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1. What is social media marketing?

2. Why is it important?

3. Defining your target audience

4. Defining your goals

5. Brand tone of voice 

6. Choosing the best networks 

7. Best practises by network

8. Content strategy

9. SMM tools

10. Social media metrics 

11. Where to find them

12. How to report on them



What is social media marketing?

a form of digital marketing that leverages the power of popular social media 

networks to achieve your marketing and branding goals

Presenter Notes
Presentation Notes
Using social media as a tool to achieve your marketing goals



Why is it important?

Increase brand awareness 

Build a community

Create relationships

Improve customer service

Increase customer loyalty  



Defining your target audience

Who?
Who are you trying to reach? Define common characteristics; age, gender, location, marital status, interests, 

hobbies, career history, challenges & goals

Why?
Ask yourself what problem your business/product solves for its customers? Why would they use it?

When?
When are you trying to reach them? At home? At work? 

What?
Research what social media networks they spend time on

How?
How are you going to cut through the noise? What content types resonate best with their demographic?

Presenter Notes
Presentation Notes
1.WHY? -  Ask yourself what problem your business/product solves for its customers
2. WHO? - Use existing customer data to define common characteristics 
Age
Gender
Location
Marital status? Children?
Interests & hobbies
Career history
Challenges 
Goals
3. WHEN? – When are you trying to reach them? At home? At work?
4. WHAT? Research what social media networks they spend time on 
4. HOW? – Content types that resonate for that demographic 





Defining your brand tone of voice

Presenter Notes
Presentation Notes
Innocent drinks – light-hearted, funny, witty 
Good Organisation Charity – serious, emotional, shock-factor 
Aldi – funny, reaction-provoking, expense of competitors
Coca cola – positive, friendly, down-to-earth
Specsavers – opportunistic, witty, consistent slogan (England VS Scotland 0-0 during 2020 euros)
Tiffany – witty, elegant, classic

Choose 3 words or phrases to base your brand tone of voice, stick to it 




Defining your goals

Business objective Social media goal Metrics

Grow your brand Awareness Followers, shares, likes, comments, video 
views 

Increase customer loyalty & retention Increase engagement Engagement rates, likes, shares, 
comments, mentions

Drive sales & leads Conversions Website clicks, email sign ups, 
e-commerce buys

What do you want to achieve?

Presenter Notes
Presentation Notes
What do you want to achieve?

Ask yourself what you want to achieve in the next year for your business – if you are a new business, or new to social media, you may just want to increase awareness in the first instance, and worry about conversions later on 

If you already have a social media presence, you may want to focus on increasing your engagement – look at your current ER and create a benchmark, use test & learn strategy to bring up your ER 

If you have a social media presence with strong engagement, you may want to focus on driving more visits to your website or even more e-commerce conversions, do this by using clear call to actions and a T&L strategy to see which content types are converting your audience the most, learn to use tracking on GA to see how many social media users click through currently, and set a benchmark to beat 

Once you have considered what you want to achieve from your social media channels, set some SMART goals to aim towards e.g. if you want to grow your brand, you may set a goal to have 500 followers in the first year 
If its to increase customer loyalty, you may aim to keep engagement rates at about 1% consistently 



Choosing the right network

Demographics 740 million users
Ages 46 - 55

450 million users
Ages 30 – 49
68% male

2.7 billion users
Ages 25 - 44

1.2 billion users
Ages 18 - 34

689 million users
Ages 18 - 24

Purpose News & articles
Networking

News & articles
Conversations
Trending topics

Building relationships
Connecting with friends

Building relationships 
Conversation

Building relationships
Conversation

Best for Business development
Brand awareness
B2B businesses
Recruitment

Public relations
Customer service

Building brand loyalty 
Smaller local businesses 
Family-oriented businesses

Lead generation
Sales 
Entertainment 
Beauty/health businesses
E-commerce

Building brand loyalty 
Community 
Trending campaigns
E-commerce

Downsides Limited interactions
Not very personal 
Work hours

280 characters or less
Declining in popularity
Chronological timeline

Limited reach 
Declining in popularity
Personal network

Images and video only Videos only 
Very specific demographic
Algorithm based timelines

Presenter Notes
Presentation Notes
You need to consider your target audience and brand tone of voice in this – which is why its important that you follow those steps first 
Who are you trying to reach? 
Which platforms are they on?

Learn how to use the right platforms for your audience and brand tone of voice, focus on those rather than trying to be on every network 
Perhaps pick just 1 or 2 to start off with

LinkedIn – older audiences, used for searching for jobs and networking professionally, not personal, useful for B2B 
Twitter – build brand awareness by joining in conversations on trending topics that relate to your business
Facebook – good platform for building brand loyalty but is mostly a personal network for building relationships with friends, so best if you are a more community-focused local business with a personal feel
Instagram – one of the fastest-growing platforms, especially good for a younger audience, works well for visual based businesses such as food, art, retail and beauty
TikTok – the other fastest-growing, very young demographic, good for businesses with teenage/young adult demographic, you need to know how to use it to succeed and understand the algorithm, create campaigns with trending sounds

Sources
https://aofund.org/resource/choosing-right-social-media-platform-your-business/ 




LinkedIn Business Pages

Best practises

• Add your organisations logo, and use a branded 

header image 

• Complete your business overview - use your 

organisation’s mission, purpose & values

• Input your company information; website URL, 

location, industry & size 

• Customize your call-to-action button to align 

with your social media business goals – e.g., 

visit the website 

• Have your employees tag your business as their 

place of work 

• Leverage employee networks by encouraging 

them to tag your company in relevant posts

• Post x2 weekly, add visuals – especially video

Presenter Notes
Presentation Notes
https://business.linkedin.com/marketing-solutions/linkedin-pages/best-practices 



Twitter Business Pages

Best practises

• Same as a personal account – no company pages

• Add your organisations logo as the icon and use a 

branded header image 

• Complete your bio using company vision, mission 

& values 

• Input company information; website URL, location 

• Post once or twice daily

• Keep your posts short, add visuals – especially 

video

• Incorporate timely and relevant hashtags

Presenter Notes
Presentation Notes
https://business.twitter.com/en/basics/what-to-tweet.html



Facebook Business Pages

Best practises

• Create a page 

• Add your page name (organisation name) and 

category

• Add a profile photo (logo) and branded header 

image 

• Add your bio using your company mission, 

vision & values 

• Add relevant information such as a contact info, 

location, business hours, website URL

• Post 3-5 times per week, use high-quality 

creatives including video

• You can use Meta Business Suite to schedule 

your posts in advance for free

• Pin significant posts 

Presenter Notes
Presentation Notes
https://www.facebook.com/business/help/473994396650734?id=939256796236247



Instagram Business Pages

Best practises

• Create an account, and select ‘switch to professional’ 

account once completed

• Add your organisations logo 

• Complete your bio - use your organisation’s mission, 

purpose & values, but keep it short & sweet

• Input your company information; website URL, location

• Customize your call-to-action button to align with your 

social media business goals – e.g., visit the website 

• Post 3 – 5 times weekly on your feed

• Stories 1 – 2 times per day, save evergreen stories as 

highlights 

• You can use Meta Business Suite to schedule your 

posts in advance for free

• Use reels and create video content 

• Post high-resolution images on your grid 

Presenter Notes
Presentation Notes
https://blog.hootsuite.com/instagram-best-practices/



TikTok Business Pages

Best practises

• Add your organisations logo 

• Complete your business overview - use your organisation’s 

mission, purpose & values, but keep it short & sweet

• Input your company information; website URL, location

• Customize your call-to-action button to align with your social 

media business goals – e.g., visit the website 

• Post once or twice weekly

• Use trending sounds to increase your reach

Presenter Notes
Presentation Notes
https://tinuiti.com/blog/paid-social/tiktok-best-practices/



When to post 1 – 2 times per week 5 – 7 times per week 3 – 5 times per week 3 – 5 times per week
(stories x2 per day)

1 – 2 times per week

Best content  
types

Long-form articles/blogs
Interview-style videos 
Informational videos 
Multi-image posts 

Short, simple, conversational
Trending topics 
News
Blog posts 

Short videos 
Blog posts 
Curated content from your 
customers 

High resolution photos 
Reels
Stories 

Videos to trending sounds 

When should I post?

Presenter Notes
Presentation Notes
Simple if you plan to have 1 or 2 networks set up for your business, however if you plan to have more, you may want to invest in a social media management tool and run your socials that way 

Sources �https://blog.hootsuite.com/how-often-to-post-on-social-media/#:~:text=Instagram%3A%20Post%20between%203%20and,to%202%20times%20per%20day. 
https://www.linkedin.com/pulse/what-best-content-each-social-media-platform-luke-stillwell/ 



What content should I be posting?

Presenter Notes
Presentation Notes
Consider the social media network(s) you have chosen and do some research about what content types perform best on that network
Consider your target audience demographics, do some research on what content types typically resonate best with your audience 
Consider the goals you have set and what content types work best to achieve them, e.g. reels for awareness, like & share competition for engagement

For example, if you have a young audience, and you’re going to focus on Instagram, your content types will be visual – images and videos. 
Videos perform best on Instagram for brand engagement, create some reels that can be used on your feed and as stories 
Create tests that you can do, maybe some will have longer captions than others, or some may have a person speaking and others be animated, get creative 

Be smart – if you are going to try to use more than one network simultaneously, do not over compensate and try to create bespoke content for every single one, reuse your content 
For example, pictures you may create for an Instagram carousel could be used as a Facebook or LI multi-image post – this saves you (or your marketing team) a lot of time 

Some examples of local business examples that are doing this well
GF – LinkedIn advertising tool to market recent Funds Forum event where we had Steve Backshall as keynote
Tiffany Anna Art – Local artist with 154k followers due to engaging reels and posts 
BOOSH – new coffee shop coming soon by the Cornerstone, using Cornerstone voucher to promote new shop 
Guernsey Animal Aid – give updates on rehomed animals posted about on their page generates lots of local engagement and increases awareness for future adoptions 
Guernsey Candles – one of their employees has over 5.3 million followers from posting tiktoks of the candle-making process (using employees can often increase engagement as it feels more personal)




Creating content

Presenter Notes
Presentation Notes
Canva is great for content creation, you can get a free account and still have access to a lot of their templates, iconography and images 
Canva pro gives you unlimited access to all their premium templates and stock photos, save brand logo and colours, 24/7 customer support
Canva for Teams is the same as Canva Pro for up to 5 people 

Very simple drag and drop type functionality 
Save your work 
Reuse templates 





Creating a content calendar

Presenter Notes
Presentation Notes
Content calendars – a way to keep track of what you are posting and when, make sure you are posting the right amount for your chosen networks consistently
Example content calendar – we use a system called Oktopost 
Not in the upcoming list as a bit too expensive for individuals just starting up a new business – but most social media management tools will have a calendar that populates for you like this one 

If you do not want to invest in a social media management tool, you can create a calendar on excel and manually fill it out – this way you will be on top of when things are going out and you can ensure you are not posting too much in one day or missing large chunks of time so that you remain consistent. Consistency is something which all the algorithms look for across all networks, but some expect you to post more than others (as discussed)

Sources �https://blog.hootsuite.com/how-often-to-post-on-social-media/#:~:text=Instagram%3A%20Post%20between%203%20and,to%202%20times%20per%20day. 
https://www.linkedin.com/pulse/what-best-content-each-social-media-platform-luke-stillwell/ 



Social Media Management Tools

Platform Pros Cons Price Free option Supported networks

Best for individual 
creators
CRM inbuilt 
User-friendly

Plans only allow up to 3 
team members
Can’t post to Facebook 
or Instagram stories

$10 - $40 per month Yes Instagram, Facebook, 
Twitter, LinkedIn and 
more

Best on a budget
Affordable plans
User-friendly
Content calendar

Limited features
Limited number of 
allowable scheduled 
posts

$6 - $120 per month Yes Instagram, Facebook, 
Twitter, LinkedIn and 
more 

Multiple integrations
30-day free trial

Analytics only available 
on expensive plans
No free plan

$99 - $739 per month No Instagram, Facebook, 
Twitter, LinkedIn and 
more 

Intuitive 
Value for money
Integrates with TikTok
14-day free trial

No phone app 
supported

$25.50 - $170 per 
month

Yes Instagram, Facebook, 
Twitter, LinkedIn, TikTok 
and more 

Intuitive 
User-friendly 
Analytics 
30-day free trial

Basic plans limited
Expensive

$249 - $449 per month No Instagram, Facebook, 
Twitter, LinkedIn and 
more 

Presenter Notes
Presentation Notes
Not necessary if you just have one or two social media accounts – put reminders to post in your diary instead 
But if you want multiple networks running simultaneously it is something to consider depending on budget availability 
Allows you to schedule posts in advance, visualize your content calendar, holistic analytics across all your networks 
Same post tweaked across different networks easily 
Everything in one place 
Some email marketing providers will also have an inbuilt social media manager – its best to have everything in one place if you can

Sources �https://www.forbes.com/advisor/business/best-social-media-management-software/



Important metrics to track

1. Reach (#)

2. Impressions (#)

3. Followers (#) / growth rate (%) 

4. Engagements (%)

5. Video views (#) / completions (%)

6. Click-through rate (%) 

7. Conversion rate (%) 

8. Cost per 1,000 impressions CPM (£) 

9. Cost per click CPC (£)  

10. Sentiment

Presenter Notes
Presentation Notes
1. Reach – the number of people who see your content, good to take note the number of people seeing your content that are not following you, if this is high this means your content is performing well as it is being shared and engaged with, and therefore put onto other people’s timelines
2. Impressions – the number of times people have seen your content, this can be higher than reach as the same person may look at your content more than once 
3. Follower growth – how many new followers your brand gets within a certain amount of time (quarterly is a good way to measure), to track this, calculate new followers / total followers x100 
4. Engagement rates – the number of engagements (likes, reactions, comments, shares, clicks) / the number of impressions x 100
ER benchmarks: Facebook 0.15%, Instagram 0.68%, LinkedIn 0.5%, Twitter 0.05%, TikTok 5%
5. View videos & completion rate – always recommended to be creating video visual content over any other content types, and if you are doing this, you want to track your views VS completions. A completion rate is how often people actually watch your video all the way through to the end, calculated by taking completions / views x 100 
Video completion is a key KPI for many social media algorithms so its very important 
6. Click-through rate or “CTR” – helps you to understand how many people saw your content and then decided they wanted to know more. Clicks / impressions x 100 
Benchmark is 1.1% 
7. Conversion rate – how often your content converts someone, this can be whatever meaningful metric you want e.g. event registrations, newsletter subscriptions, buying a product on your website, downloading a whitepaper, watching a video… whatever you wanted to achieve from your post 
Conversions / impressions x 100 
UTM tracking parameters are a great way to help make social media conversions trackable, google has lots of helpful resources on how to do these 
8. Cost per 1000 impressions or “CPM” – only relevant if you have promoted your posts, but this is what you have spent for every 1,000 impressions on your social media ad
Total spend / impressions x 1000 
Benchmarks is £6.75 
9. Cost per click or “CPC” – the amount you pay per individual click on your social media ad 
Total spend / clicks x 1000 
Benchmark is 60p 
10. Audience sentiment – you would need the help of a tool to do this, but it tells you the feelings and attitudes of the audience having conversations about your brand using your @ 

Without tracking your performance on social media, you will not know whether your social media strategy is working and in which areas you need to improve, which is why it is so important
Even more so if you are spending money on promoting ads, as the analytics will show you how much you are spending VS how much you are getting back, and which ad types are performing best, which is how you can adjust your spend strategy to ensure you are getting the best RoI 

https://blog.hootsuite.com/social-media-metrics/
https://www.socialinsider.io/blog/social-media-industry-benchmarks/



LinkedIn Analytics

Presenter Notes
Presentation Notes
Native analytics included when you set up a company page, which provides data on your visitors, followers, content, competitors and employee engagement 
Use this inbuilt function to monitor the performance of your posts, track how many new followers you get over time and the demographics of those followers 
You can also look at the performance of individual posts, and see the impressions, reactions, reposts, comments, click-throughs and engagement rate 
You can see which posts were best and worst performing in the content section and use this information to inform what content types to use in future posts – for example, if you see all the best performing posts included video, use more video or if they were articles, post more articles 



Twitter Analytics

Presenter Notes
Presentation Notes
Twitter native analytics provides you with a 28-day view of your tweets’ performance 
Not as detailed as LinkedIn on audience demographics – people do not have to fill out as much information to create a T account, on LI they input job title, years experience, industry, education etc… 
 Also provides you with analytics on individual tweets if you click on them including impressions, engagements, detail expands, profile visits, new followers and link clicks 



Meta Business Suite Analytics

Presenter Notes
Presentation Notes
The best native analytics out of all the networks 
Facebook & Instagram are both part of Meta – so the analytics for your FB & Insta accounts can both be accessed through Meta Business Suite 
Meta Business Suite has very detailed native analytics, including demographics of your audience (age, gender, location, interests), your reach on FB & Insta, reach by media type, engagement by media type, top performing posts and much more 
It also has an inbuilt content calendar and is the only platform that allows you to schedule posts in advance without using a separate SMM tool which is great for businesses as means you don’t have to remember to stop and physically post, but can sit and do a bulk of posts once a week and then not have to think about it too much
Inbuilt A/B testing functionality allows you to test which content types / call to actions work best with your audience 
Shows you your FB & Insta comments, mentions, tags and DMs in one place, so that you can ensure you are responding to your customers in a timely manner – very important



TikTok Analytics

Presenter Notes
Presentation Notes
TikToks native analytics feature is organised into 4 main categories; overview, content, followers & live
Overview tells you likes, comments & shares over a selected period of time (7, 28, or 60 days or a custom date range up to 60 days), as well as profile views, follower growth and video views
Content tab si data behind each individual tiktok you post, including likes, comments, shares, av watch time, completions, traffic source (FYP, your profile), for the last 7 days only 
Followers tab tells you audience demographics (gender, location), total followers, new followers, growth rate and audience active times of the day/week, either 7 day view of 28 day view 
Live tab provides analytics on any livestreams you have done, including total views, new followers, total time watched, and more 




SMM Analytics

Presenter Notes
Presentation Notes
If you do decide to invest in a SMM tool, or you already have, the likelihood is this will come with some sort of analytics function within it (and if it doesn’t, perhaps look at investing in another tool instead)
Puts all your social media networks in one place and provides you with a holistic view of how they are performing over time and against eachother Provides an overall view on your brands reach and engagement across all social media channels, which of your networks are bringing in the most engagement, what content types resonate best with your audience, audience demographics, optimum times of the day to post 
If you do have budget to invest in one, its well worth doing just for analytics & reporting 

This data, either native or using a social media management tool, is what informs future decisions on what content types to use and what not to use, and is what drives improvement and growth on social media 
Pick out key trends such as higher engagement on video posts, more link clicks on carousel posts, use these trends to your advantage and stick to those content types in future, cut out the ones that weren’t doing so well, but keep trying new ones too 



Reporting

Presenter Notes
Presentation Notes
Now that you know how to establish a social media presence for your business, which networks to use for your audience, which content types are best, and how to measure your performance, the final step to consider is how you are going to report on all the above to your business 
You may decide to do a weekly email, a monthly presentation or a quarterly report, whichever works for you 
Excel is a useful tool to input analytics either from your SMM tool or native reporting tools, and then create on brand graphs that are easy to digest 
At GF we do wrap ups after big campaigns, which include key statistics and metrics, how its performed VS previous campaigns, and then key learnings to implement into future ones – this helps us to keep improving our campaigns over time and monitor their success consistently 
We also do a quarterly report where we look at our social channels more holistically and see how they have performed each quarter of the year VS the same quarter the previous year 
This keeps key stakeholders informed and will help you inform your social media strategy



Tips to drive improvements

1. Reach (#) like & share competitions

2. Impressions (#) tag people/other businesses to tap into their networks where appropriate

3. Followers (#) / growth rate (%) engage with your followers 

4. Engagements (%) use visual content, especially video

5. Video views (#) / completions (%) keep it short, use subtitles & trending sounds

6. Click-through rate (%) use a clear call to action 

7. Conversion rate (%) A/B testing

8. Cost per 1,000 impressions CPM (£) be specific with your targeting

9. Cost per click CPC (£) optimize the ads which are performing the best

10. Sentiment respond to negative comments/feedback in a professional and timely manner

Presenter Notes
Presentation Notes
After measuring and reporting on your performance for that week/month/quarter, you will start to identify trends on what is working well and which areas you may need to improve 
The above slide will give you some tips on how to improve each KPI 



Key Takeaways

• Define your target audience

• Consistent tone of voice

• Choose the right networks

• Consider what you want to achieve

• Set SMART goals 

• Create the right content for your network (visuals!)

• Use a content calendar

• Consider a social media management tool

• Monitor frequently

• Report on performance

Presenter Notes
Presentation Notes
Create a clearly defined target audience for social media so you know who you are trying to reach. 
Decide on a brand tone of voice – choose 3 words or phrases to define it with, consider this every time you post to keep consistent. 
Instead of trying to create accounts on all the social media networks at once, consider your target audience and which networks they are likely to be using the most. Pick 2 or max 3 to start with and go from there. 
Consider what you want to achieve from your social media accounts – is it brand awareness? Increase customer engagement? Conversions?
Set SMART goals so you have something to aim towards. 
When creating content, consider which content types perform best for the networks you are using. 
Use a content calendar to ensure you are posting an appropriate amount for your chosen network. 
Consider investing in a social media management tool for a content calendar and scheduling capabilities.
 Frequently monitor the analytics for your social media posts, identify engagement trends, use this to inform future content. 
Consistently report on the performance to key stakeholders, in a way that’s clear and easy for them to understand. 
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