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Where We’re Headed

● Building a Social Media 
Strategy

● Crafting Your Brand on Social 
Media

● How to Engage & Grow Your 
Audience

● Social Media Best Practices
● How to Create a Content 

Calendar

What to Keep in Mind

What We’ll Cover…
So We’re on the Same Page...

● We’re going to be working from
a foundational level with more of
a bird’s-eye view of the field.

● There will be time at the 
end for Q&A.



What You’ll Be Saying...
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I understand best 
practices of the top social 
media channels

How to create a 
content calendarHow to engage & 

grow your audience

I understand how to 
create a social media 
strategy



Let’s Get Started!
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Why do you
care about social 
media?



● Share new products / updates
● Convert Audience to take action
● Let them know updates / promotions
● Show off how many people love us
● It’s a must-have in 2022
● Because everyone else cares

Why Do You Care About Social Media?



“Social media is what makes your brand's 
marketing ecosystem come alive. It's more 
than just a way to advertise; It's a place to 
start conversations, forge relationships, 

tell stories, and get details about your 
audience the way you would with a new 

friend at a party.”





● Discover everything 
online in seconds

● Want to be 
rewarded for loyalty

● Crave personalized 
communication

● Want a good deal & 
a good story

● Look for real-time 
updates and 
content

OUR WORLD TODAY:



KNOW YOUR AUDIENCE

Social Media Listening Tools

Brand24 + BuzzSumo will tell you about 
what’s going on with your audience.

Focus Groups

In 2021, I call those Facebook Groups or 
Linkedin Groups
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Your social media strategy should tap into 
the wants, needs, cares and desires of 
your audience. What problems do they 
have? How can you make their life better?



WHO ELSE IS OUT THERE?

Direct
Find 5 companies / brands 
that are as similar to you
as possible. (Rival.iq)

Industry
Find 10 companies / brands in 
your industry. They don’t do what 
you do but they sell to your 
audience.

Adore
Pick 5 companies you 
adore that are not in 
your industry.
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Action Benefit
and you will 

THE CONTENT BREAKDOWN

10% Ask for Action
Buy this, like this, do this, click 
this, share this….

20% Highlight Others
UGC, testimonials, industry news, 
industry pals, events

70% Give Value
Behind-the-scenes, tips + tricks, story, 
product info, free useful value. Don’t ask for 
anything!



Remember: Nobody likes a story 
about a hero. Everyone likes a 

story about a hero’s journey.

Who do you want 
to be the hero to 

and for what?





What to Include on Your Content Calendar

1. Start with Frequency
2. Pick Your Channels
3. Set Your Goals
4. Plan for the Month
5. Write Your Captions
6. Gather Your Creative
7. Considering Scheduling (Buffer.com)
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Stop & Stare 
Test

Stop & Care 
Test



Don’t Be 
Generic on

Social Media
How to be YOU, sound like you &

show up authentically



Social Media is 
an Accessory to 
Your Brand



BRAND IDENTITY

BRAND VOICE
What’s your personality? It 
should show up in all of 
your social media copy

BRAND ASSETS
The logo and color 
scheme should always be 
consistent

BRAND VALUES
What do you stand for? What 
do you stand up for?

BRAND CONTENT
Can you create a content 
series you become known 
for?



Brand Tagline: 
8-Seconds

WHAT DO YOU DO?
WHO DO YOU DO IT FOR? 
WHAT MAKES YOU UNIQUE?
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YOUR SOCIAL STRATEGY

INTERACT
Respond to comments
& messages + interact
with industry accountsSTICK TO A FREQUENCY

How often can you post
valuable info?

PICK 2-3
Be active on the 

platforms your audience
is currently using



YOUR SOCIAL STRATEGY

SHARING IS NOT 
CARING

Separate strategy to
not be a copy-paste
across platformsTOPICS

5 topics to post about to
be known about

ASSETS
What are you working 
with? Video / photo /

audio / all



PLATFORM 
HACKS



In my house, 
you play by MY 
rules….



INSTAGRAM (5) 40

● IG Reels
● IG Story
● Content Variety
● Hashtags
● 50% Convos
● Guides



FACEBOOK (5)

● Facebook Live
● Facebook Group
● Messenger

Optimize Profile
● Longer content



TWITTER (5)

● Trending topics
● Engage
● Fleets = 24/Hours
● Twitter SPACES
● 280 characters



LINKEDIN (5)

● Engage
● 5 pillar topics
● Short sentences
● Newsletter
● Groups/community



TIKTOK (5)

● 15-60 second 
videos

● Copy-cat videos
● Tip series
● Get creative
● Use hashtags
● Testing in-app 

shopping



OTHER SOCIAL

● Twitch (Live 
streaming platform -
gaming, talk shows, 
podcasting)

● Clubhouse ( Audio 
app where 
participants can 
move around virtual 
rooms)



Social Media Metrics & Analytics



SET GOALS ON SOCIAL

● Objectives: brand awareness, brand loyalty, 
audience engagement, increased conversion 
rates, website traffic, etc.

● Measure: social analytics, UTM links, Facebook 
Pixel

● Understand: social media isn’t a sales tool. It’s a 
relationship building tool



Impressions

An impression occurs
any time a post hits a 

user’s feed.

Likes & comments -
even link clicks. What 

urges people to do that?

Engagement

Reach
Total # of unique accounts 
exposed to a post. Keep

the content wildly engaging.

Shares
When a user shares your 

content on their page. Big win!

LOOK AT THIS:
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Q&A
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