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Unit 4

Communication in a 

connected world



Internet presence

Visibility

Placement

Communities

Information

Sales

Source of viral content

Interaction 

Connectivity 

Engagement 

Communication



Digital Communication

Exchange of messages of value (IT, entertainment 

or sales) to consumers, customers, partners and 

society in general by making use of available digital 

tools in order to achieve connection and trust with

users.



Tools

of the digital 
ecosystem

ADS

Page 
Web

SEO

Strategy  
Digital

Social E-Mail

Mobile



Website

Digital

Strategy

Design freedom

Space to work on reputation and credibility 

Space for your philosophy and purpose



A set of techniques applied to the

website to optimise its ranking in

search engines.

Long-term projection, higher

quality, greater effort, lower

costs over time.

SEO
Digital

Strategy



Google Ads Campaigns

It has a clear

objective: to

capture leads

ADS
Digital

Strategy



Segmentation of the 

database 

Downloadable content

Content strategy

•Newsletters

•Promotional campaigns

•Lead nurturing emails

•RRSS Emails

E-mail

Digital

Strategy



It is the dissemination of 

your brand on social 

networks, emails, SMS 

messages, apps and others.

Better interaction with the 

target audience is achieved

MobileDigital

Strategy



Tools

of the digital 
ecosystem

ADS

Page 
Web

SEO

Digital 
strategy of

the 
organisation

Social E-Mail

Mobile



WHAT IS HAPPENIG 

NOWADAYS?



Our brand positioning has changed



From online to offline





Before

Now



Then



Social 

networks





Social networks are becoming
search engines

User-created content 

is the protagonist

Video content is the king of the
publications

TikTok will continue to set the
standard on how to make content for social

media

Trends in social media



Stadista: https://www.statista.com/statistics/376128/facebook-global-user-age-distribution/

25 to 34 years old Brand Awareness 
Increase traffic and sales

26 to 35

years old

18 to 24 

years old

18 to 24 

years old

25 to 34 

years old

25 to 34 

years old

Objectives of social networks

Professional presence, personal branding 
Connecting to job opportunities

Key messages and value 
Hashtags to create trends

Generating engagement 
Dynamic platform

Visibility of products and services
Interaction with users

WhatsApp Business, message management
Securing recurring sales

http://www.statista.com/statistics/376128/facebook-global-user-age-distribution/


Our actions in

social networks 
should help us 
build trust



➢ Deloitte research has indicated that organisations 

customer-focused companies record 60% higher

profits.

➢ A Motista study showed that consumers who have

a connection to the brand have a 306% higher

lifetime value.

➢ A Zendesk survey indicates that 75% of 

consumers are willing to spend more with 

companies that offer an excellent customer

experience.



Semi-fictional representation of our actual or potential customer

Where do we look for it?

• Pre-segmentation (we choose the 

representative or ideal profile)

• Social Networking

• Questionnaires

• From experience

• Observation

• Statistics

• Database

• Market research

• Google Trends

• Google Analytics

Buyer persona



https://www.arellano.pe/los-seis-estilos-de-vida/

Austere: They have a low level of education and low 
socio-economic status. They are relatively poorer than 
the average. They are called survivors and struggle
daily to obtain resources.

Conservative: Their income level is lower than the 
population average. They are also stay-at-home mothers 
and focused on caring for their families.

Lifestyles according to Arellano

Sophisticated: Their level of income and education is high. 
They are the most educated ones, many of them with a
full university degree.

Progressive: Their income levels are varied and their level of 
education is similar to the average. Also known as 
entrepreneurs.

Modern: Their income levels are varied and not very high, with 

a similar level of education to the average. They actively seek 
to learn more.

Formalist: Their income level is varied and their level of 
education is similar to the average. They are warm and 

homely.

Reactive LifestylesProactive Lifestyles

Sofisticated

Progressive

Modern

Austere

Formalist

Conservative

TraditionWomen MixedMen
Modernity

Income

https://www.arellano.pe/los-seis-estilos-de-vida/


Good segmentation really attracts your target audience.



Exercise 1: Identifying the Buyer persona
Approx. time: 15 minutes

Basic segmentation Psychography Behaviour Benefits sought

Name of the buyer: Social class: The social networks you use: Specific problems (buyer's):

Demographic data: 
Age:
Life stage: 
Gender: 
Ethnicity: 
Religion:
Income:
Level of education: 
Household size:

Lifestyle according 
to Arellano:

Usage rates:
Very frequent
fairly frequent frequent 
infrequent infrequent

not common

Brand perception:

Personality: User status with my brand (is a 
featured fan of an account)

Needs covered by 
the product:

Brand loyalty (the brands 
which consumes the most):



Example of the exercise

Age: 34 - Millennial

- Occupation: Business Manager

- Personality: Very sociable, practical in decision making but demanding with results.

From: Lima

Studies: Industrial Engineering

Look: He always wears elegant clothes to work as he usually has meetings with high 
with top management. 

According to Arellano classification: Sophisticated 

Social networks: Instagram. Facebook

Jorge has a magnetic personality, he can sell you everything and has a great sense of humour. He is also very sociable 
and sociable at work. He likes to dress well and attract the attention of girls and the admiration of everyone, so he 
shows off his trips and the photos he has taken on his walks. He is anxious and restless, always moving from one place 
to another and likes to be prepared for all the meetings he has. He is a bargain hunter and takes pride in this.



Communication

formats



50%
Improve the 

enagement

Public use
Reels

Long
videos

With 

educational 

content or 

values on your

brand

30%

Content that 

shows your 

day-to-day

activities

Stories
Direct

messages to 

the reached

audience

60%
Publications

75%

Types of content by format



Artificial Intelligence in our content





What strategy should I use?

Buyer feels the symptoms of 
the problem

Buyer identified the problem 

Decide what to do.

Some action is taken.



Brainstorming

What kind of content should I create?

• Tips

• Videos

• Live broadcasts

• Tutorials

• Guides

• Video / Gif 

• Carousel

• Magazines

• E-books

• Storytime

• Short videos

• Benefits

• Templates

• What you didn't know 

• Games

• Short trends

• Case studies

• Podcast

• Article

• Webinars

• Phrases

• Hacks

• Checklist

• Long Video

• Images

• Inspirational Characters

• Tools

• Infographics

• News

• Surveys

• Recommendations

• Downloadable Pdf 

• Comparisons

• Memes



Most followed on LinkedIn

Leaders in
social
media





Automated response management

And after publication, what do we do?



We analyse our publications' reach metrics



Thank you very much

Jhoselyn Pfuño 

jpfuno@lzcperu.com

mailto:jpfuno@lzcperu.com
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