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Introduction 

The DREAM Project – Digital Readiness Empowering Ambitious Middle-Aged 

Women Entrepreneurs – is a transformative initiative developed under the 

Erasmus+ Programme. It is designed to foster digital inclusion, confidence, and 

entrepreneurial growth among women aged 45 and above. In today’s rapidly 

evolving digital landscape, where fluency with online tools increasingly 

determines access to economic and social opportunity, the DREAM Project 

addresses a pressing need: equipping women in mid-life with the skills, tools, and 

mindset to thrive in a digitally-driven economy. 

This consolidated booklet brings together a tailored curriculum developed by 

expert educators and professionals from the Balkan Women Coalition and 

AFAEMME. The curriculum guides participants through six structured modules, 

covering core areas such as digital marketing, social media management, 

website development with data analytics, and funding opportunities within the 

EU. Each module has been carefully designed for practical relevance, 

accessibility, and real-world application, with all content reviewed by marketing 

and IT professionals to ensure quality and effectiveness. 

Importantly, Modules 5 and 6 introduce a powerful and inspiring component: the 

success stories of women entrepreneurs from Greece and Spain. These real-life 

testimonials showcase how determination, innovation, and digital upskilling can 

converge to overcome barriers and unlock new opportunities.  

The DREAM curriculum embraces a hands-on and inclusive approach, 

encouraging women to build personal brands, launch or expand digital 

ventures, and confidently navigate the online marketplace. Beyond technical 

knowledge, it nurtures self-belief, creativity, and community-building—the 

essential pillars of sustainable entrepreneurial success. 
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You can watch the recorded version of Module 1 here. 

  

https://thedreamproject.eu/dream-module-1-first-steps-in-digital-marketing/


 

7 

 

 

 

 

1. DESCRIPTION OF THE MODULE 

The "First Steps in Digital Marketing" module is part of the broader DREAM 

PROJECT, an initiative aimed at empowering women aged 45 and above by 

enhancing their digital skills and enabling them to navigate the online world with 

confidence. This module is tailored to meet the unique needs of this 

demographic, providing practical and accessible training in branding, customer 

engagement, digital marketing strategies, and e-commerce management. The 

ultimate goal is to empower participants with the tools they need to establish a 

competitive online presence. 

 

INTRODUCTION AND RELEVANCE TO PROJECT OBJECTIVES 

The module directly supports the DREAM PROJECT’s mission of fostering digital 

transformation among women over 45. By teaching foundational concepts in 

branding, digital marketing, and e-commerce, the module helps participants 

create a personal brand or refine an existing project to connect effectively with 

their audience. It emphasizes building trust and authenticity, which are critical for 

success in the digital space. Furthermore, the training addresses key professional 

gaps by introducing CRM tools, email marketing strategies, and SEO basics to 

improve visibility and engagement. The program addresses systemic barriers 

preventing women in this age group from thriving in the digital landscape and 

by offering tailored, hands-on learning experiences, participants gain 

confidence in their digital abilities and become included in the digital economy.  

The only requisites will be to be women, age 45+, interested in expanding their 

skills in social media management, for their professional or personal growth and 

participants of the DREAM PROJECT: “Digital Readiness Empowering Ambitious 

Middle-aged Women Entrepreneurs 

 

 

 

 

 

 

 

 

 

Module 1 - First Steps in Digital Marketing 
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2.  MODULE 1: “FIRST STEPS IN DIGITAL MARKETING” PROJECT 

OBJECTIVES 

The module is structured around six main objectives designed to build practical 

skills:  

Building Personal Branding Skills. Participants learn to create logos, slogans, and 

visual assets that reflect their unique identity.  

Introducing CRM and Email Marketing Basics. Useful knowledge in SM  

Strengthening Digital Marketing Strategies. Participants learn basic marketing 

plans, equipping them to improve online visibility and customer interaction.  

Empowering Participants with E-commerce Skills. Practical knowledge about 

designing and managing e-commerce platforms.  

Promoting Inclusion and Gender Equality. Tailored educational materials and 

expert-led workshops will ensure participants feel supported throughout their 

learning journey.  

Boosting Confidence in Applying Digital Skills. Participants are expected to 

report improved confidence in using digital tools, enabling them to apply their 

new skills to both personal and professional projects.  

3. MODULE CONTENT  

• BRANDING DESIGN. BOOSTING YOUR ONLINE PRESENCE  

Objective  

Learn how to define a brand identity, create consistent messages and establish 

a reliable online image (logo, logotype, brand image), as a strategy to connect 

with customers.  

 

3.1.1 DEFINING BRAND IDENTITY  

What is it?  

Brand identity is the set of visual, emotional and communicative attributes that 

represent the essence of a brand. It defines how you want your brand to be 

perceived by the public and is made up of tangible and intangible elements.  

Key components:  

• Logo/logotype: Graphic elements that identify your brand. The logo should be 

simple, original, striking, memorable and adaptable to different contexts, and 

easy to remember.  

• Colors and Typography: The color palette and fonts you choose should reflect 

the personality of your brand and be consistent across all communication 

channels.  
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• Values: The fundamental principles that guide your brand. These values must 

connect emotionally with your target audience.  

3.1.2 CREATING A SLOGAN (BRAND MESSAGE)  

What are brand messages? They are phrases or expressions that encapsulate the 

essence and purpose of the brand. A good message must be clear, compelling 

and memorable.  

Importance of consistency in slogans  

Consistency in brand messages ensures that customers can easily identify your 

company's voice and values in any interaction. This helps build trust and 

recognition. For example, “Just Do It” - Nike: Inspires action and determination. 

3.1.3. Establish a Well-Communicated, Competitive and Trustworthy Image  

Good online presence:  

• Professional website design: The website must be intuitive, fast and 

adapted to mobile devices. With interesting content to attract and 

maintain the target.  

• Consistent social networks: Maintain a homogeneous visual style and tone 

of communication on all platforms. Also, with interesting, interactive and 

continuous content. 

How to generate trust:  

• Transparency: Share clear information about your brand, products and 

services.  

• Opinions and testimonials: Publish reviews from satisfied customers to 

validate your credibility.  

• Proactive interaction: Respond quickly to questions and comments.  

 

3.2. CONTACT AND LEAD MANAGEMENT: TOOLS TO AUTOMATE DATA PROCESSES  

Objective  

Learn basic concepts about CRM (Customer Relationship Management) and 

email marketing. Introduction to the tools that facilitate the automation of 

processes and the creation of effective email campaigns.  

3.2.1 What is a CRM?  

Definition:  

CRM (Customer Relationship Management) is a strategy and technology that 

helps companies manage relationships with their customers and leads. It 

facilitates the storage, analysis, and access to relevant data.  

Importance of CRM:  

1. It organizes contact information in one place.  
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2. It improves communication with customers.  

3. It allows you to automate tasks such as email tracking and reminders.  

Some popular CRMs are: Salesforce https://www.salesforce.com  

HubSpot https://offers.hubspot.es Zoho CRM https://www.zoho.com/es-xl/crm/  

 

3.2.2. Email Communication  

Why is it important?  

Email marketing is one of the most effective and cost-effective tools for 

maintaining direct communication with your customers. It allows you to build 

relationships, foster loyalty, and promote products or services.  

Popular email marketing tools:  

• Mailchimp: Intuitive and popular for beginners.  

• Constant Contact: Offers features for small businesses  

• ActiveCampaign: Ideal for advanced automations. 

Main strategies for email marketing campaigns  

a) Audience segmentation  

Divide your database into groups based on interests, purchasing behavior, or 

demographics to send more relevant messages.  

b) Compelling subject lines  

Write subject lines that spark interest and encourage the recipient to open the 

email.  

c) Email design  

Make sure the design is visually appealing, with a clear call to action and 

functional links.  

3.3 DIGITAL MARKETING STRATEGIES: CALL TO ACTION (CTA) TRICKS AND 

TECHNIQUES  

Objective. Learn the basics of digital marketing and how to implement Call to 

Action (CTA) strategies to increase customer engagement and conversion. Also 

learn how to create effective digital marketing plans tailored to different types 

of businesses. 

  

https://www.salesforce.com/
https://offers.hubspot.es/
https://www.zoho.com/es-xl/crm/
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3.3.1 INTRODUCTION TO DIGITAL MARKETING AND ITS ROLE IN ONLINE 

BUSINESS  

Digital marketing has revolutionized the way companies interact with their 

customers. By integrating with technological tools, it allows them to reach global 

audiences, measure the impact of strategies and adjust them in real time, 

something that traditional methods do not offer.  

Definition and key concepts  

• Digital marketing: Use of digital channels to promote products or services.  

• Online business: Companies that operate fully or partially in the digital 

environment, including e-commerce, SaaS, and more.  

Differences with traditional marketing  

Aspect  Traditional Marketing  Digital Marketing  

Reach  Local/regional  Global  

Measurement  
Difficulty in measuring 

ROI   
Real-time results  

Cost  High  
Scalable, depending on the 

channel  

 

Key digital marketing channels  

• SEO (Search Engine Optimization): Optimization to appear in the first 

Google results organically.  

• SEM (Search Engine Marketing): Paid campaigns on search engines, such 

as Google Ads.  

• Social Media Marketing: Advertising and content on platforms such as 

Instagram, Facebook and LinkedIn.  

• Email Marketing: Personalized campaigns to retain or convert customers.  

• Content marketing: Creating value through blogs, videos and guides.  

Importance of digital marketing in online businesses  

•  Increased vis ibi l i ty.   

• Improvement of customer exper ience.  

• Abil i ty to segment audiences and personalize messages .   
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• Higher return on investment compared to tradit ional 

methods   

3.3.2.  MAIN DIGITAL MARKETING STRATEGIES  

Digital marketing strategies are essential for al igning dig ital efforts 

with a company's business objectives.   

Main strategies  

1. Content marketing.  Create and distr ibute useful and relevant 

content to attract and retain customers.  Create valuable content 

to attract,  educate and convert customers.   

Examples :  blog art ic les,  v ideo tutor ials ,  downloadable guides.   

Useful tools :  Canva for design, https://www.canva.com/es_es/   

for infographics Grammarly https://www.grammarly.com/  

and RAE for correction https://www.rae.es/   

 

2. Social networks  

Objectives: Generate engagement, increase followers and promote products.  

Practical tip: Post during the times when your audience is most active.  

3. Digital advertising Use of paid campaigns to increase visibility and web traffic.  

Key metric: CTR (Click Through Rate). Paid (SEM and social networks): Paid ads 

on Google, Facebook or Instagram can quickly increase brand visibility.  

4. SEO: Optimization of the website to appear in the first Google search results 

organically.  

5. Retargeting strategies.  

Impact users who have visited your website but have not converted.  

Example: Show personalized ads based on products viewed.  

 

Measurement of st rategies  

Establ ish KPIs  to measure results (for example: web traff ic, 

convers ion rate, return on investment) .  Continual ly adjust  based on 

data col lected with tools  l ike Google Analyt ics. Digital marketing 

combines creativ ity and analys is  to maximize results  in a co nstantly 

https://www.canva.com/es_es/
https://www.grammarly.com/
https://www.rae.es/
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evolving environment,  which is  why it  is important to know the key 

strategies and measure each action to guarantee success.  

How to design a digital marketing strategy  

• Define clear objectives. Definition of SMART objectives. A good digital 

marketing plan starts with clear and measurable objectives. SMART goals 

are Specific, Measurable, Attainable, Relevant and Temporal  

Example: " Increase sales by 20% in the next 6 months."  

2. Analyze the competit ion.  Identify what others are doing well  to 

inspire and differentiate yourself .   

3. Know your target audience .  Create a “buyer person” that 

represents the ideal cl ient.   

 

3.3.3 CALL TO ACTION (CTA) TECHNIQUES FOR ENGAGEMENT AND 

CONVERSION   

What is  a CTA? A CTA is  an invitat ion to take an action, such as 

subscr ibing to a newsletter,  purchasing a product,  or downloading 

a resource. An effective CTA transforms vis itors into customers or 

interested leads.  

Characterist ics of an effect ive CTA   

• Clarity :  The message must be direct and easy to understand. 

Make the benefit  clear.  Example: “get a 20% discount now”.  

• Attractive design :  Use colors that stand out,  appropr iate s izes and 

good contrast, buttons that contrast with the background, include 

icons or arrows that guide attention  

• Urgency:  Messages l ike "Discount today!" They encourage 

immediate action.  

• Strategic placement :  Place CTAs at the header,  middle and end 

of your website  
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Most used types of CTAs  

• Convers ion CTA: “Buy now”, “Sign up for f ree”.  "Buy now and save 

20%"  

• Engagement CTA: “Read more”, “F ind out how”, ”Fol low us on 

social networks”  

• Emergency CTA: “L imited t ime only!”   

Advanced techniques  

• A/B Testing  

Test dif ferent vers ions of your CTA to see which one generates the 

most convers ions.   

Example: "Download our guide" vs.  "Discover the secrets of 

success. "   

• Dynamic customization  

Use tools that adapt content based on the user 's location or history   

• Examples of CTAs (Can be a text link, a button or plaint text with no link)  

"Subscr ibe to receive your exclus ive discount",  “Buy”, “Shop”, 

“Order”,  “Reserve”, “Save”, “Support”,  “Join”, “Get Started”, 

“Download”, “Learn More”, “See more”, “Start”.   

 

3.3.4.  MODEL TO CREATE EFFECTIVE DIGITAL MARKETING PLANS  

A structured digital marketing plan ensures that efforts  are al igned 

with business goals.   

Phases to create an effect ive plan  

α)Init ial  analysis   

Perform a SWOT Analys is  (Strengths,  Weaknesses,  Opportunit ies,  

Threats).   

Example: “Identify strong competitors and opportunit ies in social 

networks”.   

b)Definit ion of objectives  
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They must be SMART: specif ic,  measurable, achievable, relevant 

and temporal.   

Example: " Increase web traff ic by 30% in 3 months."  

c) Audience segmentation  

Research the demographic character ist ics,  interests and behaviors 

of your audience.  

d) Channel selection.  Decide on which platforms to concentrate 

resources.  

e) Implementat ion  

•  Create a content calendar that detai ls  what to post,  when, 

and on which channel.   

•  Distr ibute responsibi l i t ies within the marketing team.  

f)  Measurement and adjustment   

•  Define KPIs  for each channel:  web traff ic,  cl icks on CTAs, 

engagement on social networks.  

•  Conduct monthly analyzes to adjust strategies.   

g) Useful tools  

•  Social media management:  Buffer,  Hootsuite.   

•  Data analys is :  Google Analyt ics,  Tableau.  

•  SEO and SEM: SEMrush, Ahrefs.  

•  Email  marketing: Mailchimp, Klaviyo.  

•  Content design: Canva, Adobe Express.   

 

3.4 SEO STRATEGIES: IMPORTANCE AND HOW TO IMPROVE WEBSITE 

VISIBILITY  

Objective :  Understand why SEO strategies are essential  to attract 

organic traff ic and improve web posit ioning. Learn how to optimize 

a website to appear in the top search results  on Google and other 

search engines.   

•  WHY IS SEO IMPORTANT?  

SEO (Search Engine Optimization) is  the process of improving the 

vis ibi l i ty of a website in organic search engine results .  Unl ike paid 

advert is ing, traff ic generated by SEO is  f ree and has a long - last ing 

impact.  Key reasons why SEO is  so important:  
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Organic Traff ic  

•  Organic traff ic refers to vis itors who come to your website 

through unpaid search results .  When you optimize your 

website for SEO, you increase your chances of appearing in 

the top search results .  The higher up you appear,  the more 

l ikely users wi l l  be to cl ick on your l ink and vis it  your s ite. This 

generates a constant f low of traff ic without having to pay for 

each cl ick or impress ion.  

•  Example: I f  your onl ine clothing store has a blog about 

fashion trends and you use SEO strategies to posit ion it ,  the 

art ic le can continue to receive traff ic for months, even years, 

after i t  has been published, which creates a continuous 

source of vis itors  to your website.  

Credibi l i ty and Authority   

•  Web pages that are better posit ioned in search results are 

seen by users as more trustworthy and relevant. Google and 

other search engines have algor ithms that reward websites 

that offer qual ity,  useful content.  Therefore, i f  your s ite is 

posit ioned well ,  users wi l l  l ikely consider your business to be a 

trustworthy source.  

•  Addit ional ly,  search engines favor those s ites that 

demonstrate author ity in their  f ie ld,  which is achieved 

through relevant content,  qual ity l inks,  and an optimized user 

exper ience.  

•  Example: I f  your health blog appears on the f i rst page of 

Google, users tend to trust the information you provide more 

than s ites that appear lower in the results .  

High ROI   

•  SEO is  one of the most cost -effective ways to attract traff ic in 

the long term. While it  may take t ime (weeks or months) to 

get results ,  once your website starts  ranking well ,  t raff ic wi l l  

continue to come consistently without the need to 

continual ly pay, as is  the case with paid ads.  

•  Compared to other marketing strategies, such as pay -per-

cl ick (PPC) advert is ing, organic traff ic has a high return on 

investment (ROI),  s ince the costs of maintaining an SEO 

strategy are lower in the long term.  
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• Example: If you invest time in creating SEO-optimized content, your visitors 

will arrive organically without having to spend on advertising each month.  

Better User Experience: SEO is not only about optimizing for search engines, but 

also about improving the user experience on your website. A well-designed, fast 

and easy-to-navigate website will make visitors stay longer and be more willing 

to take an action (purchase, subscribe, etc.).  

3.4.2. ON-PAGE AND OFF-PAGE SEO TECHNIQUES  

SEO strategies are divided into two large areas: On-Page SEO (optimization within 

the website itself) and Off-Page SEO (actions outside the site that affect SEO). 

Both are essential to improve the positioning of your website in search results.  

• On-Page SEO  

On-Page SEO refers to all the optimization actions you carry out within your own 

website. Here we explain the main On-Page optimization techniques:  

• Keywords: Keywords are the terms that users type into search engines to find 

information or products. It is essential that you use the keywords relevant to your 

business in the right places on your website.  

Keyword Research: Before creating content, conduct keyword research to 

identify what terms people related to your industry are searching for. Tools like 

Google Keyword Planner, Ubersuggest or SEMrush can help you find keywords 

with good search volume and low competition, and that can be integrated 

naturally into the content.  

• Strategic Use: Place these keywords in strategic places on your page, such as 

in page titles, meta descriptions, headings (H1, H2, H3), content, and URLs. Don't 

use too many keywords (called keyword stuffing), but distribute them naturally.  

Example: If you have a recipe website, keywords like “healthy dinner recipes” 

should appear naturally in the content of your pages. If you have a shoe store, 

your keywords could be “buy shoes online”, “women's shoes”, “seasonal shoes”. 

 

Optimization of Titles and Descriptions: Titles (<title> tags) and meta descriptions 

are essential for SEO. They should include relevant keywords and grab users' 

attention in the search results. Make sure each page has unique and engaging 

titles and descriptions.  

Example: The title of your product page can be "Women's Shoes – Latest 

Seasonal Collection | [YourBrand]".  

• URL Structure: SEO friendly URLs are simple and descriptive. They should contain 

keywords and be easy to read for both users and search engines.  

Example: www.tumarca.com/zapatos-de-mujer/  

instead of www.tumarca.com/p=12345  

• Image Optimization: Images are an important part of any website, but they 

can also affect loading speed. Google favors fast sites, so optimizing images is 

crucial.  

http://www.tumarca.com/zapatos-de-mujer/
http://www.tumarca.com/p=12345
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Size: Compresses images so they are not too large and slow down page loading.  

 Loading Speed: Loading speed is a crucial ranking factor for Google. Users 

quickly abandon sites that take a long time to load, affecting both user 

experience and ranking.  

How to improve it: Use tools like Google PageSpeed Insights to analyze your site's 

loading speed and get suggestions for improvement. Reducing the size of 

images, minimizing the use of unnecessary scripts and using fast hosting are good 

practices.  

• Off-Page SEO  

Off-Page SEO refers to all activities outside your website that can improve your 

positioning. These techniques influence the authority and visibility of your site 

through external links and presence on other platforms.  

 

Backlinks (External Links): Backlinks are links from other websites that point to 

yours. Google considers backlinks as a vote of confidence, meaning the more 

quality links you receive, the higher the authority of your page.  

Quality over Quantity: It is more important to have links from relevant, high-

authority websites than to have many links from less trustworthy sites. For example, 

one link from a popular news website or blog is more valuable than several links 

from low-quality sites.  

Strategies to obtain Backlinks: You can obtain backlinks through the creation of 

useful and relevant content (such as infographics, guides or case studies), 

collaborations with other sites, and taking advantage of mentions of your brand 

in other blogs.  

Example: If a popular fashion blog mentions your shoe store and links to your site, 

this backlink will be very valuable.  

Social Networks: Although direct links from social networks do not directly affect 

SEO, sharing content on social platforms can generate traffic to your website. In 

addition, having an active presence on social networks can increase the visibility 

of your brand and attract natural links. Additionally, shared social content can 

be indexed by Google if it is linked to your website.  

Social Interaction: The more your content is shared on social networks, the more 

likely it is that other websites or blogs will link to it. Social media also helps increase 

your brand's authority and improve its overall visibility.  

Example: If your fashion business shares interesting and useful content on 

Instagram or Facebook, it can attract both new users and links from other 

fashion-related websites.  

3.5 ELECTRONIC COMMERCE AND ONLINE PAYMENTS  

Objective: Understand how to design and manage an e-commerce store, and 

learn about the main e-commerce platforms and payment gateways to offer a 

safe and efficient shopping experience.  
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3.5.1 ECOMMERCE DESIGN  

E-commerce has become one of the most popular forms of online business. 

Creating an online store is not just about offering products, but about creating a 

smooth and pleasant user experience that encourages purchases. Designing an 

ecommerce store involves choosing a suitable platform, an attractive structure, 

and customer-friendly features.  

• Popular Platforms for Ecommerce  

Choosing the right platform is essential for the success of your online store. Each 

platform has its advantages and features, so it is important to select the one that 

best suits the needs of your business.  

• Shopify https://www.shopify.com/es  

It is one of the most popular platforms to create online stores. It is ideal for small 

and medium-sized businesses that want to get started quickly, without requiring 

extensive technical knowledge. It is cloud-based. You don't have to be a 

technology expert to manage a store. It offers pre-designed templates, payment 

gateway integrations, and marketing tools.  

Pros: Easy to use. Customizable templates, and adaptable to mobile devices.  

Wide range of applications to add additional functionality. 24/7 support.  

Ideal to start quickly without experience.  

Cons: Some monthly fees and transaction fees  

Ideal for: Businesses that want to start quickly and have no technical experience.  

• WooCommerce https://woocommerce.com/es/  

If you already have a WordPress website, WooCommerce is an excellent option 

to integrate ecommerce into your page. It is a free plugin for basic functionalities, 

and allows you to convert the website into an online store.  

Pros: Great flexibility to customize the store. Integration with a wide variety of 

payment gateways. Compatible with many WordPress themes and plugins.  

Cons: It can be complex, if you have no previous experience with WordPress, 

and some extras or advanced functions are with extra paid plugins.  

Best for: Business owners who are already familiar with WordPress and need a 

customizable solution. 

• Prestashop https://prestashop.es/  

It is a free open source platform designed specifically to create and manage 

electronic businesses. It falls into the category of CMS (Content Management 

System, a web content management system like WordPress, Joomla or 

Magento). It allows you to create a catalog with product sheets, create content 

such as a blog, control the store's SEO, manage stocks and orders and the 

shipping system, online payment and use email to contact customers, create 

promotions,...  

https://www.shopify.com/es
https://woocommerce.com/es/
https://prestashop.es/
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Pros: Requires little technical knowledge, the interface is easy to use and offers 

many functionalities  

Cons: Like all tools, technical help may be needed to configure properly or 

perform updates. 

There are other platforms, such as BigCommerce: Similar to Shopify but more 

aimed at larger companies, with a large number of functionalities for product 

management, payments and logistics, but more difficult to learn because it has 

more advanced functions for medium-sized companies 

https://www.bigcommerce.es  

In conclusion, having an electronic business has many advantages. The online 

store is open 24 hours a day, seven days a week, so that customers can access 

it at any time regardless of time, language or country, and carry out the entire 

purchasing process alone. With all the customer data and their interaction on 

the web, we can understand them better and personalize our strategies to keep 

them coming and buying. In addition, an online store is a smaller expense than 

opening a physical store. 

However, e-commerce also has disadvantages. Not all products sell easily, 

especially in small or unknown brands, and there is a lot of offer and competition 

with similar products. Many times, technical help is needed to set up or adjust or 

update the virtual store. Some customers are wary of making online payments, 

or of purchasing a product without trying it first. And, there is a serious problem 

with copies of content or products, computer attacks and other security threats.  

• Key Elements of an Ecommerce  

Store design is not only about aesthetics, but also about functionality and user 

experience. Key elements to designing a successful ecommerce store include:  

• Attractive design. The design must be professional and attractive, as well 

as functional. Users should be attracted to the images and overall design 

as well as the products  

• Intuitive Design. The site should be easy to navigate and allow users to 

quickly find what they are looking for. A clear navigation menu, well-

defined categories, and a simple checkout process are essential to 

improve the shopping experience and reduce cart abandonment rates.  

Example: A customer entering your store should be able to search for products 

by category, filter by price or popularity, and quickly reach the purchase page 

with just a few clicks.  

• Mobile Optimization: A growing percentage of online purchases are 

made through mobile devices. According to recent data, more than 50% 

of web traffic comes from mobile devices, so it is essential that your store 

is completely mobile-optimized. Make sure the store looks good on small 

screens, that the checkout process is easy to do on a smartphone, and 

that product images adapt to the screen size. 

Example: Make sure buttons are large enough to click on touch screens and that 

the page loads quickly on mobile devices. 

 

https://www.bigcommerce.es/
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Simple Purchase Process: Facilitate the purchasing process with an easy-to-use 

shopping cart and a payment process that is as simple as possible. 

3.5.2. PAYMENT GATEWAY MANAGEMENT  

Once you have your online store designed and ready to receive customers, the 

next step is to ensure that transactions are carried out safely and efficiently. 

Payment gateways are services that allow customer payments to be processed 

electronically, ensuring that money is transferred correctly between the buyer 

and seller.  

What is a Payment Gateway?  

A payment gateway is a tool that authorizes electronic payments to carry out 

online transactions securely. It acts as an intermediary between the buyer and 

seller, ensuring that payment information is processed without compromising the 

security of the parties involved.  

• Main function: The payment gateway validates the customer's card details, 

authorizes the payment and securely transfers the money to the seller.  

• Security: Most payment gateways are encrypted with SSL (Secure Sockets 

Layer) protocols, ensuring that sensitive information, such as card numbers, 

cannot be intercepted.  

Popular Payment Gateways  

There are several options for payment gateways, and choosing the right one 

depends on factors such as your geographical location, the type of products for 

sale, customer payment preferences, commissions charged, customer facilities. 

 

PayPal https://www.paypal.com/es/home  

Easy integration and very popular. PayPal is one of the most well-known and used 

payment gateways in the world. Its main advantage is its simplicity and global 

reliability. Users can pay using their PayPal balance, with credit and debit cards, 

or with bank transfers. Suitable for small and medium-sized stores that sell globally 

or have frequent customers. 

Pros: High level security for buyers and sellers. Quick and easy payment process 

and is easy to integrate. International acceptance. Popular among consumers. 

Cons: Has some commissions on transactions. 

• Stripe https://stripe.com/es  

Efficient payment with credit and debit cards. Stripe allows businesses to accept 

credit and debit card payments, and is especially popular among technology 

companies due to its flexibility and customization options. Suitable for businesses 

that need a flexible and robust technical solution. 

https://www.paypal.com/es/home
https://stripe.com/es
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Pros: Fast and straightforward payment processing. Ease of integration with 

multiple ecommerce platforms. Wide range of tools for subscribers and recurring 

payments.  

Cons: Needs technical knowledge to integrate correctly  

• Others such as: MercadoPago, in Latin American markets, which allows 

payments to be processed in various local currencies and offers options such as 

cash payments, credit and debit cards. 

In short, e-commerce and online payment management are crucial to the 

success of any online store. Choosing the right platform for your ecommerce, 

offering an intuitive and mobile-optimized design, and selecting a secure 

payment gateway are essential steps to ensure a fluid and reliable shopping 

experience for your customers.  
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4. CONCLUSIONS  

SUMMARY AND LEARNING OBJECTIVES 

This training module equips women aged 45 and above with essential digital skills 

to thrive in today's online business environment. It focuses on building a strong 

personal brand, managing customer relationships effectively, and leveraging 

digital marketing strategies to enhance visibility and engagement. Participants 

will also understand how websites and e-commerce platforms work, and 

develop confidence in using new related tools.  

Key ideas and learning targets include: 

a) Principles of Branding  

Understand the basics of branding and create a cohesive personal brand 

identity.  

How this will be taught: Hands-on workshops will allow participants to practice 

skills in real time, such as designing a logo or setting up a CRM database  

b) CRM Systems and email marketing  

Learn how to use CRM systems and email marketing tools to manage customer 

relationships and automate processes.  

How this will be taught: Hands-on workshops will allow participants to practice 

skills in real time, such as setting up a CRM database  

c) Digital marketing strategies  

Develop and implement digital marketing strategies, including crafting effective 

Call to Action (CTA) techniques.  

How this will be taught: Hands-on workshops will allow participants to practice 

skills in real time, such as designing a logo or setting up a CRM database.  

d) Understand about SEO, website visibility and e-commerce platforms  

Some basics to design and manage e-commerce platforms, integrating 

payment gateways for smooth transactions.  

How this will be taught: After workshops and theory, small group discussions will 

enhance understanding and promote collaborative learning. 

 e) Build confidence  

It is very important to build confidence in applying newly acquired skills to 

personal or professional projects.  

How will be taught: These goals will be achieved through a combination of 

theoretical lessons, hands-on workshops, and guided practical assignments.  

• Sessions will be led by experienced professionals, ensuring practical and 

actionable insights.  
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• Follow-Up Support: Ongoing access to resources and follow-up sessions 

will provide additional opportunities for reinforcement and growth.  

In Conclusion, the module aims to empower women over 45 to bridge the digital 

divide by providing the skills and confidence to understand the basics and 

navigate the digital world effectively. These women often face unique 

challenges, such as navigating career changes, re-entering the workforce or 

starting new ventures after years away from professional environments. By 

mastering digital marketing, women can bridge the digital divide, enhance their 

confidence in using technology, and open doors to new opportunities.  

Beyond professional benefits, learning digital marketing fosters creativity, 

independence, and financial empowerment. It equips women with the tools to 

be self-reliant while staying adaptable to future technological trends. Moreover, 

building a strong digital presence can inspire others, creating a ripple effect that 

promotes inclusion and gender equality in the digital economy.  

By understanding about personal branding, digital marketing, and e-commerce 

tools, participants can establish a professional online presence, engage 

customers, and drive their businesses forward. This module, not only addresses 

immediate needs and knowledge preparing participants for roles in growing 

sectors like content strategy, customer engagement, and social media 

management, but also lays the groundwork for a future where women over 45 

can thrive as leaders, entrepreneurs, and innovators in a digitally driven world.  
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You can watch the recorded version of Module 2 here. 

  

https://thedreamproject.eu/846/
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DESCRIPTION OF THE MODULE 

The second module of the DREAM PROJECT, t i t led "Social Media 

Management Ski l ls , "  is  specif ical ly designed to empower women 

aged 45 and above by providing them with the tools and 

knowledge to navigate and uti l ize social media effectively and the 

essential sk i l ls  to create and manage a profess ional social media 

presence. Part ic ipants wi l l  learn to understand and uti l ize var ious 

social media platforms for personal branding, business 

development,  and profess ional growth.  

INTRODUCTION AND RELEVANCE TO PROJECT OBJECTIVES  

This  module al igns closely with the goals of the DREAM PROJECT, 

which aims to support women over 45 in their  digita l t ransformation 

journey. Social media serves as an essential tool for modern 

communication, branding, and business development,  offer ing a 

cost-effective way to connect with global audiences. Through 

structured and tai lored learning, part ic ipants wi l l  gain the 

confidence and competence needed to embrace these tools for 

entrepreneur ial or profess ional purposes. By address ing the barr iers 

that prevent many women in this age group from adopting digital 

technologies,  the module creates opportunit ies for sk i l l  

development,  community bui ld ing, and economic part ic ipation. 

The broader objectives include foster ing gender equality and 

inclus ion in digita l  spaces, enabling part ic ipants to thr ive and 

contr ibute to the digital economy.  

The only requis ites wi l l  be to be women, age 45+, interested in 

expanding their  sk i l ls  in social media management, for their  

profess ional or personal growth and part ic ipants of the DREAM 

PROJECT: “Digital Readiness Empowering Ambit ious Middle -aged 

Women Entrepreneurs . 

2. MODULE 2: SOCIAL MEDIA MANAGEMENT SKILLS PROJECT OBJECTIVES  

Empowering Women with Social Media Skills. Reducing the digital divide by 

training women over 45 in essential social media tools and techniques.  

Fostering Entrepreneurship. Participants will understand how to leverage social 

media platforms for business development.  

Enhancing Employability. By teaching participants professional skills  

Building a Supportive Community. Creating an inclusive learning environment 

where participants can connect and share experiences  

MODULE 2 - SOCIAL MEDIA MANAGEMENT SKILLS 
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Promoting Gender Equality in Digital Spaces. Tailored educational materials and 

expert-led workshops will ensure participants feel supported throughout their 

learning journey.  

Boosting Confidence in Social Media Content Creation. Participants will gain 

hands-on experience with editing tools to create visually appealing content and 

design social media strategies that align with business objectives.  

3. MODULE CONTENT  

3.1. INTRODUCTION TO SOCIAL NETWORKS  

Objective: Understand the context, functionalities and relevance of the main 

social media platforms to select and use them strategically according to business 

objectives and to be able to use them in the appropriate context.  

 

3.1.1. DEFINITION AND GENERAL CHARACTERISTICS OF SOCIAL NETWORKS  

Concept: Social networks are digital environments that facilitate the creation, 

exchange, dissemination and consumption of information and content 

generated by users. They allow social, cultural and commercial interactions, such 

as direct contact between users and brands.  

Main features  

• Interactivity: Possibility of two-way interaction between users and brands, 

communication in real time.  

• Global accessibility: Immediate reach to a global audience without 

geographic barriers.  

• Segmentation: Ability to target content to specific audiences based on 

demographics, interests or behaviours. Designed for different content  

• Immediacy: Real-time updating of content and responses.  

• Data analysis: Detailed metrics to measure the impact of actions. They provide 

metrics on performance and behaviour.  

Each platform offers unique features that appeal to different audiences and 

serve different purposes. Businesses and individuals looking to develop their 

online presence should carefully choose the platforms that best align with their 

goals, whether to build a community, promote a brand, or generate content.  

Each platform has a preferred radius of action. For this project we have chosen 

to delve into the main ones most used in Europe: Instagram, Facebook, YouTube, 

TikTok and LinkedIN.  

But there are many other applications, for all types of utilities, and used for their 

popularity, activity, and efficiency... Below, we mention some of the most used 

in the world, they are usually designed to adapt to their local market, but some 

have functions that make them competitive globally.  
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for example, in Asia they are widely used:  

• WeChat: It is a comprehensive platform originating from China that combines 

messaging, social networking and mobile payment functions. It is used for 

chatting, sharing moments, making video calls, making online purchases and 

payments, and much more. It is similar to WhatsApp, but with many more 

integrated functionalities. 

• QQ: Also of Chinese origin, it is an instant messaging platform developed by 

Tencent. Although it has lost some popularity to WeChat, it is still used for chatting, 

playing online games, sending emails, and participating in virtual communities. 

It is especially popular among students.  

• Line: Originating from Japan, Line is a messaging app that includes voice and 

video calling features, custom stickers, and social networking. It also has games, 

mobile payments and services such as purchasing products or reading the news.  

• KakaoTalk: Popular in South Korea, this instant messaging application allows 

you to send messages, make calls and video calls. It also offers additional 

services such as gaming, shopping and mobile payments through its KakaoPay 

platform.  

• Douyin: It is the Chinese version of TikTok, focused on sharing creative short 

videos, usually accompanied by music. It is very popular for its custom algorithms, 

viral challenges, and as a digital marketing tool in China. 

Other networks are:  

• Xing is a professional social network, similar to LinkedIn, but with a stronger focus 

on German-speaking countries (Germany, Austria and Switzerland). It is designed 

for professional connections: Allows users to create professional profiles, connect 

with colleagues, search for jobs and establish business relationships. Also, job 

search, networking and business resources. It is especially popular in the 

European corporate environment and among professionals seeking 

opportunities in German-speaking markets.  

Vimeo for video content, for professional videographers and focused on high-

quality content.  

https://vimeo.com/  

• Snapchat, very popular among young people for sharing temporary photos, 

videos and stories.  

https://www.snapchat.com/es  

To find creativity and original ideas:  

• Pinterest, a visual search engine for finding ideas such as recipes, home decor 

and fashion used to promote products, services or ideas in a visual format. 

https://es.pinterest.com/  

To create niche communities there are:  

• Reddit, Forum-based platform with discussions, articles and community content  

https://vimeo.com/
https://www.snapchat.com/es
https://es.pinterest.com/
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• Quora, question and answer platform where users share knowledge and 

experience. 

Two powerful tools to promote companies, products or services, widely used to 

create a direct, personalized and real-time connection with your customers are:  

WhatsApp  

Through WhatsApp Business: which is the specific application for companies, it 

allows you to create a business profile with information such as address, hours 

and link to your website. Answer frequently asked questions automatically using 

predefined messages and tags to organize your customers.  

You can also create Broadcast Lists: Custom messages are sent to multiple 

contacts without having to create groups. Ideal for sharing promotions, news or 

news directly. And create Customer Groups: Create topical groups (for example, 

"Exclusive Offers") to interact with your community, answer questions, and 

encourage participation.  

You can also create a Product Catalogue: Show your products or services 

directly in the app to facilitate purchases and information for users. Direct link 

(Click to Chat): Generate links for users to contact each other directly from your 

campaigns on social networks, emails or web pages.  

https://www.whatsapp.com  

Telegram  

Channel creation feature: Create a channel to send content to an unlimited 

audience, such as promotions, news, launches or updates. Users can't respond 

directly, but you can share content strategically. Also Groups: Establish groups 

where members can interact with each other, give their opinion about your 

products or participate in dynamics, surveys and raffles. Telegram Bots: Use bots 

to automate tasks such as answering frequently asked questions, sending 

notifications or guiding users through purchases.  

Another way is to share multimedia content: Share images, videos, documents 

and links easily. Telegram allows larger files, ideal for sending catalogs, guides or 

marketing material. And do Targeted Advertising: Take advantage of Telegram's 

advertising function to reach users interested in your products or services.  

Finally, comment that application development is continuous, and new social 

media platforms are launched and tested every day. Some never prosper and 

fade away without being known. Others are gaining ground little by little. In 2024, 

the newest are all the tools and applications that use Artificial Intelligence. Many 

have been developed specifically for mobile devices and are free.  

 

We mention some interesting applications that use Artificial Intelligence:  

• CapCut https://www.capcut.com/es-es/  

What it does: AI video editor that includes features like automatic subtitles, 

background removal, visual effects, and video-synchronized music. Ideal for: 

https://www.whatsapp.com/
https://www.capcut.com/es-es/
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Creating engaging videos for TikTok, Instagram Reels, and YouTube Shorts. 

Platforms: Android, iOS.  

2. Grammarly Keyboard  

What it does: An AI-powered keyboard that corrects grammar, spelling, and style 

as you type. Offers suggestions to improve tone and clarity. Ideal for: Creating 

impeccable texts for posts, descriptions and responses on social networks. 

Platforms: Android, iOS.  

3. Mojo  

What it does: Generate animated and engaging stories for Instagram, TikTok and 

other networks. Offers customizable dynamic templates with text, music and 

effects. Ideal for: Stories and visual content that stands out on social networks. 

Platforms: Android, iOS.  

4. Snapseed  

What it does: Free Google photo editor that uses AI to automatically or custom 

enhance images. Includes tools such as selective adjustment and perspective 

correction. Ideal for: Optimizing images for social networks with professional 

quality. Platforms: Android, iOS.  

5. Lensa  

What it does: AI-powered portrait and photo editing app. It offers automatic 

retouching, blemish removal and generation of creative effects. Ideal for: 

Optimizing profile photos and engaging visual content. Platforms: Android, iOS.  

6. Canva (With built-in AI tools)  

What it does: Allows you to create attractive graphic designs in a simple way. Its 

AI suggests personalized templates, colours and designs according to needs. It 

also generates text for images and analyses visual trends. Ideal for: Creating 

posts, banners, videos and visual content for social networks.  

 

7. Jasper (formerly Jarvis)  

What it does: Generates advertising copy, product descriptions, blog posts and 

social media content. Use AI to adapt tone and style according to the brand. 

Ideal for: Copywriting, effective ads and optimized SEO content.  

8. Hootsuite (with AI Insights)  

What it does: Manages multiple social networks and uses AI to analyze the best 

posting time, measure campaign performance, and generate detailed reports. 

Ideal for: Planning, analysis and optimization of social media strategies. 

9. Synthesia  

What it does: Create videos with realistic AI-generated avatars based on text 

you provide. It is perfect for generating professional audiovisual content without 
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the need for cameras or studios. Ideal for: Creating explanatory videos, tutorials 

and visual content for social networks.  

10. SurferSEO  

What it does: Optimizes written content to improve its positioning in search 

engines. Use AI to analyse keywords, competitors and search trends. Ideal for: 

Content marketing and SEO strategies for blogs or web pages. 

3.1.2. ANALYSIS OF THE CURRENT SOCIAL MEDIA LANDSCAPE  

Key data for 2024: More than 4.5 billion active users on social networks worldwide, 

with an annual growth of 6%.  

The average daily use (2024 data) is: 2 hours and 27 minutes. 

Emerging trends  

• The leading format is short video, from reels and shorts to live broadcasts.  

• Growth of social commerce, where networks function as digital stores and 

you can buy directly on the platform, such as Instagram or Facebook 

• Advanced personalization based on algorithms that recommend and 

adjust the content displayed according to the user's individual 

preferences. 

New challenges  

The main problem is content saturation. This decreases organic reach and 

requires a great creative and constant effort due to the need for high-quality 

content.  

3.1.3 MAIN PLATFORMS  

For the DREAM program, we have chosen to delve deeper into the use of the 

following applications:  

Facebook  

The website was launched in 2004 by Mark Zuckerberg and other students at 

Harvard University. Since 2013, anyone over 13-14 years old can register, creating 

a personalized profile from which to interact with other users, join groups, and 

share information. It also has more than 3 billion users (first world network)  

At the time of accepting the community's terms of use contract, the user transfers 

exclusive and perpetual ownership of all the information and images added to 

the social network.  

• Functionalities: Marketplace for sales. Company pages. It allows creating 

communities through interest groups. Creation of events. It is a global 

application, used all over the world, both on a personal and business level.  

• Benefits: Wider and more diverse audience than on other platforms. It has 

advanced tools for advertising targeting, making it ideal for paid 

campaigns.  
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Business resources at https://www.facebook.com/business  

 

YouTube  

It was launched in 2005 and features a wide variety of movie clips, TV shows, 

videos and amateur content such as video blogs. The content creators for the 

platform are known as YouTubers. With some 2.5 billion users, it is the second most 

popular site in the world after Google, generates millions in income and has had 

a great impact on popular culture around the world.  

• Functionalities: Offers all video formats: Long videos, short videos (similar 

to reels) and live broadcasts. It has monetization built in. It is used by many 

content creators, brands and influencers to reach large audiences with 

videos  

• Benefits: It is a very powerful tool for SEO, and evergreen content. It is ideal 

for educational content, tutorials and long-term entertainment.  

Info for creators at  

https://www.youtube.com/channel/UCkRfArvrzheW2E7b6SVT7vQ 

Instagram  

Abbreviated as IG or Insta. Created in 2010. Originally designed for iPhone. In 

2024 it will be evaluated as the fourth most used network worldwide, with 2 billion 

monthly active users. Hashtags were added in 2011 to help users discover 

relevant and targeted content, attract more fans, and get more likes.  

• Features: Reels for short videos. Stories with a limited duration of 24 hours 

(ephemeral content). IGTV for long videos. Integrated store function for 

ecommerce, and guides.  

• Benefits: Higher engagement rate compared to other platforms, although 

organic reach is moderate. It is ideal for visual branding and visually 

attractive brands  

Guides and advice for businesses at https://business.meta.com/?locale=es_ES 

 

TikTok  

Social network of Chinese origin, launched in 2017, to share short videos in 

vertical format. With a duration from 1 second to 10 minutes that work in a loop. 

In 2024 it will have about 1.5 billion users, 44% women and 56% men, mostly young 

people, between 16 and 24 years old. It is possible to sell directly with Shopify, or 

use the app to advertise. In 2023, the European Commission and the European 

Council banned it on official devices.  

• Features: Short video platform with viral trends, advanced editing tools 

and an easy-to-use interface. Intuitive video editing allows you to quickly 

display viral trends. The sound is the key element.  

https://www.facebook.com/business
https://www.youtube.com/channel/UCkRfArvrzheW2E7b6SVT7vQ
https://business.meta.com/?locale=es_ES
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• Benefits: Excellent organic reach and rapid viralization, especially among 

Generation Z, young audiences  

Learn about marketing at https://ads.tiktok.com/business/es  

LinkedIn  

Founded in 2002, the website connects millions of companies and employees 

who reveal their professional profile, work experience and skills. It is a professional 

meeting point between job seekers and job offers, but it also allows you to 

connect with other professionals, join communities of interest, and learn through 

certified courses. In 2024 it has about 1 billion users.  

• Functionalities: It is more focused on professional profiles and professional 

networking, creating a network of contacts, with recommendations, 

publications of articles and long-form content. It also allows the creation 

of business pages.  

• Benefits: Best option for B2B companies and businesses, allows for 

recruiting opportunities and establishing professional authority, and for 

lead generation in specific niches.  

Guides for business success at https://business.linkedin.com/marketing-solutions  

 

3.1.4. IDENTIFIYING THE APPROPRIATE PLATFORM ACCORDING TO BUSINESS 

OBJECTIVES  

Definition of objectives  

Steps for platform selection  

1. Awareness or brand recognition. What do we do?  

2. Identify the target audience. Who do we want to reach?  

3. Relate the characteristics of the platform to our objectives  

4. How to reach our audience: engagement  

5. Sales or customer service conversion. 

Focus Examples  

• Facebook contributes to enhancing brand identity and is a good 

communication channel  

• YouTube for tutorials and educational content, a platform with huge audience 

rates.  

• Instagram to interact and have feedback, drive traffic to the website, 

geolocate followers  

• TikTok for brands seeking to connect with young audiences in a creative way  

• LinkedIn for B2B services such as consulting or business software, recruiting 

talent  

3.1.5. BASIC TOOLS FOR INITIAL MANAGEMENT OF SOCIAL NETWORKS  

https://ads.tiktok.com/business/es
https://business.linkedin.com/marketing-solutions
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Management and programming  

These bulk publishing apps are some free and some paid. They are used to 

publish bulk content on all social networks. Very useful for programming 

communication and dissemination plans. We have selected the most effective 

and popular ones:  

Buffer https://buffer.com  

Tool that allows you to plan and establish how and when you want to publish on 

different social networks (Facebook, Twitter, Linkedin, Instagram, etc.) without 

having to be connected.  

 

• Later https://later.com/es/  

Allows you to schedule and plan a complete set of social networks, 10 posts per 

month per profile, 1 social profile per platform, including Instagram, Twitter, 

Facebook, LinkedIn, Pinterest and TikTok, and 1 user, with a free plan. 

• Hootsuite https://www.hootsuite.com  

Comprehensive social media management tool, allows you to schedule, publish 

and track the performance of all networks from a single dashboard. Best 

practices for schedules and formats. Interesting blog for social marketing  

Metrics and analysis  

These applications allow evaluating user attitudes and interaction.  

Google Analytics to evaluate initial results, web traffic, user behaviour, 

conversion rates, time users spend on a site. Free tool.  

Insights from Instagram and Facebook, to see broken down metrics  

Others: Yandex Metrica, Baidu, Meta Business Suite. 

Basic graphics editing  

These applications allow you to create composite images and personalized 

texts. 

Canva for custom designs  

Adobe Express as a professional alternative.  

3.2. CREATE INTERESTING CONTENT FOR SOCIAL MEDIA  

Objective: Design and produce impactful and professional visual content that 

connects with the audience and supports business objectives.  

3.2.1. KEY ELEMENTS OF EFFECTIVE VISUAL CONTENT  

• Visual quality: High resolution images and clear videos  

Use a professional approach  

• Clear and direct message: Short texts that complement the visual content.  

https://buffer.com/
https://later.com/es/
https://www.hootsuite.com/
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That the user quickly understands the purpose of the content  

• Emotions and narratives: Incorporate stories that humanize the brand.  

Give relevance to content that connects with the needs or interests of the public  

• Aesthetic cohesion: Use of consistent color palettes and graphic styles.  

• Interaction: Include clear Call to Action, CTAs, such as “find out more”, 

“follow us”  

•  

3.2.2. CONTENT PLANNING  

Creating content calendars  

• Organization of publications according to key events, launches or 

seasons.  

• Benefits: Ensure consistency, facilitate alignment with business objectives, 

maintain consistency, and reduce improvised effort.  

• Recommended steps to create a Content Calendar: Define the objective 

of the content strategy, analyze the audience, discover the ideal type of 

content, identify the topics to write and take into account important 

dates.  

• There are many useful tools, such as Google Calendar or Microsoft 

Outlook  

 

Adaptation to platforms:  

• Instagram and TikTok: Prioritize visual, attractive and dynamic content (short 

videos)  

• YouTube: Inspirational, educational or creative long-form content  

• LinkedIn: Text posts and long articles.  

 

3.2.3 PHOTO AND VIDEO EDITING  

Basic tools  

• Canva: Designs for publications and presentations, ideal for graphics. It's 

a versatile tool for graphic design and editing. You can access their 

official site to create professional designs with free and premium 

templates. https://www.canva.com/es_es/  

• Snapseed: Enhanced photos on mobile devices. A powerful photo editing 

application developed by Google, available for iOS and Android. It can 

be downloaded on Google Play or AppStore.  

https://www.canva.com/es_es/
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• CapCut: Video editing with special effects. Video editing tool, especially 

popular among TikTok creators. Also downloadable on Google Play or 

AppStore. 

Advanced editing  

• Adobe Photoshop: Detailed adjustments for photos.  

• Premiere Pro: Professional quality video production.  

 

Tips:  

Maintain optimal dimensions for each platform.  

Add subtitles to videos for greater accessibility.  

Recommendations on creating visual narratives https://www.plannthat.com/  

 

The image is a very important aspect in social networks. A careful and coherent 

image that reflects quality content will create more interest. Visual posts receive 

much more engagement than those that only contain text. Impactful, creative 

and relevant images achieve greater viral impact, the first impression is key, and 

this translates into greater reach and more followers. Finally, the image has great 

power to communicate and construct reality. Images connect with our past and 

link with places, feelings and stories. Therefore, content creators must take into 

account all the details before publishing, to convey exactly what they want to 

convey. 

3.2.4. STRATEGIES FOR IMPACTFUL POSTS  

• Visual design  

Colours: Use contrasts to capture attention; choose colors aligned with consumer 

psychology and that reflect the brand identity  

Typography: Choose legible fonts, but with personality, clear and simple 

(attractive).  

Recommendations for downloading fonts: https://www.dafont.com/  

https://fonts.google.com/  

Images: Choose striking images or images that reflect the idea we want to 

convey in the publication. A picture is truly worth a thousand words. It is important 

that the images are your own, royalty-free or purchased from image banks.  

Recommendations on royalty-free images: https://www.freepik.com/  

https://www.pexels.com/  

Recommendations on purchasing images: https://www.istockphoto.com/  

Icons: Choose graphic icons to complement content creation and post 

publication. Recommendations on graphic icons: https://www.freepik.com/  

https://www.plannthat.com/
https://www.dafont.com/
https://fonts.google.com/
https://www.freepik.com/
https://www.pexels.com/
https://www.istockphoto.com/
https://www.freepik.com/
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Visual narrative/Storytelling  

Create sequences that tell a story with a beginning, development and closure, 

and that connect with the audience's emotions to hook you into the story.  

Recommendations on how to create storytelling: https://shorthand.com/  

3.3. EFFECTIVE SOCIAL MEDIA MANAGEMENT  

Objective: Optimize posts and strategies using hashtags, mentions and 

algorithms to maximize visibility and reach.  

3.3.1. IMPORTANCE OF CONSISTENCY IN PUBLICATIONS  

• Frequency: Adjust according to the platform. The ideal rhythm is 3-5 

weekly posts on Instagram, almost daily content on TikTok, 2 weekly posts 

on LinkedIn and weekly on YouTube.  

• Impact: Improves perception and increases brand recognition, maintains 

audience interest, strengthening engagement.  

3.3.2. STRATEGIC USE OF HASHTAGS  

Hashtag  

It is a word or combination of words preceded by the pound symbol #. It is used 

in social networks to classify or categorize content, making it easier to search. It 

translates to “label.” Technically it is a metadata label, preceded by a special 

character so that both the system and the user can quickly identify it. Many labels 

go viral and create trends.  

Trend means “tendency” or fashion. This term is common in various contexts, and 

in the field of social networks it is associated with the format of a specific image 

or video; a dance, a questionnaire, a challenge, a retrospective image, an 

action, ... that goes viral for a while as long as the public uses it. Some of the best-

known hashtags are: #follow4follow, #FollowFriday, #like4like, #nofilter, 

#photooftheday, #selfie, #summer, ….  

 

How to choose them:  

Combine popular hashtags with specific ones and avoid overusing generic 

hashtags  

• Main hashtags: Keywords that describe the publication.  

• Niche hashtags: Specific phrases for small but relevant audiences.  

• Useful tools:  

https://hashtagify.app/ for global trends and popularity analysis  

https://keywordtool.io to explore and generate related keywords.  

https://www.all-hashtag.com/ Learn to use hashtags with tools  

https://www.thinkific.com/ Improve your posts with practical tips  

https://shorthand.com/
https://hashtagify.app/
https://keywordtool.io/
https://www.all-hashtag.com/
https://www.thinkific.com/


 

38 

 

Although many other factors are involved, it seems that publications with 

hashtags in the subtitle have a greater reach and number of likes.  

3.3.3. INTERACTION WITH MENTIONS AND COMMENTS  

• Best practices: Respond in less than 24 hours, be professional but 

approachable, and maintain a tone aligned with the brand.  

• Strategic mentions: Collaborate with influencers or loyal customers to 

expand reach and use mentions to highlight collaborations or customer 

testimonials.  

3.3.4. OPTIMIZING CONTENT FOR ALGORITHMS  

The key factors are  

• Regularity in publications to produce engagement  

• Publish at strategic times based on audience activity.  

• Use the formats favoured by each network: reels on Instagram, shorts on 

YouTube, and native videos on LinkedIn.  

3.4. STRATEGIES TO BUILD COMMUNITY AND ATTRACT LEADS  

Objective: Foster an active and loyal community through interaction techniques 

and strategies aligned with business objectives.  

3.4.1. BUILDING ONLINE COMMUNITIES  

• Identify the target audience and audience: Use of surveys and 

demographic data to understand interests and analyze behavior  

• Community-focused content: Prioritize real stories (show authenticity and 

include testimonials) and encourage conversations (dynamics that invite 

participation)  

3.4.2. INTERACTION TECHNIQUES  

• Contests: Engage the audience with brand-related prizes.  

For example, product giveaways  

• Surveys and questions: Ideal tools for Instagram Stories.  

Connect in real time with the audience  

https://www.easypromosapp.com/es/ Tool that facilitates the creation of 

contests in SM 

3.4.3. AUDIENCE RETENTION  

• Create exclusive programs for loyal customers.  

• Demonstrate personalized attention in messages and comments  

• Offer additional content (e.g., discounts or first access, free guides or 

exclusive material)  

https://www.easypromosapp.com/es/
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https://blog.hubspot.com/ Strategies to build community loyalty  

3.4.4. DESIGN OF COHERENT STRATEGIES  

Definition of clear objectives: Lead conversion, loyalty, increased interaction.  

Monitoring results: Adjust strategies based on metrics.  

Building an active and loyal community helps achieve business goals, generating 

leads and building customer loyalty. It is essential to identify your target audience 

through surveys and data analysis, allowing you to personalize authentic 

content, such as real stories and testimonials that encourage engagement. 

On social networks, techniques such as contests and raffles or interactive 

dynamics help connect in real time with the audience.  

Retention is achieved by offering exclusive programs, personalized attention and 

additional content, such as discounts or free guides. The key is to design coherent 

strategies with clear objectives, such as lead conversion, and constantly monitor 

the results to make adjustments based on metrics, ensuring sustainable growth 

and a strong relationship with the community.  

3.5. MONETIZE KNOWLEDGE ON SOCIAL NETWORKS  

Objective: Explore and implement effective monetization models to turn social 

media presence into a source of sustainable income.  

3.5.1. INTRODUCTION TO SOCIAL MEDIA MONETIZATION  

• Identify emerging opportunities: Direct sales, exclusive memberships, or 

online courses, paid advertising  

• Planning: It is about building credibility through short-term strategies (direct 

sales) and long-term strategies (creation of a solid brand) that combined 

will help generate sustainable income.  

3.5.2. MONETIZATION METHODS  

• Advertising and collaborations.  

For example, sponsorships, Agreements with brands for sponsored content.  

Or use AdSense on YouTube, collaborations on Instagram  

• Digital products: Offer ebooks, templates or courses.  

• Exclusive Memberships and Affiliations  

3.5.3. BUILDING A PROFITABLE PERSONAL BRAND  

• Diversification: Do not depend on a single source of income. Combine 

sales of products, services and collaborations  

• Constant growth: Publish valuable content and adapt to market changes.  

• Authority in the niche: Publish constant and valuable content to create 

authority  

https://blog.hubspot.com/
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Monetiz ing knowledge on social networks is  based on transforming 

digital presence into a sustainable source of income through 

strategies that balance short - and long-term results .  This  involves 

identify ing opportunit ies such as direct sales, exclus ive 

memberships, onl ine courses or paid advert is ing, integrating these 

options into strategic planning that pr ior it izes credibi l i ty and 

bui lding a strong brand. The most effective methods include 

col laborating with brands through sponsorships,  us ing platforms 

such as YouTube AdSense, or offer ing digital products such as 

ebooks,  templates and courses, leveraging resources for recurr ing 

income. Income divers if ication is  key to avoid depending on a 

s ingle source, combining the sale of products, services and 

col laborat ions.  Sustainable growth requires constant and valuable 

content,  adapted to market trends,  to consol idate author ity in the 

niche and guarantee long-term income.  

4. CONCLUSSIONS  

SUMMARY AND LEARNING OBJECTIVES   

The importance of this  module l ies in its  abi l i ty to provide a 

comprehensive foundation for understanding and harness ing the 

power of social media strategical ly,  whether for business or 

personal projects.   

The learning objectives focus on bui lding practical sk i l ls  and 

confidence, enabling part ic ipants to effectively use social media 

to meet their  goals.   

Key ideas and learning targets include:  

A) Understanding Platforms and Audiences  

Part ic ipants wi l l  learn to identify the unique character ist ics of major 

platforms (e.g., Instagram for visual storytel l ing, L inkedIn for 

profess ional networking, T ikTok for v i ral engagement) and al ign 

their  efforts with the r ight audience and business goal s. This  ensures 

a targeted approach to leveraging social media effectively.   

How this  wi l l  be taught:  Platform overviews with case studies and 

exercises.   

 

 

 

A)  Creating Engaging Content  
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The module emphasizes creating visual ly and narratively 

compell ing content tai lored to each platform's strengths.  This  is 

crucial for bui lding an emotional connection with the audience 

and enhancing engagement.  Part ic ipants wi l l  understand how to 

design profess ional visuals  and craft impactful messages.   

How this  wi l l  be taught:  Hands -on sess ions with practical exercises 

in content creation  

B) Social Media Management Strategies  

Part ic ipants wi l l  master key tactics such as consistent post ing, 

strategic hashtag use, and optimiz ing content for platform 

algor ithms. Addit ional ly,  they wi l l  learn how to analyze 

engagement metr ics to ref ine their  strategies.  

How this  wi l l  be taught:  Theory and workshop on scheduling tools 

and hashtag analys is .   

C) Community Bui lding  

Creating and nurtur ing an onl ine community is  v ital for long -term 

success.  This  module teaches techniques for foster ing genuine 

interactions,  organiz ing activ it ies (e.g., pol ls ,  contests),  and 

del iver ing exclus ive content to bui ld loyalty.   

How this  wi l l  be taught:  Activ it ies to s imulate community -bui lding 

strategies.  

E)  Monetizat ion Strategies  

Part ic ipants wi l l  explore ways to monetize their  onl ine presence, 

f rom col laborating with brands to sel l ing digital products or 

launching subscr ipt ion-based models.  Understanding revenue 

streams al lows them to turn social media efforts  into sustainable 

income.  

How this  wi l l  be taught:  Some case studies and workshops on 

bui lding a personal brand and managing income streams.  

•  Sess ions wi l l  be led by exper ienced profess ionals,  ensur ing 

practical and actionable ins ights  

•  Fol low-up support, ongoing access to resources and fol low -

up sess ions wi l l  provide addit ional opportunit ies for 

reinforcement and growth  
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In Conclusion,  the module aims to ensure that part ic ipants 

understand the character ist ics of each social media platform to 

select the one most al igned with their  specif ic goals. 

Part ic ipants wi l l  learn to design impactful v isual and narrative 

content,  recogniz ing that content is  the core of any social 

media strategy and essential to bui lding a brand.  

A crucial component is  maintaining consistency in post ing, 

ut i l iz ing al l  avai lable resources such as hashtags and mentions,  

and understanding key metr ics to make necessary adjustments.  

Part ic ipants wi l l  also acquire ski l ls  to create an active and loyal  

community that supports their objectives and amplif ies their 

message. Last ly,  the module covers how to transform a social 

media presence into sustainable income.  

Most importantly,  the focus is  on strategic al ignment:  selecting 

platforms, creating content, and managing interactions in a way 

that supports specif ic objectives. This  course seeks not only to 

teach tools and tactics but also to encourage cr it ical thinkin g 

that enables part ic ipants to adapt strategies to the unique 

needs of their business or project.  

This  module equips part ic ipants with the knowledge, tools ,  and 

confidence to effectively navigate and capital ize on social 

media, paving the way for personal growth, business success, 

and profess ional opportunit ies in a digital ly dr iven world.   
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You can watch the recorded version of Module 3 here.  

  

https://thedreamproject.eu/module-3-website-creation-and-data-analysis/
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INTRODUCTION  

The present module “Website Development and Data Analyt ics”, 

offers a deep dive into two cr it ical areas of digital expert ise.  It 

covers the foundations of website development,  including front -

end, back-end, and ful l -stack approaches,  along with essential 

tools  l ike content management systems, e -commerce platforms, 

and web secur ity practices.  Learners wi l l  also gain ins ights into 

improving website performance, optimiz ing search engine vis ibi l i ty, 

and leveraging email  marketing.  

On the data analyt ics s ide, the module introduces techniques for 

col lecting, analyzing, and visual iz ing data. I t  explores advanced 

topics such as big data technologies,  predict ive analyt ics,  and 

business intel l igence, alongside ethical considerations and 

compliance with regulations l ike GDPR.  

By the end, part ic ipants wi l l  have the knowledge and practical sk i l ls  

to create dynamic web solut ions and uti l ize data -dr iven strategies 

to innovate and excel in the digital wor ld.   

• Website Development  

Web development is  the work involved in developing a website for 

the Internet (World Wide Web) or an intranet (a pr ivate network). 

Web development can range from developing a s imple s ingle stat ic 

page of plain text to complex web applications,  electronic 

businesses, and social network services. A more comprehensive l is t  

of tasks to which Web development commonly refers,  may include 

Web engineer ing, Web design, Web content development,  cl ient 

l iaison, cl ient-s ide/server-s ide scr ipt ing, Web server and network 

secur ity configuration, and e-commerce development.  

1.1 Front-end Development-Back-end Development- Ful l-stack 

Development.   

Front-end Development  

Front-end development is  pr imari ly centered around enhancing 

user exper ience. By employing relevant coding and design 

techniques, f ront-end developers create the components of an 

application that users directly interact with,  aiming to make the 

entire interface aesthetical ly  pleasing, user-f r iendly,  eff ic ient,  and 

secure, thereby promoting user engagement and interaction.  

Module 3: Website Development and Data analytics 
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In the pursuit  of an engaging user interface, f ront -end app 

development often emphasizes specif ic design aspects,  including 

text colors and styles,  images, graphs and tables, buttons,  and 

overal l  color palettes. These components are vital for improving the  

application's  v isual  attractiveness and ease of use.  

Front-end app development also includes var ious interactive 

features such as s l iders,  pop-up forms, and customized interactive 

maps. Navigational menus are a cr it ical component of f ront -end 

applications,  guiding users through the interface and enhancing 

their  overal l  exper ience. Developing intuit ive and user -f r iendly 

navigation menus is  an essential sk i l l  for  f ront -end developers.  

Back-end Development  

Back-end development involves working on the server -s ide of 

software, which encompasses al l  the elements of a website that 

are not vis ible to users.  Back-end developers are responsible for 

ensur ing the website functions properly by focusing on databases, 

server architecture, application programming interfaces (APIs), 

and back-end logic.  They wr ite code that enables browsers to 

interact with databases,  manage data storage, retr ieval,  and 

delet ion.  

In a team sett ing, back-end developers work alongside front -end 

developers,  product managers,  lead architects, and website 

testers to establ ish the framework for a website or mobile 

application. They need to be knowledgeable about var ious tools  

and frameworks,  including programming languages l ike Python, 

Java, and Ruby. Their  goal is  to ensure that the back -end operates 

eff ic iently and responds quickly to requests from the front -end.  

Here’s a summary of the typical responsibi l i t ies of back -end 

developers dai ly:   

Develop and manage websites:  The pr imary role of a back-end 

developer is to ut i l ize different tools ,  f rameworks,  and programming 

languages to create user -fr iendly prototypes and transform them 

into ful ly functional websites.  This  involves understanding cross -

platform functional ity and compatibi l i ty.   

Write clean code :  Developers must produce high-quality,  

maintainable code to create sustainable web applications.   

Conduct quali ty assurance (QA) testing :  They are responsible for 

designing and managing test ing schedules to enhance user 

interface and exper ience, ensur ing optimal performance across 

var ious browsers and devices.   

Evaluate performance and speed:  After a website is  launched, and 

dur ing any updates,  developers must monitor i ts  performance and 

scalabi l i ty,  making necessary adjustments to the code.  
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Troubleshoot and resolve issues:  They need to identify and f ix 

problems, whi le effectively communicating these issues to project 

managers,  stakeholders,  and QA teams.  

Provide training and support :  Developers work closely with cl ient 

teams to ensure ongoing support and take an active role in training 

and mentor ing junior developers.   

Ful l-stack Development  

Ful l  stack development encompasses the complete process of 

application software development, including both the front -end 

and back-end development.  The front end consists  of the user 

interface (or UI) ,  and the back end handles the business logic and 

application workf lows that run behind the scenes.   

Ful l  stack developers possess the ski l ls  and knowledge to work 

across the entire technology stack, enabling seamless user 

exper iences and developing robust backends.  

1.2 Content Management Systems (CMS) - Web Performance 

Optimizat ion  

Content Management Systems (CMS)  

A CMS, or content management system, is  a computer software 

application that manages the digital content of a website.  A CMS 

functions as a user -f r iendly system for website content 

development,  making it  poss ible for individuals to know how to 

make a website,  then launch a website and make updates to the 

front end of their  s i te without us ing code.  

Normally,  bui lding a website requires the use of CSS,  HTML or 

JavaScr ipt,  but a CMS does the coding work for the user.   

A CMS is  made up of two parts:  a content management application 

(CMA) and content del ivery application (CDA) which work 

together to apply code to your website’s infrastructure. CMA is  the 

f ront-end user interface which displays and saves the changes on 

your s ite.  I t  is  the CMA that al lows users to add, modify and remove 

content easi ly,  creating an intuit ive website bui lding exper ience. 

CDA acts as the website administrator,  taking any changes made 

and fulf i l l ing the content to make updates to the website.   

 

 

Web Performance Optimizat ion  

Web performance refers to the speed in which web pages are 

downloaded and displayed on the user 's web browser. Web 
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performance optimization (WPO), or website optimization is  the 

f ield of knowledge about increasing web performance.  

Faster website download speeds have been shown to increase 

vis itor retention and loyalty and user sat is faction, especial ly for 

users with s low internet connections and those on mobile devices. 

Web performance also leads to less data travel l ing across the w eb, 

which in turn lowers a website's power consumption and 

environmental impact.  Some aspects which can affect the speed 

of page load include browser/server cache, image optimizat ion, 

and encryption (for example SSL),  which can affect the t ime it  takes 

for  pages to render.  The performance of the web page can be 

improved through techniques such as mult i - layered cache, l ight 

weight design of presentation layer components and asynchronous 

communication with server -s ide components.   

1.3 E-Commerce Development  

E-commerce development refers to the process of bui lding and 

maintain ing onl ine stores and platforms that enable the buying and 

sel l ing of goods and services over the internet.  I t  encompasses a 

wide range of activ it ies,  including website design, implementa tion 

of payment gateways,  product management,  and customer 

service functional it ies.  Here are some key components and 

considerations involved in e -commerce development:   

Key Components of E-commerce Development  

• Platform Selection: Choose between self-hosted platforms (like 

WooCommerce, Magento) or hosted solutions (like Shopify, 

BigCommerce).  

• Website Design and User Experience (UX): Create an intuitive and visually 

appealing design that reflects the brand.  

• Product Management: Implement a robust system for adding, updating, 

and managing products 

4. Payment Gateway Integrat ion:  

• Choose secure payment gateways (like PayPal, Stripe, Square) to 

facilitate transactions.  

5. Shopping Cart  Functionali ty:   

• Develop a user-friendly shopping cart that allows customers to easily add, 

remove, and edit items.  

6. Inventory Management:   

• Integrate inventory management systems to track stock levels and 

automate reordering.  

7.  Shipping and Logist ics:   
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• Offer multiple shipping options and clear delivery times.  

8.  Customer Account Management:   

• Allow customers to create accounts for easier future purchases.  

9.  SEO and Marketing:  

• Optimize the website for search engines to improve visibility and attract 

organic traffic.  

10.  Analyt ics and Report ing:  

• Implement tools like Google Analytics to track user behavior, sales 

performance, and conversion rates.  

11.  Security:   

• Ensure the website is secure with SSL certificates.  

12.  Customer Support :   

• Provide multiple channels for customer support (live chat, email, phone).  

 

Trends in E-commerce Development  

• Personalization: Tailoring recommendations and experiences based on 

user behavior and preferences.  

• Social Commerce: Integrating e-commerce capabilities directly into 

social media platforms.  

• Augmented Reality (AR): Allowing customers to visualize products in their 

environment before buying.  

• Sustainability: Focusing on eco-friendly practices and products, which is 

becoming increasingly important to consumers.  

• Voice Commerce: Optimizing shopping experiences for voice-activated 

devices and assistants.  

1.4 Web Security  

Web secur ity refers to the measures and practices designed to 

protect websites and web applications f rom var ious threats and 

vulnerabi l i t ies.  As the internet continues to grow and evolve, so do 

the methods employed by malicious actors to exploit  weaknesses . 

Here are some key concepts and best practices related to web 

secur ity:   

Threats and Vulnerabil i t ies:   
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• Cross-Site Scripting (XSS): An attack where malicious scripts are injected 

into trusted websites.  

• SQL Injection (SQLi): An attack that allows an attacker to execute arbitrary 

SQL code on a database.  

• Cross-Site Request Forgery (CSRF): An attack that tricks a user into 

executing unwanted actions on a different site where they are 

authenticated.  

• Denial of Service (DoS): An attack that aims to make a service unavailable 

by overwhelming it with requests.  

Authentication and Authorizat ion :   

• Authentication: Verifying the identity of a user (e.g., using passwords, multi-

factor authentication).  

• Authorization: Determining what an authenticated user is allowed to do 

(e.g., access control lists, role-based access control).  

Encryption:  

• Transport Layer Security (TLS): A protocol for encrypting data transmitted 

over the internet, ensuring secure communications.  

• Data Encryption: Protecting sensitive data at rest and in transit using 

encryption algorithms.  

Secure Coding Practices:  

• Input validation and sanitization to prevent injection attacks.  

• Proper error handling to avoid exposing sensitive information.  

• Use of prepared statements and parameterized queries to prevent SQL 

injection.  

Web Application Firewalls  (WAF):  

• A WAF helps filter and monitor HTTP traffic to and from a web application, 

providing an additional layer of security against specific attacks.  

Security Headers:  

• Implementing HTTP security headers like Content Security Policy (CSP), X-

Content-Type-Options, and X-Frame-Options to enhance security.  

Regular Security Audits and Test ing:   

• Conducting vulnerability assessments, penetration testing, and code 

reviews to identify and mitigate security risks.  

1.5 SEO - Email  marketing  

SEO  
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The term SEO is  an abbreviation for the phrase “Search Engine 

Optimizat ion”.  In other words, i t  is  the process of quantitat ively and 

qualitat ively increasing traff ic to your website,  through “organic” 

search results .  The essence of SEO l ies in understandin g your 

business’s audience itself ,  s ince searches on search engines,  such 

as Google or Bing, are carr ied out by real people.  

By understanding what they are looking for and mainly what words 

they use to ask their  quest ions,  you can easi ly offer them the r ight 

answers,  connect with them much more effectively,  and at the 

same t ime be noticed by search engines.   

The above process concerns the so -cal led organic results  and is  

quite different from the process of class ifying paid advert isements 

in the corresponding searches.   

How does SEO work?  

Al l  major search engines categorize the var ious websites in the 

results  they display, depending on the word (keyword) or phrase 

that each user searches for.  

The class if ication of pages is  done with the help of  complex 

algor ithms that take into account dozens of factors, which are 

constantly changing based on the latest technological  

developments.   

Despite any differences,  however, the goal remains the same: to 

offer the most relevant websites to each user, based on the search 

they perform. In order to provide websites with the r ight information 

to users, search engines focus on two very important fa ctors. The 

f i rst  is  cal led relevance and concerns the relevance between the 

word or phrase that the user searches for and the content of a 

website. The second is  cal led author ity and is  calculated based on 

how popular a s ite is  on the Internet.   

SEO optimizat ions aim to enhance the relevancy and author ity of 

a s ite, so that it  offers qual ity and useful content to users,  appears 

in the highest posit ions of search engines and consequently enjoys  

greater organic traff ic.  

Email  marketing  

Email  market ing is  the act of sending a commercial message, 

typical ly to a group of people, us ing email .  In its  broadest sense, 

every email  sent to a potential or current customer could be 

considered email  marketing. I t  involves us ing email  to send 

advert isements,  request business,  or sol ic it  sales or donations.  The 

term usual ly refers to sending email  messages with the purpose of 

enhancing a merchant's  relat ionship with current or previous 

customers, encouraging customer loyalty and repeat business, 
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acquir ing new customers or convincing current customers to 

purchase something immediately,  and shar ing third -party ads.   

Types of mail   

Transactional emails   

Transactional emails  are usual ly tr iggered based on a customer's 

action with a company. To be qualif ied as transactional or  

relat ionship messages, these communications'  pr imary purpose 

must be "to faci l i tate, complete or confirm a commercial 

t ransaction that the recipient has previously agreed to enter into 

with the sender" along with a few other narrow definit ions of 

transactional messaging.  Tr iggered transactional messages include 

dropped basket messages,  password reset emails ,  purchase or 

order confirmat ion emails ,  order status emails ,  reorder emails ,  and 

email  receipts.  

Direct emails   

Direct email  involves sending an email  solely to communicate a 

promotional message (for example, a special offer or a product 

catalog).  Companies usual ly col lect a l is t  of customers or prospect 

email  addresses to send direct promotional messages to,  or the y 

rent a l is t  of email  addresses from service companies.   

benefits  of email  marketing:  

•  You don't have to worry about adspace  

•  Retain customers  

•  Tai lor  content to your target audience  

•  Keep your customers informed  

•  Improve your brand recognit ion  

•  Drive traff ic to your website  

•  Improve sales  

•  Conducting surveys  

•  Cost-effective marketing campaigns  

•  Reach many devices  

 

 

 

 

 

2. Data analyt ics  



 

52 

 

2.1 Data Collect ion and Preparat ion - Data Analysis Techniques - 

Data Visualizat ion  

Data Collect ion and Preparat ion  

Data col lection and preparation are cr it ical steps in the data 

analys is  and machine learning process.  Here’s a breakdown of the 

key components involved in these stages:  

Data Collect ion  

•  Define Objectives:  

•  Understand the goals of the analys is .  What quest ions are you 

trying to answer? What problems are you trying to solve?  

•  Identi fy Data Sources:  

•  Primary Data:  Data col lected f i rsthand, such as surveys, 

interviews,  and exper iments.   

•  Secondary Data: Pre-exist ing data col lected by others, 

avai lable from databases, onl ine repositor ies,  government 

publ ications,  etc.  

•  Data Acquis it ion:  

•  Collect data us ing var ious methods,  such as APIs,  web 

scraping, downloading datasets, or conducting exper iments.   

•  Ensure compliance with legal and ethical standards, 

especial ly regarding personal data (e.g.,  GDPR, CCPA).  

4.  Data Types :   

•  Determine the types of data you need (e.g., numerical,  

categorical,  text,  images).  

•  Consider the format (e.g., CSV, JSON, SQL databases) and 

how to extract it .   

 

Data Preparat ion  

•  Data Cleaning:  

•  Handling Missing Values:  Decide how to deal with miss ing 

data ( imputation, delet ion, or f lagging).   

•  Removing Duplicates:  Identify and remove duplicate records.  

•  Outl ier Detection:  Identify and address outl iers  that may skew 

analys is .   

•  Data Transformation:   

•  Normalizat ion/Standardizat ion:  Scale numerical features to a 

common range or distr ibution.  

•  Encoding Categorical Variables :  Convert categorical data 

into numerical format us ing techniques l ike one -hot encoding 

or label encoding.  

•  Data Integrat ion:  
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•  Combine data from different sources to create a unif ied 

dataset.  This  may involve merging or joining tables based on 

key attr ibutes.   

•  Data Reduction:  

•  Reduce the dimensional i ty of the data if  necessary, us ing 

techniques l ike PCA (Pr incipal Component Analys is)  or 

feature selection.   

5. Feature Engineering:  

•  Create new features from exist ing data that may help 

improve model performance. This  can involve mathematical 

transformations,  aggregating data, or extracting components 

f rom date/t ime values.  

6.  Data Spli tt ing:  

•  Divide the dataset into training, val idation, and test sets to 

evaluate model performance accurately.   

7.  Documentation:   

•  Keep thorough documentation of your data col lection and 

preparation processes for reproducibi l i ty and transparency.  

 

Tools and Technologies  

• Data Collection Tools: Python libraries 

(e.g., requests, BeautifulSoup, Scrapy for web scraping), SQL for database 

queries, survey tools (e.g., Google Forms, SurveyMonkey).  

• Data Preparation Tools: Pandas, NumPy, and Scikit-learn in Python; R for 

statistical analysis and data manipulation; and tools like OpenRefine for 

cleaning messy data.  

Best Practices   

• Always validate and verify the data integrity after collection.  

• Maintain a balance between data quality and quantity; more data is not 

always better if it's noisy or irrelevant.  

• Regularly revisit data collection and preparation methods as new tools 

and techniques emerge.  

Data Analysis  Techniques  

Data analys is  goes beyond being a simple process;  i t  serves as a 

powerful instrument that enables organizations to make well -

informed decis ions,  anticipate trends,  and enhance operational 

eff ic iency. I t  forms the foundation of strategic planning across 

bus inesses,  governments,  and var ious organizations.   
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For example, consider a prominent e -commerce company. By 

leveraging data analys is ,  i t  can gain ins ights into its  customers' 

purchasing habits ,  preferences, and behaviors. This  knowledge 

al lows the company to tai lor  customer exper iences, project sales, 

and ref ine marketing strategies, ult imately foster ing business 

growth and improving customer satisfaction.  

In the era of digital t ransformation, data analys is  has become more 

cr it ical than ever. The explos ion of data generated by digital  

technologies has led to the advent of what we now call  'b ig data. '  

This vast amount of data, if analyzed correctly, can provide invaluable insights 

that can revolutionize businesses. Statista estimates that 'the market size for 

business intelligence and analytics software applications is forecast to increase 

worldwide over the next few years from 15.3 billion U.S. dollars in 2021 to more 

than 18 billion in 2026'. 

Data analysis is the key to unlocking the potential of big data. It helps 

organizations to make sense of this data, turning it into actionable insights. These 

insights can be used to improve products and services, enhance experiences, 

streamline operations, and increase profitability.  

Predictive Analysis  

• Machine Learning Models: Techniques like decision trees, random forests, 

support vector machines, and neural networks are employed to predict 

future outcomes based on historical data.  

• Time Series Analysis: Used for forecasting future values based on 

previously observed values, often employing methods such as ARIMA 

(AutoRegressive Integrated Moving Average).  

• Classification and Clustering: Classifying data points into categories or 

grouping them based on similarities (e.g., K-means clustering).  

Exploratory Data Analysis (EDA)  

• Data Cleaning: Identifying and correcting errors or inconsistencies in the 

data.  

• Data Transformation: Normalizing, scaling, or encoding data for better 

analysis.  

• Outlier Detection: Identifying and analyzing outliers that may skew results.  

Qualitative Analysis  

• Content Analysis: Analyzing text data for patterns or themes.  

• Thematic Analysis: Identifying and interpreting themes within qualitative 

data.  

• Interviews and Surveys: Gathering and analyzing responses to understand 

opinions, behaviors, and motivations.  

•  

Causal Analysis   
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• Experimental Design: Conducting experiments to establish cause-and-

effect relationships.  

• Control Groups: Comparing results from experimental and control groups 

to infer causality.  

• Path Analysis: A form of structural equation modeling that examines 

causal relations among variables.  

Spatial Analysis   

• Geospatial Analysis: Techniques that analyze data related to geographic 

locations, often employing GIS (Geographic Information Systems).  

• Spatial Statistics: Analyzing patterns and distributions in spatial data 

Network Analysis   

• Social Network Analysis: Examining social structures through networks and 

graph theory, often used in sociology and marketing.  

• Graph Theory: Analyzing relationships and connections between nodes 

(entities).  

Tools and Software for Data Analysis   

• Statistical Software: R, Python (libraries like Pandas, NumPy, SciPy), SAS, 

SPSS.  

• Data Visualization Tools: Tableau, Power BI, Matplotlib, Seaborn.  

• Database Management: SQL, NoSQL databases for handling large 

datasets.  

Data Visualizat ion  

Data visual izat ion involves the graphical representation of data, 

transforming it  into a visual format us ing tools l ike charts,  plots, 

animations,  and infographics. This  approach aims to s implify the 

identif ication of trends, outl iers ,  and patterns within the data. We 

delve deeper into this  concept in our Understanding Data 

Visual izat ion course.  

Data profess ionals f requently ut i l ize visual izat ions to highl ight key 

ins ights f rom data and communicate this  information to relevant 

stakeholders.   

For instance, a data profess ional might develop visualizat ions for 

management,  who can then use these to i l lustrate the 

organizational structure. S imi lar ly,  data scientists  may employ 

visual izat ions to reveal the underlying patterns in the data, 

enhancing their  understanding.  

From the purpose of data visual izat ion outl ined above, we can 

draw two essential conclus ions:   

1) Enhancing data access ibi l i ty:  The key to making data access ible 

is  s implic ity.  However,  's imple' can vary in meaning depending on 
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the audience; what is  easy for a ten -year-old to grasp may not be 

as clear to someone with a Ph.D. Therefore, data visual izat ion 

serves as a method to make data comprehensible to al l  relevant 

part ies.   

2) Faci l i tat ing communication: This  ins ight bui lds on the f i rst.  

Effective communication requires that everyone involved 

understands the same concepts.  Whether working solo or in a 

group, visual izat ions should yield meaningful ins ights for the 

audience. For example, a CEO may focus on actionable ins ights, 

whi le a machine learning team might seek to understand their 

model's  performance through visual izat ions.   

Why is  data visualizat ion so important for data scient ists?  

Discoverabil i ty and Learning   

Data scientists  must possess a sol id understanding of the datasets 

they work with.  Data visual izat ion enables them to highl ight the 

most ins ightfu l elements of their  data, al lowing for quick 

comprehension by themselves and others.  For instance, recogniz ing  

trends in a tabular dataset is  s ignif icantly more challenging than 

observing them visual ly.  We wil l  explore this  topic in greater detai l 

later in the next chapter of this  module.  

Storytel l ing  

For centur ies, stor ies have been a powerful means of conveying 

information. Their  effectiveness l ies in their  abi l i ty to forge an 

emotional connection with the audience, enhancing 

understanding of others '  exper iences and making the information 

more memorable. Data storytel l ing serves as a type of visual izat ion 

that aids data scientists  in interpreting their  data and 

communicating it  to others in a straightforward manner.  

Eff iciency  

Whi le ins ights can certainly be extracted from databases, this 

process often demands intense concentration and can incur 

considerable business costs.  In such cases,  data visual izat ion 

proves to be a more eff ic ient approach. For example, i f  the aim is 

to identify a l l  companies that exper ienced losses in 2024, i t  would 

be more effective to use red to mark those with prof its  below zero 

and green for those above zero, leaving neutral companies 

uncolored. This  method is  far more eff ic ient than manually s i f t ing 

through the database to categorize each company.  

Aesthetics   

Although raw data can provide valuable information, i t  is  seldom 

visual ly appealing or engaging. Data visual izat ion is  a method that 

transforms informative yet unexcit ing data into beautiful  and 



 

57 

 

ins ightful knowledge. By enhancing the visual appeal of data, we 

cater to our tendency as pr imari ly visual beings,  as we process 

information more rapidly when it  engages our visual senses.  

2.2 Data Mining - Big Data Technologies  

Data Mining  

Data mining is  the technique of extracting valuable information 

from large datasets,  such as identifying patterns and relat ionships, 

which can then be ut i l ized to make informed decis ions.  This  

technique is faci l i tated by computers and automated processes 

enabled by art i f ic ial intel l igence and machine learning.  

The data mining process fol lows a defined sequence, start ing with 

identify ing the objective and concluding with ins ights that aid in 

strategy development.   

The Importance of Data Mining  

By identifying trends through data mining, businesses can leverage 

this  information to attract more customers, enhance operational 

eff ic iency, and gain a deeper understanding of their  consumers. 

Virtual ly every industry can benefit  f rom data mining, as it  can be 

applied in areas such as medical diagnost ics, pr ic ing strategies, 

r isk assessment,  and fraud detection, among others.  

How Data Mining Functions  

The Cross- Industry Standard Process for Data Mining (CRISP -DM) is 

a s ix-step framework widely recognized in the industry. Here’s an 

overview of what each stage entai ls :   

• Business Understanding: The data mining process begins with identifying a 

problem to solve or a specific goal for the project. Clarifying these 

objectives is crucial to ensure that the relevant datasets are analyzed.  

• Data Understanding: The second step involves gathering all pertinent 

data, ensuring it is complete, free of duplicates, and typically sourced 

from multiple origins.  

• Data Preparation: In this phase, the data is formatted appropriately for 

analysis and transferred to the database for use. Data preparation 

consists of three sub-steps: extraction, transformation, and loading, 

collectively known as ETL. 

• Modeling During: In the modeling phase, various data mining techniques 

and tools are applied, and the most suitable model or models are chosen 

based on the data and the objectives. Techniques used may include 

clustering, regression analysis, and classification.  

• Evaluation: At this stage, the initial question or objective set in step one 

should ideally have been answered. If not, you may need to revisit the 

modeling step and make necessary adjustments to the data.  
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6.  Deployment:  Before proceeding to deployment,  i t ’s  essential 

that the data modeling process provides answers to your 

objectives. Once you have these ins ights,  you can present and 

uti l ize the information strategical ly.   

Big Data Technologies  

B ig data technologies can be categorized into four main types: 

data storage, data mining, data analyt ics,  and data visual izat ion. 

Each of these is  associated with certain tools ,  and you’l l  want to 

choose the r ight tool for your business needs depending on the 

type of big data technology required.  

• Data Storage.  Big data technologies focused on data storage are 

equipped to retrieve, save, and manage large datasets. They consist of 

infrastructures that facilitate easy access to stored data. Most data 

storage solutions are compatible with various applications. Two widely 

used tools are Apache Hadoop and MongoDB.  

• Apache Hadoop: This is the most commonly utilized big data tool. It is an 

open-source platform that enables the storage and processing of large 

data sets in a distributed computing environment across hardware 

clusters. This distribution enhances data processing speed. The framework 

is designed to minimize errors, be scalable, and handle all types of data 

formats.  

• MongoDB: MongoDB is a NoSQL database that efficiently stores vast 

amounts of data. It organizes documents into collections using key-value 

pairs (the fundamental data unit). Written in C, C++, and JavaScript, 

MongoDB is one of the leading big data databases due to its ability to 

easily manage and store unstructured data. 

2.  Data Mining.  Data mining involves extracting valuable patterns 

and trends f rom raw data. Big data technologies l ike Rapidminer 

and Presto can convert both unstructured and structured data into 

actionable ins ights.   

• Rapidminer: Rapidminer is a data mining tool designed for building 

predictive models. It excels in data processing and preparation, as well as 

in developing machines and deep learning models. This end-to-end 

model enables both functions to generate significant organizational 

impact.  

• Presto: Presto is an open-source query engine initially created by 

Facebook to execute analytical queries on their large datasets. It is now 

widely accessible. A single query in Presto can merge data from various 

sources within an organization and conduct analytics in just minutes.  

3. Data Analyt ics.   In big data analyt ics,  technologies are ut i l ized to 

cleanse and transform data into information that aids in business 

decis ion-making. This  phase, which fol lows data mining, involves 

us ing algor ithms, models,  and predict ive analyt ics with tools  l ike 

Apache Spark and Splunk.   
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• Apache Spark: Spark is a favored big data tool for analysis due to its speed 

and efficiency in running applications. It outperforms Hadoop by 

leveraging random access memory (RAM) instead of processing data in 

batches via MapReduce. Spark accommodates a broad range of data 

analytics tasks and queries.  

• Splunk: Splunk is another prominent big data analytics tool for extracting 

insights from extensive datasets. It can produce graphs, charts, reports, 

and dashboards, and it also allows users to integrate artificial intelligence 

(AI) into data results.  

4.  Data Visualization. Big data technologies also enable the 

creation of compell ing visual izat ions f rom data. In data -centr ic 

roles,  data visual izat ion is  an invaluable ski l l  for  presenting 

recommendations to stakeholders regarding business prof itabi l i ty  

and operations,  effectively narrat ing a story through s imple 

graphics.   

• Tableau: Tableau is a highly regarded tool for data visualization, thanks to 

its user-friendly drag-and-drop interface that simplifies the creation of 

various charts, including pie, bar, box plots, and Gantt charts. It is a secure 

platform that facilitates real-time sharing of visualizations and dashboards.  

• Looker: Looker is a business intelligence (BI) tool that helps interpret big 

data analytics and share those insights across teams. Users can configure 

charts, graphs, and dashboards based on queries, such as tracking 

weekly brand engagement through social media analytics. 

2.3 Predict ive Analyt ics -  Real-T ime Analyt ics  

Predict ive Analyt ics  

Predict ive analyt ics involves ut i l iz ing data to anticipate future 

trends and events. By analyzing histor ical data, it  forecasts poss ible 

scenarios that can inform strategic decis ion -making.  

These predict ions can focus on short -term events, such as 

forecast ing a machine's  fai lure later in the day, or long -term 

outcomes, l ike est imating a company's cash f low for the next year.   

Predict ive analys is  can be performed either manually or through 

machine- learning algor ithms, but in both cases, histor ical data is 

essential for making future projections.   

One example of a predict ive analyt ics method is  regress ion 

analys is ,  which can assess the relat ionship between two var iables 

(s ingle l inear regress ion) or mult iple var iables (mult iple regress ion). 

The connections between these var iables are expressed as 

mathematical equations,  al lowing for predict ions about outcomes 

based on changes in one var iable.   

Examples of Predict ive Analyt ics in Action   

1. Finance: Forecast ing Future Cash Flow  
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Every business needs to keep per iodic f inancial records,  and 

predict ive analyt ics can play a big role in forecast ing your 

organization’s future health.  Us ing histor ical data from previous 

f inancial statements,  as wel l  as data from the broader industry,  you  

can project sales,  revenue, and expenses to craft a picture of the 

future and make decis ions.   

2. Entertainment & Hospital i ty:  Determining Staff ing Needs  

One example explored in Bus iness Analyt ics is  casino and hotel 

operator Caesars Entertainment’s use of predict ive analyt ics to 

determine venue staff ing needs at specif ic t imes.   

In entertainment and hospital ity,  customer inf lux and outf lux 

depend on var ious factors, al l  of which play into how many staff 

members a venue or hotel needs at a given t ime. Overstaff ing costs 

money, and understaff ing could result  in a bad customer 

exper ience, overworked employees, and cost ly mistakes.   

To predict the number of hotel check- ins on a given day, a team 

developed a mult iple regress ion model that considered several 

factors. This  model enabled Caesars to staff  i ts hotels  and casinos 

and avoid overstaff ing to the best of i ts  abi l i ty.   

3. Marketing :  Behavioral Targeting  

In marketing, consumer data is  abundant and leveraged to create 

content,  advert isements,  and strategies to better reach potential 

customers where they are. By examining histor ical behavioral data 

and us ing it  to predict what wi l l  happen in the future,  you engage 

in predict ive analyt ics.   

Predict ive analyt ics can be applied in marketing to forecast sales 

trends at var ious t imes of the year and plan campaigns 

accordingly.  

4. Manufacturing: Preventing Malfunction  

While the examples above use predict ive analyt ics to act based on 

l ikely scenarios,  you can also use predict ive analyt ics to prevent 

unwanted or harmful s ituations f rom occurr ing. For instance, in the 

manufactur ing f ield,  algor ithms can be trained us ing hi stor ical data 

to accurately predict when a piece of machinery wi l l  l ikely 

malfunction.  

When the cr iter ia for an upcoming malfunction are met, the 

algor ithm is  t r iggered to alert an employee who can stop the 

machine and potential ly save the company thousands,  i f  not 

mil l ions,  of dol lars in damaged product and repair  costs.  This  

analys is  predicts malfunction scenarios in the moment rather than 

months or years in advance.  
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Some algor ithms even recommend f ixes and optimizations to avoid 

future malfunctions and improve eff ic iency, saving t ime, money, 

and effort.  This  is  an example of prescr ipt ive analyt ics;  more often 

than not,  one or more types of analyt ics are used in tandem  to 

solve a problem.  

5. Health Care:  Early Detection of Al lergic Reactions  

Another example of us ing algor ithms for rapid, predict ive analyt ics 

for prevention comes from the  health care industry. The  Wyss 

Inst itute at Harvard Univers ity  partnered with the  KeepSmil in4Abbie 

Foundation  to develop a wearable piece of technology that 

predicts an anaphylactic al lergic reaction and automatical ly 

administers l i fe-saving epinephr ine.  

The sensor, cal led AbbieSense, detects ear ly physiological s igns of 

anaphylaxis  as predictors of an ensuing reaction —and it  does so 

far quicker than a human can. When a reaction is  predicted to 

occur,  an algor ithmic response is  t r iggered. The algor ithm can  

predict the reaction’s sever ity,  alert the individual and caregivers, 

and automatical ly inject epinephr ine when necessary. The 

technology’s abi l i ty to predict the reaction at a faster speed than 

manual detection could save l ives.  

2.4 Business Intel l igence (BI)  

Bus iness intel l igence refers to the processes and tools used to 

analyze business data, transform it  into actionable information, and 

help everyone in an organization make better - informed decis ions. 

Also known as a decis ion support system (DSS),  a BI  system  analyzes 

current and histor ical data and presents f indings in easy -to-

understand reports,  dashboards, graphs,  charts,  and maps that can 

be shared across the company.  

BI is sometimes cal led “descr ipt ive analyt ics” because it  descr ibes 

how a business is doing today and how it  has done in the past.  I t 

answers quest ions l ike “What happened?” and “What needs to 

change?” –  but it doesn’t address why something happened or 

what might happen next  

 

 

 

 

 

A successful BI program illuminates ways to increase profits and performance, 

uncover issues, optimize operations, and more. Here are just a few of the many 

benefits of BI:  

• Get support for fact-based decision-making. BI tools help executives, 

managers, and employees uncover information relevant to their roles and 
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areas of responsibility—and use it to make decisions based on facts, not 

guesswork.  

• Gain and maintain a competitive advantage. With timely BI, organizations 

can quickly identify and act on new trends and opportunities. They can 

also assess their own capabilities, strengths, and weaknesses compared 

to competitors and use this information to their advantage.  

• Measure and track performance. BI dashboards make it easy to track key 

performance indicators (KPIs), track progress against goals, and set alerts 

so you know where and when to focus improvement initiatives.  

• Identify and set benchmarks. BI solutions allow organizations to compare 

processes and performance metrics to industry standards, determine 

where improvements are needed, set important benchmarks, and track 

progress toward goals.  

• Identify problems so they can be resolved. With BI, users can identify 

potential business problems before they cause financial damage—such 

as production or distribution issues, rising customer churn, rising labor costs, 

and more.  

• Work more efficiently. Business intelligence systems allow everyone to 

spend less time hunting for information, analyzing data, and generating 

reports. They can also identify areas of overlap, duplication, or inefficiency 

across departments or subsidiaries to streamline processes.  

• Make data and reports accessible to everyone. BI software offers intuitive 

interfaces, drag-and-drop reports, and role-based dashboards that team 

members can use themselves—without the need for coding or other 

technical skills.  

• Improve customer and employee experiences. BI users can mine data to 

identify patterns in customer and employee behavior, analyze feedback, 

and use insights to adjust and improve experiences. 

• Increase revenue and profitability. Ultimately, business intelligence data 

leads to a better understanding of where risks and opportunities exist, so 

teams can make profitable adjustments. 

There are several tools used in business intel l igence (BI) systems. 

Here are the most common:  

BI Report ing  

B I  report ing presents data in a way that is  understandable to users. 

I t  uses charts and visuals to show trends and relat ionships between 

var iables. Reports are interactive and can be automated or 

created ad hoc.  

Search  

Search tools al low users to ask quest ions and get answers through 

easy-to-use interfaces.  The process is  s imi lar to searching on 

engines l ike Google.  
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BI Dashboards  

Dashboards are popular BI  tools  that use up-to-date charts and 

tables to monitor business metr ics. They provide a near -real-t ime, 

high- level v iew of performance and al low users to customize the 

information they want to see and share the results .   

2.5 Data Governance and Ethics –  GDPR  

Data Governance and Ethics  

Data governance refers to the comprehensive management of 

data within an organization, encompassing data acquis it ion, 

storage, transformation, and usage. It  involves the establ ishment of  

regulatory f rameworks and governance mechanisms that guide 

data management practices,  ensur ing compliance and enhancing 

data quality.  Effective data governance provides a structured 

approach to managing data, enabling businesses to leverage data 

as an asset.   

Ethical Implications of Data Management  

Data ethics is  concerned with the moral pr inciples and values 

governing the use of data. I t addresses cr it ical issues such as 

pr ivacy, confidential i ty,  and data integr ity,  ensur ing that data 

handling practices al ign with ethical standards.  Ethical 

considerations in data management are crucial in bui lding trust 

and maintaining the credibi l i ty  of business operations. 

Transparency and expl icabil i ty in data usage, part icularly in AI and 

Machine Learning systems, are essential to uphold ethical 

standards and promote responsible decis ion-making.  

The Importance of Data Mapping  

Data mapping is  a cr it ical component of data governance, 

involv ing the creation of detai led visual izat ions of data f lows and 

structures.  Accurate data mapping promotes clar ity and precis ion 

in data management,  thereby enhancing data integration and 

analys is .  I t  necess itates a thorough understanding of data sources, 

dest inations,  and transformations, which helps organizations 

uphold data integr ity and compliance. By producing 

comprehensive data mappings,  companies can improve the 

quality and rel iabi l i ty of their  data management practices.  

Assessing Data Management Solut ions  

The effectiveness of data management solut ions is  v ital for ensur ing 

data secur ity,  conf idential ity,  and durabi l i ty.  Evaluating these 

solut ions entai ls  examining their  capacity to safeguard data 

against unauthor ized access, protect pr ivacy, and preserve da ta 

integr ity over t ime. Best practices in data management include 

establ ishing strong secur ity protocols,  performing regular audits ,  
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and uti l iz ing advanced data protection technologies.  By 

emphasiz ing the quality of these solut ions,  organizations can 

protect their  data assets and maintain operational res i l ience.  

The Inf luence of AI and Machine Learning on Data Governance  

AI  and Machine Learning technologies generate large volumes of 

data, introducing new challenges and opportunit ies for data 

governance. These technologies necess itate clear and 

understandable data-dr iven decis ion-making processes to ensure 

ethical usage. Organizations must confront the ethical di lemmas 

associated with AI and Machine Learning by implementing 

governance frameworks that foster accountabil i ty and 

transparency. This  approach al lows them to leverage the 

advantages of these technologies whi le uphol ding ethical 

standards.  

Anticipating Future Challenges  

The f ield of data governance and ethics is  constantly changing due 

to new technologies and regulatory developments.  Organizations 

must remain f lexible and proactive in adapting to these shifts  to 

keep their  data governance practices effective and relevant.  

Educational in it iat ives,  such as the Data Governance and Ethics 

module, are essential for equipping profess ionals with the ski l ls  and 

knowledge necessary to navigate these complexit ies.  By promoting 

a culture of ongoing learning and adaptabil i ty,  business es can stay 

ahead and effectively tackle upcoming challenges in data 

governance and ethics.   

Data governance and ethics are vital elements of contemporary 

business operations,  ensur ing responsible and effective data 

management.  By focusing on these areas,  organizations can 

improve their  data practices,  foster trust among stakeholders,  and 

successful ly navigate the complexit ies of today’s data 

environment.  As the data-dr iven landscape continues to evolve, 

the s ignif icance of data governance and ethics wi l l  only increase, 

making it  essential for businesses to remain informed and proactive 

in their  data management strategies.  

GDPR  

The General Data Protection Regulation (Regulation (EU) 

2016/679),  abbreviated GDPR, is  a European Union regulation on 

information pr ivacy in the European Union (EU) and the European 

Economic Area (EEA).  The GDPR is  an important component of EU 

pr ivacy law and human r ights law, in part icular Art ic le 8(1) of the 

Charter of Fundamental Rights of the European Union. I t also 

governs the transfer of personal data outs ide the EU and EEA. The 

GDPR's goals are to enhance individuals '  control and r ights over 

their  personal information and to s implify the regulations for 
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international business.  I t  supersedes the Data Protection Directive 

95/46/EC and, among other things,  s implif ies the terminology.  

The European Parl iament and Council  of the European Union 

adopted the GDPR on 14 Apr i l  2016, to become effective on 25 May 

2018. As an EU regulation ( instead of a directive),  GDPR is  directly 

applicable with force of law on its  own without the need of 

transposit ion. However, i t  also provides f lexibi l i ty for indiv idual 

member states to modify (derogate from) some of its  provis ions.  

The GDPR defines an array of legal terms at length. Below are some 

of the most important ones that we refer to in this  art icle:  

Personal data —  Personal data is  any information that relates to an 

indiv idual who can be directly or indi rectly identif ied. Names and 

email  addresses are obviously personal data. Location information, 

ethnicity,  gender, biometr ic data, rel igious bel iefs,  web cookies, 

and pol it ical opinions can also be personal data. Pseudonymous 

data can also fal l  under the definit ion if  i t’s  relat ively easy to ID 

someone from it .  

Data processing —  Any action performed on data, whether 

automated or manual.  The examples cited in the text include 

col lecting, recording, organiz ing, structur ing, stor ing, us ing, 

erasing… so basical ly anything.  

Data subject —  The person whose data is  processed. These are your 

customers or s ite vis itors.   

Data control ler —  The person who decides why and how personal 

data wil l  be processed. I f you’re an owner or employee in your 

organization who handles data, this  is  you.  

Data processor  —  A third party that processes personal data on 

behalf  of a data control ler .  The GDPR has special rules for these 

indiv iduals and organizations.  These could include cloud servers, 

l ike Google Dr ive, Proton Dr ive, or Microsoft OneDrive, or email  

service providers,  l ike Proton Mail .   

When you’re al lowed to process data   

Art icle 6 l is ts  the instances in which it’s  legal to process personal 

data. You are in no ways allowed to process someone’s personal 

data unless your reason of process ing is  fal l ing into some of the 

fol lowing categories:   

•  The data subject gave you specif ic,  unambiguous consent to 

process the data. (e.g. They’ve opted in to your marketing 

email  l is t . )   

•  Process ing is  necessary to execute or to prepare to enter into 

a contract to which the data subject is  a party.  (e.g. You 
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need to do a background check before leasing property to a 

prospective tenant.)  

•  You need to process it  to comply with a legal obl igation of 

yours.  (e.g. You receive an order from the court in your 

jur isdict ion.)  

•  You need to process the data to save somebody’s l i fe.  (e.g. 

Well ,  you’l l  probably know when this  one applies.)  

•  Process ing is  necessary to perform a task in the public interest 

or to carry out some off ic ial function. (e.g. You’re a pr ivate 

garbage col lection company.)  

•  You have a legit imate interest in process ing someone’s 

personal data.  

Conclusions   

This part icular module, in addit ion to being very important 

for learners,  is  a topic that directly concerns technological 

development and new technological methods, which 

means it  is  an important educational tool for everyone 

regardless of age and gender. Furthermore, the topics it  

approaches are undertaken with precis ion and not chatter,  

understandable and ful ly functional.  

In conclusion, al l  the above modules are important for the 

ful l  knowledge of Website Development and Data Analytics 

as by knowing these you can safely, with style, with mood 

and legally manage sites as well  as data that wil l  help you 

in the development of your business and put it  in a new 

competit ive cl imate.  
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You can watch the recorded version of Module 4 here. 

 

 

 

 

 

 

 

 

 

 

 

  

https://thedreamproject.eu/module-4-funding-opportunities-for-businesses-digital-transformation/
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Module 4: Funding Opportunities for Digital Transformation 

 

 

Introduction  

This module is part of the DREAM project, a dedicated initiative to empower 

middle-aged businesswomen by equipping them with the digital skills needed to 

excel to their professional endeavors in today’s fast-evolving digital economy. It 

emphasizes understanding the financial strategies and resources essential for 

digital transformation, offering practical tools and insights to enhance business 

operations. The content focuses on key areas such as leveraging digital tools for 

growth through monetization strategies in digital marketing, implementing digital 

transformation in businesses, and utilizing paid advertising as a critical 

component of modern business promotion.  

Furthermore, the module highlights funding opportunities available through 

various EU and national initiatives. These include Greece’s “Digital 

Transformation” and “Research and Innovate” projects, Spain’s Recovery and 

Resilience Plan, and the Plan for Digitalization of Education, which supports the 

development of digital skills among young people. By exploring these strategies 

and opportunities, participants gain actionable knowledge to confidently 

embrace digital innovation, fostering sustainable growth and ensuring long-term 

success in an increasingly interconnected, technology-driven world.  
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• Monetization through digital marketing strategies and digital 

transformation of business  

Generating income from a digital presence entail leveraging online platforms, 

content and audience engagement for revenue. Approaches vary from online 

advertising and sponsored content to affiliate marketing and subscription 

services. The goal is to extract value from digital resources while optimizing return 

on investment.  

At the heart of generating revenue from a digital presence is content marketing, 

which focuses on producing and sharing valuable content to draw in and 

engage a targeted audience. In contrast to conventional advertising, content 

marketing seeks to build trust, establish credibility, and nurture relationships with 

customers.  

1.1 Paid advertising  

It is a marketing technique which companies use in order to show their ads to 

target their audiences. It is a crucial part of a marketing strategy, as it helps 

businesses communicate what they offer. It can refer to advertisements on the 

radio and the TV, but it mostly refers to ads on the internet. These advertisements 

usually operate on an auction system. Through these auctions systems, the 

advertisers can make bids to big social media firms like Meta or Google ads, 

because they can determine the sighting of their user’s ads and determine by 

who and when the ads are shown.  

However, there are some factors you need to consider when you want to 

embark on paid advertising and start bidding for companies, as each company 

has its own special bidding algorithm. Some of them are:  

• The bid amount  

• The quality of the advertisement  

• User engagement  

 

1.2 The benefits of using paid advertising  

• Advanced targeting: Brand companies may aim at very specific 

demographic information, interests and behaviors that users may present  

• Performance measurement: the platforms that provide ads, provide also 

detailed analytics that the users can take advantage of for recognition.  

• Affordability: In this way, small businesses can also launch a marketing 

strategy to target their audience 

• Another advantage of digital marketing is how simple it is to track and 

monitor results. Instead of spending a lot of money on user research, 

managers can view user response rates and gauge a campaign’s success 

in real time, which helps them plan for the next one more effectively  

Paid ads are categorized based on the format of the ad and the channels that 

they are shown.  
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The first category of paid ads is by the help of a Search Engine Advertising which 

addresses the use of search systems like google, Bing etc., by placing ads on 

them. Therefore, these ads pop up when users make a search query. It usually 

appears as “sponsored”. 

To start with paid advertising, you need to set clear advertising goals. Your goals 

are your compass in order to define the ads that you should use. No matter your 

goals, they should be SMART: specific, measurable, actionable, relevant, and 

time bound.  

It is of utmost importance to identify and understand your audience and their 

needs. In this way, you can understand your potential customers and 

communicate in the “same language”. Thus, to understand them, you need to 

conduct market research, which includes the collection and analysis of data 

regarding their age, demographics and location, as well as their opinion about 

your products, services etc. 

There are several types of paid advertising and some of them are the following:  

Display advertising  

Display advertising, often referred to as "banner ads," which is another type of 

paid ad, involving promoting products or services through graphics, images, and 

various formats on websites, social media, and TV. Platforms like Meta’s Audience 

Network, Yahoo Advertising, and Google Display Network are commonly used 

to publish these ads.  

This type of advertising combines text, images, and videos, enabling businesses 

to reach large audiences while targeting specific demographics, locations, and 

population groups. Display ads are cost-effective, offering flexible pricing 

formats. They help businesses maximize visibility, achieve long-term brand 

recognition, and yield positive results by strategically placing products and 

services before the right audience. 

Social media advertising  

Social media advertising is a relatively new form of paid advertising that utilizes 

platforms like Facebook, LinkedIn, Instagram, X, and TikTok to target audiences. 

It is a cost-effective marketing strategy suitable for businesses of all sizes, helping 

with branding, marketing, customer relationship building, and customer service.  

Like display ads, social media ads provide high returns on investment and 

operate on a pay-per-click model. They allow businesses to set budgets for ad 

campaigns while offering real-time monitoring and performance tracking. 

Beyond publishing content, these ads create opportunities for meaningful 

engagement with targeted audiences.  

Funding opportunities  

The European Union is working to make education more accessible by removing 

barriers that prevent people and especially young students from achieving high 

quality learning and technological opportunities.  
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The Digital Europe Program  

The Digital Europe Program (DIGITAL) is an EU funded program with the aim of 

delivering digital technology to industries, small and medium- sized businesses, 

and public administrations. The DIGITAL Program provides funding and key 

answers to the matters related to artificial intelligence, supercomputing, 

cybersecurity, advanced digital skills, governance and processing, as well as the 

use of digital technology in economy and society. Moreover, this program is a 

tool to help industries and SMEs to become digital. 

The project DIGITAL EUROPE involves 5 main themes:  

• High performance computing  

• Cloud, data, and artificial intelligence  

• Cybersecurity  

• Advanced digital skills  

• Accelerating best use of digital technologies  

Some of the main priorities of the program are:  

• To address the issues of climate change and environmental preservation  

• Secure the establishment of sector-specific common data spaces that 

are available to the public and private sector throughout the EU and are 

built on federated cloud-to-edge architecture that is safe and energy –

efficient  

• Strengthen and quicken Europe’s use of AI Technology  

• Boost the EU’s reaction to cyber threats and the readiness of its main 

sectors  

• Promote the high standards of EU educational and training establishments 

in digital fields to increase their ability to develop and attract in digital 

talent through specialized courses in advanced digital technologies 

including cybersecurity and semiconductors  

• Invest in development of effective and accessible digital public services 

and the encouragement of digital transformation 

 

Horizon projects  

Other European programs include horizon projects. These projects aim to 

deliver scientific, technological, economic and societal impact in research 

and innovation in developing, supporting and implementing policies while 

tackling global challenges and helps achieving the UN’s Sustainable 

Development Goals and boost EU’s competitiveness and development.  

The implementation of such projects creates job opportunities, boosts 

economic growth and encourages transnational collaboration. 

COSME Program  
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Another project that provides EU funding is COSME. This project is about the 

competitiveness of small and medium-sized enterprises. The overall planned 

budget for the period of 2014 until 2020 was 2.3 billion euros, including the 

administrative costs.  

It all included 4 specific objectives, and these are:  

• Access to finance: COSME seeks to facilitate SME’s access to financing at 

every stage of existence, including startup, growth and business transfer. 

Businesses have now easier access to guarantees, loans, and equity 

capital because of EU backing.  

• Access to markets: COSME helps businesses to access markets both in the 

EU and beyond through initiatives such as Enterprise Europe Network. 

(supporting SMEs navigating EU legislation), Your Europe Business Portal 

(practical info on doing business in Europe)  

• Improving framework conditions and competitiveness: COSME supports 

entrepreneurs by strengthening entrepreneurship education, mentoring, 

offering guidance and support services  

• Promoting entrepreneurship and entrepreneurial culture: By fostering an 

environment that is conductive to business and promoting the adoption 

of innovative business models and practices, COSME seeks to lessen the 

administrative and regulatory burden on SME’s 

ERASMUS FOR YOUNG ENTREPRENEURS EYE  

Erasmus for young entrepreneurs is an international exchange 

program for developing entrepreneurs. This  program faci l i tates 

overcoming the diff icult ies of start ing and operating a business, 

whi le promoting international growth and business partnerships.  

Through the EYE project the young entrepreneurs can move for 

1 to 6 months to another country and receive on -the- job 

training. In this  way, they wi l l  develop their  business and 

leadership ski l ls ,  as they wi l l  be working with an exper ienced 

host.  The EU offers f inancial support for the applicants to help 

them cover the travel and l iv ing costs.   

Erasmus for young entrepreneurs has a high rate of approval with 

98% of entrepreneurs recommending it  as an opportunity,  92% of 

entrepreneurs who have exploited th is  opportunity usual ly stay 

in touch with their  host and approximately 20% of the host 

entrepreneurs may embark on a joint venture with the new 

entrepreneurs.  

National projects that provide funding opportunit ies:   

Greece  

Greece's recovery and res i l ience plan focuses on advancing the 

digital t ransi t ion through investments and reforms in the 

digital izat ion of both the public and pr ivate sectors.  The plan 
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aims to enhance digital sk i l ls  and connectivity whi le providing 

national funding opportunit ies through loans,  grants,  and 

f inancial instruments.   

Greece’s national  plan spent 1.6 bi l l ion euros on 5G network  

construction, 1.3 bi l l ion euros on public sector digital 

t ransformation, and 375 mil l ion euros in business digital izat ion, 

which wi l l  encourage SMEs to adopt digital technology. 

Addit ional ly,  the plan al located nearly 750 mi l l ion euros for 

digital upski l l ing and over 500 mil l ion euros to support the digital  

t ransformation in the public health and education systems.  

The Digital Transformation of SMEs Program provides SMEs with vouchers to 

acquire digital technologies and related services. Through an online portal, 

SMEs can easily request support and select suitable digitalization solutions. The 

program also offers advisory support to help develop new digitalization 

solutions. Upon completion, many SMEs will benefit from assistance and 

vouchers to advance their digital transformation efforts. 

Another project Greek government implemented to facilitate digital 

transition was “Vouchers to students for laptops and other IT stuff”. During the 

pandemic schools and universities were closed to prevent the spread of the 

COVID-19 virus and all the classes were held online, as well as many people 

had to work remotely. Therefore, the Greek government provided a voucher 

of 200 euros to approximately 500,000 students from the ages of 4 to 24 years 

old for low-income families and teachers. In this way, the Greek government 

assisted not only the society but also facilitated the digital transition to 

education.  

The Public Employment Service’s “Greece 2.0” National Recovery and 

Resilience Plan focuses on enhancing the skills of the unemployed to improve 

their employability and accelerate the job reintegration. The initiative offers 

professional training programs aligned with economic demands. Trainees 

who complete the program and pass certification exams receive an 

allowance of 5 euros per training hour, amounting to 1,000 euros for a 200 -

hour program. 

There was another project funded by funded by the European Union through 

the European Innovation and SMEs Executive Agency (EISEMA) “EPICENTRE”, 

which aimed to provide financial help to SMEs and start-ups in order to 

develop innovative cross- sectoral/cross-border value chains in following 

sectors: ICT, financial technology, health and agri-food products. 

Research and Innovate projects  

Under the program “Competitiveness”, of the national strategic Reference 

Framework (NSRF) with a budget of 30 million, Greece’s Management and 

Implementation Authority for Research and Innovation Actions (EYDE EK) 

published “Research-Innovate 2021-2027 project,” an action of strategic 

importance.  

The main objective of this action is to connect research and innovation with 

entrepreneurship and enhance competitiveness, productivity and an 
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external focus of Greek businesses to boost domestic added value and 

accomplish a highly qualified and innovative entrepreneurship.  

All applications proposals need to fall into to one of the following priorities, in 

order to get funding from the Research and Innovation program:  

• Materials, construction and industry  

• Tourism, culture and creative industries  

• Agri-food chain  

• Environment and circular economy  

• Life sciences, health and pharmaceuticals  

• Transport and supply chain  

• Sustainable energy  

• Digital technologies  

In order to be able to be eligible and participate in the program, companies 

must be legally established and operate in Greece, or in another EU member 

state.  

Digital Transformation  

The Digital Transformation strategy 2020-2025 of Greece, known as the “Digital 

Bible”, is the primary strategic document outlining the nation’s priorities for 

digital transformation and improving digital literacy across all levels and ages 

of Greek society. It provides guidelines, strategic paths and both horizontal 

and vertical actions to drive the digital transformation of Greek society and 

the economy. The plan focuses on seven main goals of and includes 

supporting actions in specific areas such as citizen focused programs and the 

education sector.  

The program mainly aims to:  

• Transform the public administration and the local authorities while at the 

same time guaranteeing that citizen’s privacy, data protection and 

accessibility  

• Development of digital skills for all citizens  

• To ensure the smooth operation of digital systems and services to further 

boost the governmental platform (gov.gr)  

• The development of digital platforms to strengthen business activity  

• The establishment of new, innovative and eco-friendly data and cloud 

centers  

• The extension of the wireless access points and the fulfillment of the public 

sector network  

• To install fiber optic networks to ensure a higher speed of connectivity  

• To encourage the incorporation of digital technologies of in all economic 

sectors  
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The whole budget for the Program “Digital Transformation” 2021-2027 is 

943.004.300 euros with co-financing by the European Union and especially, 

by the European Regional Development Fund and the European Social Fund. 

Spain’s opportunities  

Spain’s Recovery and Resilience Plan focuses on advancing digital skills, 

particularly for SME employees, while addressing the gender gap, and 

shortages in experts in the ICT sector. The plan includes 3.6 billion euros for 

digital skills training and 3.2 billion for the digital transformation of public 

administration. Key areas of focus include cybersecurity, AI, digital inclusion, 

and improving systems of in social services, employment, health services, 

justice and education, contributing to the overall digital transition of Spain.  

Digital skills are core priorities in the Digital Spain 2026 roadmap for 

proceeding with the country’s digitalization including the following measures:  

• Development of digital skills and closing of gaps  

• Digitalization of education  

• Digital skills for employment  

• Boosting digital specialists (attract and retain digital specialists) 

•  

This plan includes targeted programs for workers, educators and SMEs with 

the goal of improving digital skills across society. It focuses on guaranteeing 

universal digital inclusion and bridging digital disparities, especially gender 

gaps. The EU’s Recovery and Resilience Facility provides a sizeable budget to 

encourage the integration of digital skills into industry, education and public 

administration.  

Other national plans include funding from the Inesdi Business School in Spain, 

which introduced the sixth edition of “Closing the Gap” scholarships which 

are intended to close the gender gap, encourage women to hold 

management roles in the digital industry, and give women the education 

they need to create digitally related careers business projects or applications 

that will advance their careers. Ten scholarships all together, covering 100% 

of the tuition for any program offered by the institution, are available through 

the Closing Gap initiative.  

Kit Digital Program  

The Spanish Government launched Kit Digital to assist businesses, particularly 

start-ups, in implementing specialized digital solutions that might improve 

project management or growth. Companies up to 50 people are eligible to 

apply, but the number varies according to the size of the company. Kit Digital 

is set up as a “digital voucher” that can be used to implement digital solutions 

up to the maximum amount of aid awarded after the corresponding amount 

(between 2,000 and 12,000 euro) has been granted. A digitalization Agent 

can be chosen from the Kit Digital catalog of collaborators. 
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The National Digital Competences Plan  

In order to determine the steps that must be taken (at the national, regional and 

local levels) to ensure that all citizens have access to pertinent resources, so that 

they can learn and develop digital skills, the National Plan for digital skills aims to 

offer a roadmap. This National Plan was in 2021 with 2 other National Digitalization 

Plans.  

The National Digital Skills Plan provides the following thematic areas:  

• Fostering inclusivity in the digital sphere and making sure no Spanish citizen 

is left behind  

• Reducing the gender digital divide by taking steps to increase the 

proportion of women pursuing education, degrees and entering the 

information and communication technology (ICT) industry  

• Encouraging students and teachers at all levels to upgrade their digital 

skills  

• Making certain that small and medium sized businesses in Spain (SMEs) 

have access to a skilled talent pool of qualified workers and adequate 

digital skills to manage the effects of the digital transformation  

In general, Spain mostly provides services and grants through educational 

programs and opportunities rather than direct financing. 

Practical part  

A concept note is an essential tool for securing funding for a project or business 

initiative. It serves as a concise document where you can outline the subject and 

goals of your project. Funders and applicants use concept notes as a screening 

tool in order for the first to evaluate their financing criteria, and the latter to 

request funding. A well- crafted concept note enhances your chances of 

moving to the next stage of consideration, by showcasing the potential of your 

proposal.  

This document allows you to make a strong first impression, spark interest and 

gather feedback to refine your project proposal before committing significant 

resources. The goal is to pique the funder’s curiosity and convince them to 

explore your idea further. Therefore, the opening statements of a concept note 

are critical, as they need to immediately capture the funder’s attention and 

encourage them to read on.  

Initially, it is suggested to provide a small board with the key information about 

your project, facilitating the funding agency to choose your project to invest in. 

This key information may include the full title of your project, the project’s 

duration, its deadline and sometimes a proposed budget that you think will be 

enough to cover the activities and the expenses of your project.  

In order to address the background of your idea it is helpful to consider why it is 

important to address the specific problem and what has been already done to 

solve it. In this way you will be able to consider other, innovative ideas. In the 

section of aims and objectives it is important to refer to your overall objectives 

and what you want to achieve by getting finance and implementing this project. 

Furthermore, an essential aspect of writing a concept note is identifying your 
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target audience. Clearly define the target group, the beneficiaries, explaining 

who the project aims to help and how it will improve their lives.  

A successful concept note may demand the contribution of experts from 

different fields such as financial, technical and administrative side. The 

contribution of other experts from various backgrounds will provide the necessary 

expertise and experience that you need to accomplish a successful concept 

note and resolve any issues that may arise.  

However, the planning of composing your concept note is the most important 

part. Especially, the results of your concept note planning are influenced by how 

well you organize it. Therefore, the more organized, analytical and to the point 

your statement is, the more chances you have not to be rejected by the funding 

organization.  

Last but not least, a very important part is the development of the activities and 

the work packages of your project proposal. A small description of the work 

packages is of utmost importance in order to provide the necessary information 

for the funding agency. Therefore, work packages serve as the building blocks 

of your project and providing a concise, yet comprehensive description of each 

work package is essential to convey the scope, purpose and implementation 

strategy to the funding agency. 

A well-structured presentation of the specific activities, deliverables and timelines 

not only demonstrates feasibility and coherence of your project. Prioritizing the 

clarity and relevance in this section can significantly strengthen your proposal 

and increase its likelihood of approval.  

Thus, an indicative structure that you can follow for a successful concept note is:  

• Project Title and a summary of your main idea and objectives  

• Identifying the problem and solution  

• Target beneficiaries  

• Aims and objectives  

• Project work packages and activities  

• Budget and financial planning  

A step-by-step guide for paid advertising  

Paid advertising can be achieved through Meta ads. In the category of meta-

ads are included Facebook and Instagram ads.  

Step 1  

Log in or create an account in the platform Ad Manager. First of all, you need to 

make a meta pixel. This meta pixel is like a tracking code for your advertising 

campaign, where you can keep a record of your sales. It is suggested to use 

Shopify in order to create your own meta pixel. 
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Ads are in the category of ad sets, which are included in a wider 

campaign of paid advert is ing. The ad set holds the ads and share 

the same targeting sett ings.  For example, you can target people 

who belong to the same age group, country,  or even share the 

same interests.   

Campaign contains a group of ad sets that share the same goals. 

In the phase of the campaign, you can define the goals and 

objectives of your company. For instance, you can create a 

campaign to increase website traff ic or push sale for a specif ic 

product.  

 

During the phase of ads sets, you can define the audience, placement (in which 

social media you want your ad to be presented, or you can do both), budget 

and schedule.   

Step 2  

In the level of the ad set it is very important to define the location that you want 

your ad to be spotted on, the age group, specific preferences. In general, the 

more targeted your audience, the better it is for the performance of your ad.  

After you have created your account, you can start working on your account by 

clicking on the button saying “create”.  

Step 3  

You will have to choose the objective that your ad best fits. For instance, if you 

want to increase your sales you will have to choose the section “sales”.  
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If you want to generate leads and you are a service-based business, you can 

choose the option “leads”.   

Step 4  

You can also choose a campaign set up. You can create your sales campaign 

either manually or use automatic placements using a tailored and streamlined 

set up.   

If you do not have so much experience on the field of paid advertising and meta-

ads, it is suggested that you proceed with the manual way, in order to manually 

select all the settings and learn the steps that you need to follow more efficiently, 

as it is the traditional way of building meta- ads.  

Each campaign has 1 product range, not 1 product, which means that should 

not be created a new campaign for every product.  

Step 5  

Choose the type of audience that you wil l  be targeting. There is a 

section where you can set your performance goals.   
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As already stated, it is important to define the location that you want your ad to 

address to.   

There are 2 ways to create audiences:   

The first one is called “prospecting”, and it is a way to reach new customers 

through Facebook advertising by targeting people who have not yet interacted 

with your business online.   

Meta ads provide 2 useful tools for businesses to find potential customers. There 

are “lookalike” audiences and saved audiences. Lookalike audiences are 

created using your existing customer data to find people who are similar to your 

current costumers, whereas saved audiences allow you to target prospects using 

interests, behaviors and demographic data.  

The other way to create audiences is “retargeting”. This way is useful to advertise 

to people who have already interacted with your business, like maybe they have 

already visited your website. Therefore, you can retarget by using custom 

audiences.   

 

Step 6  

Placements  

It is recommended from meta-ads that you use advantage + placements. 

 

 

 

 

 

 

 

 

 

 

Τhe key to making successful ads is making ads that the creative part is very 

updated and modern, with developed analytics. The platform called “Motion” 

can help you take a look at your ads from a creative perspective and 

understand what are the common attributes that are working and what are the 

things that are not working. In this way, you can check which type of 

advertisements have a big impact. For instance, any ad that opens with a 

question is keeping people watching longer and that’s an actionable insight. 

Furthermore, you can choose your budget being allocated either daily or 

monthly, or at the end of the campaign. You can change the amount of your 

budget any time you want.  
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Step 7  

After you have fulfilled your visual material, (e.g. a photo ad, a video ad or a 

carousel ad) you go back to the ad manager platform and put your ad’s name, 

a partnership (if it exists), ad set up (where you can choose between to create 

account from the scratch or use an existing post from Facebook or Instagram).  

It will be most helpful if you prepare your content beforehand and scale your 

budget slowly. Don’t try to scale your budget too quickly, so you’re going to want 

to increase your budget by 20% every few days.   

Lastly, consider uploading your ad both at Instagram and Facebook, you’re 

maximizing your opportunities of sales, profit and recognition. 

 

Conclusion 

To sum up, the path to digital transformation is an essential but often challenging 

journey, especially for middle- aged women who are involved in the business 

sector and may lack access to the resources and knowledge necessary to thrive 

in the digital economy. This module consists of a “guide” of funding opportunities 

regarding the digital transition and digital transformation, as it explores different 

options of funding resources. As it already explained, paid advertising is part of a 

strategy that most companies use to show their products/services to their target 

audience and can take different forms such as display advertising, social media 

advertising etc. Moreover, there are some funding projects which can contribute 

to helping people develop and upscale their digital skills, not only on EU level, 

but also at national levels in Greece and Spain. 

The DREAM Project's tailored curriculum has provided a comprehensive and 

practical roadmap for middle-aged women entrepreneurs to embrace digital 

transformation with confidence, competence, and creativity. Through its six 

interconnected modules—ranging from foundational digital marketing skills to 

advanced e-commerce, social media management, and inspirational success 

stories—the curriculum delivers not only knowledge but also empowerment. 

Participants began their journey by mastering the basics of digital marketing, 

learning how to build a personal brand and communicate authentically online. 

They then progressed to acquiring social media management skills, enabling 

them to strategically use platforms to connect with audiences, build 

communities, and amplify their businesses. 
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Introduction   

This document celebrates the remarkable achievements of women 

entrepreneurs, showcasing their inspiring success stories and the innovative 

solutions they have brought to diverse industries. Through these narratives, we 

delve into their journeys of resilience, creativity, and determination, underscoring 

the transformative impact of their work on society and the economy.  

In addition to these success stories, we have analyzed some successful TED Talk 

presentations by leading women entrepreneurs, offering deeper insights into their 

philosophies, challenges, and contributions. These talks highlight themes such as 

the intersection of entrepreneurship and quality of life, the courage to take risks, 

and the importance of social innovation. Together, these stories and analyses 

aim to inspire and inform, illustrating the many ways in which women are shaping 

the future of entrepreneurship. 

  

MODULE 5: Success Stories and TEDx Videos of Women Entrepreneurs 
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Success Stories  

Marianthi Fragkopoulou –  HERADO   

Marianthi Fragkopoulou is a nuclear physicist  who has 

invented the company of HERADO in 2018 with designing and 

producing smart dosimeters to measure radiation in real t ime 

in Greece. NASA and the German Space Organization 

selected HERADO to provide its dosimeters for future miss ions.   

Smart dosimeters of the company can measure and protect 

humans from the invis ible threat of radiation, not only in space 

but also in other environments such as in medical spaces,  

aviation, in the mil itary and for astronauts in space. HERADO 

produces innovative products which are useful for established 

companies consti tuting a pioneer in the f ield of protection of 

radiation .   

 

These smart dosimeters are actual ly small  portable devices, with a 

small  screen providing extensive information for dif ferent kinds of 

radiation, making the user aware of the levels of radiation in every 

s ituation. The company had the opportunity to measure the 

percentage of radiation that the as tronauts were exposed to and 

identif ied al l  the parameters for protection of the astronauts,  as 

wel l  as to col lect data of high importance for the safety of the 

whole miss ion.   
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Ms. Fragkopoulou’s company has been working closely with NASA for 20 years 

and her recent innovation was introduced in the ARTEMIS project from the early 

stages of NASA's planning for the return to the Moon, gaining immediate 

approval with the launch of the smart dosimeters. In terms of innovation and 

technology, HERADO has surpassed the largest companies in the tech 

department in the globe.   

In addition, HERADO was the only company which had managed to calculate 

the levels of radiation on the moon. In fact, HERADO was the first and only 

company, not even NASA, which managed to send two human effigies (in the 

form of a woman and a man) in the moon with their dosimeters to measure the 

effect of radiation on them. Therefore, it is very important to calculate the levels 

of radiation, as there are many different kinds of radiation, and it affects 

astronauts' health and vitals. With what HERADO is offering, HERADO helps to 

protect people on space missions since the sun emits solar flare participles that 

could endanger the mission or possibly kill the astronauts. Therefore, precise 

radiation measurements are required to forecast the action of solar flares.    

Lastly, Marianthi Fragkopoulou is a woman who was denied the title of becoming 

a university professor, but that did not come as a hurdle on her way to success. 

She actually managed to defy everyone and create an innovative product that 

is actually proved to be very helpful to the space community. It is very important 

to note that Greece lacks a space industry, but that did not stop Ms. 

Fragkopoulou from succeeding her goals and create something innovative that 

the Greek market cannot support.  
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Machi Symeonidou – AgroApps  

Machi Symeonidou is a PhD holder from the School of Agriculture of the Aristotle 

University of Thessaloniki, with extensive experience in rural development issues 

and the submission and implementation of national and European programs. 

She has over 12 years of experience in the fields of management, monitoring and 

evaluation of national and European projects and has participated in numerous 

conferences and workshops as a speaker. She has worked in public and private 

sector bodies and companies in positions of responsibility for strategic planning 

and project implementation and has teaching experience in rural tourism issues. 

She is employed by the Company as the manager of all co-financed projects 

implemented by the company.  

 

AgroApps was founded in 2015 in Thessaloniki by a team of experienced 

agronomists, experts in remote sensing and numerical weather forecasting, as 

well as IT specialists with a deep understanding of the needs of the primary sector 

and the same passion for new technologies. Our mission is to bring technology 

closer to agriculture through the development of sustainable digital solutions for 

the agricultural sector. The know-how of our team, combined with continuous 

research, gave a unique dynamic to AgroApps, which today offers a wide range 

of services.  

AgroApps was founded in 2015 in Thessaloniki ,  with the aim of 

providing sustainable solut ions for the agr icultural sector, 

combining innovat ive technologies,  our exper ience in agr icultural 

consult ing and knowledge in agronomic science, to provide 

optimal solut ions and personalized services in the pr imary sector.  In 

our f i rst  steps,  we invested in research and in col laboration with 

inst itut ions and univers it ies across Europe we managed to bui ld our 

f i rst  services. In agr iculture, the creation of new technolo gical  

services requires patience and adaptabil i ty.  For each new crop we 

add, at least three years of test ing are needed before we can know 

if  us ing the technology wil l  produce the results  we want.   

AgroApps empowers farmers, agr icultural consultants and 

cooperatives with a set of services,  providing answers to key 

quest ions such as “When should I  spray?”,  “How much should I  
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fert i l ize and when should I  water?”,  “How many ki los can I  expect 

to get per acre?” AgroApps services are tai lored to the needs of 

indiv idual farmers or supervised production schemes (contract 

farming, i r r igation networks,  cert i f ication bodies,  agr i - food value 

chain) and include:   

   1.  Remote monitor ing of crops.   

   2.  Est imation of water needs and irr igation planning.   

   3.  Est imation of soi l  t i l tabi l i ty.   

   4.  Est imation of nitrogen needs and fert i l izat ion planning.   

   5.  Y ield est imation.   

   6.  Predict ion of pest and disease occurrence.   

   7.  High-resolut ion weather forecast ing system 

Our goal is for the producer to understand the spatial variability of his agricultural 

plot and based on the observed variability, to adapt and optimize the 

application of all cultivation care in time and space, thus ensuring reduced 

inputs and optimal productivity.  

In addition, we are working on solutions for the agricultural insurance sector with 

the aim of remotely monitoring the impact of weather phenomena on the field 

so that the compensation process is reliable, timely and implemented with 

transparency and accuracy of on-site observation in mind. 

Jeny Tantidou –  Valuelenz  

Jeny Tantidou is  a 50-year-old woman. She was born in Thessaloniki  

and l ived there for the f i rst  few years of her l i fe, with her 

grandparents.  At the age of 5, she fol lowed her parents to the 

Emirates and other Arab countr ies, where she l ived unti l  her ear ly 

teens. She studied psychology and marketing and completed her 

studies with an MBA. In the f i rst 20 years of her career, she worked 

in corporate mult inational environments,  where she learned to 

col laborate with teams and part ic ipate in the real izat ion of  the 

vis ion of each organization.  
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After 15 years in marketing research, she joined HSBC as Head of 

Marketing in Greece, and then as Senior International  Marketing 

Manager,  where –  in addit ion to her duties in Greece –  she was 

cal led upon to face the challenges of the bank's  expansion into 

new, emerging markets,  such as Kazakhstan and Armenia.  

 

 

 

 

 

 

Valuelenz is  the most advanced hybrid commerce platform. This  is 

because it  is the only platform worldwide that addresses the 

problems of shopping both in physical stores and in e -shops, 

br inging together the best of both worlds,  which even today remain 

str ict ly separated.   

The integrated solut ion it  provides is  an advanced hybr id 

commerce platform that combines AI capabil i t ies with cutt ing -

edge technologies,  such as Machine Learning and dynamic 

optimizat ion algor ithms, giving stores and retai l  bus inesses the 

abi l i ty to offer  their  customers innovative and, above al l ,  useful 

capabil i t ies:   

• Rich information about any product in the physical and digital 

store.   

• Online shopping in the physical store s imply and only with the 

mobile phone, by scanning QR codes and/or barcodes.   

• Personal offers,  with special discounts for those products that the 

customer chooses (according to the merchant's  commercial 

pol icy).   

• Self -checkout with the mobi le phone, without wait ing at the 

checkout.  

• Speed shopping (thanks to the "Scan -Pay-Go" function),  which 

includes scanning, contactless payment and shipping of the 

products, so that the consumer does not have to carry them with 

him.  

• Click & col lect by the consumer or cl ick & del iver option.  
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• Personal video shopping from the comfort of the consumer's 

home, but with the guidance of a salesperson (personal shopper).   

With Valuelenz’s  “smart” and f lexible platform, the merging of the 

physical and digital forms of a store bridges the two worlds of retai l  

into a s ingle and hol ist ic exper ience, known as “phygital”.  And 

what once const ituted the omni -channel approach is  now evolving 

into omni-context shopping: f rom the s imple abi l i ty to purchase 

through the var ious channels, we move to a seamless, f lexible and 

unif ied shopping exper ience in any s ituation. Combining the 

advantages of physical and digital shopping, the consumer creates 

his  own, personal shopping exper ience, as he desires,  as he wants, 

f rom wherever he is ,  at any t ime and without having to download 

a mobile app.  

Rapid technological evolut ion  

Up unti l  2020, the market seemed unprepared and unwil l ing to 

evolve into something new and different.  The coronavirus 

pandemic acted as a global “catalyst” for digital t ransformation in 

retai l ,  and Valuelenz was there with its  360°,  f lexible and “smart” 

platform, “marrying” the “physical” with the onl ine store.   

Retai l  businesses can now offer the same exper ience to their 

customers, whether they are in a physical store or onl ine. With 

Valuelenz’s platform, the shopping exper ience changes,  and the 

boundaries between physical and onl ine stores are abolished. 

Once the consumer exper iences this  for the f i rst t ime, they wi l l  want 

nothing less.   
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2. TEDx Videos  

2.1 Katerina Sarri  at  TEDx Thessaloniki:  Entrepreneurship: A Plus (+) 

Leading to Quali ty of L i fe  

 

 

 

 

 

 

 

 

 

Katerina Sarri is an assistant professor in the department of business administration 

in the University of Macedonia and she has devoted her career to female 

entrepreneurship. She is a member of the Associate Board of the NGO on women 

employment and entrepreneurship "Ergani", and a member of the Scientific 

Committee of the General Secretariat for Gender Equality. In addition to her 

extensive teaching expertise, Katerina has worked as a business consultant, 

having studied at the University of Macedonia, Birmingham and Aristotle 

University. She co-authored the book, “Female Entrepreneurship: A view of the 

Greek reality” in which she raises important challenges and offer solutions for 

female entrepreneurs in Greece. Along with to being a member of the editorial 

board and a reviewer for international journals, her writing has been published in 

prestigious Greek and international journals.   

Katerina started her speech talking about the financial crisis and the hardship 

that the Greek society and businesses were experiencing since 2008. She 

mentioned that some of the negative results of the financial crisis were 

unemployment, drugs, prostitution, depression, suicides, homeless people and 

despair. She posed a question regarding the financial crisis and said: What do 

we do? As the crisis is economical and financial, should the measures be cutting 

our expenses? 

She proceeded talking about the phi losophical aspect of 

entrepreneurship, not the f inancial.  She wanted to connect the 

quality of l i fe with entrepreneurship which includes the social,  

phys ical and f inancial welfare of l i fe.  She also stated that 

entrepreneurship should not only be based on prof it  and be 

perceived as having a negative aspect such as tax evasion, f raud, 

exploitat ion of resources and people etc.  

Moreover,  she referred to social entrepreneurship,  to some Greek 

entrepreneurs and their  social impact of their  work through 

entrepreneurs.  
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Entrepreneurship from the scope of phi losophy, is  def ined by 

values,  morals  and humanity,  having as a focal point the culture.  I t 

demands cooperation, consort ium, coherence and consistency, 

co-existence, etc. She emphasized that entrepreneurship can be 

done by organizations,  governments and also people, in their 

everyday l i fe,  in their  profess ional l i fe and even in her personal l i fe.  

This  happens with the quality of l i fe and entrepreneurship.  In fact, 

the quality of l i fe intervenes in the elements and param eters which 

compose the meaning of the quality of l i fe.  Investments are also 

investments in dreams, values,  emotions and action. Last ly,  she 

emphasized that the only thing that is  f ree and adds value to our 

l ives is  “think ing” and “feel ing”.  

Therefore, the point she wanted to make was if  entrepreneurs 

actual ly bear in mind the phi losophical aspect of entrepreneurship 

and work by it ,  and if  entrepreneurship is  in the part of people’s 

l ives,  even in the ones who are not entrepreneurs and contr ib ute 

to making the l ives of people’s better.   

2.2. Alexia Kotsi: To dare or not to dare, it is up to you, at TEDxDUTH 

 

 

 

 

 

 

 

 

As a young mother, wife and an incredibly creative businesswoman Alexia Kotsi, 

demonstrates to us what that you have power to choose and shape your own 

life. With some outstanding partnerships, Alexia has had an impressive career in 

marketing and communications. She used her knowledge, creativity and bravery 

to launch Greece’s first online beauty platform, revolutionizing the industry. 

Funkmartini, Greece’s first online platform for beauty services, was co- founded 

by Alexia Kotsi. She has an outstanding career in marketing and communication 

(Le Spot production), having directed successful campaigns for major 

corporations like Google, MTV, Beefeater, and Nokia. Alexia Kotsi is a member of 

the Up Greece Tourism Campaign, is a chapter leader of Travel Massive Athens 

and a persistent innovator.  Currently she is working as a CMO at FunkMartini with 

the goal of revolutionizing the online beauty services industry. This lecture was 

delivered at a TEDx event, which was freely planned by a local community and 

followed the style of the TED conference.  
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Alexia left her conventional job with the goal of achieving her dream. She 

proceeded explaining what her company is, which represents a digital tool 

which helps beauty companies improve. It actually processes data and has as a 

goal to help companies to grow even more. Alexia went on to elaborate on her 

personal journey. The idea of her company started in 2013, as she wanted to 

book an appointment for some pampering services, such as a haircut and a nail 

appointment, and she was embarrassed to do so during the hours she was at 

work. Then, she considered creating her own online platform where you can 

book your appointment for beauty services online, “without having your husband 

checking how much money you spend or your colleagues knowing what you’re 

doing” as she said. 

After she tr ied to bui ld her onl ine venture with her two partners, she 

was trying to balance her conventional 9 to 5 job with the 

demanding creation of her company and rais ing a son at the same 

t ime. This  led to her trying to be perfect in every way. While  she 

there were investors who invested in her venture, the onl ine 

company did reach the expectations of the investors and therefore 

their  business model had fai led. However, they started over f rom 

scratch, redirecting their  business plan, teams and duties.  After 

quite a t ime in 2019, they actual ly made it .   

Her point was that “everything in l i fe is  choices” as she said,  “as 

long as we know what we want to achieve”. Her clos ing statement 

was addressed to the students at the Democritus Univers ity,  

referr ing to success.  Alexia said that usual ly success is 

interconnected with the feel ing “f ly ing high” and being extremely 

happy, whi le fai lure is connected with “bottom”. However, she 

highl ighted that even in the lowest and darker places are hidden 

the most treasures.  

Conclusions  

The stor ies and ins ights shared in this  document underscore the 

profound contr ibutions of women entrepreneurs to innovation, 

social impact,  and economic growth. From groundbreaking 

technologies that solve cr it ical problems to digital platforms that 

redefine industr ies,  these women have demonstrated how 

res i l ience, vis ion, and determination can lead to extraordinary 

achievements.  

The TED Talks analyzed further emphasize the importance of 

al igning entrepreneurship with values l ike col laboration,  creativ ity, 

and social responsibi l i ty.  These lessons remind us that 

entrepreneurship is  not merely a pursuit  of prof it  but a force for 

shaping a better qual ity of l i fe and driv ing meaningful change.  

As we consider these inspirat ional paths,  let’s  honor these amazing 

women’s accomplishments and keep advocating for their  inclus ion, 

acknowledgement,  and empowerment in al l  spheres of society and 

business.   
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Module 6: Success Stories and TEDx Videos of Women Entrepreneurs 

 

 

 

 

 

INTRODUCTION   

This  document explains the achievements of 5 entrepreneur ial 

women, showing their  inspir ing success stor ies.  Women's 

empowerment refers to both individual empowerments, 

strengthening self -esteem and the abi l i ty to choose, and the 

col lective power to change gender relat ions in var ious spheres.  

We have learned from them about their  res i l ience, creativ ity and 

determination.  

But these biographical sheets explaining their  exper iences cannot 

go deep enough into her l i fe exper iences,  nor underl ine the 

transformative impact of their work on society and the economy, 

even if  i t  is  a small  drop of water in the ocean. Therefore, we ho pe 

that the stor ies of Delphine, Konstantina, Marta, Montse and 

Vanessa not only show their  achievements, but also become 

authentic and inspir ing success stor ies.  

In addit ion to these success stor ies,  we br ing forward two successful 

TED Talk presentations by prominent Spanish women, who offer a 

fantast ic contr ibution by offer ing their points of view.  
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2. SUCCESS STORIES  

Below we show a brief summary of each of the success stories  

ELPHINE HATSADOURIAN  

CONTACT INFO  

delphinehatsadourian@gmail.com  

team@swifton.life  

https://www.linkedin.com/in/delphinehatsadourian/  

SwiftON's LinkedIn (Follow us please        ):  

https://www.linkedin.com/company/swifton-shower-smart-save-

water/?viewAsMember=true  

SwiftON's IG (Follow us please        ): swift_onlife  

The Smart Shower Solutions for Hotels  

https://swifton.life/  

 

ABOUT HER  

Delphine has a 20-year career in tour ism, combining expert ise in 

operations and education. She led Travel & Tour ism programs in the 

UK, foster ing partnerships with the hospital i ty industry to br idge 

learning with real -wor ld needs.  She created strong l inks between 

employers and students to impart ski l ls  and secure employment for 

students.    

After relocating to Spain, she transit ioned to EdTech startups, 

developing innovative learning methodologies.  Her pass ion for 

sustainabil i ty led to a Master’s in Gamif ication, where her thesis 

project,  SwiftON, evolved into a pioneer ing solut ion for engagi ng 

hotel guests in water conservation.   

Delphine now dr ives SwiftON, an interest ing solut ion to use less 

water,  helping organizations reduce water usage, enhance guest 

exper iences, and lead in sustainable practices. The device 

provides households,  hotels  and tourist  accommodation with data 

on duration and water consumption .    

WHY IS SHE ONE OF OUR SUCCES STORIES?  

We asked her why she thought we have chosen her as one of our success stories. 

This is her response: “I believe I’ve been chosen as a success story because of my 

ability to adapt, grow, and reinvent myself across different industries and 

countries. Born in France, I built my professional career in the UK for over 20 years 

before moving to Barcelona, where I had to navigate a new job market, develop 

mailto:delphinehatsadourian@gmail.com
mailto:team@swifton.life
https://www.linkedin.com/in/delphinehatsadourian/
https://www.linkedin.com/company/swifton-shower-smart-save-water/?viewAsMember=true
https://www.linkedin.com/company/swifton-shower-smart-save-water/?viewAsMember=true
https://swifton.life/
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new skills, and establish myself in a competitive environment. I thrive outside my 

comfort zone, constantly learning, connecting with people, and pushing 

boundaries. For me, success is about resilience, versatility, and drive, celebrating 

milestones, learning from failures, and always moving forward. Developing my 

own project has been the ultimate challenge and reward, proving that success 

is not just about the destination but every step of the journey. I also get very 

inspired by other women entrepreneurs, not matter the stage of their journey.”  

Talking to her, we met a brilliant woman. For the participants in the DREAM 

Project, she is a clear example of personal improvement. Curious, persistent, 

passionate in her projects, now about creating playful solutions that inspire 

behavioral changes. She has shown that simple and attractive actions can make 

a real difference, but above all, we have met a woman who is represented by 

one phrase: “never give up”.  

 

KONSTANTINA GAVALA  

CONTACT INFO  

HTTPS://WWW.LINKEDIN.COM/IN/KONSTANTINAGAVALA   

HTTPS://WWW.YELLOWLAB.EU  

HTTPS://WWW.BRANDINGFORWRITERS.COM  

IN:  @K.G.V.L (PERSONAL),  

@BRANDINGFORWRITERS,  @YELLOWSTUDIOBARCELONA  

 

ABOUT HER  

Konstantina Gavala was born in Athens,  Greece. She is a creative 

director,  architect, mult id iscipl inary designer and author.  She leads 

several creative teams in Barcelona, developing innovative 

solut ions in brand identity,  editor ial  design, digital media and 

architectural projects. In 2011 she founded Yel low Studio,  home to 

a group of creative profess ionals spreading from graphic designers 

and photographers to marketing spec ial ists .  

The daughter of architects, she grew up surrounded by papers, 

measur ing tools and visual books,  which profoundly inf luenced her 

creative approach. Furthermore, with her own sol id career in 

architecture, Konstantina combines functional i ty and aesthetics in 

her projects, achieving a unique balance between both aspects. 

Her work has been recognized with international awards in design, 

photography and art direction. She has worked as a professor and 

mentor in academic inst itut ions and international platforms, 

https://www.linkedin.com/in/konstantinagavala
https://www.yellowlab.eu/
https://www.brandingforwriters.com/
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teaching classes and workshops on architecture, editor ial design, 

photography and branding.  

 

She is co-founder of Branding for Writers, along with Vanessa Garduño, another 

of our success stories. Together they work to design brands with a memorable 

identity that capture the essence of the book, writer or organization. She is co-

author and designer of the books “Deja Huella: Boost your career through your 

book” and “Create your 360º plan”, both in their second edition. Currently, she is 

completing a PhD in Architecture and Cinematography at the National 

Polytechnic University of Athens. 

 

WHY IS SHE ONE OF OUR SUCCES STORIES?  

We have met a brilliant woman. Polyglot, curious and creative. However, she 

also defines herself simply as Maia's mother, and acknowledges that she "finds 

daily inspiration in her daughter's creativity and intelligence." And that 

motherhood has provided her with unexpected resources that have enriched 

both her personal and professional life. Along these lines, for example, she does 

not want to stop learning, and although she knows four languages, she is already 

learning a fifth with her daughter.  Konstantina believes that a complete human 

being imposes no boundaries on his/her mind and always seeks to improve 

herself and the world around her. She is a passionate reader with an interest in a 

wide variety of literature. In addition, she enjoys traveling, is a lover of history, 

music and puzzles. What we like most about her is that she always remains alert, 

attentive to change and reinvention. She specializes in Brand and Editorial 

design, but also while flirting with AI, new Marketing techniques and 

Advertisement.  

 

MARTA LEON  

https://www.linkedin.com/in/martaleongarcia/  

Web: www.martaleon.com  

Youtube: http://youtube.com/foodgreenmood  

Instagram: http://instagram.com/foodgreenmood  

Email: hola@martaleon.com  

 

ABOUT HER  

She teaches how to take care of hormones by eating tasty.  Writer, 

content creator, speaker and disseminator of Women’s Health.  Her 

vocation connected research and adventure. She began her 

journey in the world of health through her pass ion for biochemistry.  

I t  was at univers ity, whi le studying chemical engineer ing, when she 

https://www.linkedin.com/in/martaleongarcia/
http://www.martaleon.com/
http://youtube.com/foodgreenmood
http://instagram.com/foodgreenmood
mailto:hola@martaleon.com
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began to worry about the effects that certain products had –  and 

continue to have –  on female hormones,  cycles and fert i l i ty.    

  

And not f inding answers, she directed her training towards health, 

start ing with nutr it ion, pass ing through naturopathic medicine unti l  

reaching Psychoneuroimmunoendocrinology (PNIE) the study of the 

interaction between the psyche, neural function, endocri ne 

function and immune responses. For her, learning is v ital,  and she 

continues studying because both in the world of health and in l i fe,  

you never stop improving.   

WHY IS SHE ONE OF OUR SUCCES STORIES? 

We have met a bri l l iant woman, who decided to undertake and 

bui ld her dream. I t  is  a project with a very personal vis ion, which, 

however,  also benefits  society.   Author of 4 books, No. 1 World 

Gourmand Awards in the Women's category,  with her second book 

"Food and Women's Health" f rom Editor ial Lunwerg. Planeta Group 

-  4th edit ion.   

Persever ing and brave, she has used al l  digita l and media tools to 

spread her message. For example, she col laborates in Cuerpo y 

Mente, ABC, Bienestar,  El  País ,  Women's Health,  Bus iness Ins ider,  La 

Cadena Cope, Telva and El le España, and is  present and act ive on 

Instagram, YouTube or her personal website. In 2019, together with 

2 partners,  she founded LasAmancias,  a 100% female digital 

consultancy, which advocates changing the business paradigm 

towards a more sustainable one that includes female cycl ical ity .   

At the end of 2022 she published her third book: “The Invis ible 

Revolut ion. Take care of your hormones after 40” again with 

Lunwerg. Grupo Planeta- 3rd edit ion. She just publ ished her 4th 

book: "The perfect balance. Take care of your hormones from the 

microbiota" in which she addresses the relat ionship between the 

microbiota and women hormones from the f i rst  menstruation to the 

last.  As she herself explains to us,  “a woman can reinvent herself , 

connect with her inner strength, and thus gain the power she ne eds 

to achieve any goal.”  
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MONTSE PUYOLES  

CONTACT INFO  

HTTPS://WWW.L INKEDIN.COM/IN/MONTSE -PUYOLES-ARQU%C3%A9-777A7ABA/   

CEO WEKOW BUSINESS COMMUNITY  

WEB: WWW.WEKOW.COM  

ABOUT HER  

 

 

 

 

 

 

 

Law graduate, with a long career in banking. She was responsible 

for the evolut ion of the business and led key accounts,  holding 

different posit ions  of responsibi l i ty.  In 2008, in the midst of the 

economic cr is is ,  and dissatisf ied with the evolut ion of her  tasks,  she 

decided that she needed a change.    

She created a business community,  a famil iar  environment s ince 

she had special ized in companies in banking. By a business 

community she means environments that offer spaces to grow 

profess ional ly:  where to meet, work and exchange ideas, 

exper iences and profess ional relat ionships with other members. The 

centres combine the functions of coworking and consult ing, with 

training services in economic, technological,  cybersecur ity,  web 

development,  marketing, etc., al l  provided by external partners, 

chosen from top profess ionals with renowned exper ience.  

WEKOW Business Community is  a real ity today, in the era of hyper -

communication, we paradoxical ly feel isolated, so it  is  good to be 

in contact with other rest less people to see what they do, to go 

beyond yourself  and your own off ice or job. Increasingly,  w e are 

required to have an open mind. We must not turn our backs on new 

t imes,  but learn to manage them in the most posit ive way poss ible . 

 

 

https://www.linkedin.com/in/montse-puyoles-arqu%C3%A9-777a7aba/
http://www.wekow.com/
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WHY IS SHE ONE OF OUR SUCCES STORIES?  

In al l  her profess ional stages ,  she has helped promote business 

projects.  She is  now a L IDERA mentor,  too, with Barcelona Activa, 

the Barcelona City Council 's  organization for  economic 

development that promotes employment and entrepreneurship. In 

short,  she is  a woman who encourages others, helping them 

maximize their  presence in the market, increase their  brand 

posit ioning or obtain the f inancing they need, and who helps 

def ine business strategies, and that has created a meeting place 

for companies to project their  creativ ity,  col labor ate, network and 

accelerate their  development.   

Talk ing to her,  we met a br i l l iant woman. For the part ic ipants in the 

DREAM Project,  she is  a clear example of personal improvement.  A 

dynamic woman, determined to learn and do new things.  Eff ic ient 

and agi le, with a pleasant char isma and people ski l l s  tha t she 

applies to her projects. She considerers st imulating “to change 

when society is  changing” and created her own opportunity 

start ing her business.  She considers herself  a mature person who 

has reinvented himself  at a certain age part ly out of profess io nal 

necess ity but especial ly also out of convict ion and can be very 

proud of her personal career .   

 

VANESSA GARDUÑO CHÁVEZ  

CONTACT INFO  

Vanessa Garduño Chavez | LinkedIn  

https://www.instagram.com/vane_garduno_ch/  

 

ABOUT HER  

She was born in T i juana, Baja California.  From a very young age she 

moved to Cuernavaca, the City of Eternal Spr ing. She studied two 

master 's  degrees and three postgraduate degrees focused on 

marketing and business international izat ion. She has l ived in th e 

United States, Spain and Mexico, which al lows her to have an 

international vis ion on al l  the projects in which she part ic ipates She 

special izes in dr iv ing the growth of organizations through synergies 

that enhance win-win,  achieving authentic,  brave and memorable 

brands for both profess ionals and companies.  She entered the 

publishing market as the daughter of a wr iter,  with whom she 

discovered the enormous potential of the book as a product that 

generates eternity and that exponential ly improves the posit ioning 

and value of authors.  Vanessa has more than 15 years of 

exper ience in the marketing department of dif ferent sectors, and 

currently dedicated and special ized in brand posit ioning through 

books.   

https://www.linkedin.com/in/vanessabuildingbravebrands/
https://www.instagram.com/vane_garduno_ch/
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Co-founder of Branding for Writers ,  along with Konstantina Gavala, 

another of our success stor ies.  The company is  a branding agency 

special ized in non-f ict ion authors located in Barcelona, Spain.  She 

f i rmly bel ieves that books have the power to highl ight the unique 

essence of each brand and leave a mark.  She wr ites,  too. Co -

author of two books,  both in their  second edit ion: “Deja Huel la/ 

Leave a mark. :  Boost your career through your book ” :  an exhaust ive 

guide that accompanies those who want to put their  voice on 

paper and “Create your 360º plan”.  

WHY IS SHE ONE OF OUR SUCCES STORIES?  

Talking to her we met a brilliant woman. For the participants of the DREAM 

Project, it is a clear example of personal self-improvement. An active, restless 

woman, who loves to watch the sunrise while she runs, a woman who moves, 

who travels, who reads autobiographical books. Attentive to discovering 

people's potential and getting to know different cultures. Always in motion. A 

woman who makes other people better  

She defines herself: one of her missions is to make professionals and organizations 

that generate actions and provide valuable content shine to build a better 

world, through branding, and through her numerous projects, with tools such as 

books. What better example for the participants than a woman who reinvents 

herself, who moves forward, who is curious and wants to push others. As in one 

of her latest projects in which she seeks to support girls to dream bigger. Because 

it is important to fight for your dreams. It seems to us that she will always be an 

adventurous, brave and exploring girl, who with her work is a reference for other 

women. A phrase that defines her: “Creativity is the power to connect the 

seemingly unconnected.”  

3. TEDX VIDEOS 

3.1. TEDx VIDEO OF CECILIA THAM  

https://www.linkedin.com/in/ceciliatham/?originalSubdomain=es  

Web: https://www.futurity.systems/  

ABOUT HER  

Cecil ia Tham is  an award-winning futur ist ,  working in 

the intersection of Science, Technology, Strategy 

and Design, focusing on tackl ing the unknown and 

bui lding better intentional futures for al l .    She is the 

CEO and co-founder of Futur ity Systems, which 

provide Futures-as-a-Service, by br idging the 3 pi l lars  of science, 

design and business,  to Fortune 500 Companies  and governments 

agencies wor ldwide.  

As a ser ial entrepreneur, she founded several companies such as 

MOB, Makers of Barcelona, a col laborative co -working community, 

FacCafe Barcelona, an init iat ive that br ings digital fabr ication tools  

to the everyday environment of a coffee shop. Al lWomen.te ch is  a 

training school for women by women to bui ld the next generation 

of women and tech.   

https://www.linkedin.com/in/ceciliatham/?originalSubdomain=es
https://www.futurity.systems/
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This talk was given at a local TEDx event, produced independently of the TED 

Conferences in Barcelona. Cecilia walks us through the history of stuff and how it 

has been created and consumed. Cecilia Tham is the founder of MOB, Makers 

of Barcelona, a collaborative community and facility for the innovative hipsters, 

the creative geeks in Barcelona. She has received studies in Biology as well as in 

design in Emory University and Harvard University and has lived in various different 

places such as Macao, Hong Kong, United States and now she is currently based 

in Barcelona. 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.youtube.com/watch?v=edZTeIe1-fU  

 

3.2. TEDx VIDEO OF  MARIA GRACIANI  
  

https://www.linkedin.com/in/mar%C3%ADa-

graciani-garc%C3%ADa-

2633523b/?originalSubdomain=es  

  

Web: https://mariagraciani.wordpress.com/  

  

ABOUT HER 

 María is energy, creativity, leadership, confidence, and passion. She is a business 

fiction writer, international speaker, and media columnist. Her two personal and 

professional passions are the world of HR and Communication, so she has 

extensive training in these disciplines.  

  

She talks to us about the curiosity as the driving force of dreams, something 

essential for being creative and moving forward. She encourages us about 

making decisions without prejudging whether they will be good or bad, since 

these depend on many factors and are simply another step along the path. We 

have met a VITAL woman, an example in the face of adversity and life's ups and 

downs, for her sense of humor, for filling life with hope, for “never say die”, for 

https://www.youtube.com/watch?v=edZTeIe1-fU
https://www.linkedin.com/in/mar%C3%ADa-graciani-garc%C3%ADa-2633523b/?originalSubdomain=es
https://www.linkedin.com/in/mar%C3%ADa-graciani-garc%C3%ADa-2633523b/?originalSubdomain=es
https://www.linkedin.com/in/mar%C3%ADa-graciani-garc%C3%ADa-2633523b/?originalSubdomain=es
https://mariagraciani.wordpress.com/
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having values, and for reinventing herself to rise again after difficult times and 

shine with her own light. Above all, with her cheerful way of communicating, she 

teaches us to question and see the world through different eyes.  She has 

published a total of 11 books, 8 for adults and 3 for children, to reinforce human 

values from a young age.   
 

https://www.youtube.com/watch?v=GABFYH58D-A    2013 Feb 13  

  

She received an eloquent award for the best young communicator in Spain in 

2013. Reading and listening to her is like experiencing ILLUSION personified 

(Incessant Loyalty to Oneself: Synergy of Passion). In the spirit of ideas worth 

spreading,  

  

 

 

 

4. CONCLUSIONS  
  

The success stories of Delphine Hatsadourian, Konstantina Gavala, Marta León, 

Montse Puyoles, and Vanessa Garduño Chávez serve as powerful examples of 

entrepreneurial women who have overcome challenges and left a mark, even 

if it is a small transformative impact on their respective industries. These five 

women have demonstrated resilience, creativity, and determination, proving 

that success is not only about professional achievements but also about personal 

growth and the ability to inspire others.  

  

Through their journeys, we see different facets of empowerment.   

  

Delphine Hatsadourian’s transition from tourism and education to EdTech and 

sustainability showcases her adaptability and commitment to environmental 

consciousness. Konstantina Gavala’s fusion of architecture, branding, and 

creativity highlights her multidisciplinary approach and passion for continuous 

learning. Marta León’s dedication to women’s health through scientific research 

and accessible education reflects her mission to empower women through 

https://www.youtube.com/watch?v=GABFYH58D-A


 

102 

 

knowledge. Montse Puyoles’ shift from banking to creating a collaborative 

business community underscores the importance of networking and mutual 

growth. Finally, Vanessa Garduño’s work in branding and publishing illustrates 

how books and storytelling can shape professional and organizational identities.  

  

  

Beyond these individual success stories, the analysis of two TED Talk presentations 

by two interesting and creative Spanish women further reinforces the importance 

of women’s voices in shaping industries and influencing the next generation of 

entrepreneurs.   

  

With Cecilia Tham and Maria Graciani, we find two women who are looking for 

a different way of approaching life, work, human relationships, the future or 

communication. A non-traditional, and therefore different, way of approaching 

the world.  These talks offer valuable perspectives on empowerment, leadership, 

and overcoming obstacles, providing additional motivation for those aspiring to 

carve their own paths.  

  

Their stories highlight key lessons for aspiring entrepreneurs:  

  

1. Resilience and Reinvention – Success is not linear. Each of these 

women has embraced change, navigating new industries, markets, and 

challenges with courage and perseverance.  

2. Passion and Purpose – Their businesses and projects are deeply 

aligned with their personal values, whether it is sustainability, creativity, 

health, collaboration, or branding. 

  

3. The Power of Community – They recognize the importance of 

building strong networks, mentoring others, and creating spaces for 

professional and personal development.  

4. Continuous Learning – Each of them has pursued lifelong learning, 

whether through academic studies, new business ventures, or personal 

development, proving that knowledge is a key driver of success.  

5. Social Impact – Their work extends beyond personal achievements, 

contributing to broader societal changes, be it in sustainability, women’s 

health, or professional growth.  

  

In conclusion, the narratives of these seven women illustrate that empowerment 

is both personal and collective. Their experiences remind us that 

entrepreneurship is not just about building businesses but about fostering 

change, inspiring others, and pushing boundaries. Their stories are not just about 

their achievements but serve as blueprints for anyone striving to make a 

meaningful impact in their field.  
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Conclusions of the booklet  

The DREAM Project's  tai lored curr iculum has provided a 

comprehensive and practical roadmap for middle -aged women 

entrepreneurs to embrace digital t ransformation with confidence, 

competence, and creativ ity.  Through its  s ix interconnected 

modules— ranging from foundational digital marketing ski l ls  to 

advanced e-commerce, social media management,  paid 

advert is ing and funding opportunit ies and inspirat ional success 

stor ies—the curr iculum del ivers not only knowledge but also 

empowerment.  

Part ic ipants began their  journey by master ing the basics of digital 

marketing, learning how to bui ld a personal brand and 

communicate authentical ly onl ine.  They then progressed to 

acquir ing social media management ski l ls ,  enabling them to 

strategical ly use platforms to connect with audiences, bui ld 

communit ies,  and amplify their  businesses.  

The third module demyst if ied website development and data 

analyt ics,  equipping women with tools  to create secure, user -

f r iendly websites and interpret data for better decis ion -making. In 

paral lel ,  the exploration of funding opportunit ies in the EU opened 

doors to potential f inancial support,  helping learners envis ion 

practical pathways for growth and innovation.  

Inspir ing and motivating, Modules 5 and 6 showcased success 

stor ies of women entrepreneurs in Greece and Spain,  offer ing real -

l i fe examples of res i l ience, adaptabil i ty,  and achievement.  These 

stor ies served not only as test imonials  of what is  poss ible but also 

as a source of encouragement for every part ic ipant chart ing their  

own path. 

Col lectively,  the modules foster not just digital prof ic iency, but also 

self -bel ief,  entrepreneur ial v is ion, and economic independence. By 

providing a support ive, inclus ive, and hands -on learning 

environment,  the DREAM Project empowers women over 45 to not  

only part ic ipate in the digital economy—but to lead within it .  
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