's become overwhelming. Yes,
TikTok is blowing every other platform out of the water at the moment. But does that mean you need to be on it?
Definitely not.

We need to get back to basics and think about our why. Stop focusing on the MarTech and start thinking about what
we're really trying to achieve, and how best to tell that story. Tech is tech — there will always be some new shiny
toy to play with. Clearly defined strategy and articulated thought are what will make a difference in social media in
2020"

Click for more

Click for more



https://twitter.com/timsoulo
http://ahrefs.com
https://www.linkedin.com/in/adsg84/
http://www.wearebeknown.com
https://twitter.com/cspenn
https://www.trustinsights.ai
https://twitter.com/TexanMeg
https://coffeyandtea.com/
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“Social media habits are changing. We have moved from using social media as a broadcasting tool to using social
media as a direct messaging platform. The opportunity now lies in using social media to directly communicate with
the members you have gathered in your social media communities.

Communication styles will become more personal. Content will be tailored to more specific, relevant topics. Now,
more than ever, brands are viewed as living, breathing beings, as opposed to just products. Brands are viewed
as entities with a belief system and articulated opinions, one that is passionate about its chosen causes and an
organization that knows its consumers and target market on a personal level.

Social media should be utilized to communicate who the brand is and what is stands for in order that it may find
like-minded consumers, and less to sell products. The actual conversion and ROI will follow once the consumers
are able to relate to a brand and are willing to associate themselves to a brand.

This also means that choosing KOLs and influences will have to be more careful and deliberate. It's not just about
popularity, it is again about aligning values. Influencers must be the embodiment of the brand. Consumers will be
less forgiving of inconsistencies and will view product and service quality as something that springs out of brand
values as well.”



https://twitter.com/jpiedrahita?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
https://www.marketingdirecto.com/
https://twitter.com/mkdirecto?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
https://www.linkedin.com/in/prasadsangameshwaran/
https://www.linkedin.com/in/harryhugo-thegoatagency/
https://goatagency.com/
https://goatagency.com/
https://www.linkedin.com/in/rosariojuan/

Look at how #DigitalDetox is invigorating
users to balance their social media usage
with their mental well being.

The joy associated with the hashtag
shows that people aren’'t moving away
from social media, just learning to manage
their time on it more effectively.

*  There have been 78,000
conversations surrounding social
media wellness so far in 2019.

+ National Day of Unplugging gained
3,300 mentions this year.

The awareness of the impact of social
media on our mental health is increasing,
with platforms changing their approach,
to make their communities friendlier

and less toxic. Social media addiction is ® Joy
. - . ® Sadness
now a recognized affliction, changing the @ Surprise
perception of the social media landscape. ® Fear
People are becoming more aware of how ® Disgust
Anger

social media C.an Imp.a(,:t their mental The #DigitalDetox movement is a significantly joyful
health, and ta_kmg .md'V'dual actions to movement, helping people manage social more
decrease their online hours. It isn’t a mindfully.

crisis but more a social movement driven

by consumers, with the vast majority

of social media addiction mentions

happening on Twitter (63.9%) rather than

in news headlines.

Results 1.8K

450
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== Social Media Addiction

We've seen an increase in mentions of social media addiction this year.

Any change in consumer habits can be

a cause for alarm for marketers, but in
this case, there’s nothing to be concerned
about.

If hiding likes become commonplace,
there may be a subtle drop in engagement
rates at first, but consumers will adapt
quickly. People will find a way to

express their appreciation in some way,
and we may find an increase in active
engagement, such as comments, instead.

Make sure you’re monitoring your
competitors to see if any change in
engagement is a brand issue, industry
issue, or part of a consumer trend.

You should also be aware of your
consumers’ social media wellbeing. Avoid
toxicity, and engage them with ways to
escape, sparking their interest in real
world opportunities.

Lush UK has moved away from posting
on social channels, instead focusing on
joining the conversations that matter
within their community. Allowing ‘all the
voices to be heard”.

If you can’t engage the trend, consider
how your consumer consumption habits
are changing. Focus more on quality
messaging over quantity— if people are
cutting down on their social media usage,
you'll have fewer opportunities for them
to bite. Give them something worthwhile
everytime.

7. Econsultancy

Porsche
— 16May &
“Take out all the unnecessary distractions and focus on ene thing — and
that's driving.” The Porsche 718 T models inspired musician Alvaro Soler to
reconnect with nature on a digital detox road trip along Poriugal's Algarve
coast. Join his journey and enjoy the best images in this gallery.
#GoneDriving #WelcometoLife

a)mmned fuel consumption in accordance with EU 6: 718 T models: 8.1-7.9
/100 km, CO2 emissions: 186-181 g/km

+4

Q0 11K 51 comments 86 shares

Porsche jumped on the Digital Detox trend
to drive over 4K engagements for this post.


https://www.talkwalker.com/blog/consumer-intelligence-guide
https://www.facebook.com/permalink.php?id=53855227667&story_fbid=10157710513202668
https://digiday.com/marketing/tiktok-quietly-testing-ads/
https://econsultancy.com/lush-moving-away-social-media/
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“Social media wellness and digital detox are fast becoming prominent issues for discussion particularly within
industries where employees are expected to be constantly connected. New publications such as Brian Solis’
‘Lifescale’ are confirmation that the negative impacts of digital distraction are very real and that not picking up our
phones every few minutes can be quite challenging.

Techniques for self-care and digital detoxes are set to become more common within workplaces that have a focus
on employee health and well-being, including within the education sector. For example from this year we have
incorporated a strong focus on self-care and digital distraction reduction techniques as part of the curriculum in
the first year of our social media degree at USC Australia. It is a duty of care when preparing our future social media
professionals.”

Click for more



https://twitter.com/kfreberg
https://twitter.com/kesutherland777
http://drkarensutherland.com

Tiankai Feng, Global Voice of
Consumer Analytics, adidas AG

‘Digital Detox comes from a
place of information overload

— consumers are tired of the
immense amount of diversified
content they are exposed to

on Social Media. Consumers
deserve a break, but it's the
brands responsibility to make the
consumers' time worthwhile when
they are online - through timely &
relevant storytelling”

N\

Julia Bramble, Unique combo of
PhD Forensic Scientist, Empathic
Communicator & ‘spectacularly
popular presenter’
Bramblebuzz.co.uk

“The increased awareness of the
link between social media and
mental health means users

are being more mindful of what
they allow to influence them and
are more sceptical than before.
In order to attract attention and
engagement in this evolving
world, you need to model

your social media posts and
behaviours on those of your
audiences’s friends, rather than on
accepted marketing wisdom.
Share stories, tell jokes, let them
know you care, ask

questions, show an interest,
share what you believe in, create
impromptu lives, make your
audience feel valued and that they
belong’”



https://www.linkedin.com/in/tiankaifeng/
https://twitter.com/JuliaBramble
https://www.bramblebuzz.co.uk/

*  3.1% of news stories related to brand
trust were related to fake news and
disinformation.

*  Fake news mentions dropped by
10.2% in H1 2019, compared to H2
2018

? Privacy Maverick

PrivacyMaverick
@PrivacyMaverick

Social media has suffered a trust issue
in the last few years, due to two major
issues: data privacy and disinformation.
In 2020, social media channels will adapt
to tackle these issues, and rebuild their
brand trust.

Data privacy is not a new trend— it's the
right to privacy, framed in a different way.
Data privacy is now a story that drives
stories.

Privacy has always been an issue. Identify
theft and the right to privacy, existed

long before the internet. Since the world
became more digital, privacy became
digital too.

News stories are very interested in data
privacy, forcing the topic to trend. In

the first 6 months of 2019, 39% of the
mentions of data privacy came from
news, broadcast, and blogs— a significant
increase from the previous 6 months.

Fake news also remains an issue.
Comparing H2 2018, to H1 2019, fake
news mentions have dropped by 10.2%.
Improvements from brands and the social
media platforms have helped, but there’s
still work to do.

Repeat after me “It's not data privacy, just privacy. It's
not data privacy, just privacy. It's not data privacy, just
privacy. It's not data privacy, just privacy. It's not data

privacy, just privacy. It's not data privacy, just privacy.

It's not data privacy, just privacy. “

20

Your brand trust could be destroyed
if you're linked to anything that puts
customer data at risk.

In 2020, the big trend will be brands and
platforms working hard to counteract the
distrust perceived in social media. This
will probably incorporate some form of
regulation. Mentions of social media and
regulation increased by 39% from January
2019 to June 2019— even Facebook
believes there should be government
regulation to help manage social media.

This regulation is helping already. In
Europe, 31% of 15 to 24 year olds trust
social media, compared to the average
of 19% across all age brackets®. Trust is
growing from the generation that matters
most - the next generation of buyers.

Mark Zuckerberg, Facebook Chief Executive

Expect a savvier level of consumer in

the coming year. You'll have to balance

a fine line between data privacy and
personalization (more on the rise of that
later). The privacy paradox® shows that
consumers have less trust in brands when
it comes to data privacy, but are still more
likely to give companies data in exchange
for more personalized services.

In the coming months, learn to walk

that line carefully. Shape the privacy

laws to work for you, while keeping well
within the guidelines. Monitor fake news
effectively to keep your brand out of those
conversations.

21


https://digiday.com/marketing/tiktok-quietly-testing-ads/
https://ec.europa.eu/commfrontoffice/publicopinion/index.cfm/Survey/getSurveyDetail/yearFrom/1974/yearTo/2019/search/media/surveyKy/2215
https://www.gartner.com/smarterwithgartner/how-to-balance-personalization-with-data-privacy/
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“The biggest trend that marketers will need to deal with in social media is the growing distrust and dislike of social
media.

Thanks to widespread publicity around Deep Fakes, foreign bots and ads, fake reviews, toxic ads and hyped
controversy for political gains, people are eschewing the major platforms in social media and instead relying on
email, text messaging and hyper-focused platforms like Next Door and targeted forums for advice, information and
decision making.

To combat this trend, marketers will need to rely on advanced analytics and Al to quickly analyze the volumes of
data their efforts produce to determine how they can best reach the specific consumers that they need.

Marketers will need to have a laser focus on conversion rates and revenue and eschew impressions/clicks/likes
since their bosses don't trust those numbers at all. The ubiquitous “engagement” will be replaced by efficiency
calculations that will look at the cost of acquiring that engagement and the likelihood that it turns into a sale.

Click for more

Nowhere will this be more evident than in influencer marketing which will move away from measuring reach and
awareness and if it is to survive will need to answer the ultimate question ‘how much revenue did that influencer
bring in vs. our website, our email, or some other form of influence?”

23



https://twitter.com/evaliveshere?lang=en
https://twitter.com/queenofmetrics
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“You've probably been targeted by people selling ‘get rich quick’ courses on social media. The content usually
involves someone standing next to an expensive car, with a library in their garage, talking about how they went from
rags to riches.

These Marketers prey on those who are looking to cut corners when it comes to making money online by selling ‘the
answer’ in a course with a price tag that normally ends with a ‘7’. But why is 2020 the year this social trend of ‘get
rich quick’ schemes will be exposed | hear you ask?

Well, it comes down to credible Marketers/business owners like Mike Winnett, Dennis Yu and Daniel Doan who
are making an effort to expose these snake oil salesmen. If you haven't done so already, check out Mike Winnett's
Contrepreneur series, this post by Dennis Yu and Daniel Doan’s Bad Business Secrets Facebook group. Hopefully
exposing these fraudsters will prevent others from being ripped off. If something sounds too good to be true, it
usually is.”

25



https://twitter.com/colinanstie
https://rdconsulting.com.au/
https://twitter.com/dbreakenridge
https://twitter.com/dknowlton1
https://knowltonmarketing.co.uk/
https://www.youtube.com/watch?v=vC5cmW8O3L8
https://www.facebook.com/dennisyu/posts/10102372445307569
https://www.facebook.com/groups/BadBusinessSecrets/
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“The business world has been, and continues to be shaken by data privacy regulation — impacting marketing not
only directly, but indirectly (as a result of heightened audience focus on this area, due to its proliferation).

Complaints against businesses misusing customer personal data almost doubled from 21,000 to 41,000 since last
year alone!

A closely related NEXT Gen privacy trend to be aware of here? Cookies — and blockchain.

We're all tired of the whole cookie acceptance policy and its hassles, right? Not only the annoyance, but cookies
also expire...

Which makes identification and personalization via cookies an unreliable method for marketers.
Plus, 85% of digital marketing execs believe cookies will be no more in just 5 years. Are you prepared?

Blockchain encryption makes it possible for visitors to safely be verified without a password — while also allowing
pinpoint accuracy for marketing segmentation, without the guesswork and pitfalls of cookies.

Authenticator apps via this tech are the future:

“Users run decentralized apps through the Blockstack browser and give explicit read/write permissions to their
data. Information is encrypted and stored on users’ personal devices. There are no middlemen, no passwords, and
no massive data silos to breach.”

(Source: Blockstack)
A win-win scenario.

Goliaths like Microsoft, Walmart and Amazon are already heavily involved in blockchain technology. The rest of the
world will catch up... Click for more

Be ready.”

27



https://twitter.com/KeithKeller
http://www.KeithKeller.com.au
https://www.linkedin.com/in/julianfrundt/
https://mailchi.mp/2c3bef5df3db/s2govuyrt3
http://yazantamimi.net/
https://twitter.com/Sam___Hurley
https://optim-eyez.co.uk/

*  Augmented reality and virtual
reality conversations had 13.2M
engagements in the first half of
2019, up 0.5% from H2 2018.

* 5% of those mentions were in
conversations relating to marketing.

digitat mediar@al WOrldyigh quaity
mo bl le d QVI ces digital technology
smare s digital marketingbig data

fastest growing l @Virtual world

virtualreali ty

online shopping
smallbusmesses

. global marketrespectlve oWners
future events key players

The key trends that link VR and AR to marketing. The
future has arrived.

Augmented reality and virtual reality are
the next big developments in technology,
having integrated into our apps and social
media channels. In 2020, we're expecting
this growing trend in tech to be picked up
by marketers, to boost user experience,
and engage through gamification.

VR has 8.6 times the share of mentions
relating to trends for 2020, compared to
trends conversations in 2019. While AR
has 7.03 times the share.

28

That's due to the rise of 5G in 2020. 62K
mentions of VR or AR were linked to

5G. In 2018, experts still considered the
technology behind AR to be too discorded
for practical use™.

But now, with 5G at hand, and the latest
handsets with tech like 3D-depth lenses,
2020 looks to be the perfect time for the
tech to finally take off. Big time.

fﬁ George Koroneos (5 &
£ @GLKCreative
This is 5G on the brand new Samsung Galaxy S10 5G in

front of my hute\ It s crazy the difference a month
makes. #Firs

ez o

A viral tweet showing the potential of 5G (47.1K
engagements). People are excited for this next stage
in technology.

2020 will be the year that AR and VR
takes off. If you haven't invested in the
technology yet, now’s the time.

Start thinking what VR and AR can do to =
maximize your user experience, and the e
environment they will be most effective in.

AR will be integral to boosting fleeting
numbers of bricks and mortar stores,
offering interactive shopping experiences.
From dinosaur hunts™ to playing against
soccer pros’'? you're giving customers
interactions that can't be experienced at
home.

Brands like Coca-Cola are integrating
augmented reality into all aspects of
their digital transformation, particularly
targeted towards the generation that
“doesn’t see a line between “the online
world and the offline, the reality and the
augmented reality.’®”

If AR helps improve the user experience
instore, VR will be essential for boosting it
online.

Japan Airlines is allowing customers to
pre-experience trips as easily as trying

on clothes, with their JAL xR Traveler'.
While Lowe’s Holoroom allows customers
to learn new practical skills in a virtual
environment. If you have a blockage in
your buying cycle, due to selling high-
ticket items that aren’t readily available
(because they're tailor made), VR will help
customers pre-experience them.

Example of Coca-Cola’s AR cans

29


https://www.talkwalker.com/blog/what-is-5g
https://techcrunch.com/2018/06/20/instagram-1-billion-users/
https://venturebeat.com/2018/05/30/wheres-the-next-pokemon-go-heres-whats-holding-augmented-reality-back/
https://techcrunch.com/2018/06/20/instagram-1-billion-users/
https://www.warringtonguardian.co.uk/leisure/interviews/17494664.dinosaur-hunt-set-to-launch-at-liverpool-one/
https://www.campaignlive.co.uk/article/coca-cola-hosts-ar-experience-world-cup/1485768
https://www.thedrum.com/news/2018/08/23/beating-the-real-thing-coca-cola-its-four-point-digital-transformation-plan?utm_content=brands%2Capac&utm_campaign=social&utm_source=twitter
http://www.asahi.com/ajw/articles/AJ201904230012.html
https://twitter.com/GLKCreative/status/1129002038703120385
https://twitter.com/TheFuturist007/status/1072128804695564289
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“The business world has been, and continues to be shaken by data privacy regulation — impacting marketing not
only directly, but indirectly (as a result of heightened audience focus on this area, due to its proliferation).

Complaints against businesses misusing customer personal data almost doubled from 21,000 to 41,000 since last
year alone!

A closely related NEXT Gen privacy trend to be aware of here? Cookies — and blockchain.

We're all tired of the whole cookie acceptance policy and its hassles, right? Not only the annoyance, but cookies
also expire...

Which makes identification and personalization via cookies an unreliable method for marketers.
Plus, 85% of digital marketing execs believe cookies will be no more in just 5 years. Are you prepared?

Blockchain encryption makes it possible for visitors to safely be verified without a password — while also allowing
pinpoint accuracy for marketing segmentation, without the guesswork and pitfalls of cookies.

Authenticator apps via this tech are the future:

“Users run decentralized apps through the Blockstack browser and give explicit read/write permissions to their
data. Information is encrypted and stored on users’ personal devices. There are no middlemen, no passwords, and
no massive data silos to breach.”

(Source: Blockstack)
A win-win scenario.

Goliaths like Microsoft, Walmart and Amazon are already heavily involved in blockchain technology. The rest of the
world will catch up...

Be ready.”
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https://twitter.com/MartinSherv
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* Artificial intelligence was our most
discussed trend in H1 2019 with
more than 4.7 million mentions—
more than double the others in total.

+  Through social listening, 50% of
emotion around the topic of artificial
intelligence was negative.

Joy
32%
24%
&
S %
) =S
Q 16% =
8%
2 &
&
Sadness
Results

Joy is now the primary emotion in Al related
conversations

In the last few years, marketers have
struggled to think positively about Al.

When we look at the emotional responses
linked to the conversational data
surrounding it, just over half is negative.

32

That is about to change. The net
sentiment flipped into the positive from
June 2019 onwards, and steadily remains
there. While more people are associating
joy with the conversations.

People are accepting Al and
understanding its potential.

The biggest issue previously was
technophobia, and rightly so. A report

in 2017 predicted 800 million jobs were
threatened by automation'. But in 2018,
early 2019, that story evolved.

IBM CEO Ginni Rometty®

Note the difference— we're talking

about change. People are now seeing
the potential Al can bring to the table,
handling tasks that humans can't, freeing
up people to focus on the jobs machines
can't do. We're starting to see the
integration between artificial intelligence
and human intelligence as digital
transformation kicks in.

Hands-on Al experience, from automation
to chatbots, is changing people’s
perception, meaning the tech is now
accepted in the workplace.

It's time to adapt. Invest in the available
Al technologies to maximize your results,
either to speed up your marketing efforts,
manage more data effectively or to
improve your consumer experience.

Chatbots are a significant investment,
providing 24/7 customer support, while
managing incoming customer data. As

F -nr

you can detect 300% more brand
mentions than text monitoring alone. In

a video and image driven world, led by
Instagram and TikTok, visual analytics
within social listening, will reveal not just
how your customers talk about your brand,
but how they exploit it.

Then, there’s the creative potential from
using Al in your marketing concepts.
Ogilvy used Al to help detect similar
global images for German Rail, to
create customized social media ads for
travellers.

German Rail’s Al-powered campaign helped identify German destinations similar to popular ones abroad.

brands become more global, consumers
fed by the need for transparency, demand
always-on customer service. Chatbots
help provide that service constantly— no
wonder chatbots have a higher sentiment
value than other Al techs, at 57.3%.

Visual search, like Google Lens, will be a
major disruptor in the coming year. People
will change their searching habits, so
marketers will have to learn how to adapt
their SEO strategies. You will have to think
visually instead of textually.

Visual analytics will make it easier to
monitor your brand. With video analytics,

An impossible task without the use of
machine learning, the campaign had a
6.61% conversion rate, driving a 24%
increase in revenue.

2020 is the year to stop fearing Al, and
instead, engage it in your marketing
strategy to maximize your brand’s
potential.
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“In a world of digital distraction it is becoming increasingly challenging for marketers to cut through the noise to drive
business outcomes. To clarify, marketing is no longer a remit in isolation to those with the title in standard organisational
hierarchy. Today, everyone is required to learn the art of marketing in order to remain relevant and competitive and as such,
any modern day person should seek to become an effective marketer regardless of their business or career objectives.

The noisy digital arena is igniting a sense of overwhelm for most marketers, particularly as the capacity to market to people
has experienced a major power shift given the ease of entry into the marketing arena. As a result of this overwhelm, many
marketers are resorting to traditional mass market tactics as they try to compete on the concept of quantity. But the notion
of competing solely on the basis of “you will buy from me because I've got your attention” is ineffective in today’s day and
age as consumers are more informed than they’'ve ever been before and in a sense they've become immune to traditional
marketing strategies. Consumers are no longer constrained by conformity as they have the luxury of choice.

From a content marketing perspective, volume is really important relative to the volume of content that is deployed on
a per minute basis on any social media marketplace, because a higher volume of deployed content assets increases, by
probability law, the chance of increasing the number of exposures to a target consumer. However, it is vitally important in
the chaos of this mass marketing pressure that marketers don’'t compromise the quality of their suggested value proposition
in a desperate attempt to capture attention because it is when this urge to compromise arises that businesses are forced to
compete solely on price and speed of service which can often work to the detriment of a business’ core value proposition.

The social media landscape will increasingly demand that a successful marketer knows how to curate content assets that
allow the target consumer to invest emotional equity into the entity being marketed (be it an individual or organisation) and
simultaneously facilitate a two-way relationship between the two parties amid a sense of communal connection.

The challenge for most marketers is that this required capability somewhat defies traditional marketing thinking. Social
media will continue to distinctly define what the future of marketing looks like. Successful marketing is no longer led by
affordability but is instead led by authenticity. A successful marketer will know how to solve the content marketing conundrum
with a focus on business metrics rather than vanity metrics - the creation of Al tools to facilitate this learning will set the
scene for further developments pertaining to machine learning and reinforced learning for automated content deployment.”

Click for more
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“In a world of digital distraction it is becoming increasingly challenging for marketers to cut through the noise to drive
business outcomes. To clarify, marketing is no longer a remit in isolation to those with the title in standard organisational
hierarchy. Today, everyone is required to learn the art of marketing in order to remain relevant and competitive and as such,
any modern day person should seek to become an effective marketer regardless of their business or career objectives.

The noisy digital arena is igniting a sense of overwhelm for most marketers, particularly as the capacity to market to people
has experienced a major power shift given the ease of entry into the marketing arena. As a result of this overwhelm, many
marketers are resorting to traditional mass market tactics as they try to compete on the concept of quantity. But the notion
of competing solely on the basis of “you will buy from me because I've got your attention” is ineffective in today’s day and
age as consumers are more informed than they’'ve ever been before and in a sense they've become immune to traditional
marketing strategies. Consumers are no longer constrained by conformity as they have the luxury of choice.

From a content marketing perspective, volume is really important relative to the volume of content that is deployed on
a per minute basis on any social media marketplace, because a higher volume of deployed content assets increases, by
probability law, the chance of increasing the number of exposures to a target consumer. However, it is vitally important in
the chaos of this mass marketing pressure that marketers don’'t compromise the quality of their suggested value proposition
in a desperate attempt to capture attention because it is when this urge to compromise arises that businesses are forced to
compete solely on price and speed of service which can often work to the detriment of a business’ core value proposition.

The social media landscape will increasingly demand that a successful marketer knows how to curate content assets that
allow the target consumer to invest emotional equity into the entity being marketed (be it an individual or organisation) and
simultaneously facilitate a two-way relationship between the two parties amid a sense of communal connection.

The challenge for most marketers is that this required capability somewhat defies traditional marketing thinking. Social
media will continue to distinctly define what the future of marketing looks like. Successful marketing is no longer led by
affordability but is instead led by authenticity. A successful marketer will know how to solve the content marketing conundrum
with a focus on business metrics rather than vanity metrics - the creation of Al tools to facilitate this learning will set the
scene for further developments pertaining to machine learning and reinforced learning for automated content deployment.”

Click tfor more
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The NEXT Generation of
Marketing

Millennials and Gen Z are tech savvy
generations demand innovation, creativity,
personalization, brand purpose, and
transparency. In 2020, if you want to drive
engagement and find new ways to reach
your customers, you need to consider just
what these generations want.

Generation Z Will
Only Engage If
You Pivot Your
Strategy

* By 2021, mobile search advertising
spend will exceed desktop
advertising spend in the US for the
1st time."®

*  Social media advertising CTR is
down from 2.6% in Q2 2018 to 1.9%
in Q2 2019.™

Advertising is getting tougher. In the

last 13 months, the conversational data
around the topic has dropped significantly
in net sentiment— people no longer want
to be sold to.

84% of millennials say they don't trust
traditional advertising®. With that
generation owning significant spending
power, new disruptive technologies will be
needed to shake up marketing strategies.

New methods, like voice search and
social media e-commerce are driving
more conversations, with 172K and 226K
mentions respectively.

NET SENTIMENT OVER TIME

talkwalker
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We've seen an increase in mentions of social media addiction this year.

What does this mean
for marketers?

Understanding your audience and taking
measured risks are the two main tactics
you'll need in your marketing strategy. As
your market changes, change with them.
Learn which channels they're using, when,

how and why. Be part of that conversation.

Whether that means switching away from
SEA to more social led marketing, voice
search to meet the loT generation, and
everything in between.
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Maximize usage of these channels, with
all their features. Instagram introduced
shoppable posts with in app checkout
feature in early 2019— we're expecting this
trend to be huge for the coming year.

There are many new opportunities coming
that will eventually overshadow the
staples of SMA and SEA— invest in them
early. This new technology allows your
brand to be innovative.

Cancel @ Checkout
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“I've always said that when someone engages with your content, they need to think ‘This content was created
specifically for me. With that in mind, the #1 trend in 2020 will be hyper-personalization and hyper-targeting. Both
of those techniques will allow brands the opportunity to help their followers feel as though the content was, in fact,
created with their specific interests in mind.

All of that said, here's the challenge — how can brands practice hyper-personalization and hyper-targeting? Yes,
there are tools that will help, many of which use Al to assist in the process. But this is not yet a ‘set-it-and-forget-
it' technique. Instead, it will require some elbow grease to get the engagement you're looking for. In summary,
hyper-personalization and hyper-targeting are the next big thing, but it'll require hard work and effort to gain the
full impact.”

40 41


https://twitter.com/tobyd
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“I've always said that when someone engages with your content, they need to think ‘This content was created
specifically for me. With that in mind, the #1 trend in 2020 will be hyper-personalization and hyper-targeting. Both
of those techniques will allow brands the opportunity to help their followers feel as though the content was, in fact,
created with their specific interests in mind.

All of that said, here's the challenge — how can brands practice hyper-personalization and hyper-targeting? Yes,
there are tools that will help, many of which use Al to assist in the process. But this is not yet a ‘set-it-and-forget-
it' technique. Instead, it will require some elbow grease to get the engagement you're looking for. In summary,
hyper-personalization and hyper-targeting are the next big thing, but it'll require hard work and effort to gain the
full impact.”
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“When it comes to major trends, we are seeing the rise of the Spotify generation and the ramifications of the Netflix effect.
Convergence media is all-consuming, and audio is powerful in a way like never before. Voice based search in the US, for
example, now makes up almost 50% of all podcasts. And whilst Apple and iTunes have dominated this market since 2005,

Spotify is now moving into the podcast arena, and it's committed around 20% of its output to be non-music based in the
future.

It is against this backdrop, that we see how technology is moving. And brands as well as traditional media owners, are
increasingly looking towards platforms such as Facebook, Google and Spotify to engage with audiences in a new and more
impactful ways. These organisations have data, and very deep data at that, about our preferences and how we consume
content.

So, whilst we've seen videos booming, we will also now see the rise of other platforms like podcasts. As radio on demand -
and with many of us spending considerable amounts of time commuting in our cars — they allow us to be a captive audience,
yet still be doing other things. The average consumption rate for a podcast stands at 24 minutes, and as you have to select
to download to listen, you are not an ‘accidental listener’. You have actively chosen to seek it out.

Social media represents a huge platform to promote podcasts on for brands, and this needs to be part of an overall marketing
strategy with buy in from multiple teams to work the content as hard as possible from the outset. The same recipe for
success stands, they have to be informative and engaging. Brands entering the podcast space need to understand what the
audience wants to hear; is it the same as what you want to say?

And whilst creating great content is vital, so too is the distribution strategy — you can create the most brilliant podcast series

in the world, but if you don’t amplify this properly, how will people know to listen to it?
Click for more

So, the renaissance of podcasts represents a strong opportunity for brands to harness their communities on social media
as part of their overall promotional strategy. Whilst this is far from a new medium, it is now in vogue, but brands entering the
podcast sphere are entering a space where they are ahead of the curve. They 4fé& B’é%’?ning publishers. And to maximise the
value they need to show bravery and commitment to the long term.”
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“How channels used to reach customers are changing (from search to social, social media ads, voice, e-commerce,
video marketing, social product search via mobile, and in emerging markets).

With the advent of social media, the ways in which we reach our customers are evolving rapidly. Just a year ago,
search used to comprise 95% of our spend while currently, search accounts for barely 60% and the rest is made

up by social media. In today’s environment, brands need to have a robust social media strategy, which includes
generating engaging content and video.

Emerging markets, however, paint a different, interesting landscape. Based on our presence in over 30 cities across
Indonesia and Thailand, we observe that while customers are increasingly embracing digital touchpoints to discover
new brands, traditional media still wins in these markets. For instance, we recently launched a radio ad in Chiang
Mai, a tier-2 city in Thailand, alongside search. We found that its CTR was 4x higher compared to central Bangkok,
where we have been advertising in digital media for a year now.”

Click for more
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“Your business likely has favoured channels that support your inbound marketing by generating new website visits
for customer acquisition. It's essential to have a sustainable source of high volume, high ROI visits, online leads,
and sales that you can rely on! This is the ‘70%’ in the 70:20:10 rule for online customer acquisition. You need to
monitor this source and protect these traffic sources. However, you likely won't be able to rely on them forever -
digital changes fast.

You need to balance your customer acquisition efforts to include new sources of customers that you can grow. The
20% in the rule is composed of traffic sources that you need to build and are performing below their potential. For
example, you may be reliant on Facebook traffic, but should be growing Instagram visits as engagement with this
network grows. The 10% in the rule is brand new, emerging traffic sources.

Newsocial network sources to consider include TikTok and Telegram, which may be suitable for engaging some
consumer audiences. Voice marketing is another emerging channel —recent research in the UK showed that 60% of
smart speaker owners have used them to make a purchase in the past year with nearly a quarter (22%) having done
so within the past week.”

Click for more
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“As influencer marketing continues to gain traction and Instagram and Facebook looking at removing likes, we are finally
(hopefully) going to abandon vanity metrics and determine the real ROl of social media.

Look for:

More trackable options and referral programs for influencer marketing

a shift in Facebook’s ads. If likes are removed, people will realize they need to jump into ads manager and create more
strategic ads. Friends don't let friends boost content

More and more ad spend is shifting to digital opportunities. You need to continue to test and optimize what works for
your business

. We will continue to see a return to unpolished content

Just as we felt with commercials a decade ago, we are conditioned to digital ads and try to avoid them anyway we can.
Ad blockers are the new TIVO, and we can’t wait to see the skip ad icon appear during a pre-roll ad on YouTube. For that
reason, you will continue to see brand content that doesn’t look like an agency made it. It needs to feel like content you
could see from your friends or people who look like you. UGC is a perfect test case for brands, as it provides a way to
celebrate your fans while sharing content that is more relatable to your target audience. If your content uses people
that look like me, and are solving a problem that | have, | can immédistelyimagine myself with the product or service.

Don't build your brand on someone else’s land
Brands need to find a way to create an ecosystem for their brand, so they don’t have to rely on a social media channel’s
algorithm. Find opportunities to build your email list so you can speak directly to your audience.”

Click for more
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influencers (500 to 10,000 followers) will

You r I nﬂ uencer help mitigate the potential risks. These

o o are influencers who have built smaller,
M arketl n g Wl I I G (o) more enthusiastic audiences. Not only
Small TO Go B ig do they help brands avoid the potential of

fake influencers, but they often drive more
*  Conversations around influencer

authentic engagement.
marketing have dropped by 42% year
on year.

2020 will see brands building networks
of these smaller influencers, with more

* Inversely, mentions of fake
influencers are on the rise, driving
over 9,000 engagements in the first
half of the year.

MENTIONS OVER TIME

52K

Sep 2018 Dec 2018 Mar 2019 Jun 2019
Conversations around influencer marketing are on the decrease.

Influencer marketing is a double-edged
sword.

9% of consumers depend on influencer
recommendations before making a
purchase, which is why 61% of marketers
increased influencer marketing spend in
2019.

However 38.5% of marketers say they still
don't have a framework for measuring
influencer campaign success. It's easy to
burn money without a tangible ROI.

In 2020, we predict there will be a
revolution of how marketers manage
their influencer campaigns. Micro & nano

52

groups arising to manage them effectively.

What does this mean Q.. :

for markete rs" When he's 6 foot 2, has a great job, but his text
U messages come through as green
When it comes to influencer marketing #GreenDontCare #SamsungPartner

N @SamsungMobileUs
success can be found in large numbers.

Instead of one influencer with large reach,
you can invest in 100 micro influencers for
similar cost. You can:

+  Focus on specific audiences.
+  Improve your engagement.
*  Minimize risk.

+  Ultimately, spend less for potentially
better returns.

Samsung’s new #greendontcare campaign
aimed to build a community of people to
counteract the negativity of not owning D
an Iphone. Using a variety of types of
influencers, it drove 1.2K mentions with
16.2K engagement within 1 month. Micro influencer marketing is a numbers
Micro influencers were gaining more game, so while each influencer didn't have
engagement than some of the macros. a large audience, by working with a group

This tweet from Ben Soffer gained 5,000 of creqtors, the campaign was a.ble. to
engagements from his 7.4K followers. A potentially reach 723K people within the

micro influencer, Samsung was able to month, engaging 20.7K of them.

457 AM - Aug 13, 2019 - Twitter Web App

target a very specific audience— young 2020 is the time to turn your influencer

people with an interest in meme-based marketing strategy on its head. Think

content. They even supported the small to get big!

campaign with custom memes for their

influencers and communities to share. Ty renrameome v
% @NazyFarnoosh

ltwasa great success, with 63% pOSitiVG It's bring your own @Wendys Lemonade to the park

sentiment, with particular engagement day! Keeping this summer playful and full of smiles with

from the younger generations. 82% of their new Peach Lemonade! @ 1) #ad

people that engaged with the hashtag
were 18 to 34.

Wendy's also knows the power of micro
influencers. Their summer campaign from
July 2019 used around 50 influencers

to celebrate lemonade in the park, the
vast majority of which had under 30K
followers.

10:02 PM - Jul 16, 2019 - Twitter Web Client

111 Retweets 43K Likes
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Joe Martin, VP of Marketing at CloudApp

‘| think martech is much more the future

as we see influencer marketing possibly
reaching a peak in authenticity with younger
demographics. Brand who can find authentic
voices from a user generated perspective
and an actual user from an influencer
perspective will be best off over those who
look for one time hired guns at $500k a pop
for an Instagram post’”

54

Samantha Kelly, Sprinkles
#Twittermagic everywhere! Owner
@WomenslnspirelE, Board Member
@Bitaireland, tweetinggoddess.com

‘I'm always saying it - people buy
from people. And finally brands are
realizing that they can't just sell to
one big pot, they need to get others
who are active and influential in
communities to help them reach
their audience. People buy from
people they know, like and trust.
And it's not just Instagram.

The micro influencer and nano
influencers will finally get a piece
of the pie, as brands start to see
results’

Neal Schaffer, Author of “The Age
of Influence” (HarperCollins, March,
2020), NealSchaffer.com

‘In order to build trust in an

age of declining organic reach
and distrust of ads, more and
more companies in 2020 will
understand that social media is a
place for collaboration - not just
marketing - and will begin to think
more strategically, long-term, and
personalized in the relationships
they will continue to build with
influencers.

Influencer marketing will not just
be seen as a campaign vehicle or
a way to engage with consumers
but also with other businesses,
constituents, and supporters’
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“Influencer marketing is increasingly moving towards greater transparency with brand associations &
measurement of deeper metrics. Brands are extensively using social listening to understand if any brand
associations are being faked & to measure the overall sentiment towards influencer associations.

With Instagram taking measures like removing fake followers & experimenting with hiding likes, the focus clearly
is to provide clearer metrics.

Influencers are no longer just the typical bloggers or the personalities with a huge following on social media. Any
individual who is a thought leader and is willing to endorse the brand can be looked at as an influencer.

The right choice of the influencer plays a key role in driving the desired impact. He/she should have an image that
is in line with the brand values & positioning. Hence, it is not just about the popularity of the influencer, but about
the fitment of the individual for the brand objectives.”

Click for more
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You Will Invest In
User-Generated
Content

*  90% of purchasing decisions are led
by user-generated content.?

*  The most liked image on Instagram
is of an egg.

In February 2019, a new Instagram star
was born. The world record egg?. In a
matter of days, that one picture gained

over 53.7M likes, cracking the record of 18

million previously held by Kylie Jenner.

But it also marked a turning point. When
the cult of celebrity influencers faded, to
be replaced by content that was created

by regular people. User-generated content

23. Turn To Consumer Study
24 Instagrarn
25. Mavrck

26. HubSpot
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now generates 6.9 times the engagement
than brand created content.?®

It's authentic, cultivated, easily shared,
cost effective, and created outside of the
brand sphere.

Brands to build a sense of community
within their consumer base. Millennials
don't just buy into a product, but the
experience it provides. Starbucks doesn'’t
just sell coffee, but a lifestyle.

Create a community that your audience
loves, and it will bring results.

)

3 world_record_egg @ - Follow

\ world_record_egg @ Let's set a world
record together and get the most
liked post on Instagram. Beating the
current world record held by Kylie
Jenner (18 millien)! We got this ()

#LikeTheEgg #EggSoldiers #EgaGang

° ¥ju.nior Jah would be proud

majid_e_t fackkkkikkkk

Qb A

@ Liked by tleesa and 53,725,982 others

80% of brands say
that their community
building efforts have
resulted in increased
traffic.2e

What does this mean
for marketers?

Now is the time to start building that
community. Though it can't be built in a
day, the sooner you get started, the better.

+  Build a community. LinkedIn or
Facebook groups are an ideal place to
start, with the infrastructure in place
to easily nurture an audience, with
effective admin tools at hand.

+ Incentivize. Though the opportunity
to create may be incentive enough for
some people, anything extra you can
add to sweeten the deal could make
all the difference. Product discounts,
prizes and special events are minimal
cost for what is discounted content.

+  Make it shareable. Make it easy for
your customers to share. In this visual
world, consumers want items that
will make great visuals. If your brand
products look good, people will be
more willing to use them in UGC.

+  Plan a content strategy. There's
no point in getting extra content
from your users if you don’t use it
effectively. Share it on your channels,
to bring the best content to the
forefront of your audience.
User-generated content is going to
be big in 2020. Make it one of the
most valuable investments (and also
one of the most affordable) for your
marketing strategy next year.

big baby kay v
@kaylaisblisss

if you're a slut for iced coffee and saving the
environment (like me), Starbucks is selling a reusable
color changing cup set. 5 cups, lids, and straws and you
save when you bring them in @ @

2:27 PM - Apr 30, 2019 - Twitter for iPhone
52K Retweets 184K Likes
Starbucks are masters at making Instagrammable

products. This tweet about their new reusable cups
led to 240K engagements. From one piece of UGC.
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https://techcrunch.com/2018/06/20/instagram-1-billion-users/
http://www2.turntonetworks.com/2017consumerstudy
https://techcrunch.com/2018/06/20/instagram-1-billion-users/
https://www.instagram.com/world_record_egg/
https://www.mavrck.co/user-generated-content-drives-more-engagement-than-brand-generated-content-on-facebook/
https://blog.hubspot.com/marketing/social-media-roi-stats
https://blog.hubspot.com/marketing/how-to-leverage-user-generated-content
https://twitter.com/kaylaisblisss/status/1123202179878273024
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Lilach Bullock, Professional Speaker,
Lead Conversion Expert, Content
Marketing & Social Media Specialist,
lilachbullock.com

‘One social media trend that is
definitely having a huge impact on
users is user-generated content
and its rising popularity. This
massively changes the relationship
between customers and brands,
effectively turning customers into
brand ambassadors and allowing
for a much closer, much more
intimate relationship between the
two!

Klime Mickovski, Acting Head of
Product/Head of Data & Insights -
Digital at Sky News Arabia

“The number one short term
commercial trend is monetizing
UGC. I still don't think big brands/
companies have fully understood
the trend behind UGC. The true
opportunity in UGC is raw and
honest content created by the
average Joe like you and me,
super powered by new cheap,
advanced micro tech.

What UGC content has over any
other content is true engagement
and a lot more brand loyalists.
This is due to raw, uncensored
content accompanied by
character and believe of the
content creator itself’
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https://twitter.com/lilachbullock
http://lilachbullock.com
https://www.linkedin.com/in/klimemickovski/
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“2020 will be a battle of influence on the social media sphere. The rise of the age of authenticity prompts brands
and organizations to look for strategies that drive brand affinity and loyalty. As the authenticity of influencers
continues to face heated scrutiny, audience generated contents (AGCs) will play a vital role in solidifying — if not
building — brand and consumer relationship.

These contents mirror consumers journey and/or experience and authentically amplify the message that the
brand wishes to convey to its audience. AGCs disrupt the traditional matrix of brand-consumer conversation.
Whereas brands used to monopolize information sharing and storytelling, employing AGCs encourages organic
audience engagement, which may hold stronger influence than the usual influencer programs.”

Click for more
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https://www.linkedin.com/in/thanslow/
http://www.prefacesocialmedia.com.au
https://www.linkedin.com/in/anthonypermal/
https://twitter.com/ChrisStrub
https://www.linkedin.com/in/ana-pista-871742108/
http://ardent.com.ph/

“The role that UGC will take to build GenZ-focused brands, it's going to be increasingly predominant. Brands won't
be able to fully control what is being said or created around them.

However, they will be able to shape their creative and conjunctural framework as it relates to the content they
would like to generate around their image.

While the rise of “challenges” (i.e bottlecapchallenge, IceBucket, etc) gives way to a digital and cultural
advancement in the creative expression of the new generations, where users show their wit within the same
content pattern, some brands have started to dominate the art of identifying and participating in those viral
challenges in order to stimulate the interaction of their audiences.”
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https://www.linkedin.com/in/shubho/
https://www.smartinsights.com/manage-digital-transformation/digital-transformation-strategy/digital-transformation-planning/
https://www.linkedin.com/in/noel-nuez-79a73129/
https://www.tiktok.com/es/
https://twitter.com/JonnyBentwood

Methodology

All data and sources were identified using Talkwalker Analytics and Quick Search.
Mentions of topics were gathered from a variety of media including news sites, social
media channels, blogs, and forums.

Data was taken from the first 6 months of 2019. With some exceptions gathered
using Quick Search, which collected from 13 months of back data from the time of
production (Aug 2019).

Sentiment analysis, video analytics & image recognition are powered by the Talkwalker
Al Engine. Sentiment analysis is performed with an average of 90% accuracy, with the
ability to detect sarcasm and snarky comments. Images are compared to a database
of over 30,000 brand logos, to help identify brand images in social media photos and
videos.

Queries were used to identify the topics discussed. In some cases, these may have
been improved using Boolean operators, to help remove false positives.
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Now you know the trends that matter most in social media,
what about your trends? How do you find what’s trending in
your industry? And how do you turn those trends into actions?

Talkwalker's 2019 Campaign Playbook is the solution. Showing
you exactly how to create more brand engagement, identify
influencers (including nanos), find exciting campaign ideas, and
jump on the trends that matter most.

talkwalker
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https://www.talkwalker.com/resource/2019-campaign-playbook.pdf

Impact starts here.

EMEA Deutschland - Frankfurt APAC

+352203335343 44365 254745500 +6531650692 Get started with
Ty Gt HubSpot's social
media tools for
free. Download your
free Social Media
Content Calendar
Template.
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