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Creating a Social Media Plan for
Your Business

Social Media Marketing Strategy Certificate -

Curriculum overview
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It’s dizzying!

* Where to begin?

+*+ Can’tdoit alland do it
right!

Webinar Overview

Why social matters

*

Review of major social media
platforms

-ﬁ
al Medla
q@

*

Social media approaches
Recognizing what you need
Create a strategic plan

*

=
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Why Social Matters

#Socialnomics 2014 by Eric Qualman
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Social Media Approaches

How to Approach

* What is your budget?
* Size of staff? Who is responsible for content?
* How much time can you devote?
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Who is your target audience?

# Current audience(s) vs
potential audience(s)

|« Different platforms =
different audience(s)

+ One size does not fit all
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Approaches to Social Media

Rifle Approach Shotgun Approach
* Pick 1or 2 platforms * Go on everything and splatter
* Learn them well your news everywhere!
* Specialize + (+) Greater exposure/reach
# (+) Better for time management  * (-) Time management
*# (-) Limits your reach nightmare!
# More comfortable for newbies * Tools available to help

Platform Overview

Twitter Facebook
Engage with target audience * Engage with target audience
Follow conversations * Use page to follow other pages

& comment on stories 50%

* Revise content: make it visual &
compelling

50% engagement
50% original content

* X X X X X ¥ ¥

2-3 posts per day # Understand how Facebook
Emerge as thought leader works

Curate the conversations * Measure success: Facebook
Measure success: Twitter Insights

Analytics
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@ Pinterest

* Recipes with your
product

Food is #1 category
Ideas from others
Photo driven

Curate similar content
Do not use hashtags!

* ¥ ¥ ® ®

Instagram

*

*

Photos, photos,
photos!

Instant call to action
Hashtag driven

Get others to # with
your product, business
or service

2-3 posts per day

A Note about Hashtags

Trending hashtags (#TBT, #MothersDay, #SuperBowl2015,

#EarthDay, #agchat, #gardenchat)

*

#Delagram)

*

Local hashtags (#KidsDE, #FarmDE, #EduDE, #NetDE,

Internal hashtags (#DE4H, #UDExt, #BlueHen, #CoopExt)

* You search for these and “curate’” them

*

Event hashtags (#AgDay2015, #DPAAwards)
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They are not all the same!

Learn the Platforms

*

*

Facebook

1.39 billion monthly users

* 107 billion users access on mobile devices
890 million daily users (82% outside US)

* 500 million users access only on mobile
devices — Google search > mobile

Businesses pay 122% more per ad unit than a

year ago

AUDIENCE: everyone
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Twitter

Approx. 1 billion users

* 35.5 million users in China (more than any
country)

284 million monthly users

500 million tweets sent daily

78% of active users access on mobile devices
77% of accounts are outside US
Hashtag-driven platform

AUDIENCE: business, nonprofit, organizations,
diverse demographics, moms, individuals, reporters,
government, NGOs

* Xk ¥ ¥ ¥ X%

Instagram

300 million active monthly users
* 75 million daily users
* Up from 7.3 million a year ago
 34% of teens and millennials (14-35 years
old) use Instagram
70 million photos posted daily
* Up from 40 million a year ago
* 20 billion photos shared
* AUDIENCE: teens to adults
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Pinterest

70 million users

80% of users are women

65% are ages 16-34

2.5 billion monthly page views

80% of pins are repinned

14.2 minutes per visit on average

98 minutes spent on site monthly

AUDIENCE: females—millennials, moms, women 25-40

* ¥ X H X ¥ ¥ *

YouTube

4 billion views per day
6 billion hours viewed per month TUI]E
100 hours of video uploaded per minute

Search engine - 2" to 4™ position

Video fact sheets & how to’s

AUDIENCE: everyone

1 billion users (P

* X KX K X X ¥

10
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Flickr

*

92 million users

*

3.5 million photos uploaded daily

*

8 billion photos

*

Huge SEO driver to your website

*

Prominence on Google search engine

* |f someone searches for an
image term (e.g., chickens,
corn, wine, ice cream), will
yours show up? Will it
point to your website?

11
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2.2 billion users

American adults = 22%
Communities

* ¥ X K X ¥ ¥ *

photographers,

Google+

300 million monthly users

Google SEO advantage
Google Pages https://plus.google.com/pages/createe
Largest audience located in Indonesia, India, Vietnam

AUDIENCE: Goo%le employees, professionals,
loggers

I

carvel research & education center

Web  Msps  Imsges  News  Shopping  More=  Search tools

About 22,200 results (0.29 seconds)

Carvel Research & Education Center - College of ...
www.rec.udel.edu/ ~ University of Delaware ~

Elbert N. and Ann V. Carvel Research and Education Center is the 244-acre campus
«of the College of Agriculture and Natursl Resources and serves as home

You've visited this page 2 times. Last visit: 8/18/14

About Carvel REC
About Cervel. In 1941, the Deleware
General Assembly

Location and Directions
Location: Elbert N. and Ann V. Garvel
Research and

Staff Profiles
The Carvel Centers staff is comprised
of dedicated faculty ..

Gordon C. Johnson
Gordon €. Johnson. Educstion
Ph.D.. Plant and Sail Science ...

Mark Isaacs
Mark sascs. Educstion Ph D, Flant
Fhysiclegy in Weed ..

Warren Willey
Warmen Willey Education. E-mail
Warren Willey. Contact ...

More results from udel.edu »

University of Delaware Carvel Research & Education Center
hitps:i/plus.google.com/111201043874643119357/about?gl=us&hl=en
Googlet page - Be the first to revisw

| 18483 County Seat Hwy, Georgetown, DE 19947
(202) 8587302

att
o
fitgg, de‘!-‘\

University of Delaware
Carvel Research &
Education Center

Agricultural Senvice

Directions

Address: 16483 County Seat Hwy, Georgetown, DE 18847
Phone: (302) 858-7303
Hours: Open today - 2:00 am — 4:20 pm

Reviews Write 2 review

Be the first to review

Feedback

University of Delaware Carvel Research
& Education Center

0.0 0 re

. @

CALL DIRECTIONS

@ 15483 County Seat Hwy, Georgetown, DE
19947

(D Open today 8:00 am - 4:30 pm
hd

More about Ui Carvel R

ty of Del

Carvel Research & Education
Center ...

wiww.rec.udel edu

Elbert N. and Ann V. Carvel Research and Education
Center is the 344-acre campus of the College of
Agriculture and ...

You visited this page on 6/18/14

12



5/13/2015

Get online with Google My Business

Use Google My Business to get a local business, brand, organization, or artist online. When you add your business using
Google My Business, you'll create a Google+ page.

accounts

Meet our

Local business pages
I 1 -« Want to add your business information to Google Maps?

By creating a local page on Google My Business, your business information can show up in
Google Search, Google Earth, and other Google properties. In addition, your business gets a

Google+ page to connect with your customers.

If you'd like to add many business locations at once, use Google My Business Locations.

GET STARTED CREATING A LOCAL PAGE

Brand pages

Google+ Brands, organizations, artists, and other groups or individuals can create

Google+ pages to reach out to followers, fans, and custemers on Google.

. 1 RedBull 48 Follow Brand, organizatien, or artist pages don't include address or other physical
location information that appears on Google Maps.
Watch 30 ionic chib nights LIVE from the London Eye. The Red Bull PP °0g P

* 40 million users

* New

* 6 seconds (owned by Twitter)
* AUDIENCE: youth/mobile only

13
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¥ X X X X ¥

LinkedIn

332 million active users

107 million

3 billion total users

# 2 new users per second

3 million business pages

1.5 million groups

17 minutes per visit on average

Reached in 200+ countries

Job Seeking — Networking — Publishing (Pulse)

AUDIENCE: professionals, recruiters, businesses, nonprofits, professional
organizations, diverse demographics, reporters, government, NGOs

Needs Assessment

14
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* Define current audience. Who is your potential
audience? Target them!

* What platforms & approaches will you use?

* What are competitors/similar accounts doing on
social media? Study them!

* Learn the vernacular—hashtags & handles

* Create a weekly content plan

* Content: mixed media
*« Tell your story
* Tie in to trends

* Observe national & commemorative days, weeks,
months (they usually have hashtags)

15
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Animal Sclence

H Wordless Wednesday| Y G Food Friday Wildcard Inspiration Photos
AL :r;r:trel:ent Weed 1D Vintage Photographs foodSa!ew Interesting statistic Scenic photo
| Focus on a volunteer | What i this insect? | YouTube _ SensafeTip | Focus on DF crops |Upcoming workshops
| Spotlight on project Farm Safety Research Money Saving Tips Did you Know...
| Photos of Community : Any program: :
S Farm Equipment Geewisbenid Recipe i Ask an Expert recap Quotes
: i Repe: ing f
4-H youth STEM Photo of an insect Mention a partner Family-Childcare a::::d;:‘g "™ Thank a volunteer
i = Where are they now?|
fi It 4%
Scenes from Camp Deleww\leae!ables wildlife/Ecalogy Nwm Positive poultry UDCANR follow up |\
Alumni Follow Up Ag Innowvations Quick Tip Horse/Equine
Any Agronomic topic | Partner shout out Bee Buzz
Maat an Agent Annouce Weekend ANY PROGRAM ANY PROGRAM
Event
Grad Student i
Impact Stories via Impact Stories via Impact Stories via Impacts‘lbrmﬁﬁ i Impact Stories via Impact Storeis via
C ications Comm C icati Communications Communications Communications

Other Considerations

What is your voice (i.e., your brand personality expressed in an
adjective—serious, funny, quirky)?

What is your tone (attitude) that flavors your voice?

A brand has 1 voice and various tones based on factors such as
audience, situation and channel

If your business has 5+ employees, create a written social media

plan/policy

Select and train employees (social media team)

Before things go wrong, have a crisis plan in place

16
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Elements of a Crisis Plan

1-4 SM Managers 5+ SM Managers
* Everyone makes mistakes! « Everything on left
* Direct apology . .
*  Humor - self effacing * Have plan in writing

* Remove offending content
* Respond, don’t delete customer
concerns

* Arrange to discuss details off social
media

AVOID CONNECTED ACCOUNTS!

17
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Examples

HopkinsFarmCreamery
EHpknsFrmTrmny soccows vou
Mestled on Green Acres Farm (localhy
known 2= Hopkins Dairy), Hopkins Farm
Creameny offers over 25 deficious,
creamy ice cream flavors made on-site
in Lewss.

¢ 18188 Dairy Farm Rd, Lewes DE

& hopkinsfarmoresmeny.com

3 Joined February 2011

2 41 Followers you know
= g
fae | o 3

IE1 118 Photos and videos

- |5

TWEETE FOLLOW NG FOLLOWERS FAVORITES

579 123 296 87

Tweets Tweets & replies Photos & videos

HopkinsFarmCreamery @ HpknsFrmCrmry - May 4
May coupons are up! Find them at hopkinefarmereamery.com

HopkinsFarmCreamery @HpknzFrmCmory - Apr &
Happy Easter everyone!
1

HopkinsFarmCreamery @HpknsFrmCrmry - Mar 24

Come out and get your ice cream fix! We're
here 'l 9. #hopkinsfarmcreamery #icecream
#farmmade #shopDE #Ag #foodDE

Q Following

Who to follow - remesn - viewan

Medical Weight Loss ©
2 Follow

Nils Smith ZMilsSmith
+X Follow

£} Promcted

Papular acoounts - Find friends

Trends - crange
#ThaProfit

Promoted by CNBC's The Profit
Spowertysummit
#BadFortuneCookiesToGet
Monty Williams
2 Nzpaless
ElinpopularTelzvisionShows
Reliing Stone
=0MNEFest
Aszsazsin's Creed
Torn Brady
Shawn Hennessey

18
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&«

Hopkins Farm'Creamery
eam Parlor - Outdoor:
taurant

Timeline About Photos Reviews More v HopkinsFarmCreamery

Farm Made Ice Cream in Lewes, Delaware; on largest
514 people like this @ dairy in the state, Green Acres Farm. Over 25 farm

‘H.‘?pkl."_s Fa_r:n Cmﬂ.mew made flavors, retall & wholesale and catering!
- o www.hopkinstarmereamery.com

/632 people have been here Happy Mothers Day!

5 - Good For Groups

Invite friends to lik= this Page -

@ 7or5 s A28 riens

@ Hopkins Farm Creamery 2t T 5 Smith & Sons

ABOUT > Celebrate Mother's Day specials and prizes and our ice cream

o © S 4 3

{302) 8457163

http:/swww hopkinsfarmoreamery.com?

Fifer Orchards

Opening day at the Rehoboth Beach Farmers’ Market today from noon-dpm
Stop by for some fresh Fifer's asparagus. http:/ivw v.rbfarmersmarket com/

Farm - Market - Farmers Market

| Timeline About Photos Reviews More *

14x people like this Post Photo { Video "

i s o e i P

@ 4.7 of & stars - 1k reviews
AB D s

kit N Lite - Comment - Share m

9 41 people like this. Top Comments *

RBOUT > First picking of Fifer strawberries today’ Available now in our Country Store.
The U-Pick patch will open on Saturday at 10am during the Strawberry

Festival
0 H

Blecher Liza Thank you for this....my kids were actually ssking me
about how they grew and how they ware hanvested!
Like - Reply K31 - May 4 st 2:44

Lois Lowman Stramella Love asparagus!

& 5 shares

Like - Reply - May 4 =f

19
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Fifer Orchards

Are you a member yet? Fifer's "Delmarva Box' CSA program begins next
week. It's a local food adventure!
hitp:iferwewe fiferorchards. comimarketpla

Stop by and say hello to John and Karen at Dover Days today. The Fifer booth
is near the Biggs Museum.
http:/idoverdaysfestival. com/

fcsa-club-membership/

G Mer Orcherds

Gribed B5087B0U 18 the sadat wiy 10 630y KCal Bpneg Naver, Try some
tonight for dinner
hem italeeces ¢

Lintn 14 Darind 30ing ide disn with grilleg
s

4 i Y
[ A\ TR

Fifer's Delmarva Box' CSA Program
A CSA from Fifer's is availeble in Delaware st Camden-Wyoming, Smyma,

Dover, Newark, Milford, Dewey Beach, Lewes, or Millsbore. And in Salisbury,
Maryland.

Like - Comment - Share M
) 21 people like this, 1) Rhonda Kenton Martell and 210 others like this. Top Comments =
0 34 shares

@ Fifer Orchards
= .

Everyday is Earth Day on the farm. Celebrate the many miracles of nature. @

+ Follow

Fifer Orchards

Quality fruits and vegetables since 1919,
From our lands DIRECT to your hands
www.filerorchards.com

Like - Comment - Share M
i 42 people like this.
& 2 shares

f& Jason Payne Nice work Mike.
E 8:52

Like - Reply

(@) Fifer Orchards High-tech redneck here
Like - a1 ril 23 = m

20
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TWEETS  FoLOwmG owesz  sayomTEs =T
1521 1,101 2745 13 g

= Tweets Tweets & replies Photos &videos
Fifer Orchards
I ‘@ Fifer Orchards @7i=iochans - W2y
First picking of Fifer strawberries today! Available now in cur Country
Store. The U-Pick patch will open on... fo.me/TaQb70e2VW

Family £arm and markets featuring
homegrown fruits and veggies, bakery,
ice cream, unique specialty foods,
“Delmarva Box' CSA program, festivals
and events.

§ Camden-Wyoming, DE ® Frerorena
©= Live Delawar Deetzware - May 1

" U-Pick strawberries wil begin Sat, May 16 @ fiferorchards (Why llove
Fifers! bit.hv/EatlocalEatFre...) #netde

& fiferorchards. com

(%) Joined May 2005

toll Following

Who to follow . Remeen - viewsi

Carrie Petty ©caroine g2

o8 % Follow

Cheli Cuevas Zzikdthegar
“2 Fallow

BackyardFarmer = Subur
Foliowed by Sweet Dome..

*% Follow

Poputar 3o0ants - Find friends

Trends - crangs

*

*

*

*

*

1. What can you reasonably achieve with your resources?

2. Identify your “target audience”

3. Select your approach; determine your platforms
* Twitter — Instagram — Pinterest — Facebook - YouTube

4. Develop a weekly content plan
5. Assign roles—who will be posting?

21
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*

*

*

*

*

6. Develop internal #hashtag for curating
*« Twitter — Instagram (e.g., #DE4H)
7. Do not auto-connect Facebook & Twitter

8. Vary your content (e.g., pictures, website, video,
other people’s content, curated content)

9. Be consistent with your brand (voice, tone, logo)
10. Study and emulate the best (local)

Homework

Compare successful brands. How do they post
content on different platforms?

How do they use local hashtags?
How do they interact with their audience?
Look at your website. Is it time to refresh?

22
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Upcoming Sessions

e T D TR Sl S G ehels walfss I

Twitter for Newbies Michele Walfred
Twitter - Tier Two Michele Walfred
LIRS Creating a Strategic Social Media Plan for Your ~ Michele Walfred/Catherine Hamrick
Business

WLE7IEY Personal or Professional Branding on Social Michele Walfred
Media

LinkedIn Catherine Hamrick
Social Media Privacy Christy Mannering
Analytics Christy Mannering

Enterprise Budgeting Shannon Dill
WEIPEEY Editorial Calendars Christy Mannering

WPAJEE Newsletters Christy Mannering
Wl How to Create a WordPress Blog Michele Walfred/Catherine Hamrick

LIEEIRE Agvocacy Michele Walfred

Figuring out Facebook Pages Michele Walfred

Questions

23



