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Today's session

MAIN TOPICS

Develop social media strategy
Create social media content calendar
Leverage user-generated content




OWNER & STRATEGIST,
PINE STREET DIGITAL

Social Media Strategist

Anne is a creative marketer with a track record of developing and
executing successful social media strategies and campaigns.

Anne creates and posts content for a variety of social media networks,
has managed social communities with more than 340,000 users, and
has developed dozens of social media strategies for clients in the
tourism, hospitality, sales, and retail industries.




Tourism Advocate

Anne is the founder/manager of the
Tourism Industry COVID-19 Resource Group
and Tourism Geeks Facebook Group, and
cofounder of the monthly #tourismchat
Twitter/Facebook chat.




HOW TO CREATE A

Social Media
trategy

in five steps
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Why do you want to be on social media?
Who Is your target audience?
What are you going to share?

Where are you going to share?
When are you going to share? -



1. Why do you want to be on soctal media?

CREATE GOALS S.M.A.R.T. GOALS
Examples: Each goal should be:

* Increase brand awareness » Specific

* Drive traffic to your website * Measurable

« Grow revenue/sales  Attainable

* Provide social customer service * Relevant

* Listen to conversations about your brand * Time-bound



Examples from Hootsuite

Business objective

Awareness (these metrics
Grow the brand illuminate your current and Followers, shares, etc.
potential audience)

Engagement (these metrics
show how audiences are
interacting with your content)

Turn customers into
advocates

Comments, likes,
@mentions, etc.

Conversions (these metrics

Drive leads and sales  demonstrate the effectiveness ' coSIte clicks, email signups,

of your social engagement) -
Consumer (these metrics
Improve customer reflect how active customers  Testimonials, social media
retention think and feel about your sentiment, etc.
brand)

www.hootsuite.com/social-media-templates
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2. Who 1s your target audience?

DEMOGRAPHICS

* Age

» Gender

* Education level

* Income level

* Marital status

« Number of children (if any)
« Occupation

» Location

INTERESTS

 Hobbies

» Passions

* Things they are look for and read
about

USE OF SOCIAL MEDIA

* Which networks do they use?

* When do they consume content on
social media?

* Why do they consume content?

* How do they consume content?
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3. What are you going to share?

THEMES TIPS
« Specials/savings/free things * Look at your website navigation, blog
* News: special hours, influencer articles categories, or banner images
» Seasonal e Start with only a few themes
* General » Use larger, general themes
* Events * You can still publish content that

doesn't belong to current themes



Theme examples: Laurel Highlands VB

« COVID-related
* Arts
* Family
Outdoors
 Farms/Agriculture
* History
* Dining
Events
* General
o |[tineraries
o Blog posts
o Accommodations
o Meetings/events
o Request/download Visitor Guide
o Cross promote social channels

=

Laurel Highl THINGSTO DO

PENNSY.L LV A

NOW OPEN
ARTS & CULTURE
CASINOS
FAMILY FUN
FARMS & ORCHARDS
HISTORY & HERITAGE
SEASONAL ACTIVITIES
DINING
BOO
WINERIES
SHOPPING
SPAS & WELLNESS

SHOOTING RANGES

SPEEDWAYS

ESCAPE ROOMS

FALLINGWATER

EVENTS OUTDOORS PLACES TO STAY PLAN Q

BREWERIES & DISTILLERIES
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PLATFORMS

Facebook
Instagram
YouTube
Twitter
Pinterest
Snapchat
LinkedIn

CONSIDERATIONS

 How much time can you devote?
» Personal skills related to content?
* What networks do you personally use?

4. Where are you going to share?

Use of different online platforms by demographic groups

% of U.S. adults who say they use ...

Facebook YouTube Pinterest Instagram Snapchat

Total 68% 73% 29% 35% 27%
Men 62 75 16 30 23
Women 74 72 41 39 31
White 67 71 32 32 24
Black 70 76 23 43 36
Hispanic 73 78 23 38 31
Ages 18-29 81 91 34 64 68

13-24 80 94 31 71 78

25-29 82 a8 39 54 54
30-49 78 85 z4 40 26
50-64 65 68 26 21 10
65+ 41 40 16 10 3
<$30,000 66 68 20 30 23
$30,000-$49,999 74 78 32 42 33
$50,000-$74,999 70 77 z4 32 26
$75,000+ 75 24 39 42 30
High school or less 60 65 18 29 24
Some college 71 74 32 36 31
College+ 77 85 40 42 26
Urban 75 80 29 42 32
Suburban 67 74 31 34 26
Rural 58 59 28 25 18
PEW RESEARCH CENTER
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www.sproutsocial.com/insights/social-media-marketing-strategy
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b. When are you going to share?

GENERAL TIMES TIPS
* Mornings » Use insights to see when more users
« Commute times see your posts or are online
* Lunch breaks * Analyze to see if there are any patterns
* Evenings » Schedule posts for consistency

» Weekdays vs. weekends
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HOW TO CREATE A

Social Media

Content
Calendar

through planning, publishing,
and analyzing




Best practices (from Buffer):

* Facebook: 8-15 per week
o 1-2 per day

* Instagram: 5-10 per week
o 1-2 per day
o Stories: 2 per week

* Twitter: 21-70 per week
o 3-10 per day

* Pinterest: 5-10 per week
o 35-70 per day

* LinkedIn: 8-15 per week

o 1-2 per day







POSTING FREQUENCY
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Tools to consider:

» Microsoft Excel
» Google Drive Spreadsheet
* Trello

* Evernote
* Find templates by Googling
‘content calendar template”




My Google Drive Spreadsheet tabs:;
* Facebook, Instagram, Twitter,
Pinterest, etc.
» Calendar
» Hashtag holidays
* Reporting
« Competitors
* Logins
* Time sheet




TAB ORGANIZATION

(From an OCD planner)

 Status: posted, scheduled

« Date posted: exact date

» Week: space out your calendar
by weeks and number of posts

» Calendar note: holiday, check
weather, check link, etc.

 Theme

» Post copy: add quantity of weekly
posts here, or other note

« URL

« Hashtags: on Instagram tab

« Asset: photo/video file hame or
description



Status
Posted

Posted

Posted

Posted
Posted

Posted

Posted

Posted
Posted
Posted

Posted

Date Posted Week ‘Calendar Note Theme

8/4/12019 8/4/2019

8/5/2019 M

8/6/2019 T

8/6/2019 T
8/7/12019 W

8/7/2019 W

8/8/2019 R

8/8/2019 R
8/9/2019 F
8/10/2019 Sa shared

8/13/2019 shared

1 event

2 dining
3 news

4 general
5 general

6 Photo Stops

7 dining

8 TBT
9 general
dining

Post Copy (8-10 posts/week + at least 2-3 shared partner content/week) + EVENTS

Z

Asset

event

phot
link, thumbnail

photo
link

photo

photo

photos
link
link

photo




* Make content calendar sharable so
staff can collaborate

» Space out your dates, fill In
themes, find content sources, then
write post copy

» Use one platform for planning,
copy/paste post ideas to
repurpose content

« Don't forget holidays
* Have fun with #hashtag holidays

 Plan in advance and schedule
everything




QUALITY CONTENT

* Helps or informs people

e Easy to share

* Has a Call-To-Action

« Makes sense to your target audience
* AND... should be repurposed

CONTENT MIX

« 80/20 Rule
o 80% inform or help others
o 207% promote your business
* Rule of Thirds
o 1/3 promotes your business
o 1/3 shares ideas from other sources
o 1/3 personal interactions
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TYPES OF CONTENT

* Photos and videos typically perform
oetter than links or text posts

* Facebook Events are promoted
within the platform, and are easy for

users to find
« Add hashtags when applicable



SCHEDULING CONTENT

« Copy/paste content from your
calendar into the network

» Schedule a week's worth of content
together, and notate what has been
posted or scheduled in your calendar

» Schedule multiple posts in one
sitting, on one network at a time

* | prefer to schedule Facebook posts
via Facebook for customization

» Other tools: Hootsuite, TweetDeck,
Buffer, Sprout Social, Tailwind

www.influencermarketinghub.com/social-media-posting-scheduling-tools



« ALWAYS double proof your content

* Quotation marks are sometimes added
when you paste content into a post box,
depending on how you copy the cell

« Copy and paste Instagram post text
and hashtags from the Google Drive
app or through AirDrop from Mac to
IPhone; or use a desktop scheduler like
later.com

« Use Dropbox for images so you can
easily share them or use them on any
device

« Work in batches - sourcing content,

choosing image/saving images to
Dropbox, writing post text, and
scheduling




COMMUNITY MANAGEMENT

* |f you schedule content, don't forget
to engage/interact with your
communities on each platform

» Like comments on your Facebook
posts, check for mentions, public
shares, reviews, and private
messages

* Reply to comments, messages, tags,
mentions, etc.

» Hide negative, hurtful, or spam
comments



MEASURE AND OPTIMIZE

* Followers
 Number of posts

e Interactions: likes, comments, shares,

retweets, etc.
» Post reach
* Post impressions

* Link clicks
« Website traffic
* Visitor guides requested via social

e Customer testimonials
* Google reviews
« Other conversions




Social media 1s always changing

Experiment with different types of content published at
different times.

If something performs well towards your goals, try to replicate
It in a future post. And post it again in a few months.

If something didn't perform well, see if you can figure out why.
Tweak it and test it again!



User-generated
content




Search @ V @ @ @ : o o

laurelhighlands_pa LS B3 -

1,044 posts 15.9k followers 466 following

Laurel Highlands

asiand @from the Laurel Highlands. P I_l a S h ta g S
Use #laurelhighlands to join the conversation.

laurelhighlands.org

« Tagged images of your account
* Location tags

Art

List instructions in your profile - to
tag @accounthame or #hashtag to
be featured




,a.- '&f‘."_& @ nej_hiking + Follow
C e - Quemahoning Dam

laurelhighlands_pa What an
amazing photograph! We would
like to use this for social media,
promotions and publications. Reply
with @laurelhighlands_pa
#YesLaurel if that's fine! Read our
terms and conditions:
https://bit.ly/2UhFU8u

2w Reply

|— View replies (1)

Qv

82 likes
JULY 19

Add a comment...

INTERACT AND SHARE

 Save the image

 Like the image

« Comment on the image
 Thank the photographer

« Always provide photo credit



List instructions in your profile:
"tag @accountname or #hashtag to
be featured in our content’

Always ask for permission to share

Publicize your handles and hashtags
IN your business

Discover your advocates and
ambassadors






Let's get social!

CONTACT ME

Anne Swoboda
Pine Street Digital

Telephone
219-743-5392

Email

Anne@PineStreetDigital.com e
Laurel Highlands

Pine Street PENNSYLYANIA

DIGITAL




