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SOCIAL MEDIA PLAN
If you are new to marketing your business online, then a social media plan can be a good place to start.  It can help by making you think about what you want to achieve, who you are marketing to (and how) and provide a ‘plan of attack’.  It doesn’t have to be a huge document, 1-2 pages of considered and careful planning can be just as effective for getting you engaging with potential customers on social media.
If you are pretty comfortable with marketing your organisation using social media it might be time for you to think about a Digital Marketing Plan (or strategy).  A Digital Marketing Plan covers more than social media.  It usual includes; a vision, an online marketplace analysis and a plan that often contains specific marketing tactics such as remarketing, inbound marketing and content marketing.  Please check out our Digital Marketing Template to learn more about how to create a simple Digital Marketing Plan. 
A social media plan is important to our organisation because we believe, that to effectively market to our customers online we need to follow a plan.  Posting on social media is unlikely to lead us to more sales, unless we have done our research and know what we want to achieve, who we are marketing to (and how) and have a plan of attack.  Our Social Media Plan also includes measuring effectiveness of our social media efforts so that we can determine what works and what doesn’t and change our online behaviour accordingly.
OBJECTIVES
Think about what your organisation wants to achieve from social media –consider what success looks like for your organisation.  Do you want to direct more people to your website? Inform them of a new service? Raise awareness of the multiple ways a product can be utilised? Ideally your objective should solve a challenge.  How does what you want to achieve from social media relate to your existing business processes or plans (such as your marketing or business plan)?
Don’t forget to make your objectives SMART (specific, measurable, achievable, relevant and time-bound).  There is lots of information available on the internet about setting SMART objectives. Remember, the better defined your objectives are, the easier it is in the long run to achieve them.
Our key objectives are:
· 
· 
· 
TARGET AUDIENCE
Consider who you are trying to reach via social media.  Think about the types of people who buy your products or services – often these will fall naturally into groups. Maybe fashion forward teens are interested in your product, or baby boomers interested in experiencing the outdoors.  If you can identify the types of people who purchase your products or services then it can be much easier to market to them.  Where do they spend their time on the Internet – is it keeping up with friends and families on Facebook, or are they frequenting youth fashion websites? Knowing who they are and where they spend their time online can help you attract their attention by providing information that is interesting to them on the social media sites that they frequent.
Also think about how you can help your target audience – what problem are you solving for them?  
You can take this exercise further and develop ‘Marketing Personas’ to help you further target your prospective buyers (refer to the Digital Marketing template for more information on developing personas).
Once you have defined your target audience(s), capture your findings below.  Write a summary of who your target audience is, where they spend their time online and how you can help them.

CONTENT TYPES
For marketing using social media it’s not enough to just think about your target market.  You also need to consider which type of content would deliver the best message.  This may differ depending on the audience you are targeting and the message you wish to convey.  Consider the problem you are trying to solve for your potential customer – which type of content would best deliver the message? – A tutorial, how-to-guide, Question & Answer, Infographic, Case Study, Blog Post, Customer Testimonial etc?  Think about the objectives you defined in this Social Media plan – do they have an impact on which content type you should use?
You may have heard the term Content Marketing before.  It’s becoming a very popular approach in digital marketing. Content marketing is about providing consistent, regular, useful information to customers in order to build a relationship that leads to business, trust and loyalty. You become a resource that solves problems and puts you in a position of authority. Because of the flexibility and immediacy that social media provides, content marketing is usually delivered via social media channels. 70% of customers prefer to get to know an organisation via content over ads (Source: Content+, 2013), so it’s worthwhile considering using a content marketing approach. Visit www.digitalresources.nz and search for Content Marketing to learn more.
Summarise the content types you plan to use and the situations in which they should be used below.

DELIVERY MECHANISMS
The delivery mechanism is the ‘how’ your audience access your message.  Will it be a video, podcast, image, social media post, email, presentation etc?  Make sure you also name the channel you intend to use, for example if it’s a video will you use YouTube or Vimeo? A social media post – Facebook, Twitter or LinkedIn?
If you haven’t used social media much before, it makes sense to pick one (the one that a large part of your target audience visit) and focus on that.  Become familiar with how it operates. Use your metrics (see below) to find out what works and what doesn’t work.  It is preferable to use one social media channel well, than lots of channels poorly.  
Outline below the specific social media channels you intend to use and how you intend to use them.  It’s ok to prioritise them, or only focus on one for now – you can easily update this social media plan later after your knowledge has grown.  
Also consider being efficient in the way you use social media. There is a saying in content marketing “Create once, share everywhere”.  For example it’s ok to publish a story on your blog post and then share it on Facebook, and in your hardcopy newsletter. You may change the wording of your story slightly if the target audience is different depending on the delivery mechanism you use. 

TIMELINE
The timeline is a high level explanation of how often you will publish content for each channel.  Your publishing calendar will contain the detail of the dates, topic, objective etc.  The timeline can be a statement as simple as “We will publish a new blog post to our website weekly”, or “We will publish a Case Study on LinkedIn monthly”.
Make sure that your timeline is realistic – it’s better to deliver quality over quantity as the quality of your content reflects directly on your organisation.   

METRICS
It’s important that you measure and evaluate your activities on social media so that you know whether your chosen approach is successful.  By knowing what works and what doesn’t work you can improve how you use social media to promote your business.
Look at the delivery mechanism(s) you intend to use.  What metrics does this tool capture?  Consider what success will look like – is it the number of comments on a post? The number of times a post is shared? How many visitors your webpage has? How long a video is watched before being stopped? How many times a link is clicked?  Redirects to your website?  

IMPLEMENTATION
So, you’ve spent some time thinking about what you want to achieve via social media, who you are targeting, the type of content you will publish and the delivery mechanism/social media channel you will use.  You even know how often you will publish content and what you will measure to know if you are successful.  But now we need to link this Social Media Plan to the ‘doing’… to the writing, reviewing and publishing of content onto social media.  
Although not strictly part of the Social Media Plan, managing the implementation is crucial to your success, so we’ve outlined how we do it – using a Social Media Publishing Calendar. The publishing calendar can be a table in Word or an Excel spreadsheet (we have an Excel Template that can be used if you don’t wish to create your own). It will help you track what has been published and where.  
The calendar can also be useful if you decide to “create once, share many” as you can use it to track where content should be shared and when.
Consider how far in advance you want to define what content will be written. Initially you may want to only map out a couple of months of content and the re-evaluate based on the metrics you capture.  The calendar will force you to define the topic of each piece of content (e.g. erection of luxury 2-person tent), the objective for the content (provide a visual instruction for existing customers and entice them to look at other ‘how-to’ videos to learn about other products).  The type of content (e.g. how-to guide), the delivery mechanism (YouTube video), the metrics captured (engagement time), keywords to be included in the content, the author, the person responsible for reviewing and/or uploading the content. The date the content should be published and the date it should be removed –if relevant (e.g. relating to a time-based offer or competition). 
We will use a Social Media Publishing Calendar to keep track of the content required, who is responsible, how metrics will be measured etc.  The content will be planned in advance to ensure we have a cohesive, structured approach to our social media use.
[bookmark: _GoBack]The following information will be captured in our Social Media Publishing Calendar:
· Publication Date – The date we intend to publish the content online
· Expiry Date – If there is an end date where the content is no longer relevant, for example after a competition has finished, we may have an expiry date.  Depending on the channel we use to publish the content we may have to manually remove the content (so remember to set a reminder in your diary or calendar to do this)
· Topic – what our content is about?
· Target Audience – Which sector of our potential customer base are we addressing? 
· Objective – what do we hope to achieve by publishing this content? Is it to answer a common question, inspire a potential customer to enquire etc?
· Content Type – What type of content are we using for your message? A video? Interview? Etc.
· Delivery Mechanism – How the audience will receive the message (e.g. a video) and on what channel (e.g. YouTube video, or Vimeo video shared on Facebook)
·  Metrics – The metrics we will use to measure who has viewed the content. This usually is dependent on our delivery mechanism and some may not have any metrics.  But for example if it’s a Facebook post – what metrics can we capture?
· Keywords – are there keywords that should be in our content?  This may be metadata tagged on our content (depending on the delivery mechanism), or keywords that people might search for.
· Author – Who is going to write this story? This helps ensure that the workload for developing content is shared around.
· Responsible – In some instances, such as when a customer will be the author, we may need a person responsible to ensure the content is developed within the require timeframes.
· Reviewer – This is the person responsible for checking the content adheres to our standards. They should spell and grammar check the document.  Make sure it meets the objectives, is written for the target audience and basically meets the requirements outlined in this publishing schedule.
· Publisher – This is the personal responsible for publishing the content. Different people in our organisation might be responsible for managing the Facebook posts, vs website, vs a blog post.
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