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Why Businesses Use Social Media



What are the Top 
Social Media 

Marketing 
Objectives?



Connect with Consumers in the Funnel

•Businesses have success 
throughout the funnel



Social Business Objectives: Show It

Let’s look at businesses and try 
to determine their strategies.
• Let’s see how businesses 

get results:
• View their social media
• What is their strategy?

• Attract/Reach
• Nurture
• Convert
• Retain/Grow
• Advocate





Steps to Social Media Strategy



Social Media Plan



Strategy: Listening





Strategy: Marketing Goals



Social Media Strategy

•What are you trying to 
achieve & who are you trying 
to reach?
• Different strategies call for 

different executions.



Digital Strategy: ANCRA



ANCRA Funnel

•Full-funnel marketing 
drives the best results
•Consider each stage and 

the unique marketing 
goals you have for each
•Focusing only on “sales” 

is short-sighted



Digital Strategy: ANCRA

•Digital strategies typically link to one or more stages 
of buying process
•Defining your strategy in these terms will help you to 

write focused digital objectives



Digital Strategy: ANCRA



Digital Strategy: ANCRA



Strategy: Target



Social Media Plan



Learn About Your Target

•Who are they really?
•What are their demographics?
•What are they interested in?
•What are their behaviors?
•What do they read? 

Online/offline?
•What problems do they have?
•Who are their influencers? 
•Where do they go to learn?



Define Your Target Audience

•Who do you want to reach?
•May have multiple target audiences
• EX: In a non-profit
• Corporate sponsors
• Donors
• Volunteers



Define Your Target Audience



Strategy: Content



Social Media Plan



Content Flows from a Strong Plan

• Is this a good 
post?
• Is it relevant?

DEPENDS ON 
STRATEGY & 
OBJECTIVES!!!



Social Content Strategy Steps

1. Content ideas
• What will you talk about?

2. Content mix/calendar
• Amount of each content topic to cover on each channel

3. Content optimization
• Create in a format for success on the channel



Great Content Ideas

• Remember WHO is your Audience
• Listening!!!!
• Popular posts on similar sites/blogs
• Discussion topics on similar social accounts
• Unique content that is missing
• Expert advice

•Always ASK WIFM 
• What’s in it for me? (the audience)



Content 
Topics



Social Content Mix



Strategy: Social Networks





Setting Social Media Priorities



Place Your Opportunities on a Graph



Measure



How Important is the Activity?

Rate activities as: 
Hero, Hub, Hygiene 
to understand the 
importance

First priority for everything. The basics 
that customers expect for us to be 
successful.

Our core areas of marketing that we 
know are important and work for us. 
Focus is on optimizing these activities.

Deploy resources smartly for possible 
game-changers that are not proven or 
have a short-term impact.



We are obsessed with Measuring 
Digital. 

But Why?



What is the Goal of Measurement?

• Is it working?
•Could we be doing better?
• Is it a better vs. other spending choices?
•Optimization?

These are all different questions that require 
different approaches. Start with what you want to 
know.



Metrics Should Link to Strategy



Measurement Goals: Tell It

What KPIs match your 
business objectives?

Choose 1 channel + discuss.



Setting Benchmarks



Setting Benchmarks

One of the BIGGEST 
challenges with digital 

measurement?

We don’t know what “good” looks like.



Adapt



Plan to Adapt

Plan to 
review 

your 
analytics 

and adjust 
your plan.



Social Media Strategy Anatomy 



What is an Anatomy?

•Defines WHEN you do WHAT



Anatomy of a Social 
Media Strategy
• Executive Summary
• Social Media Audit
• Social Media Objectives
• Online Brand Persona
• Strategies and Tools
• Timing and Dates



Anatomy of a Social 
Media Strategy
• Social Media Roles and 

Responsibilities
• Social Media Policy
• Critical Response Plan
• Measurement
• Reporting Results



Executive 
Summary

• Define a specific social media priority for the 
year
• State the primary focus and objective
• What are two strategies to support the 

objectives?



Social 
Media 
Audit

Audit the 
agency’s 
current 
channels

01
Website traffic 
sources 
assessment 

02
Audience 
Demographics

03
Competitor 
Assessment

04



Social 
Media 

Objectives

• Specific
• Measurable
• Ex: 
• Increase unique visitors from social media 

channels to the website by 30% in 6 
months 
• Increase Instagram followers by 30% in 

six months



Social 
Media 
Objectives

Spell out the 
KPIs

State the 
Key 

Messages



Online Brand Persona

• List 4-5 adjectives describing Dix & 
Eaton



Online Brand Persona

• When interacting with clients 
you are_____



Strategies 
and Tools

• Paid

• Owned

• Earned



Strategies and Tools

• What are your approved tools?
• Ex: Hootsuite, Canva

• List rejected tools



Timing and Key 
Dates

• Holidays

• Conferences

• Days/Months – Ex: Emoji Day or 
Breast Cancer Awareness Month

• Reporting Dates



Social Media 
Roles and 
Responsibilities

Marketing 
Director

Social Media 
Manager

Social Media 
Coordinator 



Social 
Media 
Policy

What can 
employees share

How should they 
act?

What are the best 
practices want 
employees to follow



Critical 
Response 
Plan

Scenarios 

Action Plan

Steps to 
follow



Measurement 
and Reporting

Define how 
often you 
will report

• Monthly
• Quarterly
• What does 

the report 
include

• Who gets it?



Measurement and 
Reporting

• Quantitative 
• Website traffic
• Social Network Data



Measurement and 
Reporting

• Qualitative 
• Sentiment Analysis 



Measurement 
and Reporting

Proposed Action 
Plan Items

What will you 
continue

Consider?

Change?



Let’s Connect Online

@BootCampDigital


