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Eicaywyn oto Digital Marketing

To PneLakd marketing armoteAel orjuepa to KAELSL yLa tnv emttuyia kAbe
ETILXELPNONG, aveEaptnTa amo To PEYEDOG TNG. Z€ evav KOCHO OTIOU OL
KATAVOAWTEC TIEPVOUV TIEPLOCOTEPO ATIO 7 WPEC NUEPNOLWCE online, N
Tapoucia oag oto stadiktuo Sev elval AoV emAoyr) - lvat avaykatotnta.

To évopd pou eilval ®odwpn g MaykAdpag Kat elpat LSLOKTATNG TNG
19CLOUDS, piag etatpeiag Cloud umtnpeotwy pe €6pa tnv TOAN TG Aaulac.
Méeoa amo autov Ttov 08nyo, oou Selxvw WG PTToPElg va EEKLVNOELG OTOV
KOopo tou digital marketing kat twg Pmopelg va powBnoeLg tnv Sk cou
eTiLXElpnon oto dladiktuo.

Nnati to Digital Marketing;

To mapadootakd marketing KOOTLEL TIEPLOCOTEPO KaL EXEL TIEPLOPLOPEVN
epBEAeLa. To Ynelako marketing oag pooepeL:

= MeTproLHa amoTteEAECHATA: BAETIETE AKPLBWG TIOOA XPrHaATA ETIEVOUETE
KOL TL aTIOS0TIKOTNTA EXETE

= ZTOXEUMEVO KOLVO: DPTAVETE aKPLBWG 0TOUG avBpwTIoug TIou
xpeLalovtal ta poilovta oag

= XapnAo KOGTOG eKKivnong: Mmopeite va EEKLVNOETE PE PILKPOUG
(PO UTIOAOYLOPOUC

= 24/7 StaBeopotnta: To marketing oag SO0UAEVEL akopa Kat otav
KOLPAoTE

. Tip
To digital marketing 6ev glvat povo yla peydAeg statpeieg. MKpeg
TOTILKEC ETILYELPNOELG UTIOPOUV VA £XOUV TEPAOTLA ETILTUX LA E TLC

OWOTEG OTPATNYLKEG!




OL Tpeic NMuAwvec Tou Digital Marketing

AUTOG 0 08NYOG ETILKEVIPWVETAL OTOUG TPELG CNUAVTLIKOTEPOUG TIUAWVEG:

1. Social Media Marketing: Anuloupyla oxeoswv KaL engagement pe TO
KOLWVO 0aC

2. Google Ads: Apson TpooAr) oTtoug avBpwTioug Ttou Payxvouy yla ta
Tipolovta oag

3. SEO: MaKkpoTipOBECHN OTPATNYLKN YLA OPYAVLKN) ETILOKEPLPOTNTA

I. Npocoxn

Mnv TpOCTIABNOETE VA KAVETE TA TIAVTA ATIO TNV TIPWTN PEPQL.
Z€EKLVNOTE JE VAV TOPEQ, KATAKTNOTE TOV, KAL JETA TIPOXWPIOTE OTOV
ETIOMEVO.



Ke@aAaiwo 1: Social Media
Marketing

Ta social media &gv elval anAd Eva kavaAL TipowBnong - elvat o xwpog
OTIoU XTileTE OXETELG UE TOUG TIEAATEG 0aG. Me Ttdvw aro 3.8
SLOEKATOPPUPLA XPrOTEG TIAYKOOHLWG, Ta social media poo@epouv
aTEPLOPLOTEG SUVATOTNTEC.

ZTpatnylkn Social Media Marketing

BApa 1: KaBopilote TOLG ZTOXOULC TAG

1. Brand Awareness: AUErOTE TNV AvayVwPLOLPUOTNTA TNG ETWVUPLag

oag
2. Lead Generation: ZUNME&ETE oTolxEla EVELAYEPOPEVWV TIEAATWV
3. Sales: Augosg MWANOELG peow social media

4. Customer Service: YtootrpL&n Kat eEUTINPETNON TEEAATWV

5. Community Building: Anuloupyia kowotntag yupw amoéd tnv
ETWVUPLA 0ag

EmttAoyn NMAaT@opHWV

Facebook: [5aviko yla B2C emiyeLprogLg, Eupu KOO 25-54 eTwv

= KaAUTEPO yLa: TOTILKEC ETILYELPNOELG, e-commerce, services

= [eplexduevo: Elkoveg, videos, stories, events

Instagram: OTITLKO TIEPLEXOHUEVO, VEOTEPO KOO 18-34 €TWV



= KaAUtepo yla: Fashion, food, lifestyle, beauty

= [epleyopevo: High-quality pwtoypagleg, Stories, Reels, IGTV
LinkedIn: B2B marketing kaL professional networking
= KaAUtepo yla: Consulting, B2B services, recruitment

» [lepleyopevo: Industry insights, company news, thought leadership

] Napdadelypa: Tomko EotLatoplo

2T0X0G: AUENON KpatHoewV TpaTmeLou
MAatpoppeg: Facebook + Instagram

NMepLeyxopevo: dwtoypayieg ayntov, behind-the-scenes videos amo
TNV Kouliva, customer reviews, daily specials

Posting Schedule: 1 post/nuépa, Stories 2-3/nuepa

Anpiovpyia MNMeplexopévoou

O kavovag 80/20:

= 80% Valuable/Educational/Entertainment content

= 20% Promotional content

TOomol Neprexopévou mov AstTovpyovv:

1. Educational Posts: Tips, tutorials, how-to guides
2. Behind-the-Scenes: As(&te TNV "KOUATOUpPQA" TNG €TALPELQC OAG
3. User-Generated Content: Molpaoteite TiepLEXOUEVO ATIO TIEAATEG

4. Industry News: ZyoAildote eEeAi&eLg otov KAAS0 oag



5. Seasonal Content: [MepLeEXOUEVO OXETIKO E ETTOXEC/YLOPTEG

Métpnon Emidooewv

KAeLSwka Metrics:

= Reach: MNMoool dvBpwrttoL eldav To TEPLEXOPEVO 0ag

= Engagement Rate: (Likes + Comments + Shares) / Reach x 100

» Click-Through Rate (CTR): Clicks / Impressions x 100

= Conversion Rate: Conversions / Clicks x 100

= Cost per Lead (CPL): Ad Spend / Number of Leads

L

Pro Tip

XpnolpoToLnote epyaleia omwg to Facebook Business Manager kat to
Instagram Insights yLa va mapakoAouBeite ta metrics oag. AVaAUETe

Ta Sedopeva KABe BSopada kat TpocappoleTe TN oTPATNYLKL OAG.

Zuxva AGln movu Mpémel va ATTOQPUYETE

X Zuxvd AGen

MoAU promotional tepLeXOpEVO: MnV KAVETE POVO SLa@rpLon
Avakavovikotnta: To consistency elvat KAeLSL

AyvowvTtag ta comments: ATIavTroTE TTAVTA 0TOUG XPHOTES
AaBog timing: Mdbete ote elval online to Kowo oag

MNocotnta xwpig mowdtnta: Kalutepa Alya KaAd posts mapa
TIOAAQ PETPLa



Content Calendar Template

ERSopadlaioc MNpoypapuaTtioMOG:

= Agutépa: Motivational Monday - Inspirational content

= Tpitn: Tips Tuesday - Educational content

= Teraptn: Wisdom Wednesday - Industry insights

= Mépmtn: Throwback Thursday - Company history/milestones
= Mapaokevn): Feature Friday - Product/service spotlight

= Zappato: Weekend content - Lifestyle related

= Kupuakn: Sunday Stories - Behind the scenes



KepaAaiwo 2: Google Ads

To Google Ads elval To TILo LoXUPO EPYAAELOD YyLO APECA ATIOTEAECHATA OTO
digital marketing. Zag emTpemeL va eg@avifeoTe TIPWTOL OTAV OL TIEAATEG
oag PAaxvouv akpLBwS auTo TIOU TIPOCPEPETE.

Baolkéc Apxéc Google Ads

To Google Ads Asttoupyet pe cuotnua snuompaciac. MANpwveTe 0TavV
KATIOLOG KAVEL KALK 0Tn Stagnuior) oag (Pay-Per-Click - PPC). To k6otog

e€aptatal amo:

Avtaywviopo: Noocol Stapnuidovtal yla tig (steg Ae€elc-kAeLdLa

Quality Score: 1600 oxetikn elval n stagnuior) oag

Bid Amount: Mooa siote lateBelpévol va TIANPWOETE

Ad Rank: O cuvéuaopog Quality Score kau Bid

. KaAutepo Quality Score = XapnAdtepo Kootog

To Google emBpaBevel TLG KAAEG SLAWNPLOELG UE XAUNAOTEPO KOOTOG
per KAk, Eotidote otn Snuloupyla oxeTikwy dta@nuiocwy TTou
amavtouv oTnV IPOBECN Tou XProTn.

Tomol Kapmaviwv

1. Search Campaigns (Ekotpateieg Avalitnong)

Epgavidovtal ota anoteAéopata avalrntnong

|6avikeg yLa: Apeoeg TIwANOELG, lead generation

Kéotog: YYNAG aAAG pE KOAR PETATPOTTH



2. Display Campaigns (Ekotpateieg Epgpaviong)

= Banner Stapnuioelg og websites
= [Savikeg yla: Brand awareness, remarketing

= KOOTOG: XapNAG aAAA XauNAOTEPN LETATPOTN
3. Shopping Campaigns

= Ep@AvLon TIPOLOVTWY PE ELKOVEC KaL TUUEG
= |SavikEG yla: E-commerce

= Kootog: Metplo pe KaAr arodoon yla retail
4. Video Campaigns (YouTube Ads)

» Video Stapnuioelg oto YouTube
» |Savikég yla: Brand awareness, engagement

= KOOTOG: XapnAo yia views, upnAoTtepo yLa actions

BApa-tpoc-BApa: Anpiovpyia Search
Campaign

1. PUOpLON AoyaprLacpov: Anuloupynote Google Ads Aoyaplacpo
2. EmAoyn Campaign Type: Etie€te "Search”

3. KaBopLopog Ztoxou: Website traffic, leads r} sales

4. Targeting Settings: TomtoBeoia, y\wooa, Kowo

5. Budget & Bidding: Opiote nueprolo ipoUTIOAOYLOPO

6. Keyword Research: Bpeite tig AcEelg-kAeLSLA 0ag

7. Ad Creation: I'payrte tig Stapnuioelg oag

8. Landing Page: Zuv6£oTe e OXETLKN OeALSa

‘Epeuva NEEcwWV-KAe1bLwv



H €peuva keywords elvat n Baon kABe eTLTUXNUEVNG KAPTIAVLAC.

XpNOLUOTIOLAOTE:

» Google Keyword Planner: Awpeav epyaleio amo to Google
» Search Console: Asite yLa L oag Bplokouv NéN

= Competitor Research: Asite tL keywords ypnotpotiolouv ot
AVTAYWVLOTEG

= Customer Interviews: PWTrjote Toug TEAATEG 0aG TL Payvouv

] Napadelypa: Odovtiatpog otnv Abrjva

KopLa Keywords:

= "obovtlatpog ABrjva" - High intent, high cost
= "oSovTlatpLkr KAWLKL Kevtpo" - Medium intent, medium cost
= "Ttovodovtog emelyov"” - High intent, medium cost

= "KaBaplopog Sovtiwy Tpn" - Medium intent, lower cost

Negative Keywords: "@Bnvog", "dwpeav", "omoudeg o6ovTLatpLkng"

Anpiovpyia AMOTEAECHATIKWVY
Ala@nNpicewv

Aopn Google Ad:

Headlines (3): 30 xapaktripeg o kabevag

Descriptions (2): 90 yapaktripeg n kabe pla

Display URL: H &teUBuvon mou gaivetat

Final URL: H tpaypatikr) ogAida ipoopLlopou

. Ad Copy Best Practices

» JupmepLAdBete to keyword: XTov TTAO Kal oTtnv TEPLYPAPN




Clear Call-to-Action: "KAciote Pavteou", "Asite Tipeg"

Unique Value Proposition: Tt cag kavel SLtapopetikoug;

Urgency: "Meploplopevn Mpoogopd"”, "Movo Zripepa”

Social Proof: "5000+ Ikavortotnpevol MeAateg”

BeATiotomoinon Kapmaviwv

ERSopadlaiec Evépyeleg BeATioTOMOINONG:

1. AvaAucon Search Terms: MNpocBnkn negative keywords

2. Npocappoyn Bids: AUEnon yla keywords Ttou peTatpemouy
3. A/B Test Arapnpicewv: Aokipr véwv headlines/descriptions
4. Landing Page Optimization: BeAtiwon oeAldag ipoopLlopou

5. Quality Score Review: Eotiaon o€ keywords pe xaunAo score

Métpnon ROI

Baowkda Metrics yua NapakoAouOnon:

= CTR (Click-Through Rate): Clicks + Impressions

= CPC (Cost Per Click): Total Cost + Clicks

= Conversion Rate: Conversions + Clicks

= CPA (Cost Per Acquisition): Total Cost + Conversions

= ROAS (Return on Ad Spend): Revenue + Ad Spend

XK Zuxva AGen oto Google Ads
= Xwpig Conversion Tracking: Acv Eepete av kepdilete xprpata

= oAU broad keywords: XrataAdte xpripata o€ acyeta clicks



= Ayvowvtag mobile: 60%+ twv avalntroswy sivat arté mobile
» Set-and-forget mentality: Xpeialetal ouvexng BeAtiotomoinon

s PtwyEg landing pages: KaAr) Stagriplon + Kakr) oeAlda = XauNnAEG
LETATPOTIEG



KepaAlaio 3: SEO (Search Engine
Optimization)

To SEO elval n téxvn va KAvete 1o website oag va epgavidetal YnAdtepa
OTa Opyavlka amoteAeopata tou Google. e avtiBeon pe to Google Ads, To
SEO &gv kooTiel per KALK, AAAA xpeLAleTal XpOVO KAl UTIOMOV yLa va Selte
amoteAEoata.

Nati To SEO €lval ZNUMAVTLIKOG;

» Awpeav Traffic: Acv TTANPWVETE yLa KABE ETILOKETITN

= YPnAn Epmteotocvvn: Ol XprOTEG EPTILOTEVOVTAL TA OPYAVLIKA
amoteAeopata

= MakpompoBeopa ArtoteAespata: H katdta&n dtatnpeital yia prveg/
xpovia
= Brand Authority: YynAr katata&n dnuoupysl enwvupia

= KaAUtepo User Experience: To SEO BeATLWVEL TN CUVOALKN EUTIELPLA

SEO vs Google Ads

To SEO xpetadetat 3-6 YAVEC yLa aTtoTEAECHATA, AAAA EXEL
Hakpoxpovia o@eAn. To Google Ads Silvel Aueoa amoteAeopata aAAa
OTAPATA OTAV OTAPATIOETE VA TTANPWVETE. H tdavikr otpatnyLkn
ouvduddlel Kat Ta dvo.

On-Page SEO

To On-Page SEO awopd tn BeAtiotomnoinon otolxelwy peoa oto website
oag.



Baolka On-Page Ztolyeia:

1. Title Tags: 50-60 yapaKTrpeg, TEPLEXEL TO KUPLO keyword

2. Meta Descriptions: 150-160 xapaktrpeg, TieplypageL tn ceAlda
3. H1 Tags: Evag ava oeAida, TeplexeL To kUpLo keyword

4. URL Structure: KaBapd URLs pe keywords

5. Internal Linking: ZUvéeon petafl ceAibwv tou site

6. Image Optimization: Alt text KalL CUPTILECPEVEG ELKOVEG

] Napdadsiypa On-Page Optimization

ZeAida: Yninpeoleg KaBaplopou Zmitiov

» Title: "KaBaplopog Zmitiov ABrjva | ETtayyeAUaTtIkeG YTINPEoieq |
CleanCorp"

= Meta Description: "ETtayyeApatikeg uttnpeoieg kabapLlopou
OTILTLOU oTnV ABrva. EPTeLpol KabapLoTEG, OLKOAOYLKA TIpOLovTQq,
AVTAYWVLOTLKEG TLUEG."

= H1: "EmayyeApatikeg Yinpeoleg KaBaplopou ZTitiou otnv ABriva”

= URL: yoursite.com/katharismos-sitiou-athina

Technical SEO

To Technical SEO &lac@aAilel 0TL oL pnyaves avalntnong KTtopouyV va
"StaBacouv" To website oac.

KAgLd1ka ZtoLyeia:

» Site Speed: 'priyopn @optwon (Katw armo 3 SeutepOAETTQ)
= Mobile-Friendly: Responsive design yLa kwvntd

= SSL Certificate: HTTPS yLa acgpdhela



= XML Sitemap: Xaptng tou website yla to Google
= Robots.txt: O6nyieg yia ta search engine bots

» Schema Markup: Aopnuéva edopgva yla TthoUoLa amoTeAEoHATA

Technical SEO Checklist:

1. EAéyEte 1O site speed pe to Google PageSpeed Insights
2. BeBawwbeite oTL 10 site elval mobile-friendly

3. Eykataotrjote SSL certificate (https://)

4. Anuloupynote kat uttoaiete XML sitemap

5. PuBpiote to Google Search Console

6. NpooBeote Schema markup yLa TOTILKEG ETILXELPIOELG

Off-Page SEO

To Off-Page SEO a@opd evepyeLEC EKTOG TOU Website oag Tou BeATLWVOULY
TNV Katatagn oag.

1. Link Building

Ta backlinks (cuvéeopoL amo aMa sites oto S1ko oag) elvat o
ONUAVTLKOTEPOC TTapdyovtag Katdta&nc.

. MNowotnta > Moocotnta

‘Evag oUVEECOG aTo £va £YKUPO, OXETLKO website a&ilel eplocotepo
amoé 100 cuvéeopoug amo spam sites. Eotidote o€ molotika backlinks.

Ztpatnyikéc Link Building:



1. Guest Posting: lpayte dpbpa o oxetika blogs

2. Local Directories: Eyypapr] o€ TOTILkOUG KATtaAOyoug

3. Industry Associations: MEAOG O€ €TTAYYEAUATLKEG EVWOELG
4. Press Releases: Anpoolotnta yla vea tng talpeiag

5. Broken Link Building: NMpoogpepete aviikatdotaon oTIacpevVwyY
links

6. Resource Pages: [pocobrjkn o€ xprioLUE ALOTEC TIOPWV

Local SEO

AV EXETE (PUOLKO KATAOTNMA I EEUTINPETELTE CUYKEKPLUEVEG TIEPLOXEG, TO
Local SEO €ivat kploipo.

Local SEO BApaTta:

1. Google My Business: AnpuLoupyriote Kal BEATLOTOTIOLNOTE TO
Tipo@iA oag

2. NAP Consistency: 16la otolxela (Name, Address, Phone) tavtou

3. Local Keywords: "utnpecia + moAn" keywords

4. Local Citations: Eyypapr] o€ TOTILkOUG KATtaAOyoug

5. Reviews Management: EvBdppuvon kat Staxeipion a§loAoynoswv

6. Local Content: MNepLexdpEVO yLa TNV TOTILKA Kowotnta

] Local SEO Mapd&etypa: Koppwtniplo

Google My Business: [MAr}pnG Tpo@iA pe pwtoypagles, wpapLo,
uTtnpeoteg

Keywords: "koppwtrplo ©scoalovikn", "KoUpePa KeVIpo", "YTEVIOHUA
ydpou"




Content: "Tdoslg MaAALwv AvolEn 2024", "®povtida MarALwy otn
©gooalovikn"

Citations: Eyypaor) oe 11888, Vrisko, local directories

Content Marketing ywa SEO

TO TIOLOTLKO TIEPLEXOMEVO Elval n kapdLd tou SEO. To Google emiBpaBevet
websites TIou TIpooPEPoUV agla oToug XProTEC.

TuTtoL NMeprLexopgvou yLa SEO:

= Blog Posts: Ektatssutika apBpa e target keywords

= FAQ Pages: ATIQVTIOELG OE CUXVEG EPWTNOELG

= How-to Guides: Briua-mipoc-Bripa odnyot

= Industry News: N¢a Kal TAOELG TOU KAASOU

= Case Studies: Emtituxnueva projects/meAdteq

X SEO AdOn ttou Mpérel va ATto@UysTe

Keyword Stuffing: YriepoAikn xprion keywords
Buying Links: Ayopa backlinks (ttpwpeitat amo Google)
Duplicate Content: AvtLypa®r] TIEpLEXOUEVOU

Ignoring Mobile: Mn-optimized yLa kwvnta

Slow Loading: Apyr) @optwon ceAldwv

No Analytics: Mn-tapakoAoUBnaon amoTEAECUATWY

EpyaAsia SEO

Awpeav EpyalAeia:



Google Search Console: [NapakoAoUBnon katdtagng kat crawling

Google Analytics: Avaluon traffic kat user behavior

Google PageSpeed Insights: EAeyyoc tayutntag

Ubersuggest: Keyword research kat competitor analysis
Premium EpyaAeia:

= SEMrush/Ahrefs: OAokAnpwpevn SEO avaAuon
» Moz Pro: Keyword tracking kat site audits

= Screaming Frog: Technical SEO crawler



KepaAaio 4: Evomtoinon
ZTPATNYIKWY Kalt Métpnon ROI

H mpaypatikry Uvaun tou digital marketing epxetat otav cuvdualete
amoteAeopatika Social Media, Google Ads kat SEO. KaBe kavaAL exeL ta
SLKA TOU TIAEOVEKTNPATA, KAL N OALOTIKN TIpoogyyLon SumAactadlel Ta

amoteAeopatd oac.

Synergy Metai0 Twv KavaAlwv

] Nwg Zuvepyalovtal ta Kavaiia

Zevapuro: Kamolog BAEmeL Tn SLagryLor oag oto Facebook, aAAa &ev

ayopadeL apeoa.
Journey:

Facebook Ad: Mpwtn emayn - Brand awareness

Google Search: Wayvel to brand oag - SEO/Ads

Website: MeAetd polovta/utnpecieg

Remarketing: Ztoxeupeveg Stapnuioelg

Conversion: TeAkn ayopd

OAoKANpwHévn ZTpatnylkn Marketing
Funnel

Top of Funnel (Awareness):

» SEO: Blog content, educational articles



= Social Media: Engaging posts, brand stories

= Display Ads: Brand awareness campaigns
Middle of Funnel (Consideration):

= Google Ads: Search campaigns yLa oxetikd keywords
= Social Media: Product demonstrations, testimonials

= SEO: Service/product pages, comparison guides
Bottom of Funnel (Conversion):

» Google Ads: High-intent keywords, branded searches
» Remarketing: Ztoxsupeveg Sla@nuioelg o TTaALoUg visitors

= Social Proof: Reviews, case studies

12-MAiva Digital Marketing Plan:

Mnveg 1-3: Foundation

1. Website optimization (Technical SEO)
2. Google My Business setup

3. Social media profiles setup

4, Initial content creation

5. Google Ads yLa apeca amoteAeopata

Mnveg 4-6: Growth

1. Consistent content marketing
2. Link building campaigns

3. Social media advertising

4. Email list building

5. Conversion rate optimization

Mnveg 7-12: Scale



1. Advanced SEO strategies
2. Marketing automation
3. Influencer partnerships
4. Video marketing

5. Advanced analytics kat optimization

Métpnon ROI kat KPIs

H emituyia oto digital marketing ETPLETAL UE CUYKEKPLUEVOUG SELKTEG

anodoong.

Financial Metrics:

ROI (Return on Investment): (Revenue - Investment) / Investment x 100

ROAS (Return on Ad Spend): Revenue / Ad Spend

Customer Lifetime Value (CLV): Meoog 0poG 006wV ava TIEAATN

Cost Per Acquisition (CPA): Marketing Cost / New Customers

Traffic Metrics:

Organic Traffic Growth: Mnviaia av&non opyavikwv eTLokEPewWV

Conversion Rate: Visitors tou yivovtal customers

Bounce Rate: [10000T0 Auecwy eykatareipewy

Average Session Duration: M€oog xpOvog Tapapovng oTo site

Dashboard Setup

[

Anploupynote eva monthly dashboard mou mtapakoAouBel ta KAELSIKA
metrics. Xpnotpomourjote to Google Data Studio yLa va cuvéudoete
Sedopeva amod Analytics, Search Console, Facebook Ads kat Google
Ads.




Budget Allocation Strategy

] Napadstypa Budget Allocation
Mnviaiog MpoimoAoyLopog: €1,000

Google Ads (40%): €400 - Apeoa amoteAeopata

Social Media Ads (25%): €250 - Brand awareness + remarketing

SEQ/Content (20%): €200 - MakpompoBeopn oTpatnykn

Tools & Software (10%): €100 - Analytics, automation tools

Testing Budget (5%): €50 - Ne€g TAATYOPHPEG/OTPATNYLKEG

Reporting kat Optimization

Mnviwaio Reporting Process:

1. Data Collection: uA\oyr| 6edopgvwy amo oAa ta KavaAla

2. Performance Analysis: ZUykpLon Pe TIPONYOUHEVO Prva/oTtoxXoug
3. ROI Calculation: YrtoAoyLopog anddoong emeEvéuong

4. Insight Generation: EEaywyr| cupmepacudtwy

5. Action Plan: ZUyKEKPLUEVEG EVEPYELEG YLA TOV ETIOUEVO Prjva

I. Zuxva AaBn otn Metpnon
= Vanity Metrics: Eotiaon oe likes avti yla conversions

= Attribution Errors: Mn-katavonon tou customer journey

= Short-term Thinking: ASLoAoynon SEO o€ pLkpo xPOoVIKO Staotnua



» Ignoring Qualitative Data: Movo aplBpol, xwpig customer
feedback



ZUMTIEPAOMOTA Kal EmMOpeva
BApaTO

dtdoate 0To TEAOC AUTOU TOU 08nyou, aAAd to taéidL oag oto digital
marketing poALg apyilel. Exete twpa tn yvwon yla va SnPLoupyroETe pla
OAOKANPWEVN oTpaATnyLKN Ttou ouvéualel Social Media, Google Ads kat
SEO.

KAelbika Takeaways

» ZEKLVNOTE PLKPA: MnV TipooTtabr|oeTe va KAVETE Ta TTavta ano tnv
TIpWTN HEpaA

= JuVEMELa eival To KAeLSi: KaAUtepa Alyo KdBe pEpa tapd oAL pia
(popa

= MEeTPRoTE Ta Avta: AUTO TIOU 8€V PETPLETAL, eV PTTOPEL va BeATLWOEL

= Eotidote otov meAATN: To KaAO marketing AUvel ipoArpata

= Ymopovi ywa to SEO: Ta kaAUtepa Tipaypata xpetalovtat Xxpovo

Ta Emopeva 30 Huépecg - Action Plan:

EBSopasda 1:

1. Audit Tou uTtapyovTog website

2. PUBpuLon Google Analytics kat Search Console
3. Anploupyia Google My Business

4. Keyword research yla tov kKAado oag

EBSopada 2:

1. BeAtLotomoinon Baotkwyv oeAidwv (titles, descriptions)

2. PUBuLon social media pogiA



3. Anuloupyla content calendar

4. PUBpuLon pwtng Google Ads kapTdviag
EBSopada 3:

1. Anuloupytia pwtou blog post

2. 'Evapén social media posting

3. Ekkivnon Google Ads kapTmaviag
4. Eyypawn oe local directories
EBSopasda 4:

1. AVAAUON TIPWTWV ATIOTEAECUATWY
2. BeAtiotomoinon campaigns
3. Planning yLa emopevo pnva

4. ZUN\OYN TIPWTWV reviews

. TeALKEG ZUPPBOUAEG
= MdOete ouveXwg: To digital marketing aAAAleL cuveXWG
» AOKLMAOTE VEA paypata: Mn @oBActe va TELpapatLoTelTe
= Networking: uvbebeite pe alMoug marketers
= Ymopovi): Ta anoteAéopata xpetddovtal Xpovo

= Customer-first: Navta oketeite Tov TTEAATN TTPWTA

Népot yia MNeparttépw Mabnon

Awpeav Courses:

= Google Digital Marketing Course
» Facebook Blueprint

= HubSpot Academy



= YouTube Creator Academy

Xpnowpa Blogs:

Moz Blog (yLa SEO)

Social Media Examiner

Search Engine Land

Content Marketing Institute

@ Oupnbeite

To digital marketing &ev ivat destination, eivat journey. Kabe pepa
glvat pLa eukatpla va pabete KATL VEOD, va BEATIWOETE KATL UTIAPXOV,
KOL VA TIPOOEYYLOETE KAAUTEPA TOUG TIEAATEG 0.

H emtituyia épxetal o€ autoug tov EEKLVOUV. ZEKLVOTE orjpepal




Bonus: Checklists kat Templates

Website SEO Audit Checklist

Technical SEO:

[0 Website poptwvel o€ <3 SgutepOAenta

[0 Mobile-friendly design

[ SSL certificate eykateotnpuevo (https://)

O XML sitemap énutoupynpévo kat submitted

[0 Robots.txt apxelo puBuLopevo

[0 Google Search Console setup

[0 Google Analytics eykateotnuevo

On-Page SEO:

[ Unique title tags o€ OAeg TLG OEALSEG

[0 Meta descriptions o€ KUpLEG OEALSEC

[0 H1 tags o€ OAEG TLG OEALSEG

O Alt text oTLC ELKOVEC

O Internal linking structure

0 URL structure SEO-friendly

Social Media Content Calendar Template

ERSopadlaio Planning:



O Aeutepa: Motivational Monday post

O Tpitn: Tips kat tutorials

O Tetdptn: Behind-the-scenes content

O MeptTn: Throwback ry customer spotlight

O Mapaokeun: Fun/Entertainment content

[ ZaBBatokuplako: Lifestyle r seasonal content

Google Ads Campaign Setup Checklist

Pre-Launch:

0 Keyword research oAokKANpwevo

[0 Landing pages optimized

[0 Conversion tracking setup

[0 Ad extensions dnuLloupynueva

[0 Budget kat bidding strategy kaBoptlopeva

[J Negative keywords Alota €toiun

[0 A/B testing plan

Monthly Digital Marketing ROl Report
Template

Il Monthly Report Structure

Mnvag:

ZUVOALKOG NMPOoUTIOAOYLOMOG: €

Social Media:




Reach: dtopa

Engagement Rate: %

Leads Generated:

Cost per Lead: €

Google Ads:

Impressions:

Clicks: (CTR: )

Conversions:

Cost per Conversion: €

SEO:

= Organic Traffic:
= Top 10 Rankings:

= Organic Conversions:

Overall ROI: % | Revenue Generated: €

4’ Tehko Tip

Kpatrjote auto to ebook Kovtd oag Kal ETILOTPEWPETE O AUTO TAKTLKAL.
To digital marketing eEeAioogtal ouveXwe, aAAA oL BACLKEG apXEG TIOU
udbate 6w Ba oag oényroouv otnv emLtuyia.

KaAn emituyia oto digital marketing journey cag! @&

Oodwpng MaykAapag
Owner @ 19CLOUDS



