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1. YouLEAD: Introduction 

This Guide is developed in the framework of realization of the Erasmus+ Capacity building 
project ―mYouth in Shaping the Future [YouLEAD]”, supported and co-funded by the European 
Commission programme ―Erasmus+‖. 

The core aim of the YouLEAD project is to develop the capacity of consortia members [NGOs; 
Universities and Business sector] for increasing public awareness for implementation of Sustaina-
ble Development Goals through using Digital marketing tools, especially mobile application.  

Respecting the project aim and objectives, this Guide has two main parts focused on:  

(1) Sustainable Development Goals [SDGs] and, 
(2) Digital marketing tools, especially Social media. 

Previous experiences from preceding individual and common activities realized from consortium 
members, primarily based on achieved outcomes in former Youth in Action projects encouraged 
consortium members to develop the idea of Capacity Building in the field of Youth around the 
world in order to learn the best practices and promotion tools for creating policies and imple-
menting imaginative marketing campaigns for SDGs through using social media. 

The future has always been uncertain. But it is more than ever now because of the speed at 
which we live. In the past, developments would take decades or centuries. This applied both to 
technology transfer – e.g., that of the printing press from China to Europe – as well as to the rise 
and fall of empires. But now in our lifetimes, the speed of change is approaching unfathomable 
rates. The last decade has witnessed some hallucinating changes in every domain – economics, 
geopolitics, social customs, and of course technology.  

Poverty reduction, social justice and environmental sustainability are the great moral and political 
imperative of our age. This imperative can only be fulfilled if there is a radical shift. At the heart 
of this shift in the global innovation agenda is a greater respect for cultural variety, regional 
diversity and democratic accountability. 
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PART I: Sustainable Development Goals 
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Sustainable development goals 

The sustainable development goals (SDGs) are a universal set of goals, targets and indicators 

that UN member states will be expected to use to frame their agendas and political policies in 

the period 2015 –2030. 

The SDGs follow and expand on the millennium development goals (MDGs), which were agreed 

by governments in 2001 and are due to expire at the end of this year. 

Why do we need another set of goals? 

There is broad agreement that, while the MDGs provided a focal point for governments – a 

framework around which they could develop policies and overseas aid programmes designed to 

end poverty and improve the lives of poor people – as well as a rallying point for NGOs to hold 

them to account, they were too narrow. 

The eight MDGs – reduce poverty and hunger; achieve universal education; promote gender 

equality; reduce child and maternal deaths; combat HIV, malaria and other diseases; ensure en-

vironmental sustainability; develop global partnerships – failed to consider the root causes of 

poverty and overlooked gender inequality as well as the holistic nature of development. The 

goals made no mention of human rights and did not specifically address economic development. 

While the MDGs, in theory, applied to all countries, in reality they were considered targets for 

poor countries to achieve, with finance from wealthy states. Conversely, every country will be 

expected to work towards achieving the SDGs. 

As the MDG deadline approaches, about 1 billion people still live on less than $1.25 a day – the 

World Bank measure on poverty – and more than 800 million people do not have enough food to 

eat. Women are still fighting hard for their rights, and millions of women still die in childbirth. 
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Goal 1 End poverty in all its forms everywhere 

Goal 2 End hunger, achieve food security and improved nutrition and promote sustainable 

agriculture 

Goal 3 Ensure healthy lives and promote well-being for all at all ages 

Goal 4 Ensure inclusive and equitable quality education and promote lifelong learning op-

portunities for all 

Goal 5 Achieve gender equality and empower all women and girls 

Goal 6 Ensure availability and sustainable management of water and sanitation for all 

Goal 7 Ensure access to affordable, reliable, sustainable and modern energy for all 

Goal 8 Promote sustained, inclusive and sustainable economic growth, full and productive 

employment and decent work for all 

Goal 9 Build resilient infrastructure, promote inclusive and sustainable industrialization and 

foster innovation 

Goal 10 Reduce inequality within and among countries 

Goal 11 Make cities and human settlements inclusive, safe, resilient and sustainable 

Goal 12 Ensure sustainable consumption and production patterns 

Goal 13 Take urgent action to combat climate change and its impacts* 

Goal 14 Conserve and sustainably use the oceans, seas and marine resources for sustaina-

ble development 

Goal 15 Protect, restore and promote sustainable use of terrestrial ecosystems, sustainably 

manage forests, combat desertification, and halt and reverse land degradation and 

halt biodiversity loss 

Goal 16 Promote peaceful and inclusive societies for sustainable development, provide ac-

cess to justice for all and build effective, accountable and inclusive institutions at 

all levels 

Goal 17 Strengthen the means of implementation and revitalize the global partnership for 

sustainable development 

Sustainable Development Goals  
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PART II: Marketing & Social Media 
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What is marketing?  

Marketing is communicating the value of a product or service to customers, for the purpose of 

selling that product or service. Marketing techniques include choosing target markets through 

market analysis and market segmentation, as well as understanding consumer behavior and ad-

vertising a product's value to the customer.  

From a societal point of view, marketing is the link between a society's material requirements 

and its economic patterns of response.  

Marketing satisfies these needs and wants through exchange processes and building long-term 

relationships. Marketing blends art and applied science (such as behavioural sciences) and makes 

use of information technology.  

Management process through which goods and services move from concept to the customer.  

It includes the coordination of four elements called the 4 P's of marketing.  



Marketing: The customer is king! 

A corporate cliche meaning that the direction of a business is ultimately determined by its cus-

tomers. The business is compelled to sell products and services that customers want/need, at a 

price they are willing to pay, and provide an acceptable level of service, otherwise customers will 

look elsewhere and they will not make money. 

It does not, as many people believe, mean that individual customers are always right, or that the 

business should be compelled to pander towards the whims of these individual customers.  

It is only the aggregate needs of all potential customers that need to be fulfilled. 

If you don't think that sandwich is worth 5€ then buy lunch elsewhere.  

The customer is king. 

Consumers face two simple facts of life: They have to pay for the goods and services they buy, 

and they have limited incomes to spend.  

These facts are summarized in the consumer‘s budget constraint.  

Given their preferences, consumers decide which goods to consume by choosing the combination 

along their budget constraint that yields the greatest utility, or satisfaction. 
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PEST analysis 

As a yout workers or entrepreneur, you can try to predict how your projects, products or services 

will resonate with the public. However, there will always be factors outside of your control affect-

ing how your business operates.  

One method for discovering and quantifying those factors is the PEST analysis. 

PEST is an acronym for political, economic, social and technological.  

It's a way of understanding how external forces impact your business.  

It should be included in every business plan, in addition to a SWOT analysis: Strengths, Weak-

nesses, Opportunities, and Threats, as it is part of risk management and strategy design. 

https://www.businessnewsdaily.com/4245-swot-analysis.html


Most Effective Marketing Strategies 
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Social Media Marketing Plan  

So now you need to create a social media marketing plan.  No easy task, right?  

Many of us struggle to iron out exactly what that is, let alone how to build one from scratch.  

Put simply, every action you take on social networks should be a part of a larger social media 

marketing strategy. That means every Facebook post, Tweet, reply, like and comment should all 

be guided by a plan and driving towards pre-determined goals. It might sound complicated, but if 

you take the time to create a comprehensive social media plan, the rest of your social efforts 

should follow naturally.  

Everyone can do this if they approach it correctly.  

Social media marketing plan should include a 6-step plan for creating your own : Social Media 

Marketing Plan. 

1. Create social media objectives and goals; 

2. Conduct a social media audit; 

3. Create or improve your social accounts;  

4. Get social media inspiration from industry leaders, competitors, clients; 

5. Create a content plan and editorial calendar, and 

6. Test, evaluate and adjust your social media marketing plan. 
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Social media 

Social media are interactive computer-mediated technologies that facilitate the creation and 

sharing of information, ideas, career interests and other forms of expression via virtual communi-

ties and networks. 

Social media have a history dating back to the 1970s. 

Some social media sites have potential for content posted there to spread virally over social net-

works. In a social media context, content or websites that are "viral" (or which "go viral") are 

those with a greater likelihood that users will reshare content posted (by another user) to their 

social network, leading to further sharing.  

Many social media sites provide a specific functionality to help users reshare content, such 

as Twitter's retweet button, Pinterest‘s pin function or Facebook's share option function.  

Businesses have a particular interest in viral marketing tactics because a viral campaign can 

achieve widespread advertising coverage (particularly if the viral reposting itself makes the 

news) for a fraction of the cost of a traditional marketing campaign, which typically uses printed 

materials, like newspapers, magazines, mailings, and billboards, and television and radio com-

mercials.  

Nonprofit organizations and activists may have similar interests in posting content on social me-

dia sites with the aim of it going viral. 
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Facebook 

Facebook was launched on February 4, 2004, by Mark Zuckerberg, along with fellow Harvard 

College students and roommates Eduardo Saverin, Andrew McCollum, Dustin Mos-

kovitz and Chris Hughes. 

The founders initially limited the website's membership to Harvard students. 

Facebook can be accessed from a large range of devices with Internet connectivity, such 

as desktop computers, laptops and tablet computers, and smartphones.  

After registering, users can create a customized profile indicating their name, occupation, schools 

attended and so on. Users can add other users as "friends", exchange messages, post status up-

dates, share photos, videos and links, use various software applications ("apps"), and receive 

notifications of other users' activity. Additionally, users may join common-interest user groups 

organized by workplace, school, hobbies or other topics, and categorize their friends into lists 

such as "People From Work" or "Close Friends". Additionally, users can report or block unpleas-

ant people. 

ts popularity has led to prominent media coverage for the company, including significant scrutiny 

over privacy and the psychological effects it has on users. In recent years, the company has 

faced intense pressure over the amount of fake news, hate speech and depictions of vio-

lence prevalent on its services, all of which it is attempting to counteract. 

Facebook has more than 2.2 billion monthly active users as of January 2018. 
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Twitter 

Twitter is an American online news and social networking service on which users post and inter-

act with messages known as "tweets". Tweets were originally restricted to 140 characters, but 

on November 7, 2017, this limit was doubled for all languages except Chinese, Japanese, and 

Korean. 

Registered users can post tweets, but those who are unregistered can only read them.  

Users access Twitter through its website interface, through Short Message Service (SMS) or mo-

bile-device application software ("app"). Twitter, Inc. is based in San Francisco, California, and 

has more than 25 offices around the world. 

Twitter was created in March 2006 by Jack Dorsey, Noah Glass, Biz Stone, and Evan Wil-

liams and launched in July of that year. 

 

 

https://en.wikipedia.org/wiki/News
https://en.wikipedia.org/wiki/Social_networking_service
https://en.wikipedia.org/wiki/Character_(computing)
https://en.wikipedia.org/wiki/CJK_characters
https://en.wikipedia.org/wiki/CJK_characters
https://en.wikipedia.org/wiki/Registered_user
https://en.wikipedia.org/wiki/SMS
https://en.wikipedia.org/wiki/Application_software
https://en.wikipedia.org/wiki/San_Francisco
https://en.wikipedia.org/wiki/Jack_Dorsey
https://en.wikipedia.org/wiki/Noah_Glass_(Twitter)
https://en.wikipedia.org/wiki/Biz_Stone
https://en.wikipedia.org/wiki/Evan_Williams_(Internet_entrepreneur)
https://en.wikipedia.org/wiki/Evan_Williams_(Internet_entrepreneur)
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Instagram 

Instagram (also known as IG) is a photo and video-sharing social networking service owned 
by Facebook, Inc. It was created by Kevin Systrom and Mike Krieger, and launched in October 
2010 exclusively on iOS. A version for Androiddevices was released a year and 6 months later, in 
April 2012, followed by a feature-limited website interface in November 2012, and apps 
for Windows 10 Mobile and Windows 10 in April 2016 and October 2016 respectively. 

The app allows users to upload photos and videos to the service, which can be edited with vari-
ous filters, and organized with tags and location information. An account's posts can be shared 
publicly or with pre-approved followers. Users can browse other users' content by tags and loca-
tions, and view trending content. Users can "like" photos, and follow other users to add their 
content to a feed. 

The service was originally distinguished by only allowing content to be framed in a square 
(1:1) aspect ratio, but these restrictions were eased in 2015. The service also add-
ed messaging features, the ability to include multiple images or videos in a single post, as well as 
"Stories"—similar to its main competitor Snapchat—which allows users to post photos and videos 
to a sequential feed, with each post accessible by others for 24 hours each. 

After its launch in 2010, Instagram rapidly gained popularity, with one million registered users in 
two months, 10 million in a year, and ultimately 800 million as of September 2017.  

https://en.wikipedia.org/wiki/Facebook
https://en.wikipedia.org/wiki/Kevin_Systrom
https://en.wikipedia.org/wiki/IOS
https://en.wikipedia.org/wiki/Android_(operating_system)
https://en.wikipedia.org/wiki/Windows_10_Mobile
https://en.wikipedia.org/wiki/Windows_10
https://en.wikipedia.org/wiki/Mobile_app
https://en.wikipedia.org/wiki/Photographic_filter
https://en.wikipedia.org/wiki/Hashtag
https://en.wikipedia.org/wiki/Geotag
https://en.wikipedia.org/wiki/Like_button
https://en.wikipedia.org/wiki/Aspect_ratio_(image)
https://en.wikipedia.org/wiki/Messaging_apps
https://en.wikipedia.org/wiki/Snapchat
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Pinterest 
Pinterest is a web and mobile application company that operates a software system designed to 

discover information on the World Wide Web, mainly using images and, on a smaller 

scale, GIFs and videos. The site was founded by Ben Silbermann, Paul Sciarra and Evan Sharp. 

Pinterest has reached 250 million monthly active users as of October 2018. 

Pinterest CEO Ben Silbermann summarized the company as a "catalogue of ideas" that inspires 

users to "go out and do that thing," rather than as an image-based social network. 

In one case study of a fashion website, users visiting from Pinterest spent $180 compared to $85 

spent from users coming from Facebook. These users spent less time on the company's website, 

choosing instead to browse from the company's pinboard.  

Further brand studies have continued to show Pinterest is more effective at driving sales than 

other forms of social media.  

https://en.wikipedia.org/wiki/GIF
https://en.wikipedia.org/wiki/Ben_Silbermann
https://en.wikipedia.org/wiki/Paul_Sciarra
https://en.wikipedia.org/wiki/Evan_Sharp
https://en.wikipedia.org/wiki/Social_network
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Youtube 

YouTube, LLC is an American video-sharing website headquartered in San Bruno, California. 

Three former PayPal employees—Chad Hurley, Steve Chen, and Jawed Karim—created the ser-

vice in February 2005. Googlebought the site in November 2006 for US$1.65 billion; YouTube 

now operates as one of Google's subsidiaries. 

YouTube allows users to upload, view, rate, share, add to favorites, report, comment on videos, 

and subscribe to other users.  

It offers a wide variety of user-generated and corporate media videos.  

YouTube earns advertising revenue from Google AdSense, a program which targets ads accord-

ing to site content and audience. The vast majority of its videos are free to view, but there are 

exceptions, including subscription-based premium channels, film rentals, as well as YouTube Pre-

mium, a subscription service offering ad-free access to the website and access to exclusive con-

tent made in partnership with existing users. 

As of February 2017, there were more than 400 hours of content uploaded to YouTube each mi-

nute, and one billion hours of content being watched on YouTube every day.  

As of August 2018, the website is ranked as the second-most popular site in the world, according 

to Alexa Internet. 

https://en.wikipedia.org/wiki/Video_hosting_service
https://en.wikipedia.org/wiki/San_Bruno,_California
https://en.wikipedia.org/wiki/PayPal
https://en.wikipedia.org/wiki/Chad_Hurley
https://en.wikipedia.org/wiki/Steve_Chen
https://en.wikipedia.org/wiki/Jawed_Karim
https://en.wikipedia.org/wiki/Google
https://en.wikipedia.org/wiki/Subsidiary
https://en.wikipedia.org/wiki/Video
https://en.wikipedia.org/wiki/List_of_most-subscribed_YouTube_channels
https://en.wikipedia.org/wiki/User-generated_content
https://en.wikipedia.org/wiki/Corporate_media
https://en.wikipedia.org/wiki/AdSense
https://en.wikipedia.org/wiki/YouTube_Premium
https://en.wikipedia.org/wiki/YouTube_Premium
https://en.wikipedia.org/wiki/Alexa_Internet
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Google+ 

Google Plus (stylized as Google+) is an Internet-based social network that is owned and oper-

ated by Google. The service, Google's fourth foray into social networking, experienced strong 

growth in its initial years, although usage statistics have varied, depending on how the service is 

defined. Three Google executives have overseen the service, which has undergone substantial 

changes leading to a redesign in November 2015. 

On October 8, 2018, Google announced that it was shutting down Google+ for consumers, citing 

low user engagement and a software error, first reported by The Wall Street Journal, that poten-

tially exposed the data of hundreds of thousands of users.  

Google indicated that Google+ would operate until August 2019, allowing users to download and 

migrate their information. 

Google+ is the company's fourth foray into social networking, following Google Buzz (launched 

2010, retired in 2011), Google Friend Connect (launched 2008, retired by March 1, 2012), 

and Orkut (launched in 2004, as of 2013 operated entirely by subsidiary Google Brazil – retired in 

September 2014). 

Google+ launched in June 2011. Features included the ability to post photos and status updates 

to the stream or interest-based communities, group different types of relationships (rather than 

simply "friends") into Circles, a multi-person instant messaging, text and video chat 

called Hangouts, events, location tagging, and the ability to edit and upload photos to private 

cloud-based albums. 

https://en.wikipedia.org/wiki/Orkut
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Let‘s face it, it‘s 2018 and we all have a pretty good understanding of social media and how it 

works, right?  

But what if we told you that Twitter has 6 different forms of communication networks or that Fa-

cebook is most active on Fridays, do you still think that you‘re a social media guru? 

Allow us to illustrate the true importance of social media marketing and the online marketing ser-

vices we offer to ensure you to stay on top of your game. 

Let‘s go back to the drawing board. What is marketing?  

As highlighted by the AMA, Marketing is the activity and process for creating; communicating and 

delivering offerings that have value to customers. 

Now look at social media marketing.  Social Media Today argue that the purpose of social media 

marketing is to build a brand and increase a brand‘s visibility, through building relationships and 

communicating with potential customers. 

The two seem to go hand-in-hand.  But you may still be wondering, why social media?   

‘‘Social networks are one of the fastest growing industries in the world’’.   

This statement does seem to be thrown around quite frequently with anything internet market-

ing related these days. However with a projected 25.0% annual growth over the next 5 years, it 

is definitely be time to start investing in social media if you haven‘t already.  

This is so important we‘ve added a fancy tweet-this box below…. partly to show off, partly to 

make it easy for you to share it! 

  

Recommendation 
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 Note: 

―The aim of marketing is to know and understand the customer so well the product or service fits 
him and sells itself.‖ ~ Peter F. Drucker  

―The sole purpose of marketing is to sell more to more people, more often and at higher prices. 
There is no other reason to do it.‖ ~ Sergio Zyman  

―The aim of marketing is to make selling superfluous.‖ ~ Peter Drucker  
―What really decides consumers to buy or not to buy is the content of your ad-vertising, not its 
form.‖ ~ David Ogilvy  

―Instead of one-way interruption, web marketing is about delivering useful content at precisely 
the right moment when a buyer needs it.‖ ~ David Meerman Scott, Author, The New Rules of 
Marketing and PR  

―Business has only two functions – marketing and innovation.‖ ~ Milan Kun-dera (Most people 
attribute this to Peter Drucker who clearly borrowed from the author of The Unbearable Lightness 
of Being when he said:)  

―Because it is its purpose to create a customer, any business enterprise has two – and only these 
two – basic functions: marketing and innovation.‖ ~ Peter Drucker  

―Don‘t find customers for your products, find products for your custom-ers.‖ ~ Seth Godin  

―Either write something worth reading or do something worth writing.‖ ~ Benjamin Franklin  

―Marketing is too important to be left to the marketing department.‖ ~ David Packard  

―Content is King!‖ ~ Bill Gates  

―If you have more money than brains you should focus on outbound marketing. If you have more 
brains than money, you should focus on inbound marketing.‖ ~ Guy Kawasaki  

―Marketing wants ‗Mr. Right‘ but Sales but wants ‗Mr. Right Now‘‖ ~ Un-known  

―Markets are conversations.‖ ~ Levine, Locke, Searls and Weinberger in The Cluetrain Manifesto 

―What helps people, helps business.‖ ~ Leo Burnett  

―The aim of marketing is to get customers to know, like and trust you.‖ ~ Un-known 

―Advertising in the final analysis should be news. If it is not news it is worth-less.‖ ~ Adolph Ochs 

―The purest treasure mortal times can afford is a spotless reputation.‖ ~ Wil-liam Shakespeare 

―Man‘s mind, once stretched by a new idea, never regains its original dimen-sions‖ ~ Oliver Wen-
dell Holmes  

 

―Marketing takes a day to learn. Unfortunately it takes a lifetime to master.‖  

- Phil Kolter  
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 Note: 
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 Note: 

If a nation values anything more than freedom, it will lose its freedom: and the irony of it is that 
if it is comfort or money that it values more, it will lose that, too. 

– W. Somerset Maugham 
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 Note: 

I have not failed.  I've just found 10,000 ways that won't work.  

– Thomas Edison  
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Note: 
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 Note: 

The poetry of the earth is never dead.  

- John Keats 
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Note: 
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 Note: 

There are dark shadows on the earth, but its lights are stronger in the contrast.  

- Charles Dickens 
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 Note: 

Success is not the key to happiness. Happiness is the key to success.  

If you love what you are doing, you will be successful.  

– Albert Schweitzer  
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8. Conclusion 
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  Note: 

Things do not change; we change. 

– Henry David Thoreau 

http://www.brainyquote.com/quotes/quotes/h/henrydavid104516.html
http://www.brainyquote.com/quotes/quotes/h/henrydavid104516.html
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Note: 
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 This project is being implemented by Association for research, education and development 
„Marketing Gate“ - Skopje. 

Project coordinator:  Panche Jovanovski  

Contact Email:  

marketingporta@gmail.com  

contact@marketinggate.org  

 ―This document has been prepared for the European Commission however it reflects the views 
only of the authors, and the Commission cannot be held responsible for any use which may be 
made of the information contained therein.‖  





SDGs & Social Media 


	YouLEAD_Guide 93
	YouLEAD_Guide
	YouLEAD_Guide 92



