SOCIAL MEDIA MARKETING STRATEGY

10 STEPS




BUILDING A BRAND — DEVELOP A SOCIAL MEDIA MARKETING STRATEGY

1-Brand Clarity
2-Brand Purpose
3-Brand Humanization
4-Brand Consistency
5-Brand Master Plan
6-Brand Creative Brief
7-Brand Story

v

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




Identify a Target Market and Create Personas Platform Selection

Create and Optimize Social Media Networks

Conduct a Social Media Audit

Create a Distribution and Content Strategy

Establish Goals, Objectives and Metrics

Create a Social Media Content Calendar and Schedule Posts

Determine Resources, Roles and Responsibilities
Track,Analyze and Tune




|. IDENTIFY ATARGET MARKET AND CREATE PERSONAS

m  The first step in any social

®  Income media marketing strategy

o Interests should be to identify the

®  JobTitle target market.

L Location

] Most used social network = A company’s social media

° Pain Points target market should be the
° Values same target market for the
® Where time is spent online overall company.

® Behaviors ®m |n order to later determine

®  Company which social media platform is
®  CompanySize best-suited for the target

® Education market, it’s important to

[ ) Family Life collect a variety of

® Gender demographic, interest and
L Goals behavior data for the

: Hobbies target market

How They Purchase




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.).

A DAY IN THE LIFE OF SARAH
* Early mornings, late nights describes her daily
routines, so she lives on coffee

¢ She goes to school all day, studies at nights and works
freelance jobs

¢ She has a cat that keeps her grounded with a sense of
responsibility

e She's a carefree college student

e Her house is never in order, her fridge is empty and
she’s always buried in a book or her laptop

¢ She takes the train and Ubers everywhere

Coffee Shop Marketing Persona

BACKGROUND

* 20vyears old

* Single

* Livesin San Francisco, CA

* Full-Time Interior Design Student, Part
Time Worker

FINANCES

* Household income of $30,000

* She’s super conscious about what she
spends her money on

» Prefers to use her credit / debit cards

ONLINE BEHAVIORS
Facebook is her life-line

* Active on Twitter, Instagram, and
Pinterest

* Looks for coupons and good deals on
cool, new experiences or restaurants

WHAT SHE'S LOOKING FOR

* A place to de-compress after a hectic
week

* A quiet place to study where she’s not
distracted by her messy room

¢ Agood deal to make her feel better
about purchases

* A sense of stability in her chaotic world

¢ Cool, new experiences or adventures

WHAT INFLUENCES HER

¢ Her friends and colleagues

HOPES § DREAMS

Become a reputable interior
designer

Travel the world

Have the flexibility to be able to
pick up and go as she pleases

Not have to worry about finances

WORRIES & FEARS

Not being able to pay her bills
Getting stuck somewhere and not
being able to travel

Not having enough time with her
cat

Not being able to pay back her
school debt

MAKE HER LIFE EASIER

Funky atmosphere that’s inviting
and relaxing
Deals and coupons

¢ Provide a job-board inside the

coffee shop for freelance jobs
Cozy seating with plenty of
charging stations

Order drinks to-go online or
through an app

Social media engagement
incentives for discounts

* Magazines, blogs, articles, and design publications

BRAND AFFINITIES

e Starbucks, H&M, Forever21, American Eagle, Target



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.




=
@ innocent

things we make

smoothies

coconut water

things we make

us

recycling revolution

bored?

blog

innocent promise

nnocent things we make

tasty healthy
products

Fruit is delicious. We find the best
fruit, and that's what makes our
drinks delicious. It's simple. We've
been making drinks from nature's
finest stuff for 15 years now, and
we're exceptionally proud of them.

us  recycling revolution

sourced
sustainably
We try to do business the right way.
We take responsibility for our impact
on society and the planet and always
try to leave things better than we
found them.

bored? blog

10% of our profits
go to charity
Ever since we began, we've always
given some of our profits to charity. In

2004 we started the innocent
foundation, which funds projects in

the UK and all over the world to

alleviate hunger.

innocent promise



MILLENNIAL MOM

Suburban Soccer

Earth Mother Millennial Mom Urban Chic Millennial Mom , )
Mlllenr]g!_,al Mom

Lifestyle Habits and Hobbies Lifestyle Habits and Hobbies Lifestyle " abits and Hobbies

e 25-35 « basic cell phone s 30-40 « iPad always in hand s 2540 = iPad always in pants pocket

« lives in suburbs « addicted to NPR e lives in the city ¢ reads Skimm & scrolls |G every o livesin the suburbs « checks Facebook every morning and

« high school and some college « politically active = college degree morning « college degree evening

o stay at home mom « Tuesday morning boak club = works in the city * hasananny e stay at home mom « high school sitter Saturday nights &

e swaps childcare with friends « family soccer games and bike rides s hasananny « Wednesday night cocktails with the « married family on week nights

« married « drinks green tea made at home * married girls ¢ 2-3kids ¢ Room mom and girl scout leader

o 2-3kids « crochets e 1-2 kids « Saturday am pilates class « isalways late but doesn't « fast walks with neighborhood moms

* income -$75K « bakes from scratch = income +$100K « addicted to Pumpkin Spice Lattes know why * Dunkin Donut with the other moms

¢ income +$75K after drop off

Digital Life Priorities Digital Life Priorities Digital Life Priorities

« old TV that the kids aren't « active parent volunteer = DVRs everything to fast- « good schools, great neighborhood * Loves commercials to see « moved to the suburbs for good
allowed to watch « works weekly at the grocery co-op forward thru commercials and the right friends what's new at grocery schools

talks in #s
has a Pinterest board for

lives for #s
has a Pinterest board for

staying organized
a great profile and photos on

talks to her mom every day
her sisters are her best friends

doesn't need social media
has a Facebook account

annual fFamily road trip
education is a priority

« loves to receive mail « family first every room and holiday social media every room and holiday « looks forward to annual girls trip
« sends handwritten Christmas « people are more important than = tech savwy and can work from + personal and work calendar ¢ loves social media and group * family meals
cards things home or on biz trips planned 1 month out chats + friends with parents of her kids'
e uses commute to answer ¢ home help that is reliable ¢ has every photo app friends
work emails and check her « family time « subscribes to dozens of « frequently mentions her career

feeds me time newsletters re family life days




| ' . Budget Control

[ | ll I Organization Influence

Availability

Company Profile:

Revenue of 10+ Million
Marketing Budget of 515,000
monthly

Monthly visitors 10,0004 unigue

What | need:

“I need proven tools, methodologies and
insights that will drive more top- and
bottom-line revenue, | need my
organization to operate with the highest
efficiency and effectiveness, and | cannot
afferd to have any leaks in my sales or
marketing funnel. | want someone who can
bring clarity to the complexities of my

marketing and sales revenue challenges.”

Vertical:

o  Computer Services

* Information Technology
(Software/Hardware)

# Publishing

»  Manufacturing/Engineering

# Financial Services

*  Real Estate

Personality Type:

"As a Type AAA, | want results and
wanted them yesterday. | am not afraid
to bring in consultants to get the
outcomes | need, and | know my
organization doesn't have what it takes to
get the results | want. | respect your
thought leadership. | have studied your
reputation and | appreciate your rigorous
science, 50 | am willing initiate a pilot/test
with your company. | am ready for
change, and | know my organization’s
revenue performance has plenty of room
for improvement.”

Top Challenges:
# Increasing top- and bottom-
line revenue fast.
*  Doing more with less money.
*  Optimizing sales and
marketing funnel.
* |Increasing sales productivity.
Motivators:

Recognition from the board, peers
and outside stakeholders

Personal reward from successful
deals

Satisfying shareholders and
delivering predictable performance

Media Preferences:
. Wall Street Journal
. Farbes
*  Fortune

Business Week
. The Economist

Trade Publications

. New York Times
. Bloomberg
. Reuters
Analysts & Research Providers:
L Forrester
L Gartner

. Fraost & Sullivan

. Deloitte & Touche

. Price Waterhouse & Coopers
. McKinsey & Company

Validators:

Executive Team

Successful partner case studies
of other or similar research
partners

Peers

The Board of Directors

Why | won't buy?

Mot convinced of the ROI, or simply cannot
sfford [agency's or vendor's] services.

What closes the deal?

Proving our value with real-time,
real-world examples of how
companies made significantly more
money than what they invested.




PERSONAS HELPYOU BETTER UNDERSTAND WHO YOUR CUSTOMERS & PROSPECTS ARE:

= Thinking

Aron Davis

= Feeling

Personality

Bio

Extrovert Introvert
Aaron is a systems software developer, a "data junkie® and for the
past couple years, has been very interested in tracking aspects of his Sensing Intuition

health and performance. Aaron wants to track his mood, happiness, .

sleep quality and how his eating and exercise habits affects his well .

Concerned about
weekend, he would like to cut down on alcohol intake. -

Judging Perceiving
. - L]
Goals Technology [ | O In
+ To cut down on unhealthy eating and drinking habits IT & Internet P g

« To measure multiple aspects of life more scientifically

73
)
)
o

« To set goals and see and make positive impacts on his life
Mobile Apps

Expecting

Frustrations

+ Unfamiliar with wearable technology

"l feel like there's a smarter way for me to transition into
a healthier fifestyle.

« Saturated tracking market

+ Manual tracking is too time consuming

Motivations

Ao = Planning

S

= Believing




STEP 2: CONDUCT A SOCIAL MEDIA AUDIT

Identify a Target Market and Create Personas Platform Selection

Create and Optimize Social Media Networks
Conduct a Social Media Audit
Create a Distribution and Content Strategy
Establish Goals, Objectives and Metrics

Create a Social Media Content Calendar and Schedule Posts

Determine Resources, Roles and Responsibilities
Track,Analyze and Tune




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 : 0 O @
brand, topic or industry.

ASlvemons | 3 ! e | e | a TWEETS 192 1 o7 | 2008 | ‘ause FOUOWERS | 511 | 42 | 1803 | 69
¢ UKES 5191 1314 2.680 1.990 FOLLOWERS 1.144 2097 2.766 350 EMPLOYEES 20 16 17 s
5  FOLLOWERS 5.144 1281 2.567 1959 FOLLOWING 62 1313 1771 747 SHOWCASE [ 0 [ 0
©  LATEST POST 1/23/2017 | 3/10/2017 | 3/22/2017 | 13-Mar LIKES 65 89 582 65 LATESTPOST | notfound | not found | 2/20/2017 = 3yago
. . o, . 7 POST FREQUENCY |2 per month ' 3 per month |5 per month |4 per month  LATEST POST 2/22/2017 | 3/10/2017 | 2/20/2017 | 3(27/2017
= In general, the purpose of a social media audit is to a Pt eI e a1t [ e o
9
. . . 10
provide managers with a comprehensive : @ °
“bird’ iew” of what their brand i : '
Ira’s eye view o1 wha eilr prand is :
“  pOSTS 12 2 13 37 POSTS 0 100+ 100+ oo VIDEOS notfound| 47 3 | 5
M H M 5 FOLLOWERS 20 125 170 112 FOLLOWERS 2 171 110 notfound  SUBSCR. not found 41 s | 41
Curl"ently dOIng acCross a" SOCIal medla ¢ FOLLOWING 10 152 151 124 LATEST POST noposts | 3/24/2016 | 1/3/2015 | notfound LATEST POST notfound | 3/27/2017 |3yearsago _28-Mar
17 POST FREQUENCY |2 per month 3 per month | 1 per month Avg,9pos!s‘ POST FREQUENCY  not found | 1 per month anad aad
8

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

mBefore 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

What Makes A Good types

D | g |ta I M a r kete r =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).

Earned Paid : o . . . . . . " _
- Sharing [v__] Advaciting ®Paid media is also part of social media marketing—for instance, targeted advertising on Twitter or “boosting” the
Mentions -Pay per Click
i chatorgeting branded Facebook posts by paying Facebook for higher reach—
-Shores — ;,Z:.;;?Onr:em

_Q): gﬂ‘ -Soclol Media Ads

a2 £0 anc L) .<:

el = 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 |.E u 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

Start by determining which channels need to be monitored,

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

Create a list of keywords to monitor

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

Use these keywords to listen to conversations that are happening about the

company, industry or community.

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

Track the topics that customers and influencers are talking about

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

Is there a positive or negative sentiment about the brand?

* 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.




DEMONSTRATE BUZZSUMO

= Many social media tools online help companies listen
to conversations that are happening around various
topics and keywords.

Content Analyzer = 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.

ortby | Tota Engagaments Egenents Sham S Enugenenis iU foe Engegarnt
City College of San Francisco opens free food market for students in need

— 900000 - -
City College of San Francisco running back DeShawn Collins commits to Cal, will [

sign Wednesday . ° ° ° ° ° a a8
Open Forum: City College of San Francisco recklessly cutting classes % e ° ° ° °
sfehranicle.com .

87
City College of San Francisco announces cannabis course beginning in July
' an

aaaaaaaaa



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”

Reasons = @ e st e o P
TODate An #ValenpinesDa;

(13 d 9 . .
: ; xampl f social medi
Environmentalist: g00d examples  of social media

marketing by companies like you.

They know all the best bike routes.

They don't throw away ripe bananas... instead,

they make amazing banana bread #zerowaste. c the_monkey_and_the_dragon . . .
No | Ik he beaches?

Tl oo sl Rt bl = Pay attention to which posts have likes,
items along the way?

Save water, shower together. " :

comments, and shares as interactivity is

Your date night = DIY beeswax wraps.
oQv

They whisper sweet nothings to 13,688 likes

et 0 the most important element of
successful social media marketing!

https://www.tentree.com/



https://www.tentree.com/

meatless burger

°
© Googte Keyword Suggest Tool
o RS- =
Riesuts (You may select ai, but Part 3 will process 3 maximum of 100 keywords:
°

Google Results Bing Resuts Amazon Results YouTube Results

meatless

=

meatless burger

meatless meals

meatless monday
mealless meatballs
meatless meat

meatless monday recipes
meatless chicken
meatless lasagna
meatless dinner ideas
meatless chili


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

SOCIAL MEDIA AUDIT TEMPLATE (tHere ARe MANY)

| Name and web address of company

Your Company

Competition

Customer

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

SOCIAL MEDIA AUDIT TEMPLATE sy

Discover, categorize, and evaluate brand social talk from the consumer perspective with social search and
categorizing data by Who: list who is talking, company, consumers, or competitor. Where: list by social media
channel (YouTube, Faceboak, etc.) and environment (look and feel).What: list type of content (article, photo, -

video, plus sentiment). When: quantify frequency (posts, comments, views, shares per day, week, or month). a f]
Why: list purpose (awareness, promotion or complaint, praise, plus KPI. Score: list as problem or opportunity. D li 1;

WHO WHERE WHAT WHEN WHY OPPORTUNITY
CHANNEL / CONTENT / DATE / PURPOSE / 1 =challenge
ENVIRONMENT SENTIMENT FREQUENCY PERFORMANCE 5 = opportunity

COMPANY

CONSUMER

COMPETITOR

Copyright ©2019 Keith A. Quesenberry Rowman & Littlefield Publisher postcontrolmarketing.com/social-media-strategy-book

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:

Stitch Fix e\"’f‘ Stitch Fix
Sponsored

‘2"’3 Stitch Fix
%Y Spe

The weather's
the season's lates

ting up. Ask your Stylist to help you stock up on The weathers heating up. Ask your Stylist to help you stock up on
essentials. the season's latest essentials

YOU.
ONLY MORE STYLISH.

LE FOR ALL YOUR MOMENTS

Get Dressed For The Season

@ STITCH FIX

Get Dressed For The Season Get Dressed For The Season

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 WFE'LL USE THETERM "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 . . . .
. . . C. For each active (owned) social media channel: Competitive and
current purpose of using social media?

performance intelligence

= 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? " Does using this social media channel provide any direct or indirect
?
. On which social media channels do you have accounts (i.e,, owned media)? Are there any channel(s) for which you do measurable benefits to the brand?

not have accounts but might consider establishing one? Moreover, are there any channels on which you have accounts . What is the cost of using this social media channel, in terms of resources
’

but might consider removing them? . . . Lo
spent (both direct financial and indirect labor costs)? Can you reduce costs

. i i i i ? . e .
Who has the authority to post and/or respond on each of your active owned social media channels? If there are without sacrificing quality and/or performance?

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 . What do your competitors do on this channel? Are their current
inappropriate). audiences and content similar to or different from what you do? How well
= Are any social media policies in place? For example, these may include guidelines on who generates new brand-related do they perform?

posts and when, or how to respond to users mentioning your brand in their posts, positively or negatively. . .
. What are some recent examples of successes in this channel? For example,

. Are you actively tracking mentions of or references to the brand on social media (i.e., earned media)? Who is . .
. } did some posts or content work particularly well, and why (both for you
responsible for doing so?

and for competitors)?

. 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 " What are some recent examples of failures in this channel? For example,
with the performance? did some posts or content work particularly badly, and why (both for you
B. For each active (owned) social media channel: What do you currently use it for? and for competitors)?
. 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?



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

Google instagram.com-+organic bakery $ Q

All Maps Shopping News Images More Settings Tools

About 26,600,000 results (0.56 seconds)

e Google.com+Organic Bakery

WildFire Organic Bakery (@wildfirebakery) « Instagram photos and ...

https://www.instagram.com/wildfirebakery/?hl=en

1774 Followers, 121 Following, 370 Posts - See Instagram photos and videos from WildFire Organic ) I n Stag ram . C O m + O rga n i C Ba ke r'y

Bakery (@wildfirebakery)

Our Farm - Organic Bakery (@ourfarmbreads) * Instagram photos and ... L TWitte I". CO m + O I"gan iC Bake I")’

https://www.instagram.com/ourfarmbreads/?hl=en

1006 Followers, 430 Following, 298 Posts - See Instagram photos and videos from Our Farm - Organic S EO d
Bakery (@ourfarmbreads) o WO r ° CO I I l

Lola | The Organic Bakery (@lola_organic) * Instagram photos and ... P Twi nwo rd Com

https://www.instagram.com/lola_organic/ - Translate this page
4041 Followers, 1484 Following, 140 Posts - See Instagram photos and videos from Lola | The Organic

S e Facebook/page transparency/ad
Wholesome Bakery (@wholesomebakery) + Instagram photos and ... Iibrary for this Page (talk Iater on

https://www.instagram.com/wholesomebakery/ v
Wholesome Bakery. % Gluten Free, Vegan, SoyFree & Low Glycemic Sustainable Organic “Baking Shit th M
From Scratch Since 2009" Visit our beautiful bakery. I S

Organic Bakery on Instagram * Photos and Videos
https://www.instagram.com/explore/locations/298986031/organic-bakery?hl=en
47 Posts - See Instagram photos and videos taken at 'Organic Bakery'



STRENGTHS

Things your
company does well

Qualities that
separate you from
your competitors

Internal resources
such as skilled,
knowledgeable staff

Tangible assets such
as intellectual
property, capital,
proprietary
technologies etc.

WEAKNESSES

Things your
company lacks

Things your
competitors do
better than you

Resource limitations

Unclear unique
selling proposition

O

OPPORTUNITIES

Underserved
markets for specific
products

Few competitors in
your area

Emerging need for
your products or
services

Press/media
coverage of your
company

T

THREATS
[

Emerging
competitors

Changing regulatory
environment

Megative press/
media coverage

Changing customer
attitudes toward
your company

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

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

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

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

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 |0-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

EVALUATE © GRADING CRITERIA . . .
: items, based on which ones you believe are more or less
Quality of Content : . ici . . .
b Audieprgmemeit: AR DR R BRI IR R Rl important in the overall scheme of things.
e Shareability :
* Media quality : Attempting Standards - Good effort, but needs some improvement

= Once you finish assigning both grades/scores and weights, you
romdStandards ity Sl A S e g i 0 e can come up with a total grade or score as an outcome of the
= Copeybmndplacs: i social media audit, just like calculating a GPA.

Best Practices - Utilizing social media as intended, with great
brand integration

Best Practices
e Diverse media

y ol : = Over time, you can look at changes in this overall grade/score
o Chanelbestpractices Trail Blazers - Setting the standard for the social media channel 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.




= 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.

STEP 3: ESTABLISH = That means social media marketing goals should be tied to the overarching

GOALS business and marketing goals for the company.
’

= For example, if an organization's business goal is to increase brand awareness,
OBJ ECTIVES AN D then the social media team’s goal should be increasing brand awareness

M ETRICS through social media.

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

Identify a Target Market and Create Personas Platform Selection

Create and Optimize Social Media Networks
Conduct a Social Media Audit

Create a Distribution and Content Strategy

Establish Goals, Objectives and Metrics

Create a Social Media Content Calendar and Schedule Posts

Determine Resources, Roles and Responsibilities

Track, Analyze and Tune



STEP 3: ESTABLISH GOALS, OBJECTIVES & METRICES

KEY PERFORMANCE INDICATOR (KPlIs)

* Increase fans/followers on social media channels
* Increase website/blog traffic from social media
¢ Number of fans/followers

* Number of visits to the website/blog from SMM

The KPIs

You Need For
Your Social ) GOALS
Media Analytics A\ KPls

A key performance indicator is a NUMBER.
* Quantifies the success of a goal, or a qualitative
performance.
Four Categories in Social Media KPIs
|. 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 | 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 Never jump into creating content (ads, Traits of good KPI:
blind. posts, videos, blogs) without
considering KPIs for these specific
efforts.
Simple
Relevant
Timely

Instantly useful



TOP 10 SOCIAL MEDIA GOALS

WHAT ARE YOUR TOP SOCIAL MEDIA GOALS?

MN=344, Select up to Two

=

: 28%

o
==

AWARENESS LEAD CUSTOMER SALES CUSTOMER
GEMNERATION LOYALTY SERVICE

|. Increase brand awareness
Drive traffic to your website
Generate new leads
Grow revenue (by increasing signups or sales)

Boost brand engagement

2
3
4
5
6. Build a community around your business
7. Effective social customer service

8. Deepen relationships with customers

9. Get mentions

0. Deliver and disseminate relevant content



SMART GOALS

= 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 The everyday content shared on each social media platform should

marketing department goals. always be tied to the social media marketing goals and objectives.
= Time-based means including a time limit For example, if the social media marketing objective is to increase

for achieving the goals. website views, the social media posts should always include a call-to-

action link to the company website.
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KEEP IT SIMPLE... WRITE A KPIS
FOR EACH SOCIAL MEDIA
ACTIVITY

Choosing Your KPIs

In this exercise, you're going to figure out some KPIs, or measurements of
the goals you're trying to achieve. Basically, you're quantifying your business
goals so you can measure success. There are many options, so this exercise
will help you identify the ones that matter most to your business and the
content you produce. Let’s get started.

Write down five short-term goals.

Example: Increase lead form completions by 25%.

Write down five long-term goals.

Example: Hit first-page rankings for 5 primary informational pages.




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? Link Strategic Intent to KPls
* The more people that interact with and see :
the company’s social media posts, the greater . . KPI's .
the brand awareness will be. Goals ObjeCtIVES Metrics

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

# of new fans (Likes)

# of likes, comments
and shares

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.

# of hashtags and
brand mentions




A FINALWORD ON KPIS AND GOALS

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

Note that goals may differ for each social network since each _

k and h the t ¢ ket R Ki For example, the goals for Instagram may be different than the goals for Facebook,
ne'Fwor e G SRl ie Twitter, LinkedIn, Snapchat and YouTube.
unique.

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.



EXAMPLE

CRITERIA

SPECIFIC

Clearly define

the expected result.

EAT MORE
fruits and veggies

Take up
JOGGING

HAVE SOME
“ME TIME”
every day

&

MEASURABLE
Quantify your objective,
to know when you have

achieved it.

Have at least
5 SERVINGS OF FRUITS
AND VEGGIES every day,
as recommended
by Canada's Food Guide.

Run slowly
for 15 MINUTES

Put aside 30 MINUTES
of “me time”
every day

X

ACHIEVABLE
Define realistic ways of
achieving your objective.

MAKE A SHOPPING LIST
so that | have what's necessary
for adding a fruit snack
or a vegetable to dinner

CONSULTA
KINESIOLOGIST
to get a plan that's tailored
to my needs

LENGTHEN
MY READING TIME
before bed (begin earlier)

REALISTIC
Take the different constraints
(environment, resources, etc.)
into account.

| need to ADD 2 SERVINGS
OF FRUITS AND VEGGIES
per day

Icangofora
RUN 3 MORNINGS
before work

BETTER ORGANIZE
MY TIME and ask my spouse
for help with housework
so that I am free earlier

TIME-BOUND
Specify the deadline

or target date for achieving

your objective.

Target:
BY MARCH 31, 2018.

| give myself
3 MONTHS
to reach my goals

In 3 WEEKS,
| would like to have
30 minutes almost
every night for
“me time"




= 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.VWhether outsourcing or not, a budget must be established to fund all of the

STEP 4. resources needed.

D ETERM I N E = 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.

RESOU RC ES, =  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

RO LES AN D video production software, social selling software and more.

=  Don’t forget to include a projected social media advertising budget for paid social media

RES PO N SI BI LITI ES ?c(:etrl;\ql.ities' Create a formal budget proposal and include the annual projected cost next to each

Identify a Target Market and Create Personas Platform Selection

Create and Optimize Social Media Networks
Conduct a Social Media Audit

Create a Distribution and Content Strategy

Establish Goals, Objectives and Metrics
Create a Social Media Content Calendar and Schedule Posts

Determine Resources, Roles and Responsibilities
Track, Analyze and Tune




STEP 6:SELECT A PLATFORM

Identify aTarget Market and Create Personas

Create and Optimize Social Media Networks
Conducta Social Media Audit

Create a Distribution and Content Strategy

Establish Goals, Objectives and Metrics
Create a Social Media Content Calendar and Schedule Posts

Determine Resources, Roles and Responsibilies
Track, Analyze and Tune

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.



Network Recommendations by Industry

@ v M
Retail
Media

Sports

Consumer
Packaged
Goods

Financial
Services

Automotive

Health Care

. Ideal For Industry
. Depends On Content Strotegy

Not Right For Indusrty




A FEW WORDS ABOUT SOCIAL MEDIA PLATFORMS....

Chapters 4-10 of this textbook provides a detailed overview of the key

Each platf Lo | d di demographic information for specific social media platforms. Businesses
ach platform has its own language and audience, can also view the account metrics of their existing social media

and how those audiences share and communicate accounts to determine the demographics of the users that currently
follow them. Once armed with enough information, businesses can

on each network differs. 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 SEQ.

=  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.

Identify a Target Market and Create Personas Platform Selection

Create and Optimize Social Media Networks
Conduct a Social Media Audit
Create a Distribution and Content Strategy
Establish Goals, Objectives and Metrics

Create a Social Media Content Calendar and Schedule Posts

Determine Resources, Roles and Responsibilities

Track, Analyze and Tune



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

testimonials
promotions education

eye catching

stories

|. Start by determining the Office/ | (ATYRESORCONTENT
types of content that will |
SOCIALMEDIA

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.

PODCAST

news or
current events

testimonials
videos

fill in the
blanks




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:

How often should you be posting?

If people love your updates, you can typically always get away with posting more.

n 8 - 15 per week m 8 - 15 per week

5 - 10 per week (posts) @
o (8 - 16) x 2 per week (stories) 35 - 70 per week

W' 21-70per week 4% 5-20perweek



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.

Content Type F\ Post Time Post Topic Facebook Post Text Instagram Post Text Image/Video/GIF Call to Action Link

Come celebrate your next Invite all of your friends you will

Birthday Party birthday with JUMP not want to miss out on this great
Promotion trampoline park! #Jump Birthday Party Package! #Jump

#Birthdays #Birthdays #Trampoline

www jumpbirthdayparties com

Image Monday February 1st 8:00 AM




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
conéent 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 networ

= 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 publlshed 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.
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