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“Crafting Social Conversations That Convert”



Seyi Alabi

About Me

& Social Media Strategist

T Based in Toronto

% | build brands people talk about

20 7 years building engagement for brands

£ Fluent in Reels, X, TikTok, and Google Sheets

Skilled in: Strategy | Content Creation | Influencer
Coordination | Paid Ads | Community Management

Tools: Meta Suite, Hootsuite, Canva, CapCut,
ChatGPT




MY APPROACH
TO SOCIAL MEDIA

1. Strategy — Set clear goals, audience insights & positioning

2. Content Creation — Build content calendar with diverse formats
3. Influencer Management — Source, brief & manage creators

4. Publishing — Schedule, monitor & optimize across platforms

5. Analytics — Monthly reporting + recommendations




BRANDS I'VE WORKED WITH

Munch It — Content strategy & influencer management for BBN campaigns &
snacking occasions

Nutrify Nigeria — Social media launch, growth & influencer rollout

Kellogg’s Nigeria — Campaigns for Mother's Day, Children's Day, and school
outreach

Omnibiz — Social storytelling for tech-enabled distribution
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AFEW CASE STUDIES
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CASE STUDY - NUTRIFY
NIGERIA LAUNCH

Objective: Launch the Nutrify multivitamin brand online and
drive awareness and sales for its multivitamins

Strategy: Created launch content calendar, giveaways, DM
sales and relevant influencer partnerships

Execution:
e |nstagram + Twitter brand voice building
* |Influencer seeding: lifestyle, fitness and wellness creators
 Engaging CTA-based posts and Reels

Results:

10K active followers in 60 days

e Over 7Tmillion total campaign reach
 High engagement on posts

Nutrify
366 13.3K (15)

posts followers following

Vitamins/supplements
Making Your Wellness Journey Enjoyable and Accessible.
Purchase via our website for a *FREE DELIVERY*

(7? www.nutrifyng.com
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CASE STUDY - MUNCH IT X
BIG BROTHER NAIJA
CAMPAIGN

Objective: Drive top-of-mind awareness and real-time
engagement during BBN

Strategy: Created snackable content and partnered with
influencers for Task Day hype

Execution:
 Reels, memes & tweets reacting to BBN moments
e |nfluencer live tweets & story takeovers

* | everaged BBN housemate personalities as “flavour
characters

Results:
* 40% increase in IG engagement
 19million plus reach across platform
e #MunchltBBN was number 2 trending on X Nigeria
e Campaign outperformed past 3 seasons

TASK AY WATCH THE MUNCH IT
BBN TASK DAY TO W
COOL PRIZES
LIVE! o400em C00L P .
mmmmmmmmmmmm GENXMUNChHit A

WHICH OF THESE
Qe FOOTBALL SURVIVE THE
OUR TOP 4 S S v
BBN MOMENTS | W, Wl iy
FROM LAST WEEK je= e s
Which was your favourite? A \‘ 3TNY s i

>
Q. | WHO'S wegy | o)
i YOUR FAVE? ik a5
#RENXMUNCHt ~ - WHO ELSE IS & b= ,
- | TUNED IN WITH_ zAS> 2Q
MUNCH IT? il

"

4
O ;
£ 9

/

'-!'\q' Y -
#BBNXMUNChit ST

m%ﬁ ;
VT —
Ted
ri";"‘ N

4 ‘v.i
TACY DAV A BBN TASK?
i ; v i #MUNChANIWILCh
S L "
| Ki VIA

WINNERS OF WHICH TEAM 4B
WENINES L) WON THE MUNCH IT i

@LIZZYEMPIRES ©OYINADE_____
©PRETTIGIRL247  @LIZZYSIMPLE.
©NZUBECHUKWU25 @MARY_JANE3IN
@CHEF_FAVOURO4  @ORTEGAODUNAYD
©ITZANGIELOLO  @AMAECHIAKANO

sSOuUNchAndWateh  SEENXMUNCHIT

aul ;‘l
2 e O CONGRATULATIONS TEAM

I 4 . o
)
bk = |

\ | X
: e |
= U
y MUNCHIT TR
42 {
i V'V WNSRNATY N
l 3 1 | iNe
. 24 6
r O @
; .
) Y " -

Foryou Trending

Nigeria trends

South Africans

127K posts
1: Trending

#BBNxMunchiIT
12.8K posts

2 - Trending

News Sports

50,000,000 $DOGS GIVEAWAY

3,889 posts
3 Trending

Bitget Wallet

Entertainment



CASE STUDY - KELLOGG’S
MOTHER'S DAY CAMPAIGN

Objective: Celebrate mums and boost emotional connection with
the brand

Strategy: “Mum: The Original Greats” — a user-driven tribute
campaign

Execution: Celebrate the

. . Original Greats
. +
Inﬂuencer Storytelllng Communlty UGC Post a picture and share a heartwarming story of a
 Personalized Al avatars as giveaways :;Z:no;h:g:;nzf;r:zf: S ooy grtand e
supply of Kellogg's!

 Engaging Instagram stories & reels

Results:
e 3.9K entries for tribute giveaway

* 7,620,759 reach during campaign period
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CONTENT SAMPLES

“Content That Clicks”



CONTENT SAMPLES wu®

“Content That Clicks”
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CONTENT SAMPLES

“Content That Clicks”

Here's to the dads who
. make every day great!
AirDrop

Go Grains wants to send you a § > | W an T - Happy Father’s day
yummy breakfast bowl ¥ . - !

Re-arrangein the
right order




CONTENT SAMPLES 0omne:

“Content That Clicks”

@OmnlBiz

STOCK UP
YOUR STORE,
NO MATTER
THE WEATHER!
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No Stress! J -

Shop now, pay later

with OmniBiz Prime NO MORE
CALL:

MARKET

080-000-55-555

WAHALA!

» Gox qle play

Download Omnibiz App

P> Google play D App Store

© 081-357-43-410

lizapp and | see the prices directly, an
customers.




CONTENT SAMPLES

“Content That Clicks”
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WHAT | BRING

e Audience-first strategy & real engagement

e Multi-platform execution (Reels, X, Threads, TikTok)
e Storytelling that connects purpose with performance
e |[nfluencer management with results, not guesswork

. Brands | Admire

Paystack * Flutterwave « UNICEF « TechHer « ONE Campaign
[s Strengths I’'m Using

Creative strategy * Clean execution * Relatable voice « Data-
backed decisions

- What I’'m Growing

Community campaigns ¢ Social + paid synergy ¢ Al for content &
listening

¥ Why Your Brand?

Purpose-led content + a chance to make people feel something.
Let’s build a voice people remember.

“The best stories move people — not just through the funnel, but to
action.”
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