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INFO

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



SPEED INTRO PITCH



GOLDEN CIRCLE

SIMON SINEK

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

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


SPEED INTRO PITCH



MODULAR PITCH &
STORY DECK

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


SPEED INTRO PITCH



WHAT IS 
STORYTELLING?



PRIOR
KNOWLEDGE
EFFECT



PRIOR
KNOWLEDGE
EFFECT





STORYTELLING

OLDEST FORM OF
COMMUNICATION. 



BRINGING                   FACTS                          
INTO ORDER. 

STORYTELLING



STORYTELLING

TRANSFORM INFORMATION INTO
PICTURES AND EMOTIONS. 



STORYTELLING

THE SUBCONSCIOUS MIND



STORYTELLING



FOLLOW THE FROG



SMOKING KID



STORYTELLING

ADDED VALUE



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



STORY VS.
TELLING



STORY VS.
TELLING



STORY VS.
TELLING



STORY VS.
TELLING



HERO’S 
JOURNEY











TEMPLATE

https://www.incrediblemarketing.com 

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


TEMPLATE

https://www.incrediblemarketing.com 

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


TEMPLATE



MODULAR PITCH &
STORY DECK

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


FACTS AND DATA
FACTS & DATA



MEDIA MONOLOGUE 
one to many

SOCIAL MEDIA DIALOGUE 
many to many

Facebook
Basics

MEDIA CHANGE
FACTS & DATA



SOCIAL MEDIA 
IS THE #1 
ACTIVITY ON THE WEB

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

USAGE CHANGE
FACTS & DATA

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


1 IN 3 US
COUPLES MEET
ONLINE

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

OFFLINE IMPACT
FACTS & DATA

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


93% OF SHOPPERS’ 
BUYING DECISIONS ARE
INFLUENCED 
BY SOCIAL MEDIA

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

SHOPPING IMPACT
FACTS & DATA

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


92% OF CUSTOMERS TRUST 
PEER RECOMMENDATIONS

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

TRUST
FACTS & DATA

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 14% TRUST 
ADVERTISEMENTS

TRUST
FACTS & DATA

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


1.CONTENT
2.TOOLS
3.TARGETING
4.ENGAGEMENT
5.SOCIAL ADVERTISING

HOW?
FACTS & DATA

“FRIENDS”, NOT FANS!



DIGITAL AROUND THE WORLD
FACTS & DATA

Datareportal, 2026
https://datareportal.com 

https://datareportal.com/


NETWORK STATS WORLD
FACTS & DATA

Statista 2026
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/
https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/


DATEN REPORT
FACTS & DATA

Datareportal, 2026
https://datareportal.com 

https://datareportal.com/


TikTok for good stats,
https://docs.google.com/spreadsheets/d/1D9rbSSs9fJoLRtG2SDUZaEk5hUZPP11JBYVrJ8MLQXc/edit#gid=0 

Facebook
Basics

TIKTOK STATS
FACTS & DATA

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


TikTok for good stats,
https://docs.google.com/spreadsheets/d/1D9rbSSs9fJoLRtG2SDUZaEk5hUZPP11JBYVrJ8MLQXc/edit#gid=0 

Facebook
Basics

TIKTOK STATS
FACTS & DATA

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


BASICS
BASICS



STRATEGY
BASICS

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? 



Facebook
Basics

INSTA: PRIVATE PROFILE / BUSINESS PROFILE 
BASICS

Instagram Business, 
https://business.instagram.com 

PROFILE (Private) PROFILE (Extern) 

https://business.instagram.com/


Facebook
Basics

PROFILE, GROUP &
PAGE
BASICS

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

PROFIL (Private)

GRUPPE (Intern)

PAGE (Extern)

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


Facebook
Basics

TIKTOK: PRIVATE PROFILE / BUSINESS
PROFILE 
BASICS

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

PROFILE (Private) PROFILE (Extern) 

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


Facebook
Basics

INSIGHTS & REPORTING
KPI

All about Facebook Insights
https://www.facebook.com/help/794890670645072
  

Formeln:

Post Organic Reach
(Spalte J)  / Posts =
Post Organic Reach Ø

Post Organic Reach Ø
*100 / Seitenlikes = Ø
Reichweite auf
Seitenlikes

Engaged User (Spalte
O) / Posts = Engaged
User Ø

Engaged User Ø *100
/ Seitenlikes = Ø
engaged User auf
Seitenlikes

Engaged User Ø *100
/ Post Organic Reach
Ø = Ø Interaktion auf
Post Organic Reach

Reporting

Calculate average
numbers

Save best 3 posts per
month per channel in a
slide with links

Save worst 3 posts per
month per channel in a
slide with links

Create yearly
comparison

Create content theses
(cookbook)

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


THE ALGORITHMS
Facebok, Instagram & TikTok

THE ALGORITHMS



ORGANIC REACH
THE ALGORITHM

2025 Average FB Reach
International 1.6 %

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

2025 Average Insta Reach
International 3.5%

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


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

Interest of the user in the
creator

Post‘s performance
among other postings

and users. 

Performance of past
posts in the last 28 days

Type of the posting
(status, photo, link)

How new is the post
      I                     P            C                T                    R                 T 

HOW & WHY
THE ALGORITHM

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

Topic Relationship

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


NEWSFEEDS 
THE ALGORITHM



CONTENT & STORYTELLING
CONTENT & STORYTELLING



REASONS
CONTENT & STORYTELLING

Statista 2023
https://www.statista.com/statistics/715449/s
ocial-media-usage-reasons-worldwide 

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


STORYLINE &
TELLING
CONTENT & STORYTELLING

We love stories
Emotions, emotions,
emotions
Value over
advertising 



CONTENT
CHECKLISTE
CONTENT & STORYTELLING



CONTENT PLANING
CONTENT & STORYTELLING

When and what

Plan ahead
Find relevance
synergies



CONTENT FORMATS
CONTENT & STORYTELLING



TOOL TIP: CANVA
CONTENT & STORYTELLING

Canva
https://www.canva.com 

https://www.canva.com/


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

SUPERSOCIAL
CALENDAR
CONTENT & STORYTELLING



ETHIC GUIDELINES
CONTENT & STORYTELLING

Ethics in Digital Communication 2018
http://www.prethikrat.at/wordpress_dev/wp-content/uploads/Code-of-
Conduct-Digital-Communication_EN_Version-2.0.pdf

Fair
Respect
Responsible
Moderate
Clarity
Transparent
Polite
Diverse

LGBTI Social Media Toolkit European Comission
https://ec.europa.eu/info/files/lgbti-equality-social-media-
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


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

BEST PRACTICES
CONTENT & STORYTELLING

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


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

BEST
PRACTICES
CONTENT & STORYTELLING

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


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

BEST
PRACTICES
CONTENT & STORYTELLING

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


BEST
PRACTICES
CONTENT & STORYTELLING



INFORMATION DESIGN
INFORMATION DESIGN

































The intensity of google search terms compared
© david mccandless, information is beautiful



© david mccandless, information is beautiful
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OVERVIEW
OVERVIEW & CONCLUSION



LINKEDIN
XING
TIKTOK
SNAPCHAT
WHATSAPP
PINTEREST
MEDIA FORUM
...

BE WHERE YOUR CUSTOMERS ARE
OVERVIEW & COLCUSION



UPDATES &
NEWS
OVERVIEW & CONCLUSION 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

LinkedIn
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).



RESOURCES

APPLY FOR TEDX



STRONGER ROOTS

Mastering public speaking & transforming ideas into powerful talks.

ONLINE STORYTELLING
Mathias Haas

Thank you!
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