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READINESS

Strategy

Governance

Infrastructure

Measurement

ESSENTIALS

Leadership Buy-in

Team Ability

Market Readiness

DIGITAL 

CAPABILITY

PERFORMANCE

Financial

Innovation

DIGITAL CAPABILITY FRAMEWORK



SOCIAL MEDIA LANDSCAPE

Philippines

Hong Kong

Singapore

Japan

4:01

1:52

1:50

0:45

Average. Time/Day

USA

UK

Global Average 2:23

2:10

1:57

China 2:19#22

#1

#24

#25

#26

#30

#45

Average # Social Media Accounts

APAC

8.6

Europe

6.9

LatAM

9.1

MEA

7.6

NorthAm

6.7

8.1

6.4

GLOBAL AVERAGE NUMBER 

OF SOCIAL MEDIA ACCOUNTS

GLOBAL AVERAGE NUMBER 

OF MOBILE ONLY SOCIAL 

MEDIA ACCOUNTS



SOCIAL MEDIA MOTIVATIONS

40% 39% 38% 37%

33% 33% 31% 30%

To stay up-to-date 

with news and 

current events

To stay in touch 

with what my 

friends are doing

To find funny or 

entertaining 

content

To fill up spare 

time

General 

networking with 

other people

To share photos 

or videos with 

others

To research/find 

products to buy

Because a lot of 

my friends are on 

them



SOCIAL MEDIA PURCHASE JOURNEY

28%

25%

43%

22%

12%

Discover brands/products via 

Social Media ads

Discover brands/products via 

recommendations on social media

Research products/brands online 

via Social networks

Posts with lots of likes would 

increase like hood of purchasing a 

product online

A “buy button” would increase 

likelihood of purchasing product 

online

Top 5 Channels for Product/Brand 

Discovery

35%

34%

33%

31%

29%

Search Engines

Ads Seen on TV

Ads Seen Online

Word of Mouth Recommendations

Top 5 Channels for Product/Brand 

Research

44%

43%

33%

31%

30%

Search Engines

Social Networks

Price Comparison Websites

Consumer Reviews

Brand/Product Websites

Brand/Product Websites

HONG KONGGLOBAL



ONLINE USER JOURNEY

AWARENESS ACTIVE INTEREST CONVERSION 
STIMULUS

SOCIAL MEDIA MARKETING

SEARCH ENGINE MARKETING

SEARCH ENGINE OPTIMISATION

TACTICS

CASE STUDIES CASE STUDIES

REVIEWS/RATINGS

SOCIAL MEDIA MARKETING SOCIAL MEDIA MARKETING

BRAND VALUES

HOW WE SOLVE YOUR 

PROBLEMS

EXPERTISE

PRICE & PAYMENT

RETARGETING COUPON/DISCOUNT

CONTENT

SEARCH ENGINES

SOCIAL MEDIA
CHANNELS

NEWSLETTER

EMAIL

VIDEO

COMPARISON SITES

WEBSITE



CONTROL: How do we measure success?

STRATEGY

SITUATION OBJECTIVES STRATEGY TACTICS ACTIONS CONTROL

SITUATION: Where are we now?

OBJECTIVES: Where exactly do we want to achieve?

STRATEGY: How are we going to achieve our objectives?

TACTICS: What exactly do we need to do to achieve our objectives?

ACTIONS: What do we need to do on a daily basis?



SITUATION

Where Are We Now?

- What is our current social media presence?

- Do we have a social media strategy?

- Do we have enough followers?

- What are our engagement rates like?

- What are our competitors doing?

- Do we have the right resources (Money, time and skills needed)?

SWOT:

What are our Strengths, Weaknesses, Threats and Opportunities?

TOWS:

External: Threats and Opportunities

Internal: Strengths and Weaknesses



OBJECTIVES

What Exactly Do We Want to Achieve? 

SMART

SPECIFIC: Straight-forward and clear

MEASURABLE: Can be easily measured and quantified

ATTAINABLE: Realistic targets

RELEVANT: Relevant to your business objectives

TIME BOUND: Over a defined time period

- What is our primary business objective?

- What does the business objective look like in terms of social media?

- What is the desired user action?



STRATEGY

How Are We Going to Achieve Our Objective?

- TOWS analysis results

- What will make the biggest impact?

- How can we use our existing strengths

- Who exactly are we targeting?

- How do we differentiate ourselves? What is your value proposition? 

Types of Strategies:

- Lead Generation

- Content Strategy



TACTICS

What Exactly Do We Need To Do To Achieve Our 

Objectives?

The 7Ps 

1. Product: Any changes to our products? Quality, Branding, Warranties

2. Price: Any changes to our prices? Shopping/payment methods, Discounts?

3. Place: Where are our products available? New channels? Partnerships?

4. Physical Evidence: Product packaging, staff experience, online experience

5. Promotion: Are we promoting our products well? Branding, PR, Sales

6. People: Do we have the right people skills? New hires? Upskilling?

7. Process: What processes do we need? Research, Calendars?



ACTIONS

What Do We Need To Do On a Daily Basis?

- Who does what each day?

- What resources are required?

- What is a typical day like?

- How are we going to use paid marketing



CONTROL

How Do We Measure Success?

- What exactly are our metrics?

- How, who and how often will we measure and report our metrics?

- Alternative measurement and feedback methods?

- Competitor comparison? Industry benchmarks?

- Have we stayed within budget?



CONTENT

- Culture and Values

- Content Calendar

- Content Formats

- 3rd Party Content

- User Generated Content

- SEO Friendly

EAT

EXPERTISE AUTHORITATIVE TRUSTWORTHY



Promoted Accounts

Promoted/Sponsored 

Content

Ad Targeting 

- Interest targeting

- Follower look-alikes 

- Keyword targeting

- Behaviour targeting (UK/US 

only on Twitter)

- Conversation targeting

- Geo-targeting

SOCIAL MEDIA MARKETING



GENERAL

- Google Analytics 

- Google Data Studio

SOCIAL MEDIA

- Native Analytics 

- SocialBearing 

- Twitter Ads Transparency Centre 

- Canva 

TOOLS & RESOURCES

GENERAL

- Think With Google 

- Pexels – Pixabay

- GIF Maker

- Moz Blog

SOCIAL MEDIA

- LinkedIn Post Inspector

- Twittimer

- We Are Social

TOOLS RESOURCES

https://analytics.google.com/analytics/web/
https://datastudio.google.com/
https://socialbearing.com/
https://ads.twitter.com/transparency
https://www.canva.com/
https://www.googleadservices.com/pagead/aclk?sa=L&ai=DChcSEwj4w4L_gNjjAhXWhHAKHTNVAXQYABAAGgJzYg&ohost=www.google.com&cid=CAESEeD2-R814Y-e4BtjoXUaWB7O&sig=AOD64_3nEtCGbpQ_Az3aVnkknTZWmkYIiA&q=&ved=2ahUKEwj0mvn-gNjjAhUO7mEKHQ7ACzcQ0Qx6BAgIEAE&adurl=
https://www.pexels.com/
https://pixabay.com/
https://giphy.com/create/gifmaker
https://moz.com/blog
https://www.linkedin.com/post-inspector/
https://twittimer.com/
https://wearesocial.com/
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Q&A

mailto:mohamed.abdelbaki@new-narrative.com
https://www.linkedin.com/in/mohamed-abdelbaki-00539a36?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Bd84XeLYbS1eHcIIBbPvlig%3D%3D
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