
CASE STUDY - INTERTRANSLATIONS



You are working as a Digital Marketing Professional in Intertranslations company.

Below you may find all the relevant links:

Website:     www.intertranslations.gr

Facebook:  http://bit.ly/1XPXJFU 

LinkedIn:    http://bit.ly/1O5DWAx 

Twitter:       https://twitter.com/gotranslations 

You have a monthly budget of  2.000 € to allocate in different promotion actions.

1. Which social media would you use ? 2. What digital campaigns would you do ?

3. What keywords would you use ? 4. How would you assess the efficiency of above actions ?
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In this case study, has been appended additional 

information about Definition of Goals and KPIs which justify 

why I have chosen those social media and digital campaigns 

(what I expect from those choices).

Also, at the end of the case study I choose to propose 

additional Digital Marketing actions which would be useful 

for Intertranslations company.

In this case study, has been used the tools:

1 .
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Research Methodology

2 .

3 .

Google AdWords Keyword Planner 
Facebook Ad Planner

Google Trends

4 . Consumer Barometer
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i Generate Leads /  Sales

SET GOALS (P RIORITIZE B USINESS OBJECTIVES ) :

ii Bui ld Brand Awareness /  Engagement

# 1  S E T  G O A L S
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K P I S

We have to d iscuss and f i nd the Key Performance Indica tors,  
which wi l l  lead us to achieve the predef i ned Goals.

Those KP Is are very important  i n  order to p lan the Dig i ta l  Marketi ng 
Stra tegy,  execute the tasks and measure the RO I  (Return on Investment) .
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# 2  D E F I N E  K P I S
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For  t h e  n e e d s  o f  c u rre n t  C a s e  S t u d y ,  l e t ’ s  a s s u m e a s  K P I s  f or  ea ch  G o a l  :  
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1 Fa ns /  Fo l l owers

B U I L D B R A N D A WA R E N ES S /  E N G A G E M E N T :

2 S hares /  C o m m ents  /  L i kes

3 Im p ressions

4 T i m e  o n  si te

1 C o nversion  Ra te

G E N E R AT E L E A D S /  S A L ES :

2 S a les  (O n  & O f f l i ne  - i n f luence)

3 C o st  p er  Ac qu i si t ion

4 Tra f f i c  G e n era t i o n  ( U n i q ue / Retu rn  V i si tors )

5 Re venue /  P ro f i t
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We have to choose carefully the Social Media we’ll use,

Depending on their Audience in relation to our Goals and KPIs

S O C I A L M E D I A

Facebook

Li nkedIn

Twi t ter

R E A S O N - A D V A N TA G ES

High Exposure /  Wide Audience / Use of  Facebook Busi ness 

Busi ness ori ented approach / Sui t  to  B2B stra tegy

Dynamical ly  i ncrease of  busi ness fea tures

# 3  S O C I A L  M E D I A
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# 4  D I G I T A L  C A M P A I G N S

1
Google AdWords (PPC,  PPM,  PPA methods) :
P l an  f o r  A d  Campa i gns :  Goog l e  S ea rch ,  D i sp l ay  Ne two rk ,  Mob i l e  A dve r t i s i ng

Ta rge t i ng :  Geog raph i ca l  (G reece ,  UK ,  US A ) ,  I ndus t r y :  Techno logy,  E l ec t r on i cs ,  F MCG

WE WILL PLAN TO INVEST THE 2.000 € MONTHLY BUDGET TO :

2
Facebook Ads (PPC,  PPM methods) :
A d  Type :  P romo te  page ,  I nc rease  Conve rs i ons  on  page ,  Co l l ec t  l eads  f o r  ou r  company

3
LinkedIn Ads (PPC,  PPM methods) :
Choose  ou r  t a rge t  aud i ence  w i t h  p rec i s i on  B 2B  f i l t e r s  ( I ndus t r y  &  S i ze )

* Location and Industry targeting, will be analyzed in depth before we set the campaigns, 

to determine the best balance between cost and performance.
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# 4 . 1  G O O G L E A DW O R D S S T R U C T U R E &  K E Y W O R D S

Campaign Level

Ad-Group Level

Keywords Level
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# 4 . 2  K E Y W O R D S  P L A N

* According to Google Keyword Planner tool 
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# 4 . 3  G O O G L E A DW O R D S E S T I M A T I O N

* According to Google Keyword Planner tool 



ABOUT THE PRESENTER
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# 5  M E T R I C S T O M E A S U R E T H E E F F I C I E N C Y O F D I G I T A L M A R K E T I N G

Cost Per Acquisi tion 
(CPA)

Click through Rate 
(CTR)

ROI

Generated Traffic

Conversion Rate

Cost per Lead
(CPL)

Social Engagement

A/B Testing
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# 6  A D D I T I O N A L A C T I O N S

1
Website Opt imizat ion :
I n t e r t r ans l a t i ons ’  Webs i t e  w i l l  be  t he  p l ace  whe re  mos t  o f  ou r  ac t i ons  w i l l  d r i ve .

MUS T DONE  be fo re  t he  ac t i ons :  Mob i l e -F r i end l y,  F u l l y  F unc t i ona l ,  Mode rn  Redes i gn ,  S E O

2

Emai l  Campaigns :
i .  Mon th l y  E ma i l  Campa i gn  P l an ,  a i m i ng  t o  i n f o rm  ex i s t ed  o r  new  cus tomers  abou t  news .

i i .  E ma i l  t o  ex i s t i ng  cus tomers ,  w i t h  a  sho r t  su r vey,  t o  measu re  t he i r  S a t i s f ac t i on  &  Loya l t y.

3
Social  Media dai ly  planning :
Mon th l y  p l an  w i t h  da i l y  &  hou r l y  ac t i ons  ( pos t  e t c . )  t o  each  S oc i a l  Med i a  we  use .

4
Content  Generat ion and Share to publ ic :
Crea te  o r  Re - gene ra te  D i g i t a l  Con ten t  and  make  i t  pub l i c  t o  S oc i a l  Med i a  so  t o  E ngage  F o l l owe rs .  

F rom the  Webs i t e  seems  the re  i s  l o t  o f  con ten t  wh i ch  wou l d  p roduce  P resen ta t i ons ,  S ta t s  &  V i deos .

* All above can be cost-less (excl. from the € 2.000 Digital Marketing budget), 

as part of responsibilities of the Digital Marketing Professional.
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C O N C L U S I O N

Studying the Data wi l l  occur  f rom whole Dig i ta l  Market ing 

act ions  (Socia l  Media ,  Google  AdWords Campaigns) ,

we’ l l  be able  to  Determine New Opportuni t ies  and provide 

better  d i rect ions  to  Sa les  Department ,  he lp ing them more 

accurate to  generate Sa les  & Convers ions .



DIGITAL MARKETING & STRATEGY MANAGER

Giorgosyfantis.gr

George Yfantis 

info@giorgosyfantis.gr

twitter.com/GiorgosYfantis

linkedin.com/in/GiorgosYfantis
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