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CEO AGRINEWS

LUIS 
CARRASCO



Pedro Morales

GENERATIONS IN OUR 
CLIENTS INDUSTRIES



Pedro Morales
Owner

Alfredo Torres
Production Director

Avery Davis
Veterinarian

Julian 
SanchezFarm employee

Merce Rojas
Finance Dep.

Rodrigo Estel
Quality Dep.

Merce Rojas
Sales

Dolores 
Centro de clasificación Sorting cente

Carlos Vives
Nutritionist

ORGANIGRAM

BABY BOOMERS, GEN X
GEN Y, GEN Z



WHERE CAN WE FIND EACH 
GENERATION?

Ana Brito

Generation Z (1997-2012)

Social Media 

(Instagram, Tik Tok)

María Izquierdo

Generation X (1965 y 1981)

Traditional media (TV, 

Radio, TV etc) 

Marcos Vilas

Millennials (1981 a 1993)

Newsletter (mailing)

Pedro Rodriguez

Baby boomers (1945 y 1964)

Social Media (Facebook, 

Linkedin) and web
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Marketing B2B vs 
B2C
B2

B

B2
C

• They sell products or 
services to 
industries.

• Few customers and 
high purchase 
volumen

• Long-term relationships

• Specific needs.

• Decision-making involves 
differents departaments

• Sell products or services to 
individuals.

•  Personal 
consumption.

• Decision-making is 
emotional.

• Want quick and immediate 
results.



BETWEEN 

60-90%
OF THE BUYING DECISIONS ARE MADE 
BEFORE PICKING UP THE PHONE, THROUGH 
ONLINE RESEARCH

B2B



B2B NEEDING AND WANTING. 
BEHAVIOR ANALYSIS



 reduce perceived 
risk and gain 
customer trust. 

B2B

Slow sales, high costs, 
expensive services, much 
greater customer lifetime 
value, customer for life.  

TRUS
T

LOYALTY



MARKETING&SALE
S

MUS
T 

GO HAND IN HAND, 
ALWAYS!



SELLING FROM 
MINUTE 1
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1. ATTRACTION

2. INTERACTION

3. CONVERSION

4. LOYALTY

DISCOVERY

KEY POINTS

Purchase process

CONSIDERATION

DECISION

LOYALTY



THE NEW B2B SALES
AND MARKETING FUNNEL



LEAD MANAGEMENT



Generation of 
Demand



Account-based 
Marketing TARGETING INDIVIDUALS OR SMALL GROUPS

A JOINT MARKETING, TECHNICAL, AND SALES 
STRATEGY



Lead Management
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MATRIZ LEAD SCORING

High

Low Medium High

Low

Medium



Lead 
ManagementVISITOR / USER

INTERACTION 
WITH MARKETING 
TEAM

INTERACTION 
WITH BOTH 
TEAMS

INTERACTION 
WITH sales team

IQL

MQL

SAL

SQL

CUSTOMER



IQL
IQL Information Qualified 
Lead

VISITOR / USER

IQL

MQL

SAL

SQL

CUSTOMER



MQL 
MQL Marketing Qualified 
Lead

VISITOR / USER

IQL

MQL

SAL

SQL

CUSTOMER



SAL
SAL Sales Accepted 
Lead

VISITOR / USER

IQL

MQL

SAL

SQL

CUSTOMER



SQL
SQL Sales Marketing 
Lead

VISITOR / USER

IQL

MQL

SAL

SQL

CUSTOMER



SEGMENTATION OF 
OUR DATABASE




OMNICHANNEL
APPROACH



 Omnichannel strategy.



REACH
With this omnichannel 
strategy we reach several 
generations.

US
ER

S 
BY

 A
GE
18-24
25-34
35-40
45-54
55-64
65+

0 200 400



FACEBOOK 2.936 millions of users

YOUTUBE 2,476 millions of users

INSTAGRAM 1.440 millions of users

LINKEDIN 900 millions of users

TWITTER 354 millions of users

WECHAT  1.327 billion of users

TIKTOK 1,081 millones of users

TOP 5 Social Media



Keys to Social 
Media

“EVERYONE” USES 
A NETWORK



I T SHOULD BE USED TO ATTRACT 
USERS INTERESTED IN YOUR CONTENT 
NOT JUST SENDING ONE-WAY 
MESSAGES

Keys to Social 
Media



» LOW READING TIMES

» IT REQUIRES DEDICATION

» EACH NETWORK HAS ITS OWN CHARACTERISTICS

Keys to Social 
Media



AVERAGE

Average daily time spent
by internet users on social media 
worldwide.

Minutes per day

Social media activity

2012 2018 2022

90‘ 142‘ 15
1‘ 



Social media activity
AVERAGE

Number of social media users in selected 
countries in 2022 and 2027 (in millions)



Facebook
TYPES OF CONTENTS

Allows users to create and share short and engaging videos

FACEBOOK REELS

LIVE

 EVENTS

 MESSENGER

 GROUPS

 STORIES

 META BUSINESS SUITE



Instagram
TYPES OF CONTENTS

Allows users to create, share, and discover short, engaging video 
content. These videos are typically 15 to 60 seconds long.

INSTAGRAM REELS

INSTAGRAM LIVE

INSTAGRAM GUIDE

HIGHLIGHTED STORIES

DMS

CHAT DE COMUNIDAD

INSTAGRAM ANALYTICS




Twitter
TYPES OF CONTENTS

Advertising platform provided by Twitter that allows businesses and 
individuals to create and promote ads on the Twitter platform.

TWITTER ADS

TWITTER COMMUNITIES

CHAT

TWITTER TRENDS



Youtube
TYPES OF CONTENTS

SHORTS

Is a short-form video feature on the YouTube platform that allows users to create, 
share, and discover videos that are typically 60 seconds or less in duration.




Youtube
TYPES OF CONTENTS

YOUTUBE SHORTS

CHANNEL ORGANIZATION

YOUTUBE ADS

YOUTUBE PLAYLIST

REPOSITORY

LIVE STREAMING

REPOSITORY




Linkedin
TYPES OF CONTENTS

ARTICLES

EVENTS

Allows users to publish and share extended written content on LinkedIn.

LINKEDIN ADS

LINKEDIN NEWSLETTER

SALES NAVEGATOR

COMPANY PAGE INVITATION

GROUPS

LINKEDIN PROFILE VIDEO



Linkedin
TYPES OF CONTENTS

LINKEDIN NEWSLETTER

Allows users, particularly creators, influencers, and professionals, to publish and share 
content in a newsletter format.



Linkedin
TYPES OF CONTENTS

Allows users to create, promote, and manage events related to their 
professional endeavors. 

LINKEDIN 

EVENTS



Linkedin
TYPES OF CONTENTS

LINKEDIN MESSENGER

Allows users to send and receive messages to and from their 
connections and other LinkedIn members.



Brandbook
WHY ITS SO IMPORTANT?

A document that outlines how a brand or business should be 
presented and represented on social media platforms.



LINKEDIN

PERSONAL COMPANYACTION

Personal profile vs Company

Advertising No Yes

Limited (impressions and 
interactions)

Yes

Yes No

Limite
d

Unlimite
d

Yes (feed) No

Yes Yes

Yes No

Yes (Content 
creator)

Yes

Metrics

Follow

Connect

SEO

Followers / 
contacts
Increased organic 
reach

Creator role



LINKEDIN

How to increase your network 
effectively?

STEP 1

INCLUDE SEVERAL LEVELS OF FILTERING

ENTER THE PROFILE KEYWORD TO
SEARCH FOR

STEP 2



LINKEDIN

How to increase your network 
effectively?



LINKEDIN

Personal profile analysis:
Could be improved

THE PROFILE PICTURE SHOULD
CONVEY THE TONE OF 

COMMUNICATION
YOU WANT TO CONVEY.

HAVING AN UPDATED COVER PHOTO 
HELPS THE USER TO QUICKLY 
UNDERSTAND WHAT YOUR PROFESSION 
IS AND WHAT SERVICES YOU OFFER. IT 
ALSO SHOWS THAT THE PROFILE IS 
WELL WORKED.

THE PROFILE DESCRIPTION IS A 
MUST

DEFINE THE HASHTAGS THAT BEST 
DESCRIBE YOUR ACTIVITY

INCLUDE A CATCHY HEADLINE THAT 
TELLS WHAT YOU DO

INCLUDING YOUR SKILLS IS VITAL TO 
APPEAR IN SEARCH RESULTS 

RELATED TO THOSE SKILLS.
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LINKEDIN

Personal profile analysis:
Approved



LINKEDIN

Access to Analytics



LINKEDIN

Followers Analysis



LINKEDIN

Competitor Analysis



LINKEDIN

Content 
Analysis



PERSONAL
POST



LINKEDIN

Personal post
Analysis



Business
Post



LINKEDIN

Company profile analysis

CLEAR LOGO AND 
COVER IMAGE .

EXPAND YOUR 
COMMUNITY 
ORGANICALLY BY 
INVITING YOUR 
CONTACTS

KEEP UP TO DATE
WITH YOUR
ANALYTICS



LINKEDIN

 INTRODUCE YOUR BRAND'S WEBSITE TO DRIVE 
TRAFFIC TO YOUR COMMUNITY.

ENTER THE KEYWORDS THAT BEST FIT YOUR ACTIVITY.

 IT IS IMPORTANT TO SET UP YOUR PROFILE IN ALL THE LANGUAGES OF YOUR 
AUDIENCE.

Company profile analysis



LINKEDIN

CONFIGURING THE BUTTON IS ESSENTIAL TO ACHIEVE 
THE RESULTS WE ARE LOOKING FOR. 

SET UP THE 3 HASHTAGS YOU WANT TO POSITION YOUR COMPANY 
PAGE WITH.

THIS WILL ALLOW LINKEDIN TO RECOMMEND YOUR PAGE TO 
OTHER USERS INTERESTED IN THE TOPICS YOU'VE INDICATED.

Company profile analysis



SOCIAL MEDIA STRATEGY

» Create a Brandbook

» Develop a Content Plan with 
objectives, post types,
a posting schedule, and 
promotions

» Assign responsibility to 
someone

Considerations

» Engage employees and
collaborators of the company

» Monitor and analyze data



» Consider a multichannel strategy.

» Manage leads.

» Be a content creator - news, tips, etc.

» Sales Funnel: Marketing vs. Sales.

» 60%-90% of decisions are made online.

» LinkedIn: Company Page vs. Personal Profile.

» There must be a responsible person - professionalization.

» Measure the data.

» Branding + Content strategy.

» Consider outsourcing the service.

» Create synergies with media and influencers.

Conclusion



Thank 
you!Any 
questions?
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