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e ALL MATERIALS WILL BE PROVIDED
e ASK QUESTIONS ANY TIME
e TELL YOUR OWN EXPERIENCE



SPEED INTRO PITCH

PLEASE INTRODUCE YOURSELF
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GOLDEN CIRCLE

- Start with why - how great leaders inspire action | Simon Sinek | TEDxPugetSoun«
: .. TEDcHalks - .
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® .l*\l\\;f:@i F' 3 YouTube
SIMON SINEK

https://www.youtube.com/watch?v=u4ZoJKF VUA



https://www.youtube.com/watch?v=u4ZoJKF_VuA

SPEED INTRO PITCH

> HOW DO YOU DO IT?

> WHAT'S YOUR ROLE AND YOUR NAME?




MODULAR PITCH &

STORY DECK

E Modular STORY Deck Template & @©

Fidg  Eait fiew  Ingert Formal Data Tools Extensiong Help

= 100% - [ ¢ £ 00 13 Dad il N . |+ B I & A . [H »

Vereien ; How What Commenis & Feodback
| What oo you cado about? What gots you up in |
il il Vet oD yeoa Daliored INT Yodir Wlhait oo o Bnd Hiow &0 you dolng ity Inireducd yoursall (6.4 Couwntry, Ovganigation
| Mosin? Whai's the process and tho way thore? | Mo, ... ) | Wiriko dosamn your lpanings

I kowve cooking and Scuby Dhvvng . | mnde #

Examples: my msenn o change every wook 10 peopdes  WWo provide workshops ond irpwnings fo,.. OUn a | am managng direcionmarkeleanioundod!
. [ Dadeiiall 0 LSRG oane [o0dE i crodafo ool Dass wa il o, of... ard ey M
Oiffferag bmhacd

https://docs.google.com/spreadsheets/d/1N3s4vsT11a-0E2PUaC Bf5APcxemlcb5l x ykx5z4Cw/edit?usp=sharing



https://docs.google.com/spreadsheets/d/1N3s4vsT11a-0E2PUaC_Bf5APcxemlc5L_x_ykx5z4Cw/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1N3s4vsT11a-0E2PUaC_Bf5APcxemlc5L_x_ykx5z4Cw/edit?usp=sharing

SPEED INTRO PITCH

> HOW DO YOU DO IT?

> WHAT'S YOUR ROLE AND YOUR NAME?
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STORYTELLING?
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> Whodunnit

" Bastiani Bruno
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STORYTELLING

OLDEST FORM OF
COMMUNICATION.



STORYTELLING

BRINGING Rano''v FACTS
INTO ORDER.



STORYTELLING

TRANSFORM INFORMATION INTO
PICTURES AND EMOTIONS.



STORYTELLING

THE MIND



STORYTELLING
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FOLLOW THE FROG

? Follow the Frog

Rainforest Alliance

Watch on £ YouTube
1 :




‘r 3 Thai Health Prumntlnn Fuundatmn Smnkmg Kid (Original Version)
Aei Attanon

Watch on {28 YouTube




STORYTELLING

ADDED



STORYTELLING

EMOTIONS. EMOTIONS. EMOTIONS.



DEFINITION

STORYTELLING IS THE USE OF
STORIES OR NARRATIVES AS A
COMMUNICATION TOOL TO VALUE,
SHARE, AND CAPITALIZE ON THE
IMAGINATION AND KNOWLEDGE OF
INDIVIDUALS.



STORY VS.

TELLING
TELLING

FORMAT
DISTRIBUTION

GOOD PLACEMENT
TIMING |
AUDIENCE |

DISCOVERY

STRUGGLE
SHAREABILITY




STORY VS.
TELLING




STORY VS.
TELLING
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TELLING
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TELLING




HERO’S

JOURNEY
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https://www.incrediblemarketing.com



https://www.incrediblemarketing.com/
https://www.incrediblemarketing.com/

TEMPLATE

https://www.incrediblemarketing.com
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TEMPLATE

ONCE UPON A TIME...
AND EVERY DAY...
UNTIL ONE DAY...
BECAUSE OF THIS...
BECAUSE OF THAT...
BECAUSE OF THAT...

UNTIL FINALLY...

\AAALAL AL A4

EVER SINCE THEN...

WHAT WAS THE PROBLEM THAT EXISTED?
o e rosLem T UrEmACRmTE WY
IHTH.DEII'II.IIEEI "'I"DUHSELF ;HD H'I:Illwl‘l"ll‘.:l'l.l ADDH‘ESSED THE PROBLEM?

WHAT WAS THE BIGGER CONSEQUENCE OF THIS?

WHAT WAS THE BIGGER CONSEQUENCE OF THIS?

WHAT WAS THE FINAL RESULT OF THIS?

WHAT DOES THE FUTURE NOW LOOK LIKE FOR THE
BENEFICIARIES OF THE PROJECT?



MODULAR PITCH &

STORY DECK

E Modular STORY Deck Template & @©
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il il Vet oD yeoa Daliored INT Yodir Wlhait oo o Bnd Hiow &0 you dolng ity Inireducd yoursall (6.4 Couwntry, Ovganigation
| Mosin? Whai's the process and tho way thore? | Mo, ... ) | Wiriko dosamn your lpanings

I kowve cooking and Scuby Dhvvng . | mnde #

Examples: my msenn o change every wook 10 peopdes  WWo provide workshops ond irpwnings fo,.. OUn a | am managng direcionmarkeleanioundod!
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https://docs.google.com/spreadsheets/d/1N3s4vsT11a-0E2PUaC Bf5APcxemlcb5l x ykx5z4Cw/edit?usp=sharing



https://docs.google.com/spreadsheets/d/1N3s4vsT11a-0E2PUaC_Bf5APcxemlc5L_x_ykx5z4Cw/edit?usp=sharing
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FACTS & DATA
FACTS AND DATA



MEDIA MONOLOGUE

SOCIAL MEDIA DIALOGUE



USAGE CHANGE

IS THE #1
ACTIVITY ON THE WEB

Global Digital Report, Hootsuite, 2025
https://www.hootsuite.com/resources/digital-trends



https://www.hootsuite.com/resources/digital-trends

OFFLINE IMPACT

US
COUPLES MEET
ONLINE

Statista, 2024
https.//www.statista.com/statistics/417654/us-online-dating-user-
numbers



https://www.statista.com/statistics/417654/us-online-dating-user-numbers
https://www.statista.com/statistics/417654/us-online-dating-user-numbers

SHOPPING IMPACT

93% OF SHOPPERS'

BY SOCIAL MEDIA

Mashable,
https://www.facebook.com/overdriveinteractive/posts/1015221159326
4979



https://www.facebook.com/overdriveinteractive/posts/10152211593264979
https://www.facebook.com/overdriveinteractive/posts/10152211593264979

OF CUSTOMERS TRUST

PEER RECOMMENDATIONS '

Nielsen,

ssssssss



https://www.nielsen.com/us/en/insights/report/2013/global-trust-in-advertising-and-brand-messages
https://www.nielsen.com/us/en/insights/report/2013/global-trust-in-advertising-and-brand-messages

ONLY TRUST
ADVERTISEMENTS

Nielsen,
https://www.nielsen.com/us/en/insights/report/2013/global-trust-in-advertising-and-brand-

MmeSsSSages



https://www.nielsen.com/us/en/insights/report/2013/global-trust-in-advertising-and-brand-messages
https://www.nielsen.com/us/en/insights/report/2013/global-trust-in-advertising-and-brand-messages

, NOT FANS!

1.CONTENT

2. TOOLS

3. TARGETING

4. ENGAGEMENT
5.SOCIAL ADVERTISING



DIGITAL AROUND THE WORLD

LIMNICILUE MORELE I [ IUALS USING SOCIAL MEDIA
PHOME SUBSLRIBERS THE INTERMET USER IDENTITIES

8.25 2.78 6.04 2.66

LR EBAMNISATION v, POPLILATION i, POPLILATION wa, POPULATICRN

58.4% 70.1% 73.2% 68.7%

Datareportal, 2026
https://datareportal.com



https://datareportal.com/

NETWORK STATS WORLD

Statista 2026

https://www.statista.com/statistics/272014/global-social-
networks-ranked-by-number-of-users/

= -
FacebooK

WouTube

WhatsApp'

e e
Facebook Messenges

Snapchat

Kuarshou

Sina Weibo

2491

3,049


https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/
https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/

DATEN REPORT

DIGITAL 2026

GLOBAL OVERVIEW REPORT

Wik
are, <O Meltwater
social

Datareportal, 2026
https.//datareportal.com



https://datareportal.com/
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TIKTOK STATS

TikTok for good stats,
https://docs.google.com/spreadsheets/d/1D9rbSSs9fJolL RtG2SDUZaEKShUZPP11JBYVrJ8MLQXc/edit#gid=0



https://docs.google.com/spreadsheets/d/1D9rbSSs9fJoLRtG2SDUZaEk5hUZPP11JBYVrJ8MLQXc/edit#gid=0

FACTS & DATA

TIKTOK STATS

IES, ANE

@oceana &
- 26.3k followers

whocode %

k followers

.ih'.w ulld']f v
ok followers

s challengg "
DEAL 7477 followers
WAL EHE 55,5“ I"(-EE

RE VERIFIED, OR ACTIVE - AS

TikTok for good stats,
https://docs.google.com/spreadsheets/d/1D9rbSSs9fJol RtG2SDUZaEKS5hUZPP11JBYVrJBMLOQXc/edit#gid=0



https://docs.google.com/spreadsheets/d/1D9rbSSs9fJoLRtG2SDUZaEk5hUZPP11JBYVrJ8MLQXc/edit#gid=0

Basics
BASICS



STRATEGY

1.Define goals
Which goal and which sub-goals do you want to achieve?

2.Target group analysis
Description of the target group with all available information.

3.Customer journey analysis
Why do they choose my product? Where do customers get lost?

4.Micro Moments Analysis
It's not just about specific purchase intentions, but also about interest in your topic.

5.Channel Strategy
Which combination is the best?

6



INSTA: PRIVATE PROFILE / BUSINESS PROFILE

Instagram Business, PROFILE (Private) PROFILE (Extern)
https://business.instagram.com



https://business.instagram.com/

' PROFIL (Private)

magd_gs Magdas HOTEL

GRUPPE (Intern)

Startseite Shop Info Mehr = i Gefillt mir @ Machricht senden Q
Iinfo Alle ansehen @ Beitrag erstellen
l.'..' FatofVideo Q ich bBin kier : Freunde markieren I / \G E ( EXte rn)
Q Laulbergergasss 17 1020 Wian

Magdas HOTEL
= (H\) 20, Mod um 20033 . O
0 : o Morgen ist Feiertag! @
Frithstiick bis 14.00 im magdas.

Facebook Pages,
https://www.facebook.com/business/pages



https://www.facebook.com/business/pages

PROFILE

TikToK  For Business

Showcase your
business on TikTok

TikTak & THE place o gqll digcovared, Dur communily I8 fun.
irlgractres ang |'|u-:';|i".|'r' l'flff]i;lﬂljl"‘l'.l- Vs ecsy o sof up O frma TikTak
Businets Account and uee the TikTek scosyslam 1o grow your

Bukinoii

. PROFILE (Private) PROFILE (Extern)

TikTok Business,
https://www.tiktok.com/business/en/apps/business-account



https://www.tiktok.com/business/en/apps/business-account

Formeln: Reporting
INSIGHTS & REPORTING o ol e« Caloulate average
(Spalte J) / Posts = numbers
Post Organic Reach @
| _ e Save best 3 posts per
@ Creator Studio O & 0 ® -  PostOrganic Reach @ month per channel in a
1 g *100 / Seitenlikes = @ . A
T o TRl _, . . slide with links
I i comenav S e Reichweite auf
Insights ~ Videos - Performance ' . .
S Seitenlikes
i e Save worst 3 posts per
(4 Notifications B Last 7 days: Feb 23, 2022 = Mar 1,2022 = ) Posted "
- Engaged User (Spalte m.onth _per.channel In a
0 0 1 0 O) / Posts = Engaged slide with links
Overview r,1‘u‘|-|,|‘|.,~-,. L-a.--,j.-.;.,| | ”mn i video views — u nd Videao View B - User ¢
“ | e Create yearly
PRt Engaged User @ *100 comparison
Benchmarking Minutes viewed IR / Seitenlikes = @
;:::':L” 0 Minutes viewed 0 Previous perio engaged User an L Create Content theses
Earnings : r Seltenllkes (COOkbOOk)
T " Engaged User @ *100
I 0 / Post Organic Reach
@ = @ Interaktion auf
All about Facebook Insights Post Organic Reach

¢
*

https://www.facebook.com/help/794890670645072



https://www.facebook.com/help/794890670645072

THE ALGORITHMS

Facebok, Instagram & TikTok



ORGANIC REACH

2025 Average FB Reach
International 1.6 %

2025 Average Insta Reach
International 3.5%

Hootsuite 2025,
https://hootsuite.com/pages/digital-2020#c-192448, https.//www.socialinsider.io/blog/social-media-reach



https://hootsuite.com/pages/digital-2020#c-192448
https://www.socialinsider.io/blog/social-media-reach/

THE ALGORITHM

THE ALGORITHM
HOW & WHY

News Feed |, p R
STIC] [T =xPxCxTxRxT
VI SI bl m lty Interest Post Creator Type Recency Topic

*simplified equation. Meta alone looks at roughly 100000 high-personalized factors when determining what is
shown.

Facebook Algorithm Factors zz
https://allfacebook.de/pages/facebook-newsfeed-algorithmus-faktoren %



https://allfacebook.de/pages/facebook-newsfeed-algorithmus-faktoren

THE ALGORITHM

NEWSFEEDS

17'43 11 ? -
facebook + Q @

e Statista R
Gespansert - &

Jetzt 33% auf den Starter Account Preis sparen
Mit dem Statista Starter Account bekommen Sie Zugriff auf
1Mic Statistiken. Die perfekte Losung zwis... Mehr anzeigen

liifal

Level up your research Jetzt bestellen 1Mio+ Sta
@- -
[ﬂj Gefallt mir D Koemmentieren ﬁ) Teilen
Personen, die du kennen kéinntest or X

17:50

«e

Deine Story heeeydavid

-

4 henryssimo

"f* Elandaan - Sumentd

stams. film

News Feed
Visibility*

christian_zoll kiysakova_a...

=|xPx

Interest Post

¥
Florina Tama =

Cruising thraugh icebergs #Antarctica

Ubersetzung anzeigen

Ji_feed [Enthalt Musik von: g3

Creator

XT X

x I

Type Recency Topic




CONTENT & STORYTELLING
CONTENT & STORYTELLING



Statista 2023

https://www.statista.com/statistics/715449/s

ocial-media-usage-reasons-worldwide

Most popular reasons for internet users worldwide to use social media as of 3rd

Keaping in touch with Iriends and family

Heading news stones

Finding content (E.g. articles, videos)

Seeing what's being talked about

Finding inspiration for things to do and buy

Finding products to purchase

Watching live streams

Sharing and discussing opinions with others

Making new contacis

Seeing content for your favorie brands

Watching or loflowing sports

Work-related networking and research

Following celebrilies or influencers

Fosting about your life

Sources Additho

nal information:

quarter 2023

2015

19.79%

22%,

38.5%

| 34.2%,

22.1%

| 49.5%


https://www.statista.com/statistics/715449/social-media-usage-reasons-worldwide
https://www.statista.com/statistics/715449/social-media-usage-reasons-worldwide

TELLING

e We love stories

e Emotions, emotions,
emotions

e Value over
advertising




CHECKLISTE

Helpful UKISS
Offer useful, valuable content. Keep posts under 100 characters, simple.
< Entertaining iL Engagement
Use humor, for example, to evoke positive emotions. Occasionally tag people/pages.
" Authentic @ Goal
Reflect values without overdesigning. Understand and utilize micro-targeting.
Quality & Diversity
Choose .png images under 1 MB for better quality. Emphasize the importance of fairness, ethics, and representation.
=i / & Formats Ll Hashtags
Prefer videos and images over links. Use about 3 hashtags, avoid repetitions.
- Legal H Mobile
Use original content, comply with GDPR. First Optimize for mobile users.
Conversation " Brand
Engage with questions, calls to action, and responses. Ensure posts align with your brand.
' Emotions " Find the Match
Use 1-2 emojis or smileys for context. Find the balance between your message, audience preferences,

and platform capabilities.



CONTENT PLANING

— = W/ W W

)26

When and what

 Plan ahead
e Find relevance
synergies

¢



CONTENT FORMATS

Tap 10%
Haails

CompHations

SCIEnCE
Horwr-To

Educational

'W{igﬁ'
Uribasing

LOnspirscy

Calebdithon
Dhranes My Lide

Comidians

\ /

FORMAT

MUSIC VIDED

=

Celle: Little Monster Media Co

Oifscial
Coners

PJEﬂ-dy

Physical
P il

Competitian

Franks
Trying/ Reaction

Mamic

Weh Series
Pargdies

Skepeh



TOOL TIP: CANVA

anmeiden HEgpstirieren

Alles gestalten.
Uberall Was méchtest du designen?
veroffentlichen.

“ Mit Facebook registrigren

:-:l Repistrieren mit Goople

Wit E-Mail-Adresse registrieren

Canva
https://www.canva.com



https://www.canva.com/

ioi Amici d'ltalia &) feeling joyful. 8 C 10
dRralia o hlished by Paolo Bovio [?]- April 5 at 1:27pm -

o b5, SRR Contentify International / USA Calendar
Blumen, Vespa & gute Laune: es ist Fruhling! 5 St

Mit wem und wo in Italien wart ihr jetzt gerade gerne?

Mew Year's Day INT https:/fen.wikipedia.org/wikiiNew Year%.27s Day 8 =
Epiphany INT hitps:ffen wikipedia.org/wiki/Epiphany (haliday)
Martin Luther King's Day Usa X hitps:ifen.wikipedia.org/wikiiMartin_Luther King, Jr. Day
Super Bowl USA hitps:/fen.wikipedia.org/wikiiSuper Bow|
Groundhog Day UsA https:/fen wikipedia org/wikiiGroundhog Day
Facebook Day INT http:/itime.com/3686124/happy-birthday-facebook/
Worid Cancer Day INT hitps:/fen. wikipedia.org/wikiWorld_Cancer Day
Valentine’s Day INT hitps:ifen wikipedia orgiwiki/vValentine?:27s Day
International Mother Language Day INT hitps:/fen.wikipedia.org/wiki/international_Mother Language Day
Academy Awards (Oscar) INT X hitps:/fen.wikipedia.org/wiki/Academy Awards
Carnival's Mardi Gras INT X hitps:fen.wikipedia.org/wiki/Camival

Women's Day

INT https:ifen.wikipedia.org/wiki/international Women%:27s Day T
LUsA, X hitps:ifen.wikipedia.org/wiki/Daylight_saving_time Staatsfelenag J

INT hitpsifen.wikipedia.org/wiki/Pi_Day

INT hitps:/fen.wikipedia.org/wiki/Saint_Patrick%27s Day

hern Emisphera X hitps:/fen.wikipedia.org/wiki/Sgring _(season)

INT hitps:/fen.wikipedia.org/wiki/international Day of Happiness

INT hitps:fen. wikipedia.org/wikilinternational Day of Foresis

INT https:ffen wikipedia org/wiki/World _Poetry Day

INT hitps:/fen.wikipedia.org/wikiMord Water Day

e« HOT CONTENT: Only relevant on a specific day
e COLD CONTENT: Always relevant



ETHIC GUIDELINES

o Fair
¢ Re S p e Ct Feeling at home means being able to be yourself. Help
- make puervnne fesl at home in our towns, cities and
® Res p ONnsSi b I e alpridehashtag to advance LGBTI
try Pride. #EU4LGBTI
) M (9] d erate = SOCIAL MEDIA TOOLKIT e

Untry

® Clarlty LESBIAN SOC|AL pride in your country and replace the

[ Transparent - MED"AIGLKIT ir country
e Polite B Am 1=11 R
e Diverse NS
R L e
R [ETHIK |R =
Ethics in Digital Communication 2018 LGBTI Social Media Toolkit European Comission
http://www.prethikrat.at/wordpress_dev/wp-content/uploads/Code-of- https://ec.europa.eulinfoffiles/Igbti-equality-social-media-

Conduct-Digital-Communication_EN_Version-2.0.pdf toolkit en



http://www.prethikrat.at/wordpress_dev/wp-content/uploads/Code-of-Conduct-Digital-Communication_EN_Version-2.0.pdf
http://www.prethikrat.at/wordpress_dev/wp-content/uploads/Code-of-Conduct-Digital-Communication_EN_Version-2.0.pdf
https://ec.europa.eu/info/files/lgbti-equality-social-media-toolkit_en
https://ec.europa.eu/info/files/lgbti-equality-social-media-toolkit_en

BEST PRACTICES G 1 raven 20100

Roses are red, the stars are aligned. Find the perfect drink for your
Valentine. @

THE

STARBUCKS
ZODIAC

O0@® 10.395 9.214 Kommentare 3.952 Mal geteilt

https://www.facebook.com/Starbucks/posts/1015712096354
3057



https://www.facebook.com/Starbucks/posts/10157120963543057
https://www.facebook.com/Starbucks/posts/10157120963543057

PRACTICES e SEplERX @

Seid wie Darth Vader! - - #stayathome #bleibtgesund

'BE LIKE

' ¢il HE DOESN‘T VISIT HIS SON AND DAUGHTER
" HE IS SOCIALLY AND EMOTIONALLY DISTANT

CINEPLEXY
GROSSES nuo%
O’i O 358 66 Kommentare 78 Mal geteilt

https.//www.facebook.com/cineplexxAT/posts/303254541345598
4:0



https://www.facebook.com/cineplexxAT/posts/3032545413455984:0
https://www.facebook.com/cineplexxAT/posts/3032545413455984:0

PRACTICES 2 e apim
“AVW 9 Aprilum 11:49 - Q

Bleibt in Bewegung und bleibt gesund! @ Wir winschen euch
einen schonen Welttag des Tanzes & &

Schottenswing .

W

Reumambo-
platz

s Kagrangnam Style

[ ), Cha Cha Chadion

@
0'3??
)
W™ 7

9 P\ FoxtroststraBe

w®
Tag des Tanzes
Qs 597 61 Kommentare 50 Mal geteilt

https.//www.facebook.com/cineplexxAT/posts/303254541345598
4:0



https://www.facebook.com/cineplexxAT/posts/3032545413455984:0
https://www.facebook.com/cineplexxAT/posts/3032545413455984:0

PRACTICES Endlich
zu Hause.
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INFORMATION DESIGN
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| TRUMP CRUSHES
JOE BIDEN IN
NEW CNN POLL

Q) 3aaT1sd. () 8603 Y 9.343




‘h realdonaldirump @

TRUMP CRUSHES
JOE BIDEN IN
NEW CNN POLL

[49%|  sE

g



'TRUMP CRUSHES
JOEBIDENIN |
NEW CNN POLL

49%|  sE

Q) saatsd. () 8603 Y 9.343
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ﬁ‘} realdonaldtrump @

' TRUMP CRUSHES
JOEBIDENIN |
NEW CNN POLL

49% s

| (D 3aa1sa. () 8603 Y 0.343
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_ ULD BRITAIN LEAVE EU?

Source: Opinium for The Observer

43% _

=3 +5
View gallery

Remain




D BRITAIN LEAVE EU?

SHOUL

44%

43% |

42% |

£3 +5
View gallery

Remain
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U.S. SmartPhone Marketshare
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At least

531 people
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N of protests in Iran
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B\ teenagers.
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And you will read this last.

You will read
this first.

And then you will read this.

Then this one.
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BE WHERE YOUR CUSTOMERS ARE

e LINKEDIN

e XING

e TIKTOK

e« SNAPCHAT

e WHATSAPP

e PINTEREST

e MEDIA FORUM




Design & Canva
https://www.canva.com/designschool
https://www.canva.com/designschool/courses/canva-pro-for-nonprofits

Meta

https://about.meta.com

https://about.fb.com/news

https://www.facebook.com/business/learn
https://www.facebook.com/instagramforbusiness
https://www.facebook.com/business/news
https://www.facebook.com/government-nonprofits
https.//www.facebook.com/government-nonprofits/best-practices/nonprofits
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Nachricht senden

Linkedln

https://business.linkedin.com

https://learning.linkedin.com
https://blog.hubspot.com/marketing/linkedin-company-pages#linkedin-
company-pages

©

TikTok
https://newsroom.tiktok.com/de-de/news

YouTube
https://blog.youtube/inside-youtube

Allgemein
http://allfacebook.de
https://drschwenke.de/blog
http://www.thomashutter.com



https://www.canva.com/designschool
https://www.canva.com/designschool/courses/canva-pro-for-nonprofits/
http://newsroom.fb.com/
https://about.fb.com/news/
https://www.facebook.com/business/learn
https://www.facebook.com/instagramforbusiness
https://www.facebook.com/business/news
https://www.facebook.com/government-nonprofits
https://www.facebook.com/government-nonprofits/best-practices/nonprofits
https://business.linkedin.com/
https://learning.linkedin.com/
https://blog.hubspot.com/marketing/linkedin-company-pages#linkedin-company-pages
https://blog.hubspot.com/marketing/linkedin-company-pages#linkedin-company-pages
https://newsroom.tiktok.com/de-de/news
https://blog.youtube/inside-youtube/
http://allfacebook.de/
https://drschwenke.de/blog
http://www.thomashutter.com/

WHAT IS THE MOST IMPORTANT
LESSON / AHA MOMENT / TIP YOU
WILL TAKE HOME FROM TODAY?




RESOURCES

LIKE ERASMUS FOR STUDENTS, JUST FOR
ENTREPRENUERS (NO AGE LIMIT).

European business exchange programme - Erasmus
for Young Entrepreneurs

Erasmus for Young Entrepreneurs is a business exchange
programme, offering new entrepreneurs the possibility to. .




RESOURCES

APPLY FOR TEDX
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