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Why Social Media?

Consolidation

Customer
orientation

Creation of 
value



Why Social Media?

Reducing the 
distance from the 
customers!!



The most used Social Media
• According to a study of The Global Web Index, The 37% of the World 

population has at least an active profile on the Social Media



How many time do we spend on the 
Social Media?

https://medium.com/digital-learning/what-we-need-to-learn-about-vlogging-353cb73e919e



The Social Media Marketing (SMM)



SMM Benefits 

 Increase brand awareness

Strenghten relationship with 
customers

Realtime feedback 

Transparency

Developing customer insights

Humanize the company

Increase staff engagement 

Control the news flow

Make clearer company’s mission
and vision

Costs saving





Success Social Media
How Hapag-Lloyd dives into the digital world

20/11/2017 Hamburg
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The world is DIGITAL and so are WE!

Internet Users

3.773 Billion

Active Mobile Social 
Users

2.549 Billion

Total Population:

7.476 Billion

Active Social Media 
Users

2.789 Billion
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Social Media offers so many opportunities for us to take

Globalität Reputation Expert Status Leads

• Veröffentlichungen 
von Beiträgen auf 
anderen 
Branchenseiten und 
Medienplattformen 
erhöhen die  
Glaubwürdigkeit der 
eigenen 
Unternehmensinhalte 

• Ein Einkäufer schenkt 
Drittquellen immer 
mehr Vertrauen 

• Experte werden in 
relevanten Thema 
(Influencer) – sorgt 
für Reputation und 
Reichweite und 
schafft somit 
Vertrauen 

• Sichtbarkeit und 
relevanter 
Ansprechpartner für 
Medienpartner 

• Social Media 
Kanäle als Traffic 
Driver nutzen und  
Zugriffe auf Seiten 
oder Beiträge 
erhöhen

• Innovation Themen 
und Informationen 
einfacher 
zugänglicher 
machen für Kunden

• Sie vereinfachen es 
potenzielle Kunden in 
aller Welt und 
verschiedenen 
Zeitzonen zu erreichen

• Erstkontakt einfach und 
unverbindlich über 
Social Media möglich 

Easy 
customer
contact

New 
Business 

Leads

Reach and
Awareness

Employer
Branding

Reaching
out to

shipping
community

Additional 
platform to
reach out 

to
journalists
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Let‘s dive a little bit deeper…

• Contributions to other 
industry and media 
platforms increase 
credibility

• A buyer gives more 
more trust to third 
party sources

• Being an expert on 
relevant business 
topics (influencer) 
creates reach and 
trust

• Visibility for relevant 
media partners

• Social Media as a 
traffic driver to 
increase traffic to 
the website

• Making technical 
topics easier to 
access for our 
customers

• Reach potential 
customers around the 
world and at different 
time zones

• First contact between 
client and Hapag-Lloyd 
made easy via Social 
Media

Globality Reputation Expert Status Leads



5

It‘s not the question whether we do Social Media but rather how good!

Extremly high Engagement with our Follower

Very positive Feedback from internal Stakeholders, Media and Clients

From 0 to 128,000 Follower in one year
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First Step: Make Social Media Part of the Communication Strategy

Corporate 
Responsibility Sales & 

Marketing

Corporate 
Communication –

Brand Management
HR – Employer 

Branding

Corporate 
Strategy
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Second Step: Define relevant Target Groups

• Employees

• Potential 
employees 

• Workers council

• Journalists 

• Opinion leaders 

• Interest groups 
and NGO's

• Political decision-
makers

• Investors

• Banks

• Shareholders

• B2B customers

• Suppliers

• Industry experts
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Third Step: Choose the right Social Media channel!

We are present on almost all  
EFFECTIVE Social Networks to 
reach our target groups.
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TARGET 
General Audience

CONTENT 
/ Current events 
/ Interesting HL stories 
/ Lots of Imagery

METRICS 
/ Page Likes
/ Engagement

.

FACEBOOK
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LINKEDIN

TARGET
/ Customers
/ Employees

CONTENT
/ Professional 
/ Interaction with customers 
/ HL News + Events

METRICS 
/ Page Likes
/ Engagement
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TWITTER

TARGET
/ Media + Press

CONTENT
/ Media Relations 
/ Breaking News 
/ Current Events

METRICS 
/ Mentions
/ Re-Tweets
/ Favorites
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INSTAGRAM

TARGET
/ Generation Y/Z

CONTENT
/ User generated content 
/ Visual story telling
/ Influencer Marketing

METRICS 
/ Likes
/ Comments
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YOUTUBE

TARGET
/ General Audience

CONTENT
/ Seafarer Footage
/ Employee Interviews
/ Customer Testimonials

METRICS 
/ Video Views
/ Engagement
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From 0 to 128,000 Follower in one year

68,500 
Follower

47,100 
Follower

7,600 
Follower

5,100 
Follower
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COMPETITION – MAERSK & CMA CGM
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The number of Fans is not everything

Fan Overview:
• Competitor Maersk Line has 

still the most Fans with over 
1 Mio Fans on FB

Number of Interactions:
• Our Facebook page has the 

highest interaction rate 
compared to our competitors

Absolute Growth of Fans:  
• In comparison to our 

competitors our Fan Growth 
was the biggest over the last 
year
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Teamwork makes the dream work

Expert

• We have a fulltime 
employee responsible 
for Social Media plus a 
regular intern to 
support.

Agency

• We have an agency 
supporting us with post 
creation, community 
management and post 
promotion. 

Inhouse Editorial Plan

2-3

3-5

2-3

3-5

• Regular editorial 
meetings

• Key Accounts to 
internal stakeholders

• Monitoring of 
competitors

• Input from press and 
media

Up to 16 postings per week:
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Our content is…

Transparent

Relevant

Regular

Focused on 
people Helpful

Innovative
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Here are just some examples
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EMPLOYEE ENGAGEMENT

PROVIDE RELEVANT INFORMATION
Content on HL Insights

TEACH HOW TO DO SOMETHING
Educate About Social Media

START A CONVERSATION
Encourage Engagement

INSPIRE
Be Proud to Share

ENTERTAIN

ENGAGEMENT / ADVOCACY
• How can we attract, motivate and 

engage the employees to subscribe 
and follow our defined Social Media 
platforms?
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SeaIntel* says about our Social Media communication…

“…the incredible jump that Hapag-Lloyd has undertaken, from having no 
Facebook page a year ago, to having now jumped to a third place across 

the carriers…”

“The German carrier has quite obviously put a lot of focus on social 
media over the past year and is now one of the most active carriers on 

Facebook…” SeaIntel, 11.09.2017

(*Market Intelligence Provider)
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Campaigns: Making our business visible
and appetizing such as our “Coffee Campaign” 
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 MORE business related content by involving business sections (Areas, Trades, 
etc.) 

 MORE ad-hoc communication for customers on LinkedIn and Twitter
For example in case natural disasters such as hurricane Irma

 MORE influencer communication on LinkedIn and Twitter. Managers publishing 
articles about high level topics to reach executive stakeholders 

 MORE campaigns to boost business by specifically targeting user groups 
(customers / potential customers)

 MORE targeted growth where we need it (example: Turkey, Atlantic Trade)  

 MORE exploration of other channels – currently checking WeChat and 
Messenger Services 

Our next Steps
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Any Questions?
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Thank you 
for your attention!



Social Media & Shipping Industry



Since 1922 Rimorchiatori Riuniti has been operating tugboats in the waters of the commercial 
harbour of Genoa, including its oil, dry bulk and container terminals. 


Essential to the harbour’s activities, the tugboats not only moor arriving ships and escort them back 
out to the open sea, no matter what weather conditions are, but they also watch over the harbour, 
assisting in case of fire, oil spills and whatever other occurrence might endanger its safety. 


From its headquarter in Genoa where it has been operating since 1922, Rimorchiatori Riuniti has 
progressively spread its fleet to other ports, both in Italy and abroad, expanding the scope of its 
activities to also include oil platform assistance, pollution control and deep sea towage services. 


In its almost 100 years of history, the Rimorchiatri Riuniti group has always risen up to the challenge.





Social Media Marketing
Strategy

• 3 Post a week on FB  
the day by day and the storytelling di RR 

• 3 Post a week on IG  
anecdotes, trivia, backstage and world RR 

• Post on Twi?er 
   news of the acAvity and operaAon of RR 

• ConstrucAon and Development of Linkedin for RR Human Resource dept

Facebook - Instagram & Linkedin
Engagement on our target: 





Adv

Adv





NO

FS Shipping: 2.911 flw 
FS Offshore SC: 3.761 flw

Group: 2.284.911 flw 
Supply:  8.971 flw

1.421 flw

1.521 flw

117 flw

179 flw

Group: 35.400 flw 
Supply:  1.061 flw

NO

NO

142 flw 
# 128+30

Group: 13.100 flw 
Supply:  2 flw 
supply # 335

# 263

# 150

# 94

39 flw 
2 video 

last one 1 anno fa 
m.vslz: 1.500

16.272 flw 
408 video 

last one 3 sett fa 
https://

www.youtube.co
m/watch?v=Y-
mpMwxXGXg

NO

17 flw 
2 video 

last one 1 anno fa 
m.vslz: 1.692

516 flw

10.873 flw

Group: 75.093 flw 
Supply:  3.041 flw

38.353 flw

13.832 flw

flw: followers

2015
38 Iscritti 

16.000 visualizzazioni

https://www.youtube.com/watch?v=Y-mpMwxXGXg
https://www.youtube.com/watch?v=Y-mpMwxXGXg
https://www.youtube.com/watch?v=Y-mpMwxXGXg
https://www.youtube.com/watch?v=Y-mpMwxXGXg
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FS Shipping: 3.349 flw 
FS Offshore SC: 4.328 flw

Group: 2.460.758 flw 
Supply:  10.663 flw

1.840 flw

5.229 flw

439 flw

218 flw

Group: 52.200 flw 
Italy:  319 flw

NO

NO

2240 flw

Group: 63.400 flw 

NO

NO

NO

80 Iscritti 
70.000 visualizzazioni

80 flw 
3 video 

last one 1 mese fa 
m.vslz: 6.700

20.265 flw 
475 video 

last one 3 sett fa

NO

NO

1602 flw

17.253 flw

Group: 109.301 flw 
Supply:  7.314 flw

51.294 flw

24.581 flw

2017

flw: followers

+275% +1800% +440% +310%+1630%



2015 0.9%

social 
ANALYSIS



2017







e-commerce
PROJECT



e-commerce
ON LINE

web marketing
media budget
brand awareness
branding



ANTWORKS - DIGITAL FACTORY

“Digitale” è una delle parole chiave del nostro tempo, il codice 

sorgente con cui la società del XXI secolo sta riscrivendo le 
regole del suo stesso funzionamento. 


Noi siamo digitali nel senso più profondo ed esteso del termine: 
formazione, esperienze, servizi, per il modo di vivere l’evoluzione 

di questo mondo.


Per questo possiamo aiutare altre aziende a comunicare con 
successo nell’era digitale, affiancandole come partner e non 

come semplici fornitori di servizi.

Noi siamo, Digitali

15 anni 
di esperienza

330 progetti 
progettati e realizzati

20 ml € 
transiti dai ns sw

40k pagine 
visualizzate al giorno



Benvenuti in universo in espansione

Sky is the limit

589%

There is no elevator to success.  
You have to take the stairs...

************



27/11/2017

Social Media: It’s all about story 

telling

Luigi Stefanelli



Social Media Usage (Shipping 

industry)



Costa Social Media presence today

2,4 Mio Likers 81k Followers

6 Mio views
33k Followers

80k Followers



People don’t buy what you are,

…

People buy why you do it!



What

How

Why



Costa’s storytelling

Brand Product Customers

STORYTELLING

In order to be consistent every story must be 

thought and created for social media from the 

beginning.



From “offers” to “story telling”



Social Media Strategy Definition



Digital Campaigns

Awareness

Consideration

Active 

Consideration

Conversion

Purchasing Funnel

Traffic

Bounce rate, Time on site, etc…

Bounce rate, Time on 

site, etc…

Revenue

KPIs
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Roadmap



Special Projects and Digital PR



It’s all about storytelling: 

THE BRICK OF HAPPINESS



Shakira’s Social Media support

Multiple posting to sustain project visibility and a special video message



Road to Costa Smeralda

Live streaming from Turku



v

Social Media Results

Reach: 450.367

Interactions: 8.321

Video Views:74.487

ER: 2%

Sentiment: +27%

Reach: 25.495

Interactions: 94

Video Views: 5.460

ER. 0,4%

Sentiment: +52

All values are compared to September average values

300k
Views

#CostaSmeralda

Twitter trending

topic

1° Facebook live streaming 

on Costa’s page. 

Reach: 34.301

Interactions: 227

Video Views: 74.505

ER: 0,6%

Sentiment +33%



Stefano Pesce 
27/11/2017 - Genova

Social Media & Shipping 
Industry





How important is internet 
today?





Italians & Internet

From Jul 16 to Jul 17

• Mobile users: 
+17%

• Internet users: +13%



Italians & Internet



Italians & Internet



Italians & Internet



How can we help our 
Travel Agencies?



B2B portal: Costa Extra



B2B portal: Costa Extra



B2B portal: Costa Extra











B2B portal: Costa Extra









Our partners
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