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Social Media

• Digital journey

• 5 step strategy

• Functions



Digital Journeys
T H E  Z E R O  M O M E N T  O F  T R U T H
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B E H A V I O U R  C H A N G E  M O D E L
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Social media.
5 step strategy.

G E T  R E S U L T S
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#1
GOALS



A T  C A N  S O C I A L  M E D I A  B E  U S E D  F O R ?

Outline your goals
W H

• Generate Sales

• Generate leads

• Improved reach/exposure

• Develop loyal fans

• Reduce marketing expenditure

• Improve search ranking

• Increase traffic

• Establish as industry influencer

• Provide market insight

• Grow partnerships

• Improve customer service

Goals



Tasks

What are your goals?

A U D I E N C E

Are your goals always top of mind? 



#2
AUDIENCE



Outline Your Audience
D E F I N E  Y O U R  A U D I E N C E

Males Aged 18-25

30%

Females Aged 18-25

70%

Audience



Research your Audience
A N A L Y S I N G  M E T R I C S

Audience



Research your Audience
A N A L Y S I N G  M E T R I C S

Audience



• Age

• Location

• Relationship/family status

• Spending power and patterns

• Interests

• Challenges

• Social Media use

• Brands liked

• Wants

• Needs

Audience Customer Persona
M A K E  T H E  N U M B E R S  R E A L



Audience Planning for your Audience

Understanding your audience

C R E A T E  A ‘ C U S T O M E R  P E R S O N A ’



Facebook

udience
Audience

# of monthly active users: 2.7 billion

Largest age group: 25-34 (26.3%)

Gender: 44% female, 56% male

Time spent per day: 38 minutes



Twitter

# of monthly active users: 187 Million

Largest age group: 30-49 (44%)

Gender: 32% female, 68% male

Time spent per day: 3.53 minutes per session

Audience



Instagram

# of monthly active users: 1 billion

Largest age group: 25-34 (33.1%)

Gender: 57% female, 43% male

Time spent per day: 29 minutes

Audience



TikTok

# of monthly active users: 100 million

Largest age group: 18-24

Gender: 59% female, 41% male

Time spent per day: 45+ minutes

Audience



LinkedIn

# of monthly active users: 738 million

Largest age group: 46-55

Gender: 51% male, 49% female

63% of LinkedIn users access the network monthly, and 22% weekly.

Audience



Tasks

Come up with a customer persona?

Are your channels the right ones?

A U D I E N C E



#3
CONTENT



Content

W H A T  D O  Y O U  W A N T  T O  S A Y ?

Content Strategy



Content

Build once, 
share everywhere.



A C R O S S - C H A N N E L  E X A M P L E

Promote a New Exercise Class

• Launch – Facebook event

• Reels/TikTok –trending music 

& hashtags

• Instagram & Facebook stories 

• Countdown posts

• Video clips to show classes

• Utilise ‘live’ features on launch class 

• Instagram Q&A with instructor

• FAQs on website – linked to 

from FB, Twitter and LinkedIn, 

Instagram story

• Follow up news story 

and website content

Content



The 4-1-1 Rule

4x content share

1x retweet

1x self serving tweet

Content



Source: HBP. Plutchik’s wheel with top 30 reddit images

Content Sentiment



• Tell a story

• Draw people in

• Can they associate?

• Use emotion

C R E A T I N G  C O M P E L L I N G  C O N T E N T

Media MechanicsContent



Content
Content Update Posts - Community



C R E A T I N G  C O M P E L L I N G  C O N T E N T

HashtagsContent

#YourSport

#SportEvents

#ThisGirlCan



Content Visual ContentContent



https://fcbusiness.co.uk/news/football-contributes-66-of-attendances-in-sports-golden-decade/

InfographicsContent



Content Real World ToolsContent

S O C I A L  C A R D



Video contentContent



CompetitionsContent

E V E R Y O N E ’ S  A W I N N E R



Blogs

BlogsContent



• Tips / Advice / Resources

• Guides

• Events

• Profiles (players, staff, sponsors, fans)

• Achievements

• Community impact

• Recipes

• Polls

Other IdeasContent

• Before and after photos

• Workout/Warm-up/Instructional videos

• Motivational quotes

• “How-to” videos

• Repost member content (ask permission)

• Weekly content like "tip of the week, 

or muscle of the week"



Content ScheduleContent

• 1x day – join a conversation (hashtags)

• 1x week – member profile

• 1x week – supporter profile

• 1x week – recipe share

• 1x month - blog

• 1x month – partner profile

• 1x month – offer of the month

E X A M P L E S



Content ToolsContent

• canva.com: designing images, logos, text etc.

• powtoons.com: create cartoon strips

• piktochart.com: create infographics

• eventbrite.co.uk: list free events taking place

• bbc.co.uk: find relevant/topical articles

• Blogs: look for blogs and share relevant pieces



Content ToolsContent

• giphy.com: create gifs on the fly inc screengrabs

• trimage.org: image compressions and metadata stripping

• Google sheets/Excel: charts

• Google/365 forms: surveys

• Evernote: scrapbook and organiser

• Skitch: Image annotation tool

• Lightshot: Screengrab tool

• Storify: Live event content curation



Tasks

What types of content could you produce?

Create a simple plan
(e.g. 1x Week / 1x Month)

Who could assist/provide the info? 

C O N T E N T



#4
MEASURE



Analyse Your Social DataAnalytics

• Review

• Report

• Update

U S E  A N A L Y T I C S  T O  T R A C K  P R O G R E S S



• Likes / Followers

• Shares / Retweets / Reach

• Sales conversions

• Number of posts

• Number of messages

• Number of clicks

• New reviews

• Sentiment / Emotion

• Competitors

MetricsAnalytics

O U T L I N E  M E T R I C S  V S  G O A L S



• Promotions

• Designed materials

• Generate content

• Key metrics

• Top performing posts

• Analysis

• Improvement

MetricsAnalytics

P R O D U C E  A M O N T H L Y  R E P O R T



Analytics



Analytics Facebook
A N A L Y T I C S  - I N S I G H T S



Analytics Facebook
A N A L Y T I C S  - I N S I G H T S



A N A L Y T I C S  – P A G E S  T O  W A T C H

FacebookAnalytics



www.analytics.twitter.com

Analytics Twitter
A N A L Y T I C S

Export data

Look at Impressions + Engagement

http://www.analytics.twitter.com/


Tasks

What will you measure?

What is working?

A N A L Y T I C S



#5
AUDIT



What is a Brand?Audit

G R E A T E R  T H A N  T H E  S U M  O F  I T S  P A R T S



Audit

F A C E B O O K

Assess Channels



Audit

T W I T T E R

Assess Channels



udit
Audit

Y O U T U B E

Assess Channels



Audiudit
Audit

I N S T A G R A M

Assess Channels



Assess ChannelsAudit

I S  Y O U R  M E S S A G E  C O N S I S T E N T ?

• Check: Info / branding 

• Management: Ownership / access / tools

• Are our goals top of mind in the messaging?

• Is our content getting engagement?

• Can we improve our content?



Tasks

Set a date to audit your social channels

A U D I T



Social 
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Social Strategy



ADJUST!



Functions
S O C I A L  M E D I A  C H A N N E L  F U N C T I O N S





• Pin to top

Twitter



F O L L O W  P E O P L E  O N  T W I T T E R

Twitter



from: UniofExeterSport

to: UniofExeterSport

to: UniofExeterSport “Les Mills”

“gym” near: EX4 within: 5km

”Uni Exeter Sports" - @UniofExeterSport

Twitter
A D V A N C E D  S E A R C H  T E R M S





Instagram



Instagram



Instagram
R E P O S T I N G



Instagram
H A S H T A G S





Facebook

Pin to top



Facebook
S C H E D U L E



Promote see first

✔️

Facebook
C H A N G E S



Short posts

❌

Third-party links

❌

Memes

❌

Facebook
D O ’ S  A N D  D O N ’ T S



Tag a friend requests

❌

Comment requests

❌

Just shares

❌

Facebook
D O ’ S  A N D  D O N ’ T S



Ask questions

✔️

Comment – join conversation

✔️

Long form content

✔️

Facebook
D O ’ S  A N D  D O N ’ T S



Group = dialogue

✔️

Live Video

✔️

Advertise to Promote

✔️

Facebook
D O ’ S  A N D  D O N ’ T S



Facebook
D O ’ S  A N D  D O N ’ T S

Use tabs – link them

✔️

Use events

✔️

Use recommendations

✔️



Facebook
E V E N T S







academy.cimspa.co.uk

Join the Hangout on Friday (29 Oct)



For Sport & Physical Activity focussed 

marketing services/support, please visit 

www.bigwave.co.uk
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