
SOCIAL MEDIA MARKETING STRATEGY
10 STEPS



BUILDING A BRAND – DEVELOP A SOCIAL MEDIA MARKETING STRATEGY

A social media marketing strategy outlines 

the tactics for how a company will incorporate 

social media into its business. The social media 

marketing plan is a living document that outlines an 

organization’s social media goals and guides the 

actions needed to achieve these goals.



SOCIAL MEDIA MARKETING 

STRATEGY 

9 STEPS
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1. IDENTIFY A TARGET MARKET AND CREATE PERSONAS

 The first step in any social 
media marketing strategy 
should be to identify the 
target market. 

 A company’s social media 
target market should be the 
same target market for the 
overall company. 

 In order to later determine 
which social media platform is 
best-suited for the target 
market, it’s important to 
collect a variety of 
demographic, interest and 
behavior data for the 
target market 



WHY EXACTLY ARE BUYER 
PERSONAS SO IMPORTANT TO YOUR 

BUSINESS?

 Buyer personas help you understand 

your customers (and prospective 

customers) better. 

 This makes it easier for you to 

tailor your content, messaging, 

product development, and 

services to the specific needs, 

behaviors, and concerns of different 

groups. 

 The strongest buyer personas are 

based on market research as well 

as insights you gather from your 

actual customer base (through 

surveys, interviews, etc.).  



After Collecting Data, group the target market into 
Customer Personas

A customer persona is a representation of a company’s target market based 
on data collected from existing and target customers. 

Personas help companies understand the challenges customers face and guide 
social media marketing strategy.

Information gathered for each persona can vary, but it’s important to include as 
much detailed information as possible to help guide the social media strategy 
going forward. 





MILLENNIAL MOM





PERSONAS HELP YOU BETTER UNDERSTAND WHO YOUR CUSTOMERS & PROSPECTS  ARE:

 Thinking

 Feeling

 Concerned about

 Hoping

 Expecting

 Planning

 Believing



STEP 2:  CONDUCT A SOCIAL MEDIA AUDIT
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2. SOCIAL MEDIA AUDIT
The second step in the social media marketing strategy 
it to conduct a social media audit, which includes 
social listening, a SWOT analysis and 
competitive assessment.

▪ Social media listening is the process of monitoring 
the internet to determine what is being said about a 
brand, topic or industry.

▪ In general, the purpose of a social media audit is to 
provide managers with a comprehensive 
“bird’s eye view” of what their brand is 
currently doing across all social media 
channels in which they participate so they can 
then use this intelligence as a key input into adjusting 
social media strategy to achieve their brand’s (or 
company’s) marketing objectives. 

▪ Although overall comprehensive social media audits 
should be conducted at least once a quarter, we 
also recommend marketers perform smaller, interim 
social media audits on a monthly basis as part of 
their social media reporting processes.



PAID, OWNED, EARNED MEDIA

Before going into the details of social media audits (i.e., the questions you need to ask yourself when doing one), we 

need to consider the different types of media with which a company or brand might be involved. – Three 

types

Most of what we consider in social media marketing falls into owned and earned media, because these media 

encompass what companies do in their social media channels, such as their brand Facebook pages or corporate 

Twitter accounts (owned media), and mentions of their brands as online word of mouth anywhere on social media 

(earned media). 

Paid media is also part of social media marketing—for instance, targeted advertising on Twitter or “boosting” the 

branded Facebook posts by paying Facebook for higher reach—

 Paid media is any social media activity for which a company pays. Examples include social media advertising 

and paying to increase the reach of content on social media platforms.

 Owned media is any social media activity that occurs in social media channels a company controls. Examples 

include content posted on a brand’s Facebook page or Twitter account and company blogs.

 Earned media is any social media activity that occurs in social media channels a company does not directly 

control. Examples include online word of mouth (generally), customers’ tweets mentioning a brand on Twitter, 

YouTube video user reviews, Instagram posts created by consumers to demonstrate their usage of brand’s 

products, and consumers’ posts about a brand’s products in various online discussion boards or forums.



SOCIAL MEDIA LISTENING

• Including all social media networks, as well as blog sites, mobile apps, industry websites, review
websites and more.

Start by determining which channels need to be monitored, 

• Such as variations of the company name, product names, industry hot topics, competitor
names and products and more.

Create a list of keywords to monitor 

• Keywords can also include hot topics, trends, current events (industry)

Use these keywords to listen to conversations that are happening about the 
company, industry or community.

• As well as what is being said about the competition.

Track the topics that customers and influencers are talking about

• What are some of the pain points that customers are talking about? 

• What platforms are customers using the most? 

• Are mentions going up and down during certain times of the year? 

• The answers to these questions will help craft the social media marketing strategy going forward.

Is there a positive or negative sentiment about the brand? 



DEMONSTRATE BUZZSUMO

 Many social media tools online help companies listen 

to conversations that are happening around various 

topics and keywords. 

 The information gathered through listening should be 

included in the social media marketing plan and can be 

used to generate ideas for future social media 

content.

 https://app.buzzsumo.com/research/content?verified=1

&logged_in=1&num_days=365&result_type=total&ge

neral_article&infographic&video&how_to_article&wh

at_post&why_post&list&tab=0&page=1&q=city%20col

lege%20of%20san%20francisco&type=articles

https://app.buzzsumo.com/research/content?verified=1&logged_in=1&num_days=365&result_type=total&general_article&infographic&video&how_to_article&what_post&why_post&list&tab=0&page=1&q=city%20college%20of%20san%20francisco&type=articles


HOW TO LISTEN (INVENTORY OTHER PEOPLES PARTY)

Don’t forget to “listen” to your 

competition or brands you admire

 Next, make a note of various “posts” 

and “pages” that strike your fancy as 

“good examples” of social media 

marketing by companies like you. 

 Pay attention to which posts have likes, 

comments, and shares as interactivity is 

the most important element of 

successful social media marketing!

https://www.tentree.com/

https://www.tentree.com/


OTHER LISTENING TRICKS

1. https://trends.google.com/trends/?geo=USAutocomplete

2. https://www.twinword.com/ideas/

3. https://app.kwfinder.com/

https://trends.google.com/trends/?geo=US
https://www.twinword.com/ideas/
https://app.kwfinder.com/


SOCIAL MEDIA AUDIT TEMPLATE (THERE ARE MANY)

Create a spreadsheet showing all company competitors and collect the same information listed above. 

Additional information such as how quickly their followers are growing, and examples of what competitors are 

doing well and not so well on social media should be included. 

Include screenshots and examples of competitor posts



BEGIN WITH,  THE COMPANY’S EXISTING ACCOUNTS. 
INCLUDE INFORMATION SUCH AS:

 Social media networks the company is active on

 If the social media profiles are fully optimized (profile picture, cover images, bio 

etc.)

 Number of followers on each account

 Posting frequency

 Average number of engagements, reach, clicks, video views, brand mentions

 If the posts are on-brand and properly optimized across all social media 

channels

 Types of content being shared on each platform

 Examples of great posts and content that is working well

 Examples of poor posts and content that is not performing well

 Which platforms perform best and why

 Number of reviews/testimonials: note if they are positive, neutral or negative

 Customer inquiries (list the topics and kinds of questions being asked)

 Average response rate to customer inquiries



WHAT GOES INTO A SOCIAL MEDIA AUDIT? 

AT A BROAD LEVEL, YOU SHOULD BE LOOKING TO ANSWER THE FOLLOWING QUESTIONS FOR A BRAND (OR COMPANY, 

BUT WE’LL USE THE TERM "BRAND" HERE FOR CONVENIENCE):

A.  General overview of social media activities:

▪ What marketing and/or business objectives do you pursue through your social media activities? That is, what is the 

current purpose of using social media?

▪ How do you see social media activities fitting into the rest of your marketing plan? That is, what is social media’s role 

in your overall marketing strategy?

▪ On which social media channels do you have accounts (i.e., owned media)? Are there any channel(s) for which you do 

not have accounts but might consider establishing one? Moreover, are there any channels on which you have accounts 

but might consider removing them?

▪ Who has the authority to post and/or respond on each of your active owned social media channels? If there are 

multiple levels of administration rights, who has moderation rights? (That is, one group of employees may be allowed 

to generate new brand content, while another group can have the rights to remove any post that might be deemed 

inappropriate).

▪ Are any social media policies in place? For example, these may include guidelines on who generates new brand-related 

posts and when, or how to respond to users mentioning your brand in their posts, positively or negatively.

▪ Are you actively tracking mentions of or references to the brand on social media (i.e., earned media)? Who is 

responsible for doing so?

▪ Are you doing any paid social media, such as “boosting” posts on Facebook or “sponsored tweets” on Twitter, or 

placing digital advertisements on any social media channel? If so, how are you measuring performance? Are you happy 

with the performance?

B.   For each active (owned) social media channel: What do you currently use it for?

▪ What is the channel-specific marketing objective? That is, why do you use this channel?

▪ Who is the current audience on this channel? How closely aligned is this audience with your marketing target 

segment(s)?

▪ What content do you currently use on this channel? How closely aligned is this content with the interests and 

preferences of your main marketing target segment(s)?

▪ What (earned media) social interactions do you expect to be taking place on this channel? Are they happening?

▪ Are you doing any paid media on this channel? If so, how are you measuring performance? Are you happy with it?

C.  For each active (owned) social media channel: Competitive and 

performance intelligence

▪ Does using this social media channel provide any direct or indirect 

measurable benefits to the brand?

▪ What is the cost of using this social media channel, in terms of resources 

spent (both direct financial and indirect labor costs)? Can you reduce costs 

without sacrificing quality and/or performance?

▪ What do your competitors do on this channel? Are their current 

audiences and content similar to or different from what you do? How well 

do they perform?

▪ What are some recent examples of successes in this channel? For example, 

did some posts or content work particularly well, and why (both for you 

and for competitors)?

▪ What are some recent examples of failures in this channel? For example, 

did some posts or content work particularly badly, and why (both for you 

and for competitors)?



I own an Organic Bakery and I’m auditing my competition

● Google.com+Organic Bakery

● Instagram.com+Organic Bakery

● Twitter.com+Organic Bakery

● SEOword.com

● Twinword.com

● Facebook/page transparency/ad 
library for this page (talk later on
this)



Conduct a 
SWOT Analysis
● Finally, conduct a SWOT analysis 

(strengths, weaknesses, 
opportunities and threats) of the 
company’s social media accounts. 

● Note that strengths and 
weaknesses are internal, and 
opportunities and threats are 
external. 

● The below sample SWOT analysis 
should serve as a guide for the 
information to include:



SWOT ANALYSIS
Strengths

➢ Strong brand presence across multiple social media platforms

➢ Social media posts are consistent with brand guidelines

➢ Social media profiles and posts are properly optimized for each platform

➢ High number of followers

➢ High posting frequency

➢ Strong Facebook and Instagram strategies

➢ Staff is enthusiastic about improving company’s social media strategy

Weaknesses

➢ Company lacks a social media management tool to manage social media 

marketing efforts

➢ Company’s actions do not often result in desired outcomes on social media

➢ Low average engagement per post despite high number of followers:

indicates the need for higher quality content

➢ Content not catered to target demographic

➢ Little effort to engage; only broadcasting and no interaction with followers

➢ Few resources dedicated to social media team, who lack the ability to fully 

monitor social media accounts and respond to customer inquiries.

➢ Infrequent responses to reviews or customer inquiries

➢ Small social media marketing budget for advertising

Opportunities

➢ Target market very likely to engage on social media platforms

➢ Target market makes 95% of purchase decisions online

➢ New emerging social media management tools can aid social media 

marketing efforts 

➢ Collaborate with customers for user-generated content

➢ Many social media influencers within the industry able to influence the target 

market decision making process

➢ Partnering with suppliers to co-market products and services across social 

media

➢ Easy-to-use tools readily available to create a variety of multimedia content 

for social media: videos, gifs, animations etc.

➢ Social media advertising

Threats

➢ High competition with strong social media presence

➢ Competitors pursue aggressive social media advertising strategy

➢ Success of emerging competitors on Instagram and Facebook particularly 

poses a threat

➢ Competitors’ product/service offerings are superior

➢ Slow adaptation to new social media technologies due to small budget and 

lack of resources

➢ Facebook organic reach for brands is declining

➢ Overall market demand is decreasing



GRADING OR SCORING A SOCIAL MEDIA AUDIT

 After answering the questions in the previous section, go back 
and give your brand a grade (A, B, C, etc.) or a score (e.g., on 
a 10-point scale) on each of the items covered by the social 
media audit for each social media channel you are using. 

 Then, assign priorities or “importance weights” to each of the 
items, based on which ones you believe are more or less
important in the overall scheme of things. 

 Once you finish assigning both grades/scores and weights, you 
can come up with a total grade or score as an outcome of the 
social media audit, just like calculating a GPA. 

 Over time, you can look at changes in this overall grade/score 
and use it to track performance of social media over the 
course of a quarter or longer. This evaluation scheme helps 
managers prioritize where to focus their efforts (typically on 
items with high weight and/or low grade/score) and assess 
their progress over time on each social media channel.



FROM SOCIAL 

MEDIA AUDIT TO 

SOCIAL MEDIA 

STRATEGY 

PLANNING

An audit of any kind is 
inherently backwards 
looking. 

It is focused on the past and what has already been done. 

Although you cannot change history, you can use it to 
inform the future, which is exactly the point of going 
through a social media audit on a regular basis. 

It helps you see what’s been happening and can be very 
useful for identifying where some gaps might exist, where 
some improvements could be made, and, more 
optimistically, where some successes have occurred that 
should be celebrated and shared with others in the 
organization as “learnings” or examples.

Once you have completed a 
thorough social media audit the 
next step is to figure out how 
to use it for developing and 
improving social media strategy. 

The social media audit is a 
necessary first step because most
companies today already have some
undergoing social media activities. 

Therefore, the audit helps take 
stock of where social media efforts 
currently stand and provides key 
inputs for the strategic planning 
process.



STEP 3:  ESTABLISH 

GOALS, 

OBJECTIVES AND 

METRICS

▪ Social media marketing goals and objectives will guide the company’s 
social media marketing strategy and help gauge the success of social 
media efforts.  

▪ Before jumping right into establishing social media marketing goals it’s 
important to note that the social media marketing plan is just one 
component of a company’s larger marketing plan. 

▪ That means social media marketing goals should be tied to the overarching 
business and marketing goals for the company.

▪ For example, if an organization's business goal is to increase brand awareness, 
then the social media team’s goal should be increasing brand awareness 
through social media. 

▪ Each and every goal must have measurable objectives and metrics.



STEP 3:  ESTABLISH GOALS, OBJECTIVES & METRICES
KEY PERFORMANCE INDICATOR (KPIS)

A key performance indicator is a NUMBER.

• Quantifies the success of a goal, or a qualitative 

performance.

Four Categories in Social Media KPIs

1. Exposure or Reach

• How many people come across your brand

• Number of people following me

2. Engagement

• How often people engaged with my brand 

• Number of clicks, Likes, shares, comments, brand 

mentions

3. Conversions:  

• How many people convert into paying customers

• How much revenue did I get from that campaign

4. Customer Loyalty:  

• How many people came back to buy more

• What campaign got my customers to come back for 

more



CHOOSING YOUR KPIS

KEY PERFORMANCE INDICATORS

Operating without KPIs is like flying 
blind.

Never jump into creating content (ads, 
posts, videos, blogs) without 
considering KPIs for these specific 
efforts.

Traits of good KPI:

Simple

Relevant

Timely

Instantly useful



TOP 10 SOCIAL MEDIA GOALS

1. Increase brand awareness 

2. Drive traffic to your website 

3. Generate new leads 

4. Grow revenue (by increasing signups or sales)  

5. Boost brand engagement 

6. Build a community around your business 

7. Effective social customer service

8. Deepen relationships with customers

9. Get mentions

10. Deliver and disseminate relevant content



SMART

 Specific means stating exactly what needs 

to be accomplished.

 Measurable means including a target 

metric to be met.

 Attainable means that the goal is 

challenging, yet achievable.

 Relevant means that goals are consistent 

with other established company or 

marketing department goals.

 Time-based means including a time limit 

for achieving the goals.

The everyday content shared on each social media platform should 
always be tied to the social media marketing goals and objectives. 

For example, if the social media marketing objective is to increase 
website views, the social media posts should always include a call-to-

action link to the company website.

SMART GOALS



KEEP IT SIMPLE… WRITE A KPIS 
FOR EACH SOCIAL MEDIA 
ACTIVITY



Let’s take a look at the social media goal of increasing 
brand awareness online. 
• What specific objectives can you set to reach this 

goal? 
• The more people that interact with and see 

the company’s social media posts, the greater 
the brand awareness will be. 

• So, quantifiable objectives for brand 
awareness could include growing social 
media followers by 100% or increasing the 
number of engagements per post by 50%.

Once established, each objective should have an 
accompanying measurable metric. 
• For example, growing social media followers by 

100% could require a 10,000 increase in followers. 
• Increasing the engagement per post by 50% could 

require 40,000 likes, comments and shares on 
posts.  

KPI’s



A FINAL WORD ON KPIS AND GOALS

Every social media marketing plan should include at least three social media goals. 

Note that goals may differ for each social network since each 

network and how the target market engages with that network is 

unique. 

For example, the goals for Instagram may be different than the goals for Facebook, 

Twitter, LinkedIn, Snapchat and YouTube. 

To ensure realistic objectives are set, when writing goals make sure to keep the target market in mind, considering how audience members 

are most likely to engage on each social network. 

All goals should follow the S.M.A.R.T. framework: specific, measurable, attainable, relevant and time-based. 



GREAT EXAMPLE



STEP 4: 

DETERMINE 

RESOURCES, 

ROLES AND 

RESPONSIBILITIES

 Refer to the social media marketing goals and determine the resources and budget needed to 
accomplish these goals. 

 First, determine the tasks needed to accomplish the goals, then allocate appropriate 
personnel and, lastly, assign each team member specific responsibilities to meet those tasks. 

 Personnel resources could include social media marketing specialists, writers, graphic 
designers, video producers, customer service representatives, sales professionals and more. 

 Some companies choose to bring these resources in-house, while others choose to outsource 
these resources. Whether outsourcing or not, a budget must be established to fund all of the 
resources needed.

 A good strategy is to determine the budget needed for social media marketing activities 
first and then craft a social strategy to fit the budget allotted. 

 To determine the budget, make a list of tools and software needed. Such tools may include 
social media publishing tools, monitoring tools, reporting and analytics tools, graphic design or 
video production software, social selling software and more. 

 Don’t forget to include a projected social media advertising budget for paid social media 
activities. Create a formal budget proposal and include the annual projected cost next to each 
item.



STEP 6: SELECT A PLATFORM

 Just because a brand may already be active on a 

social network does not mean it’s the best network 

for its audience. 

 Whether accounts have already been created, or yet to 

be created, businesses need to assess and select which 

networks their brands will be active on.

▪ For example, it would not make sense for a brand that sells 

healthcare solutions to an elderly demographic to be active on 

Snapchat. Nor would it make sense for a brand that sells teen 

apparel to be active on LinkedIn. 

▪ The industry the company operates in should also 

determine the most suitable social media networks to be 

active on. 





A FEW WORDS ABOUT SOCIAL MEDIA PLATFORMS….

Each platform has its own language and audience, 
and how those audiences share and communicate 
on each network differs. 

Chapters 4-10 of this textbook provides a detailed overview of the key 
demographic information for specific social media platforms. Businesses 
can also view the account metrics of their existing social media 
accounts to determine the demographics of the users that currently 
follow them. Once armed with enough information, businesses can 
select the best social media network to reach their brand's target 
markets.

It’s also important for brands to consider the amount of time and resources they are able to devote to 
social media. For businesses that do not have enough resources to engage on multiple social media 
networks, it’s best to leverage the network that reaches the highest percentage of the target 
market.

Businesses should not feel restricted to the social media platforms they use currently; now is the time 
for brands to assess the reach and effectiveness associated with each platform and determine whether 
to continue or modify the present strategy. Businesses may decide to open new social media networks 
or close existing accounts based on this research.



STEP 6: CREATE 

AND OPTIMIZE 

SOCIAL MEDIA 

NETWORKS

Once social media platforms have been selected, the next step is to optimize each network. 
Chapters 4-10 of this textbook provide detailed information on how to optimize company social 
media accounts for individual platforms; below is a checklist applicable to all social networks:

▪ Fill out each section of the social media profile completely.

▪ Update cover photos and profile pictures (make sure to use the right social media image 
sizes).

▪ Make usernames, profile photos and cover photos consistent across all networks.

▪ Fill in the company bio and about sections

▪ Add company website URLS and links to other social media networks.

▪ Include relevant industry keywords for SEO.

▪ Use relevant hashtags.

▪ Add business locations if relevant.  

▪ Ensure brand guidelines are being followed.

 Remove any unprofessional content that could be detrimental to the brand.



STEP 7: CREATE A DISTRIBUTION AND CONTENT STRATEGY

The social media distribution strategy 
determines the network and 

frequency of posts and types of 
content that will be published on 

each network.  

A social media content strategy, on the 
other hand, is the planning, 

development and management of 
social media content. 

This includes the actual written posts and 
the types of content, such as videos, 
blogs, infographics etc. that will be 

published on each platform.

Refer to the social media audit and the 
company’s social media analytics to 

determine the types of content that 
perform best on each social 

network. 

Chapters 6 on will detail information on 
the content types that perform best 

on social media platforms. 

Generally, videos perform best across all 
social media platforms.



STEP 7: CREATE A 

DISTRIBUTION AND 

CONTENT STRATEGY

 1. Start by determining the 

types of content that will 

comprise the majority of social 

media posts. The types of 

content offered may be limited 

by the available resources to 

create new content or by the 

content already available. 



 2. Determine how often the 

brand will post on each social 

media platform. Post quantity 

will vary by platform; however, 

the below image provides 

general guidelines for each 

social media network:



STEP 8: CREATE A SOCIAL MEDIA CONTENT CALENDAR AND 

SCHEDULE POSTS

 Every content calendar should contain key themes and dates for the business, such as holidays, events, 

press releases, news announcements, product releases, campaigns and more. 

 Inclusion of these themes and dates will help ensure that the social media team can plan content effectively. 

 The social media content calendar should be a living document with multiple collaborators that is updated 

regularly for various stakeholders within the social media and marketing teams. 

 A weekly and monthly social media content calendar template is available on google.



STEP 9:  TRACK, ANALYZE AND TUNE

 The post text, text length, hashtags, calls to action and images in 
the content calendar should be different on each platform. 

 Using social media as a megaphone by posting the same content 
on every platform is not a good social media marketing strategy. 

 As mentioned earlier in this chapter, social media marketing 
should focus on creating and distributing valuable, relevant and 
consistent content to attract and retain a clearly-defined audience. 

 A great content strategy should focus on creating high-quality 
posts that the target audience will want to engage with. 

 In chapters 5 -10, you will learn a proper content strategy for 
each social media network.  

 Once the content calendar is complete, it’s recommended for 
businesses to utilize a social media management tool such as 
Hootsuite, Sprinkr, Sprout Social or Buffer to schedule posts 
across social media networks. Watch the video below to see how 
tools like Hootsuite help brands manage their social media 
activities via one unique dashboard:



GLOSSARY

 Customer persona: a representation of a customer’s target market based on data collected from existing and target customers

 Social media content calendar allows for social media managers to plan, create and schedule content on a weekly or monthly basis. It lists the 
content types, days, times, post topics, post text, post assets (image/video/gif etc.), and call to action links that will be published on each social 
media network

 Social media content strategy: the planning, development and management of social media content. This includes the actual written posts, and 
the types of content that will be published on each platform

 Social media distribution strategy: determines the network and frequency of posts and types of content that will be published on each network

 Social media marketing plan: a living document that outlines an organization’s social media goals and guides the actions needed to achieve 
these goals

 Social media listening: the process of monitoring the internet to determine what is being said about a particular brand, topic or industry

 Social media marketing strategy: outlines the strategies and tactics for how a company will incorporate social media into its business

 Tuning: the continuous process of adjusting and improving the social media marketing plan.




