Keep track of all content and
responses.

Know what’s working and
what’s not

Adjust and tweak your
strategy according
to the results

Do not just broadcast.
Social media is just that:
“social”

Keep monitoring and respond to
comments and mentions
Watch for intent statements and
respond appropriately
Facilitate conversations

Write, make videos and produce
great images and infographics.

Keep all social account branding
consistent

Hire skilled content producers or
train your team

Now that you know who your
audience Is and what they want
you can allocate resources
effectively. Decide what social
platforms to use and create

your editorial calendar
with tactical application

of the strategy laid
out for a six-month
period.

Armed with this
knowledge develop

a content strategy, so

that every piece of content
you create and distribute Is
timely, interesting and
delivered to the right
audience on the right
platform.

Identify all the stakehold-
ers that might influence
your brand in any way —
the media, customers,
vendors, prospects, fans,
detractors, competitors.
It is vital to know who they
are, where they are active
online and who they are
connected to.

|dentify the
conversations you
need to listen to

|dentify top key messages
for your brand

Establish key phrases to monitor

Set up a monitoring system

Gather data about needs, interests,
sentiment and intent relative to your
brand and your competitors

|dentify strengths,
weaknesses, trends, gaps,
threats and opportunities

Calculate share of voice In the
most Important conversations
relative to your competitors
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Using what you have
found In your analysis,
set goals for your social media

program that tie in to the brand’s
overall business goals

Make all goals measurable
Set up goal measurement
_ | systems on your
|dentify the influencers website,blog and
In each conversation. your news hub
Find the fire-starters
- the people who can help @
(@} < 4

you spread your message
and build a loyal commu-
nity of fans.



