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Planning



• Research your competition
• Know your differentiators
• Research the social media industry
• Do a content inventory

Before you create your social media plan:



Twofold Approach
Every social media plan should have two parts: 
the part you plan, and then the on-the-fly 
responsiveness that ensures your presence is 
authentic and engaging.



Step 1: Set a Measurable Goal
Your social media goal should be measurable, 
and in most cases, directly align with a strategic 
goal. e.g.



Step 2: Create a List of Tactics
Once you’ve identified your goal, the next step is to create a set 
list of tactics to carry out that goal. Each goal you’ve listed should 
have its own set of tactics, although there might be some 
overlap.



3. Select Social Media Networks to 
Carry Out the Goals

Whether you are a department of one or ten, selecting one to three social media 
networks that help you meet your goals and is ideal for executing the tactics lists. A 
key piece of this is knowing who is on each social media network.



4. Set Expectations

Personal expectations and teamwide 
expectations are necessary:

– Post Frequency
– Ad Budget
– Hours dedicated
– Hashtags
– Who’s responsible



Step 5: Create Landing Pages

Whether you’re investing in social media ads or not, you’ll want 
to create a new set of landing pages that are optimized for social 
media — meaning they are responsive and mobile friendly.



Step 6: Plan Content Distribution

Planning when and where you will share content is a 
major component of your social media plan. This, in most 
cases, can be done in four simple steps:
1. Align your social media calendar with academic, 

event, athletic and admission calendars. 
2. Fill in the gaps with additional content that promotes 

your differentiators and mission.
3. Create content/branding guidelines for social media. 
4. Make room for authentic on-the-fly content each 

week. 



Step 7: Assign Tasks and Due 
Dates



Step 8: Expect the Best and Plan for 
the Worst

Social media is public — meaning we’re open to 
bad reviews, negative comments, or an angry 
community. Put in writing how you will handle the 
following:

– What happens when someone writes a negative 
comment?

– What happens when someone writes a negative 
review?

– How will you handle a crisis?
– How will you interact and engage with your followers?



Step 9: Analyze and Adapt

The purpose of creating a plan is to give you a 
set of goals and tactics that can be measured 
and improved. 

– Each month, take a look at the performance of 
your social media networks to determine which 
parts of your plan are working, and which parts 
you need to improve.



Let’s look at a few apps

1. Instagram
2. YouTube
3. Twitter



Instagram Basics



Step 1: Get an Instagram business 
account

How to set up an Instagram business account from scratch
1. Download the Instagram app for iOS, Android, or Windows.
2. Open the app and tap Sign Up.
3. Enter your email address and tap Next. If you want to connect your 

Instagram business account to your Facebook Business Page, make sure 
to use an admin email address to sign up, or tap Log in with Facebook.

4. Choose your username and password and fill in your profile 
information.

5. Tap Done.
6. You now have a personal Instagram account that’s ready to convert to a 

business account. Continue by following the steps below.



If you already have an account
How to convert a personal Instagram account to a business account
1. Log into your existing personal Instagram account on the app.
2. Tap the profile icon to go to your profile.
3. Tap the three lines icon at the top right of the screen, then 

tap Settings.
4. Tap Switch to Business Profile, then Continue.
5. (Optional) If you want to connect your Instagram business account 

to your Facebook business page, follow the prompts to do so.
6. Add contact information: Your Instagram for business account must 

include an email address, a phone number, or a physical address (or 
all of these).

7. Tap Done.



Step 2: Create your Instagram strategy

• Determine your current audience.
• Check the analytics on your other social 

media channels to learn who follows you 
there.

• Do some thorough competitor research.
• Create a clear value statement for your 

program.



Step 3: Set goals and objectives

Effective goals follow the SMART framework. 
That means they are:

– Specific
– Measurable
– Attainable
– Relevant, and
– Timely



Step 4: Focus on the right performance 
metrics

The exact metrics to measure and track will vary but your goals should 
align to one of the four stages in the customer journey:
• Awareness: Includes metrics like brand awareness, follower growth 

rate, and post reach.
• Engagement: Includes metrics like engagement rate (based on likes) 

and amplification rate (based on shares).
• Conversion: In addition to conversion rate, this includes metrics like 

click-through rate and bounce rate. If you’re using paid ads, 
conversion metrics also include cost per click and CPM.

• Customer: These metrics are based on actions customers take, like 
providing testimonials.



Step 5: Commit to a regular posting 
schedule

• Instagram Insights shows you exactly 
when your followers are online, 
broken down by day.

• To access this information, go to 
your Instagram business profile, click 
the three bars icon in the top right, 
then click Insights. Click on 
the Audience tab and scroll down to 
see active times.

• Once you determine your best time 
to post, create a content calendar to 
plan and schedule your Instagram 
content in advance.



Step 6: Optimize your profile

a) Tweak your bio
b) Optimize your profile pic
c) Make sure your profile is complete
d) Take advantage of Instagram business profile 

features



Step 7: Share great content

Use your phone. Here are some tips to get the 
best photos when shooting with your phone:
• Use natural light
• Avoid harsh light
• Use the rule of thirds
• Try different angles



Step 8: Tell great stories with 
Instagram Stories

• More than 400 million people use Instagram 
Stories every day, and 39 percent of people 
surveyed said they became more interested in a 
product or band after seeing it on Stories. 

• A third of the most viewed Instagram Stories are 
posted by businesses.

• Content that disappears after 24 hours and live 
broadcasting features make Instagram Stories the 
perfect place to take creative risks with attention-
grabbing photos and videos.



Step 9: Grow and engage your 
audience

• Follow and engage with relevant 
Instagrammers

• Use the right hashtags
• Respond to comments and mentions
• Promote your account on other channels



Step 10: Measure success and make 
adjustments

• Track results with analytics tools
• Use A/B testing to learn what works (and what 

doesn’t)



YouTube Analytics



Navigate to your channel and click the YouTube 
Studio button at the top of the page.

On the sidebar select Analytics

How To Access



Channel Analytics Page



Reading your YouTube Analytics

• Click See More on Channel Page



YouTube watch time

• You can also see engagement by a specific 
category if you click on Watch time (minutes) 
by Video and select one from the drop-down 
menu.



Watch Time Example

• By gliding over the graph, you can see how 
many minutes each video was watched for any 
specific day.



More Metrics: Traffic Source
At the top of 
the page, there 
are more 
metrics for you 
to explore.



More Metrics: Geography

• If you click on Geography, you’ll be shown 
where your videos are being watched. This 
data is super important. If you know that 54% 
(the majority) of your audience is from the 
United States, you wouldn’t waste your time 
placing your YouTube ads on videos being 
watched in other countries.



See your analytics in real time 

• Navigate back to 
the Channel 
Analytics homep
age. Once there, 
click on SEE 
MORE below 
the Realtime 
activity section.



How are people finding your content?

• Back on the Channel Analytics homepage, 
we’re going to discover where your audience 
comes from. Click on Reach viewers.



Digging Into Your Data

• We went over only a few metrics you could 
track, there’s still much more to analyze. 

• If it’s your first time looking at your YouTube 
Analytics, choose the metrics that make the 
most sense for your program to track and 
check them every week. 



Twitter Analytics



What is Twitter Analytics & Audience Insights? 

• Twitter Analytics is a free tool offered through Twitter that 
allows users to better understand the performance history 
of their Twitter. 

• Audience Insights takes that a step further providing a 
deep look and breakdown of your followers and audience. 

analytics.twitter.com



Inside Audience Insights
• Overview Tab (Landing Page) 

– Provides a summary of all subsections 
– Follower Count Tracking for Previous 28-Days 

• Moving through this presentation we will look at pieces of the 
Audience Insights from the Twitter Account (as of 06/17/2019) 
@gsnyder



A Deeper Look at Audience 
Insights 

Demographics
• Who is following you 

• Age, gender, location, 
age, etc.) 

Lifestyle
• What are your followers 

interested in 
• (Hobbies, interests, etc.)

Consumer Behavior 
• What products do your followers consume 

most?
• (Food products, clothing products, etc.) 

Mobile Footprint 
• What mobile carrier and operating 
system are your followers using?

• (AT&T vs. Verizon etc., iOS vs. Android 
etc.) 

Each tab also provides what is deemed to be a key piece 
of information about the section contents.



What’s Important? 
• What’s important for your brand will depend on what you are working to push to consumers. 
• If you are looking to recruit, consumer behavior and demographics will make sense to follow. If you 

are looking to diffuse information but keep high engagement (retension), then demographic and 
lifestyle will be most pertinent. 



What’s True? What is Relevant? 
• Everything that is 

presented within Audience 
Insights is pulled from 
personas and profiles 
created for each individual 
based on who they follow 
and what they 
Tweet/Interact with. What 
is presented, however, is an 
accumulation of that data 
across all of your followers. 

• So while everything you see 
is technically true, it can 
also be fairly irrelevant to 
understanding what kind of 
content people want to see 
from you. 



What’s True? What’s Relevant? 

* Most of my followers like Science News, Weather 
and Dogs



In Conclusion….

• The audience insight tool included within the 
Twitter Analytics tool kit provides businesses 
with the unique ability to compile a decently 
accurate consumer persona within the context 
of Twitter. 



Questions?
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