The Social Media in the
Shipping Industry



Why Social Media?

Consolidation

Customer

orientation




Why Social Media?

6 Reducing the
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customersl!!

22




The most used Social Media

Facebook

WhatsApp

Messenger
WeChat
Instagram
Qzone
Weibo
Twitter
Pinterest
Snapchat

Vkontakte

340M

328M

175M

166M**

95M
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How many time do we spend on the
Social Media?

AVERAGE DAILY TIME SPENT ON SOCIAL
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https://medium.com/digital-learning/what-we-need-to-learn-about-vlogging-353cb73e919e



The Social Media Marketing (SMM)

in @ Ty © =] o

Hame e Lavors  Messaggistica  Notific

How Marketers Use Social Media

e ormai a portata di mano.
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SMM Benefits

J Increase brand awareness JHumanize the company

1 Strenghten relationship with
customers

Increase staff engagement

, 1Control the news flow
] Realtime feedback

IMake clearer company’s mission

 Transparency and vision

1 Developing customer insights OCosts saving






&€ Hapag-Lioyd

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




The world is DIGITAL and so are WE!

Internet Users

Total Population:

7.476 Billion 3.773 Billion

Active Mobile Social Active Social Media
Users Users

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

Easy
customer
contact

Reach and
Awareness

Additional
platform to
reach out
to
journalists

New
Business
Leads

Employer
Branding

Reaching
out to
shipping
community
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Let's dive a little bit deeper...

Reach potential
customers around the
world and at different
time zones

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

d !‘...-_.‘?%-b"f;%fj;*‘ lAveRWr T o T

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

&€& Hapag-Lioyd



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

From 0 to 128,000 Follower in one year

y e
Extremly high Engagement with our Follower

o

Very positive Feedback from internal Stakeholders, Media and Clients




First Step: Make Social Media Part of the Communication Strategy

Corporate
Communication — HR — Employer

Brand Management D - Branding

Corporate Sales &
Responsibilit Corporate .
P y Strategy Marketing
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Second Step: Define relevant Target Groups

B2B customers + Investors Journalists Employees

Suppliers : « Banks Opinion leaders Potential
employees
Industry experts  « Shareholders Interest groups
and NGO's Workers council

Political decision-
makers

&€& Hapag-Lioyd



Third Step: Choose the right Social Media channel!

Effectiveness Ratings for
B2B Social Media Platforms

63%

55% We are present on almost alll
iauiike EFFECTIVE Social Networks to
Slideshare reach our target groups.

Facebook

Pinterest

Instagram P37
Google+ AR

1 ! 1 1 1 1 ]
0 10 20 30 40 50 60 70
2015 B2B Content Marketing Trends—North Americo: Content Marketing Institute/MarketingProfs
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FACEBOOK
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TARGET
TR General Audience
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Hll Personen, adiv 2u werden
. Hepag-Lioyd AG ol o Bust

o
sqooscsas S CONTENT
& Uniknown to mary. using containers for shipping only became popular in ¥

e b/ A T ot s s s s e e s / Current events
Hapag-Lloyd AG@ ~ ord usesrighthere: hipiinlog k7 : G / Interesting HL stories
@hapaglioydag o
s s Dk B / Lots of Imagery
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LINKEDIN

TARGET
Hapag:Lioyd AG 21167 oowers | Folow | > | Customers
1000t arvois / Employees
CONTENT

I W , / Professional
il et [/ Interaction with customers
/ HL News + Events

S00 how you'te conected

Hapag-Lloyd is one of the largest container lines in the world and a leader in the global container
shipping industry. Founded in 1847, we are Germany's largest shipping ine, with a long and prestigious

history of excellence in the maritime industry. Intorostod I Hopag-Lioyd AG? [] I] D I] M ET R I C S

After our successful merger with CSAV's container business in December 2014, Hapag-Lioyd now offers « Tiob povied
afleet of 190 vessels and a total capacity of roughly one millon TEU and a combined 125 liner services,

guaranteeing fast and reliable global connections for your business. Sopjoniy / P ag e Ll keS

Headquartered in Hamburg, Germany; we take pride in setting the industry-wide standards for reliabilty, / E n g ag eme nt
service, productivity and environmental protection. With over 10,000 talented employees and 600 sales
offices In 113 countries we are a global company driven by a proud tradition of providing best in class m
service and reliable solutions to our customers. F.

ind career

Careers
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TWITTER
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Neu bei Twitter?

Vielleicht gefillt dir auch

. o
et

— CMACGM Group
S Grmacgm

DHDH

TARGET
/ Media + Press

CONTENT

/ Media Relations
/ Breaking News
/ Current Events

METRICS
/ Mentions
/ Re-Tweets
| Favorites

&€& Hapag-Lioyd



INSTAGRAM

DHD”

TARGET
[ Generation Y/Z

CONTENT

/ User generated content
/ Visual story telling

/ Influencer Marketing

METRICS
/ Likes
/ Comments

&€& Hapag-Lioyd



YOUTUBE

i Home

8 My Crancel

& Subscriptions

Tty

0 Watch Laver

PLAYUSTS

= Fatsbock Marketing

= A

= Funeslclogy
Bom more

SERAPTIING
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Hapag-Lloyd AG

Mone Videos Plaists  Chesnels  Dascussion  Adost O

Corsorste Video (Deutsch)

TARGET
/ General Audience

CONTENT

| Seafarer Footage

/ Employee Interviews

/ Customer Testimonials

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

5,100
Follower

Y~
Follower A - Follower




COMPETITION - MAERSK & CMA CGM

BLUE IS
THE NEW
GREEN -




The number of Fans is not everything

Fans Overview Absclute Growth of Total Fans * [Mumber of interactions * 05t 31, 2016 - Now 12, 2007

et 31, 2016 - Now 12, 2017 00k
Total Fans ' Oct 30, 2006 - Hov 12, 2017

ok

4

ok
Bk

He
sk

o,
ok

rin
sk

L1
o

Nk
1x

_ ] Y N ss—— L _

°

Eoum  Josmmon
Page narme

- [r— [—— Page name —— [— P Tt
1130527 I. i Ll 2BeTaL I. g ___m_ he 042 o4 i 180 539
10718 i e t:.n:::umwp 15T [T+ 1 I u tcocintpen V55 961 208 70 505 LETT
LA I l . Mkt 4987 BAT % I.a-u- AN COMORCAP S a2 1561 14990 157273
— I@ C‘ﬂ:::’a’x:q Ferm oA I?"-— ':"’-u__‘ 1ense 28 172 wn2
) IE :F:.M 2483 [T l@ f“‘”“"".‘_"' 5 - # -
Fan Overview: Absolute Growth of Fans: Number of Interactions:
e Competitor Maersk Line has e In comparison to our e Our Facebook page has the
still the most Fans with over competitors our Fan Growth highest interaction rate
1 Mio Fans on FB was the biggest over the last compared to our competitors
year
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Teamwork makes the dream work

Inhouse

Regular editorial
meetings

Key Accounts to
internal stakeholders

Monitoring of
competitors

Input from press and
media

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

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

)

> ——

Editorial Plan

Up to 16 postings per week:




Our content is...

v

Glo

S

Innovative Transparent Regular
Focused on A
people Relevant Helpful
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Here are just some examples
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EMPLOYEE ENGAGEMENT

ENGAGEMENT / ADVOCACY

* How can we attract, motivate and
engage the employees to subscribe
and follow our defined Social Media
platforms?

30 0CT 2015, 07:42
Ken Rohlmann, SENIOR DIRECTOR DANGEROUS GOODS | M 1

Nowadays a global player like Hapag-Lloyd can't ignore Social Media. Therefore | fully support the new approach to use the manifold opportunities
Social Media can offer. Of course we will also have to deal with negative feedback / comments in an open environment like that.

W 8 Share Reply

INSPIRE € 22 OCT 2015, 15:52

William Risch, SALES EXECUTION MANAGER | "m 1
Be Proud to Share Great app, customers love it. Great to see Hapag now embracing new media.
W 4 Share Reply

START A CONVERSATION
Encourage Engagement

TEACH HOW TO DO SOMETHING
Educate About Social Media

PROVIDE RELEVANT INFORMATION
Content on HL Insights

&€& Hapag-Lioyd



Sealntel* says about our Social Media communication...

y

“...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 alot of focus on social k’ “
media over the past year and is now one of the most active carriers on L moe
Facebook...” Sealntel, 11.09.2017 4

(*Market Intelligence Provider) « Hapag-Lloyd



Campaigns: Making our business visible
and appetizing such as our “Coffee Campaign”

.. Premium coffee shipping
Passionately done by Hapag-Lloyd




Our next Steps

= 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

&€& Hapag-Lioyd



Any Questions?
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Social Media & Shipping Industry
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RIMORCHIATORI RINITI

#Unitedwetow
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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 _ e
out to the open sea, no matter what weather conditions are, but they also watch over the harbour, |
assisting in case of fire, oll 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 olil 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.



THE MEDITERRANEAN

HARBOUR TOWAGE OPERATOR

X m I ¢ =
20242 210 17 697 100

TOWING LINE CARGO HANDLED PORTS COVERED PEOPLE VESSELS



Social Media Marketing

Facebook - Instagram & Linkedin @

f ORI in A\

® 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 Twitter

news of the activity and operation of RR

® (Construction and Development of Linkedin for RR Human Resource dept
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#unikedwetow

Rimorchiatori Riuniti Spa
Via Ponte Reale, 2
16124 Genova

phone: +39.010.249861
segreteria@rimorchiatori.it
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leorchlaton Riuniti Spa
Vla Ponte Reale, 2 = 16124 Genova - phone: +39.010.24981

sed retena@nmorchxato r.it - WWW.l’ImOI‘Chl atori.it
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DCF

Pl SWIRE

flw: followers

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

Y

117 flw

179 flw

Group: 35.400 flw
Supply: 1.061 flw

NO

NO

\
.

Justoguoum

142 flw
# 128+30

# 263

Group: 13.100 flw
Supply: 2 flw
supply # 335

#150

# 94

You

38 Iscritti

16.000 visualizzazioni

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


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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DCF

P4 SWIRE

flw: followers

1630

+1630%

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

Y

439 flw

+275%

218 flw

Group: 52.200 flw
Italy: 319 flw

NO

NO

LT -
‘ \

Jnstoguam

2240 flw

+1800%

NO

Group: 63.400 flw

NO

NO

You

80 Iscritti
70.000 visualizzazioni

+440%

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

+310%

17.253 flw

Group: 109.301 flw
Supply: 7.314 flw

51.294 flw

24.581 flw



® Sessioni ® Contattaci (Tasso di conversione obiettivo 1)
M Organic Search

B Direct 300 12,00%
M Referral
Social
150 6'00%
Acquisizione Comportamento Conversioni
. Sessioni + % nuove Nuovi utenti Frequenza di Pagine/sess... Durata Tasso di Completame... Valore
sessioni rimbalzo sessione conversione obiettivo 1 obiettivo 1
media obiettivo 1

Sm I aI 27.378 58,16% 15.922 52,84% 3,61 00:03:20 0,56% 152 0,00 €

4 1 Social 90/ 33,59% _ 0,00%

. O
Acquisizione Comportamento Conversioni Obiettivo 1: Contattaci ~
Social network Durata Contattaci (T Contattaci Contattaci
Sessioni % nuove Nuovi utenti Frequenza di Pagine/sessione u::lac)n - ::'c onvgrglzrs\:o (C omo::'lotamontl (Val °°r'.' obiettivo
' Eassiont ' Lo ‘ media obiettivo 1) obiettivo 1) 1)
256 66,41% 170 33,59% 3,67 00:03:07 0,00% 0 0,00 €
% del totale: Media per % del totale: Media per Media per vista: 3,61 Media per vista: Media per vista: % del totale: % del totale:
0,94% vista: 58,16% 1,07% vista: 52,84% (1,58%) 00:03:20 0,56% (-100,00%) 0,00% (152) 0,00% (0,00 €)
(27.378) (14,19%) (15.922) (-36,42%) (-6,80%)

B 1. LinkedIn 128 (50,00%) 64,84% 83 (458.82%) 22,66% 3,45 00:02:25 0,00% 0 (0.00%)  0,00€ (0.00%)
B 2. Facebook 98 (38,28%) 7245% 71 (41.76%) 45,92% 3,68 00:02:47 0,00% 0 (0.00%)  0,00€ (0.00%)
B 3. Twitter 19 (7.42%) 4211% 8 (4.71%) 42 .11% 3,95 00:07:43 0,00% 0 (0.00%) | 0,00€ (0.00%)
B 4. Blogger 11 (4,30%) 7273% 8 (4.71%) 36,36% 5,64 00:06:13 0,00% 0 (0.00%)  0,00€ (0.00%)

Mostra righe: 10 Vaia: | 1 1-4di4 | € >

Questo rapporto & stato creato il giorno 21/07/16 alle 12:53:37 - Aggiorna rapporto



(I

1 B Organic Search

2 B Direct

3 B Referral

4 Social
5 B Email
Social network

1. Facebook
1-5et-2016 - 16-nov-2017
17-giv-2015 - 31-ago-2016
% modifica

2. Linkedin
1-5et-2016 - 16-nov-2017
17-giv-2015 - 31-ago-2016
% modifica

3. Instagram
1-5et-2016 - 16-nov-2017
17-giv-2015 - 31-ago-2016
% modifica

4. Twitter
1-5et-2016 - 16-nov-2017
17-giv-2015 - 31-ago-2016

% modifica

Acquisizione Comportamento Conversioni
Utenti +  Nuowi utenti Sessjoni Frequenza di Pagine/sessione Durata sessione Tasso di Completamento
rimbalzo media conversione oblettivo 1
oblettivo 1
8.58% # 122% & 297% ¥ 10,37% ¥ 10,54% & 739% 2111% ® 234
1
3394% o 123 37.61% ¢
S8 80% # 1 870% » 7310%
Tutt gli utenti 522%
2661% @ 5485%e @ 5212% 16,95% »
1534% #»
. 10,55% »
43.80% »
Comportamento Conversioni Obiettive 1. Contattaci =
" Nuovi utenti Frequenza di Pagine/sessione Durata sessione Contattaci (Tasso di conversione Contattaci (Completamenti Conmtattaci (Valore obiettivo
e R rimbalzo media obiettivo 1) obiettivo 1)
1534% % 12,54% % 16,15% = 522% » 0,10% = 2501% = 10,55% = 25,00% = 0,00%
1.126 v£ 1.330 1.098v= 1.164 1.569 v= 1.907 5485% vs 52,12% 295 vs 3.00 000202 v=00.02:43 0,19 vs 0.21% dvsd 000 €vs 000 €
779 (68,51%) 709 (69,65%) | 1.029 (64,35%) 63,75% 2,81 00:01:35 0,00% 0(0,00%) 0,00 € 000w
788 (58,72%) 681 (5851%) | 1.200 (62,93%) 59,92% 286 00:02:35 0,08% 1 (25,00%) 0,00 € (000%)
-1,14% 411% -14,25% 6,40% -2,01% -38,69% -100,00% -100,00% 0,00%
152 (13,37%) 136 (13,36%) 184 (11,51%) 28,26% 342 00:02:57 1,09% 2 (66,67%) 0,00 € (000%)
398 (29667 352 (30,24%) 442 (2318%) 28,96% 3,24 00:02:49 0,68% 3 (75,00%) 0,00 € (0,00%)
-61,81% -61,36% -58,37% 2,41% 561% 481% 60,14% -33,33% 0,00%
90 (7,92%) 89 (8.74%) 95 (594%) 66,32% 2,65 00:01:51 1,05% 1(3333%) 0,00 € (0,00%)
16 (1,19%) 11 (085%) 30(1,57%) 40,00% 343 00:03:40 0,00% 0 (0,00%) 0,00 € (0,00%)
462,50% 709,09% 216,67% 65,79% -22,74% -49,70% =% % 0,00%
67 (5,89%) 43 (222%) 200(1251%) 38,00% 3,10 00:02:52 0,00% 0(0,00%) 0,00 € 000w
60 (4.47%) 43 (369%) 151 (792%) 49,01% 3,70 00:04:24 0,00% 0 (0,00%) 0,00 € (0.00%)
11,67% 0,00% 32,45% -22,46% -15,98% -34,78% 0,00% 0,00% 0,00%
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@ Rimorcriaton ADCTS WEATSHRTYS o FTOHRT  CaFs WS TAWNS WA S  AICESSORES

Runiti

() RIMORCHIATOR! RIUNITI APPAREL

$UTELWE TOV
THEOPEN SEA |
ISOUR LIFESTYLE

WINDBREAKER STILE NAUTICO IN RIPSTOP IMPERMEABILE

— Tessuto:
P S - 100% nylon ripstop spalmato in poliuretano.

' i : 8 Resistenza colonna dacqua 600mm.
~*‘: b i ..‘;,_!m_'.'-' y

Fodera a rete in nylon taffeta.

1%

. Grammatura:
N 82 gr/m?

Descrizione:

Windbreaker stile nauico in ripstop impermezbile

e fodera mesh. Full zip con cappuccio, fettuccia

in contrasto bicolere. Zip su tasche laterali, taschino
manica, portatogll Interno. Coulisse elastica in vita.

-_—

Blur jo. bt WO00€C Blue Sweals skt /PO Buws fdu 2 0C Wenh 00,00 €

SE®

Cn w00,00¢ Tie 1500¢ Sus Tl 20cC ol Jneal int 300,00 €

JINCE 1922

e-commerce

Rimorchiatort Riunit:

## INITEDWETCW

Ztichetta tessuta Intemo calio

RMORCHATORIRIATTT | #UNITECWETOW

Bandierina

(AN LMD

» 2>
-

@ Rimorchiatori
e b Riuniti: - .




RIMORCHIATORI RIUNIT
#UNITEDWETOW

THEOPENSEA-

IS OUR LIFESTVLE
'
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JINCE 1922
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ANTWORKS - DIGITAL FACTORY

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

sorgente con cui la societa del XXI secolo sta riscrivendo le

regole del suo stesso funzionamento.

®
nt o r s Noi siamo digitali nel senso piu profondo ed esteso del termine:

formazione, esperienze, servizi, per il modo di vivere I’evoluzione

DIGlTAL FACTORY di questo mondo.

Per questo possiamo aiutare altre aziende a comunicare con

‘ 15 anni 330 progetti

_ _ ) _ _ successo nell’era digitale, afflancandole come partner € non
di esperienza progettati e realizzati

come semplici fornitori di servizi.
40K pagine 20 ml € N - - D' - I'
visualizzate al giorno transiti dai ns éw O I S I a m O . I g Ita I

s #§°




Sky is the limit

Benvenuti in universo in espansione

]
AntWorks

DIGITAL FACTORY

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

1T
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Social Media: It’s all about story
telling

27/11/2017
Luigi Stefanelli



Social Media Usage (Shipping
industry)

B Mot On Facebook ® Mot on Twitter

B Active W Hawe Acoounts
B Semi-Active B Active
4%
1“54'
Linkedin
You g 'Li:
B Companies with
Accounts B On Linkedin

B Companies without
Accounts

B Mot On Linkedin




Costa Social Media presence today

£l i v

2,4 Mio Likers 80k Followers 81k Followers

ouwm [©

6 Mio views

33k Followers
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People don’t buy what you are,

People buy why you do it!

®







Costa’s storytelling ‘

STORYTELLING

In order to be consistent every story must be
thought and created for social media from the
beginning.



From “offers” to “story telling”

Costa
23 min -

Costa e

ttembre 2016 - #

@ Costa (FR - Francese, GP - Francese, MQ - Francese)

9

m

o

i

[Offres Costa Incredibile]
Prolongation exceptionnelle jusqu'au 19 octobre |

Oioggi & tenerci compagnia a bordo ¢'8 il bagnino pitl famoso delia tv; David

Les merveg
) Costa (IT - taliano
hitp://biL Iy @ Fasiar-1me) o Costa
_ _ 16 novembre 2016 - € Favolosa? erialle 47-00- &
Visualizza zet dal sap

‘Il Ritmo delle Baleari” & LI]"I’ESDEI"IIETIZﬁ da vivere a 360°1 Scopn’te le varie — Il nostro Mattone della Felicita & in piccole ma oftime mani. Continuate &

tappe € prenotate entro il 30 novembre per fisparmiare fino a €250 Costa seqguire il suo viaggio verso la Colombia dove costruirema una scuala per |
http://bit ly/Crociere_Estate_2017 & novembre| bambini assieme alla Fundacion Pies Descalzos di Shakira su

S i Vi S T bit. ly/ouilding_happiness_it #buikdinghappiness.

crociera Costa.

osta (IT - Italiano)

/6 maggio 2016 - €

Approfittate di un'incredibile promozione: acquistando entro il 30 giugno in
tariffa Comfort, avrete fino & 150 euro di credito da spendere a bordol Che
ne dite di partire con Costa neoClassica alla scoperta del Mediterraneo?

www.costacrociere.it

™) Mi piace [ Commenta o Condividi

|_J,_'r'_] Mi piace L Commenia & Condividr |
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Social Media Strategy Definition



Digital Campaigns

KPls —

Purchasing Funnel

Traffic Awareness

‘ \ Consideration

Active
Consideration

Bounce rate, Time on
site, etc...

Conversion




Roadmap

OBJECTIVES
2016 2017 2018
ENGAGEMENT ENGAGEMENT ENGAGEMENT
LEAD GENERATION LEAD GENERATION

SALES

CUSTOMER SUPPORT CUSTOMER SERVICE

KPI

INTERACTIONS | INTERACTIONS | INTERACTIONS
SALES FROM SOCIAL |  SALES FROM SOCIAL
NTR
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Special Projects and Digital PR



It’s all about storytellinN

THE BRICK OF HAPPINESS




Shakira’s Social Media support

Multiple posting to sustain project visibility and a special video message

FI _ Fundacion Pies Descalzos Q

T
ﬁ Nammn e Mi piace N\ Segui A Salva
'- S Vhmra ey il sl e s amd

m'ile .

T . Lot FUNDACION

Al e VP [ CA A

= L L] ‘e -
EPS O S R P —————— P i Fundacion Pies Descalzos
il e P bt il o' T L b i 1 . . e
Shabira g ak . s eman 30 ceftembre alle ore 16:54 - €
gl 1)

IT—— Siamo molto felici di costruire una nuova scuola a Cartagena! Mel
DESCALZOS g

Humd " . v . N &
g seguente video la nostra fondatrice, Shakira, ci spiega come sara questo
=g progetto che andra a beneficio di 1,300 bambini e ragazze e le loro
CHEas famiglie! Grazie Costal #Costacrociere #buildinghappiness
- .. . #elicitaalquadrato r
revmar Fundacion Pies g O T l
Fk £ - Wedi Foriginals - Valuta guesta fraduzions B
e Desc'alzos = o § (omplinlippa s I, pada, reerpea Fo dBii
; @fpiesdescalzos ol LI
i =k C(}S[ﬂ whiai e HeEn Ahis m
End S L H Tl BECITEAF bt
i ome I it e gl i Colbnbd
e LEFH ] T B e ) I L T
ity nf e i Sd oon Pl el e o b
nrormaziont COTEE (4 R T Somasl i B P
| v s | Apy e alins on Satagens, Cakana!
FG[O LETEI PR R TR P St o 2 i | Ly T
ST
Video
n Community
s d
Sakm & FErT LT Gl'l.]ppl
== Recensioni
[Tre m LFTEE]
i Post
== o Mipiace () Commenta &> Condividi L
QD i Luca Caszaura, Alessia Destefani e aliri 2 9 mila Commenfi pid rilevanti ~

1395 condivisioni

% Serivi un commento 2




Road to Costa Smeralda

Live streaming from Turku




Social Media Results

Reach: 450.367
Interactions: 8.321
Video Views:74.487

M

\ Sentiment: +27%

\

J

-

Reach: 25.495

O

Interactions: 94
Video Views: 5.460
ER. 0,4%

k Sentiment: +52

J

Reach: 34.301 ——
Interactions: 227

Video Views: 74.505

ER: 0,6%

Sentiment +33%

H Cowts (1T - mekan) &

o warrep. Begaie o deieiie de T Etmegha Gy perrrgon ghed tagdin JalE o

TS P v 1° Facebook live streaming

#CostaSmeralda on Costa’s page.

Twitter trending
topic

All values are compared to September average values




Social Media & Shipping
Industry

Stefano Pesce
27/11/2017 - Genova




Stefano Pesce

Digital Trade Manager - Corporate Trade Business Development - WorldWide Sales
presso Costa Crociere S.p.A.
Costa Crociere S.p.A. « ESCP Europe

Genova, Italia « oltre 500 &8
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How important is internet
today?
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ltalians & Internet

100%

90% 98%

80% JLoX | o From Jul 16 to Jul 17
70%

60%

50%
40%  Internet users: +13%

30%
20% 27%  Mobile users:
10% +17%

0%

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Mensili =—Web

TV Radio —=Quotidiani



ltalians & Internet

TOTAL DIGITAL AUDIENCE

g o 0 G

TOTAL DIGITAL AUDIENCE MOEBILE”
[2+ anni) 12+ anni) (18 - 74 annf)

UTENTI UNICI eLioni) 24,4 9,9 21,8

—0
—o TEMPO SPESO 1) 2:21 _

GIORNO MEDIO

* Mobile = smartphone e tablet al netto delle sovrapposizioni

Fonte: Audiweb Database, dati di Luglio 2017- Audiweb powered by Niglsan

" Total digital audience @ PC = laligni dai 2 anni in su che hanno navigalo almeno una volta nel penodo di rilevazione “L "
MOBILE = ltaliani di 18-74 anni che hanno navigato almeno una volta da smartphone a/o tablet ~—=pielsen



ltalians & Internet

W rC M MOBILE
{18 - 74 anni) (18- 74 annd)

O — - ———

. +0,8% DI”{."FEI'IZ'I rispetio a giugno E{HE +::',2“;.;, |

' TUTTI 20,0% 80,0% i
B o i g o i A A S e S B e gy N Ay M St i il T

UOMINI 25, 2% 74,8%

DONNE | 15,6% 84,4%
18-24 anni 9,9% 80,1%
25-34 anni ! 15,8% B4,2%
35-54 anni | 21,9% 78,1%

55+ anni | 20,1% T0,9%

aud web
= nielsen

“Base: totale minuti spesi onfing nel giorno medio

Farile; Audiwob Dalabase. dab di Gugno 3017 Audves b powored by Mioksen
Base: Total deaital audience falani di 18-74 anal



ltalians & Internet

2B

158B

1B

500 M

2B
JUNE 2017

MONTHLY USERS

15B
JUNE 2017

(MM Tube

12B 12B
FEB 2017 APRIL 2017

889M
DEC 2016

700 M
APRIL 2017

328 M
APRIL 2017

(ARPPROX.)
MAY 2017

8

FACEBOOK
MESSENGER

FACEBOOK YOUTUBE INSTAGRAM TWITTER WHATSAPP SNAPCHAT WECHAT
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How can we help our
Travel Agencies?



B2B portal: Costa Extra 1

Costa Academy



B2B portal: Costa Extra

NAVIGA LA TUA COSK&ACCEEm):‘_,

i

FEBBRAIO APRILE GIUGNO OTTOBRE
.ﬁgﬁ,gﬁ?ﬁiﬁh a‘ﬁ:‘:‘;’:——:}’ b
i e W _ e
..%QL kéhé-_-' ;{}&‘; L ____(_,;U”
MARZO MAGGIO LUGLIO NOVEMBRE

Costa Academy



B2B portal: Costa Extra 1

Costa Academy



Local business or place

>

Artist, Band or Public Figure

Company, organisation or nstitution

Entertanment

Brand or product

Cause or community

Costa Academy



Agenzia diviaggi
Royal Paradise

Teavel Agent & Tows Operae

Home Informazioni Foto Recensioni Altro *

[ ——

B \a’ Ri -v""'h

Sole G'gl{: 'Mar&e-Blu L

“ | Adenzia di Viaggi & =
Tour Operator @

Agenzia di viaggi m W Messaggio
Home  Informazioni  Folo Recensioni  Altro = Costa Academy




Custom Audiences @

Locations 9

Age @&

Choose a Custom Audience Browse
Create New Custom Audience...
United States, Washington
2401 Utah Ave S, Seattle, WA, USA + 1 miles =+
" 1 locations successfully added.
Include w | country, state/province, city, ZIP, DMA or add
Seattle
~
FIONEER
A F
/ %\ gt +
ki Beach =
e L \
& | o
|FaRBOR, { P
\l SLANDE . "
i J Jefﬁ.-rso.n
\ il 1o s Park Golf
" SIS 1 Cnu:se
Cheasty GS
JLIB LIELR
Carhg p;!;: @ Drop Pin

Long

Everyone in this location w

18v - 65+v¥

Gender @ “ Men = Women

Employers 6

Starbucks

mulENual Aauuielive

Potential Reach: 1,700 people

Targeting Details

Location:

United States: 2401 Utah Ave S, Seattle (+1 mi)
Washington

Employers:
Starbucks
Age:

18 - 65+
Placements:

News Feed and right column on desktop
computers, Mobile Feed and Third-party Apps

Costa Academy



Page Messages Notifications Insights Publishing Tools Export Seftings Help ~

l Overview Showing data from 10/06/2015 - 10/12/2015
Likes
Reach Page Likes > Post Reach > Engagement >
Visits

4,600 Total Page Likes 1,943 Total Reac 90 People Engaged
Posts & 0.3% from last wee & 17.1% fron adT% ast weel
Videos ’

15 1,882 32 P e R
People New Page Likes Post Re Likes

== This week == This week 1
Last week Last week
/_/\/" /N 2s —A

98

~ Costa ACademy



B2B portal: Costa Extra 1

Costa Academy
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GO??T;?;; g |€

My Business

'Q

Getting started with Google My Business

Costa Academy



Google

agenzie di viaggio lecco

Torna ai risultati web relatvi a agenzie di viaggio lecco

Enterprise.
Turismo
1 mcensone ﬂ
a Rora. 45 - 2,
gu1zmmss  Seowe Irseszan
Apeng fro sie
ow 1900
Siam Viaggi
1 wcensore
Corsa Gaco o
OMBHH  saowen racsron
Apens tro see
e 1230
Isolago Viaggi Di
Frigerio Nicoletta E Manzoni Vitiorio
Nassuns ecensone AQeTTE vagg T
Prazzs Gusesse Vazpn 31 el
341 20847

Apens fnc slle ore 1000

VirtualTra
tessons moe
Corsa Marte o v

0341 380024

Saa weo Irscazon
Apano fina sie
om 1000
Earth Cult
= Tour Ope
e suna rece
pvirdis b

Enterprise Viaggi e Turismo *

Indirizzo: Via Soms, 45 23000 Lasea LC
Telefona: 0341 183085

FTTPY s s pes ama el

Orari- Oiggi apert  35-13 1510~

Suggeriscs ura modfics

Riepilogo recensioni e S| L

1 recensione Google
Recensioni Google

G" Stetanc Frigeric "

K EREE AQeTs s vegy con offee 85t mrute £ 10U N D -
MORGD. Fresenss § Ik LR SOMISEL ¢ SIQNS Jeccsts 30 st

arw wcersor Sooge

B Irna al o wietons v

T —

Bluvacanze S.P.A. »

Indirizzo: Corso Cars Alberta
Lecca LC

Aggiungi informazioni mancanti
Aggiungl orar & apetura

Riepilogo recensioni

vi A prime Tecensions

4 Invia al tuo telefono

Ingicarioni stranah

ST una recensions

[

~ Costa Academy
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