


2

Who is Certiprof®?

Certiprof® is a certifying entity founded in the United States in 2015, currently located in Sunrise, Florida.

Our philosophy is based on the creation of knowledge in community and for this purpose its collaborative
network is formed by:

▪ Our Lifelong Learners (LLL) identify themselves as Continuous Learners, demonstrating their unwavering
commitment to lifelong learning, which is vitally important in today's ever-changing and ever-expanding
digital world. Regardless of whether or not they win the exam.

▪ Universities, training centers, and facilitators around the world are part of our network of ATPs (Authorized
Training Partners).

▪ Authors (co-creators) are industry experts or practitioners who, with their knowledge, develop content for
the creation of new certifications that respond to industry needs.

▪ Internal Staff: Our distributed team with operations in India, Brazil, Colombia and the United States is in
charge of overcoming obstacles, finding solutions and delivering exceptional results.
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Our Affiliations
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IT Certification Council - ITCC

Certiprof® is an active member of ITCC.

One of the importance of being part of the ITCC is how industry leaders collaborate with each
other in an open format to explore new or different ways of doing business that inspire and
encourage innovation, establishing and sharing best practices that allow us to extend that
knowledge to our community. Certiprof has contribute with white papers in the Career Path Ways
Taskforce a taskforce that was implemented internally to offer students with the opportunity to
know what path to take after a certification.

• IBM
• CISCO
• ADOBE
• AWS
• SAP
• GOOGLE
• ISACA
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Agile Alliance

Certiprof® is a corporate member of the Agile Alliance.

By joining the Agile Alliance corporate program, we continue
to empower people by helping them reach their potential
through education. Every day, we provide more tools and
resources that enable our partners to train professionals
who seek to enhance their professional development and
skills.

https://www.agilealliance.org/organizations/certiprof/

https://www.agilealliance.org/organizations/certiprof/
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Credly

This alliance allows individuals and companies certified or accredited
with Certiprof® to have a worldwide distinction through a digital
badge.

Credly is the world's largest badge repository, and leading technology
companies such as IBM, Microsoft, PMI, Nokia, and Stanford University,
among others, issue their badges with Credly.

Companies issuing knowledge validation badges with Credly:

▪ IBM
▪ Microsoft
▪ PMI
▪ Universidad de Stanford
▪ Certiprof
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Digital Badges

According to a study by the IT Certification Council
(ITCC), people knew little about digital badges years
ago. Today, large companies and educational
institutions around the world issue badges.

Digital badges contain detailed metadata about who
earned them, the competencies required, and the
organization that issued them. Some badges are even
linked to the activities needed to attain them.

For companies and educational institutions, badges
and the information they provide are so important that
many decisions, such as hiring or admission decisions,
are based on the data they provide.
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Why are they important?

Digital badges allow professionals to showcase and
verify their achievements instantly and globally.
According to a Credly report, LinkedIn profiles with
digital badges receive 40% more attention from
recruiters and employers.

• Ease of Sharing and Verifying Achievements:

In a survey conducted by Pearson and Credly, 85% of
users who earned digital badges shared them on
LinkedIn, and 75% reported that this improved their
professional credibility in their networks. In addition,
76% of employers surveyed said that digital badges
help them quickly identify specific skills.

• Visibility on Digital Platforms:
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A study by the International Project Management
Association (PMI) found that candidates who display
project management digital badges are 60% more likely
to be hired compared to those who only mention their
skills without digital verification.

• Hiring Impact:

Why are they important?
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Why are they important?

Digital badges' instant visibility and verification allow
professionals to demonstrate their skills and build a
solid personal brand. According to a LinkedIn study,
professionals who use digital badges are 24% more
likely to advance in their careers.

Certification and digital badges validate knowledge
and are powerful tools for continuous improvement
and employability. In a world where lifelong learning
has become the norm, these credentials are key to
professional development and competitiveness in the
global job market.

• Personal Brand Empowerment:
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Not all badges are created equal, and at Certiprof, we are

committed to offering you more than just digital

recognition. By earning a badge issued by certiprof, you will

receive validation of your knowledge backed by one of the

world's leading professional certification bodies.

Take the next step and earn the badge that will open

doors and position you as an expert in your field.



12

• Proof of Expertise: Your certificate formally acknowledges the
skills and knowledge you’ve acquired. It serves as verifiable
proof of your qualifications and demonstrates your
commitment to excellence in your field.

• Credibility and Recognition: In today’s competitive job
market, employers and peers value credentials that
distinguish you from others. A certification certificate from a
recognized institution, like Certiprof, provides instant credibility
and boosts your professional reputation.

• Career Advancement: Having your certificate can open doors
to new opportunities. Whether it’s a promotion, a raise, or
landing a new job, certifications are critical differentiator
employers look for when evaluating candidates.

Why getting your certificate is essential?
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Why getting your certificate is essential?

• Networking Opportunities: Holding a certificate connects you
with a network of certified professionals. Many organizations
have alumni or networking groups where you can share
experiences, exchange ideas, and grow your professional
circle.

• Personal Achievement: Earning a certification is a significant
accomplishment, and your certificate is a tangible reminder of
the hard work, dedication, and progress you’ve made. It’s
something you can be proud of and showcase to others.
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https://www.credly.com/org/certiprof/badge/social-media-strategy-professional-certification-sm

Badge

https://www.credly.com/org/certiprof/badge/software-project-leader-professional-certification-.1
https://www.credly.com/org/certiprof/badge/social-media-strategy-professional-certification-sm
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Lifelong Learning
• Certiprof has created a special badge to recognize consistent

learners.
• By 2024, more than 1,000,000 of these badges have been

issued in over 11 languages.
Purpose and Philosophy
• This badge is intended for people who firmly believe

education can change lives and transform the world.
• The philosophy behind the badge is to promote commitment

to lifelong learning throughout life.
Accessing and Earning the Badge
• The Lifelong Learning badge is awarded at no cost to those

who identify with this approach to learning.
• Anyone who considers themselves to be a lifelong learner can

claim their badge by visiting:

https://certiprof.com/pages/certiprof-lifelong-learning

https://certiprof.com/pages/certiprof-lifelong-learning
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AGENDA

1. Quote & introduction
2. Definition 
3. OVERVIEW
4. Development
5. Marketing mix
6. Meaning
7. Profile guide
8. OPPORTUNITIES & risks
9. No-nos
10. Checklists



Module 1
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Social Media Strategy

Welcome to the first step in mastering social media strategy.
Imagine reaching billions of potential customers, connecting with
audiences worldwide, and building a loyal community around your
brand, all from the palm of your hand. This module will reveal how
social media has become an unstoppable force in modern
marketing and provide you with the tools to harness its power
effectively. Get ready to dive into the essential aspects of each
platform, discover the unique ways they can amplify your message,
and see how understanding these fundamentals can transform
your digital marketing approach. Let's explore the immense
potential of social media together.

CL
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A BRAND IS NO 
LONGER WHAT WE 
TELL THE CONSUMER 
IT IS – IT IS WHAT 
CONSUMERS TELL 
EACH OTHER IT IS.”
Scott Cook (Businessman)
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The Power of Consumer Perception

Consumer-Oriented Brand Identity

As Scott Cook said: "A brand is no longer what we tell 
the consumer it is - it is what consumers tell each other 
it is." This quote highlights a fundamental shift: brands 
are now shaped more by consumer conversations than 
by company messages. With the rise of social media, 
consumers have become powerful voices that can 
define a brand's reputation.
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Implications for Social Media Strategy
Participate in Social Conversations

To adapt, companies must participate in social 
conversations, listen to feedback, and foster 
positive interactions.

Consider Consumers as Partners

By considering consumers as partners in building 
the brand, companies can improve trust and 
authenticity, creating a brand image that 
resonates with the community.
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Social Media

What are the different 
channels available                                      
to users? 

What is the High                            
Marketing Potential of                      
social media?
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Exploring Social Media 
Channels

Diversity and Marketing Potential of Social Media

What are the different channels available to users? Social 
media encompasses various platforms, each with its own user 
base and objectives. Key channels are Facebook for greater 
engagement, Instagram for visual storytelling, Twitter for real-
time updates, LinkedIn for professional networking, and 
Pinterest for visual discovery and inspiration. Each platform 
offers unique tools and audience demographics, allowing 
businesses to target specific groups more effectively.
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Social Media Marketing Potential

Targeted Campaigns

Social media allows 
creating campaigns 
targeted to highly precise 
audiences, maximizing the 
impact of the marketing 
budget.

Direct Interaction

They facilitate two-way 
communication with 
consumers, allowing to 
respond to inquiries and 
receive real-time feedback.

Loyalty Building

They help build lasting 
relationships with 
customers, increasing 
brand loyalty through 
regular interactions and 
valuable content.

Massive Reach

With billions of active users 
worldwide, social media 
offers unprecedented reach 
for brands of any size.

Through tailored content and real-time engagement, social media allows businesses to strengthen their digital presence 
and quickly respond to market trends, maximizing their impact in the fast-paced digital landscape.
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Social Media Icons



27

Recognizing Social Media Icons

The Influence of Social Media Icons on Brand Recognition

Social media icons are more than just logos: they are globally recognized symbols of influence and connectivity. Each icon,
whether the familiar blue "f" of Facebook or the camera symbol of Instagram, immediately evokes a sense of community,
sharing, and engagement. These icons have become universalized, transcending linguistic and cultural barriers, and have
become integrated into digital culture. For brands, incorporating these icons into their marketing signals that they are willing
to interact with the public in real-time, fostering a sense of familiarity and accessibility.
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Impact on Brand Strategy

Website Presence

Invitation to Connect

Product Inclusion

Physical Integration

Marketing Materials

Call to Action

Building Trust

Open Communication

The presence of these icons on a website, product, or marketing material
serves as a call to action, inviting the audience to connect and interact with
the brand on their preferred platforms. The strategic use of these icons can
also convey a brand's digital savvy and commitment to open
communication, generating trust and fostering ongoing engagement.
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Which Social Media Channels Do Companies 
Use?
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Popular Social Media Channels for Businesses

Information on the Popularity of Platforms
Among Businesses According to a 2019 survey,
businesses show a marked preference for
certain social media platforms to reach and
engage their audience. Facebook is at the
forefront, with 94% of businesses using it,
followed by Instagram at 73% and Twitter at
59%. LinkedIn and YouTube also play a
significant role, utilized by 58% and 51% of
businesses, respectively. Pinterest and
Snapchat are less popular, with adoption rates
of 51% and 34%, indicating that they cater to
more specialized markets or types of content.
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Key Information on Platforms

Broad Demographic Reach

Facebook and Instagram dominate 
due to their broad demographic 
reach

Professional Focus

LinkedIn's professional focus attracts 
B2B brands

Strategic Alignment

Understanding these trends helps 
companies prioritize the platforms 
that best align with their target 
audience

These statistics reflect where companies see the greatest value in terms of audience reach and
engagement potential. Platforms like Facebook and Instagram dominate due to their broad demographic
reach, while LinkedIn's professional focus attracts B2B brands. Understanding these trends helps
companies prioritize the platforms that best align with their target audience and marketing objectives.
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Most Popular Social Networks
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Global Reach of Social Media Platforms
Ranking of Social Media by User Base

Facebook: 2.2B Users

The leading platform in 2019, 
with over 2.2 billion active 
users worldwide.

YouTube: 1.9B Users

The second largest platform, 
with 1.9 billion users 
consuming video content.

WhatsApp: 1.5B Users

The dominant messaging 
platform with 1.5 billion 
monthly active users.

Instagram: 1B Users

Popular among younger 
audiences, reaching 1 billion 
users globally.

These massive audiences illustrate the vast potential reach for brands on these platforms. Platforms like TikTok (500 million
users) are also important, especially popular among younger demographics and for visual content. Interestingly, regionally 
influential platforms like WeChat and QQ in China highlight the importance of understanding local preferences in global social 
media strategies.
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Strategic Opportunities by Platform

Global Reach
Facebook and YouTube offer unparalleled 

global reach, making them ideal for 
awareness campaigns.

Direct Communication
WhatsApp and Facebook Messenger allow for 
more personalized and direct communication 

with users, perfect for customer service and 
community engagement.

Visual Content
For brands targeting younger demographics 

or seeking viral and visual content, 
Instagram and TikTok are powerful platforms 

that foster engagement and creativity.

The scale and diversity of these platforms' user bases offer unique strategic opportunities for brands. Platforms like Facebook and
YouTube offer unparalleled global reach, making them ideal for awareness campaigns. Meanwhile, WhatsApp and Facebook
Messenger allow for more personalized and direct communication with users, perfect for customer service and community
engagement. For brands targeting younger demographics or seeking viral and visual content, Instagram and TikTok are powerful
platforms that foster engagement and creativity.



35

Regional Platforms and Multi-Platform Strategy

Regional Platforms
Regional platforms like WeChat and QQ are essential for
brands looking to penetrate the Chinese market, as they
offer not only social networks, but also integrated services
like payments and e-commerce, creating a more holistic
experience for the consumer.

Multi-Platform Strategy
This breakdown highlights the importance of a multi-
platform strategy where brands can leverage the strengths
of each network, targeting specific demographics, content
types, and regions to maximize their reach and
effectiveness.
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Most Popular Channels for Content Marketing
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Preferred Channels for Content Marketing

Strategic Use of Content Marketing Channels.

Understanding the effectiveness of
different content marketing channels is
key to developing a comprehensive
strategy. Businesses prioritize their own
website (91%) as it serves as the central
hub of the brand identity, providing
detailed information and credibility. A
website allows for full control over the
content and reinforces public trust by
offering a reliable source of information
directly from the brand.20
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Fundamental Marketing Channels
Facebook

With 82% adoption, Facebook allows for direct and 
personalized interaction with the audience. Its broad 
reach and interactive features foster community building 
and increase brand visibility.

Email

Also with 82% adoption, email is particularly effective for 
targeted communication, enabling personalized 
messages directly to interested consumers.
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Multichannel Focus in Marketing
Traditional Channels

Provide authority and credibility

Visual Platforms

Generate dynamic and engaging content

Multichannel Approach

Balances credibility, reach, and interaction

Traditional channels, such as press releases and print media, provide authority and credibility to brand messages, reaching the
audience that responds to these established media. Visual platforms like YouTube and Instagram allow brands to generate
dynamic and engaging content that resonates particularly well with younger demographic groups who prefer the audiovisual
format. A multichannel approach leverages the strengths of each platform to reach the audience where they are, balancing
credibility, reach, and interaction. This allows brands to establish meaningful connections with diverse segments and optimize
content distribution, thereby maximizing engagement and impact.
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Overview of the Major Social Media Platforms –
Number of Active Users

Facebook

SINCE 2004

Social network

2.3 billion active
users

Pinterest

SINCE 2010

Social network for 
sharing images and 

information 

250 million active 
users

Twitter

SINCE 2006

Social network for 
short message posts

336 million active 
users

WhatsApp

SINCE 2009

Text message service

1.5 billion active
users

YouTube

SINCE 2005

Video sharing 
website

1.9 billion active 
users

Instagram

SINCE 2010

Social network for 
sharing photos and 

videos

1 billion active
users

Snapchat

SINCE 2011

Instant messaging 
service

191 million active 
users
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Evolution and Specialized Use of Facebook
Beyond being a basic social network, Facebook has expanded to offer powerful tools for businesses, allowing 
them to reach their audience at different stages of the customer journey.

Targeted Ads
Allow precise segmentation based on 

user behavior, location, and 
demographics, optimizing reach and 

conversion.

Business Pages
Offer official presence for brands and 

businesses, facilitating direct 
communication with customers and 

increasing online visibility.

Community Groups
Foster loyalty by creating specialized 

communities around specific interests, 
generating greater engagement with 

the brand.

Leveraging these specific platform functions allows brands to implement more effective and personalized 
marketing strategies, connecting with audiences at different stages of the conversion funnel.
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YouTube as a Strategic Platform

Advanced Algorithms

Suggest relevant content to 
users, increasing the organic 
reach of brand videos

Integration with Google

The integration of YouTube with 
Google search results provides 
an SEO advantage, making it 
easier for potential customers to 
discover brand content

Practical Example

A company can create a 
keyword-optimized tutorial video, 
reaching both YouTube viewers 
and Google search users

YouTube: Known for its vast reach of video content, YouTube offers unique advantages in terms of visibility. Its 
advanced algorithms suggest relevant content to users, increasing the organic reach of brand videos. Additionally, 
the integration of YouTube with Google search results provides an SEO advantage, making it easier for potential 
customers to discover brand content. For example, a company can create a keyword-optimized tutorial video, 
reaching both YouTube viewers and Google search users.
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Messaging and Visual Platforms
WhatsApp and Facebook Messenger
These platforms allow for direct and personalized interactions 
with customers through chat functions and business API 
capabilities. This enables brands to offer real-time assistance, 
send updates, and manage transactions within the messaging 
platform. For example, a retail brand can use WhatsApp to 
confirm orders, address inquiries, and send shipping updates, 
creating a smooth and reliable shopping experience.

Instagram
Instagram has pioneered innovations like shoppable posts, 
which allow brands to sell products directly through the app. Its 
stories feature, with time-limited content, is ideal for creating 
urgency through limited-time offers or showcasing exclusive 
behind-the-scenes moments. Additionally, Instagram's visual 
focus and strong appeal among younger demographics make it 
particularly effective for lifestyle, fashion, and beauty brands.
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Specialized Platforms

Pinterest

It functions as a discovery and inspiration platform, 
especially valuable for users in the research phase. 

With its visual search and idea boards, it is very 
effective for brands in sectors such as DIY, lifestyle, 

and home decor.

Snapchat

Snapchat's augmented reality (AR) filters and 
location-based features allow brands to create 
interactive and immersive campaigns that appeal 
to a young and tech-savvy audience. For example, 
a beauty brand can use an AR filter on Snapchat for 
users to virtually try on makeup products.

X (Twitter)

Known for its real-time communication, X (formerly 
Twitter) is particularly effective for news, updates, 

and quick interactions. Brands use X to participate in 
trending topics, quickly manage customer service 

inquiries, and share concise and impactful 
messages that foster conversations.
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Reflection on Social Media Platforms

Each social media platform offers specialized features that can significantly enhance

a brand's ability to connect with its audience. By recognizing these strengths, brands

can design multi-platform strategies that cater to the specific needs and

preferences of their target audience. This approach not only maximizes engagement,

but also enables innovative interactions, adapting to the way users naturally interact

on each platform.
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Social Media

▪ There are 3.499 billion active social 
media users worldwide (Brandwatch
2019) 

▪ Social media is the most popular 
pastime. 

▪ Social media has enormous marketing 
potential.
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The Impact and Reach of Social Media
Social media as a global powerhouse of marketing and communication

3.5B Active Users
With 3.499 billion active users worldwide, 
social media represents one of the most 
influential forces in modern 
communication, transcending 
geographical, linguistic, and cultural 
barriers.

#1 Global Pastime
Social media is the most popular 
pastime globally, allowing brands to 
reach audiences that would otherwise be 
inaccessible, establishing direct 
relationships with consumers.

Unprecedented Marketing 
Potential
By strategically positioning themselves 
on platforms where their target audience 
spends a lot of time, brands increase 
their visibility and engage in meaningful 
interactions, leveraging real-time data 
analytics and feedback.
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Reflection on the Impact of 
Social Media

Redefinition of Connections

Social media has redefined the way brands connect with 
consumers, becoming an essential component of any 
modern marketing strategy.

Real-Time Interaction

Its ability to generate real-time interaction and influence 
trends gives brands the opportunity to be agile and 
responsive, staying relevant in a constantly changing digital 
world.



Module 2
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Advance to Module 2
Essential Structure
In Module 2, we will delve deeper into the essential structure that 
supports an effective social media strategy.

Integration with Objectives
Beyond the basic use of these platforms, this module explores how 
to integrate them into a brand's broader marketing objectives.

Strategic Hierarchy
You will discover the hierarchy that guides strategic decision-
making, from establishing clear marketing objectives to creating 
a coherent plan through specific strategies and tactical 
applications.

By understanding these key elements, you will be ready to develop a social 
media approach that aligns with overall business goals, ensuring that every 
post, interaction, and campaign has a clear purpose and real impact.
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DEFINITION



52

Defining the Social Media 
Strategy

Understanding the Core of the Social Media 
Strategy

A social media strategy is a structured plan that defines how a 
brand will use social platforms to achieve its business 
objectives. Unlike simply posting content, an effective strategy 
aligns social media activities with the overall marketing and 
brand goals, ensuring that each action has a clear purpose. 
This involves identifying the target audience, setting 
measurable objectives, selecting the appropriate platforms, 
and planning content that resonates with users.
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Benefits of a Well-Defined 
Strategy

Consistent Voice

Maintain a consistent 
brand identity across 
all platforms

Meaningful 
Engagement

Create authentic 
connections with the 
audience

Measurable 
Impact

Evaluate tangible 
results of social 
media actions

A well-defined strategy allows brands to maintain a consistent voice, 
engage meaningfully with their audience, and measure their impact. 
By understanding the essence of a social media strategy, brands can 
create authentic connections and achieve tangible results, 
transforming their online presence from a mere activity to a 
purposeful commitment.
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Social Media and Social Media Strategy

▪ Difference from traditional mass media (radio, 
television, newspaper)

▪ Digital communication channels for networking

▪ Platforms such as social networks (Facebook), 
Blogs, Wikis (Wikipedia) or photo and video 
platforms (YouTube)

▪ Communication, collaboration and interaction 
between private individuals

▪ However also in companies:                                                        
�Communication by directors and employees       
�Communication by employees among 
themselves �Connecting with customers (e.g. 
customer feedback)                                                                                                           
� Counts as an important market strategy

▪ Social media marketing strategy

▪ Strategy that is customized to corporate goals 
and needs                                                                                            
� in order to use it as a successful and 
meaningful marketing tool

▪ Social media, actions and behaviors are 
defined for achieving long-term business goals

▪ Setting goals and guidelines in order to ensure 
measurable success

▪ Defining key figures

SOCIAL MEDIA SOCIAL MEDIA STRATEGY
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Function and Structure of the Social Media Strategy

Distinguishing Social Media from the Social 
Media Strategy

To fully leverage social media in a business, it is 
essential to understand both the nature of the 
platforms and the structured approach of a social 
media strategy. While social media platforms 
themselves offer channels for connection, interaction, 
and content sharing, a social media strategy provides 
the necessary framework to use these platforms with 
clear purpose and objectives. We will break down these 
two concepts to clarify their differences and how they 
complement each other.
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Social Media as a 
Communication Channel

Digital Interaction

Social media platforms like Facebook, Instagram, Twitter, and 
YouTube function as digital channels where users share 
content, connect, and interact with each other. These 
platforms are designed to be interactive and enable two-
way communication that traditional media (such as 
television or radio) cannot provide.
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Types of Social Media Platforms

Social Networks
Facebook, LinkedIn for personal and 

professional connections

Content Sharing Platforms
YouTube, Instagram for photos, videos, 
and stories

Knowledge Sharing Platforms
Wikipedia, blogs where users create and 
share information

Business Use
Internal communication, employee 
collaboration, and direct customer 

relations

Types of Platforms: Social media is a broad term that includes: Social Networks (e.g., Facebook, LinkedIn) for personal and professional 
connections. Content Sharing Platforms (e.g., YouTube, Instagram) for photos, videos, and stories. Knowledge Sharing Platforms (e.g., Wikipedia, 
blogs) where users create and share information. Business Use Beyond Marketing: While social media is popular among individuals, it is also used 
in the business realm for internal communication, employee collaboration, and direct customer relations. These platforms enable:
Communication between executives and employees to foster a transparent work culture. Employee collaboration through shared spaces and 
tools for project coordination. Customer support and feedback channels, which help brands understand and respond to their audience's needs in 
real-time.
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Social Media Strategy as a 
Business Tool

Purpose-Driven Approach

A social media strategy is not just about being present on 
platforms, but using that presence strategically. This involves 
creating a customized plan that aligns with the brand's 
corporate objectives and addresses the specific needs of the 
target audience.
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Components of a Social Media Strategy

Setting Objectives

Define clear and measurable objectives, such as brand awareness, engagement, lead generation, or 
improved customer service.

Define Actions and Behaviors

Identify the types of posts, campaigns, and interactions that will represent the brand on each platform. 
This includes defining the brand voice, tone, and content style to ensure consistency.

Guidelines and Policies

Establish guidelines that govern the brand's conduct on social media, ensuring consistency in 
messaging and interactions. This also includes policies on customer complaint management, crisis 
management, and employee use of social media.
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Measurable Success and Long-Term Vision
Measurable Success
Establish KPIs (key performance indicators) to monitor 
progress and determine if the strategy is effective. Metrics 
may include engagement rates, follower growth, click-
through rates, and conversion metrics.

Long-Term Vision
Unlike ad-hoc social media activity, a strategy is designed 
with long-term business objectives in mind. Its purpose is to 
build sustainable relationships, improve brand positioning, 
and create a community around the brand over time.
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Social Media vs. Social Media Strategy

Without a Strategy

A company may post sporadically on social 
media without a clear message, mixing different 
tones and topics that do not align with the 
brand's objectives. This can confuse the 
audience and dilute the brand identity.

With a Strategy

A company with a social media strategy can 
post content systematically that aligns with the 
brand's values, captures the attention of its 
target audience, and responds to customer 
interests. For example, a fitness brand can post 
workout tips, motivational quotes, and customer 
success stories in a consistent tone that 
promotes its identity and values.

By distinguishing between social 
media as a participation tool 

and social media strategy as a 
structured, goal-oriented 

approach, companies can 
maximize the impact of their 

digital presence. A well-crafted 
strategy transforms social 

media from informal 
communication to a solid 

marketing channel that fosters 
measurable business growth.



62

Social Media Strategy

Social 
MEDIA

Social 
MEDIA 
MARKETING

Social 
MEDIA 
STRATEGY
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Understanding the Layers of Social Media Strategy
Differentiating between social media, social media marketing, and social media strategy

Social Media
General platform usage

The fundamental layer where users 
participate in social platforms to 
communicate, share content, and connect 
with others.

Social Media Marketing
Engagement and Promotion

The utilization of social platforms 
specifically to promote products, services, 
or brands, generating interactions with the 
target audience.

Social Media Strategy
Comprehensive, goal-oriented plan

A structured and planned approach that 
aligns social media presence with specific 
and measurable business objectives.

To effectively leverage social media in businesses, it is crucial to understand these distinct yet interconnected layers. Each represents
a different approach and level of engagement with social platforms, ranging from general usage to strategic actions aimed at
achieving business goals.
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Social Media (General Platform Usage)

Definition

This level covers the basic use of social media platforms for 
communication, sharing, and connecting. Here, both individual 
users and businesses post updates, photos, and videos, not 
necessarily pursuing specific business objectives.

Purpose

At this level, social media acts as a channel for general 
participation and presence. While they increase the visibility of 
the brand or individual, they lack the specific focus and goal-
oriented approach necessary to achieve tangible impact in the 
business realm.
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Social Media Marketing (Engagement and Promotion)
Definition

Social media marketing focuses on the use of social 
platforms to promote products, services, or brand 
values. This level involves creating content targeted at 
a specific audience in order to generate engagement, 
increase the follower base, and build brand awareness.

Objective

The objective of social media marketing is to use posts, 
ads, and engagement tactics to gain followers and 
create initial interest in the brand. Unlike general use, 
social media marketing is more intentionally focused 
on reaching specific audiences and fostering 
interactions that are aligned with marketing goals.
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Social Media Strategy (Comprehensive, Goal-Oriented Plan)
Audience Analysis

Precisely identify the demographic data, preferences, and behaviors of the target audience

Content Planning

Develop a coherent content calendar that aligns with brand objectives, topics of interest, and 
audience needs

KPIs and Measurement

Define key performance indicators (KPIs) to track success, such as 
engagement rates, conversion metrics, and follower growth

Definition: The core of the model is the social media strategy, which is presented as a structured long-term plan that aligns
social media activities with broader business objectives. This is the most advanced level of social media use, where every
action on social platforms has a clear purpose and is assigned to specific objectives with measurable results.

Objective: The social media strategy ensures that all social media marketing activities contribute to brand development and
long-term business growth. It becomes the strategic backbone that transforms occasional marketing efforts into a solid,
focused presence on social platforms.
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Example of Interconnectivity

Social Media
The brand is limited to sharing 

photos of workouts and healthy 
recipes.

Social Media Marketing
It begins to promote products, using 

hashtags and engaging with 
followers to increase visibility.

Social Media Strategy
The brand develops a content calendar, 

targets specific demographic groups 
(e.g., young adults interested in health), 

tracks engagement and conversion 
metrics, and aligns posts with broader 

marketing campaigns.
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Transformation of Social Media Presence

Casual Use
Basic presence without direction

Targeted Marketing
Purposeful promotion

Deliberate Strategy
Comprehensive plan aligned with objectives

Significant Impact
Sustained long-term growth

Understanding these layers allows businesses to transform their social 
media presence from casual use to a deliberate strategy. This creates a 
significant impact on the brand, achieving deeper engagement and 
sustained long-term growth.
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OVERVIEW
Social Media Marketing

MIX
MARK
ETING

MARKETING objectives

MARKETING 
STRATEGY

LEVEL 3
"What needs to be applied?"

LEVEL 2
"How do we get there?"

LEVEL 1
"Where do we want to go?"

SOCIAL 
MEDIA 

STRATEGY
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The Hierarchy of Social Media Marketing

Level 1: Marketing Objectives

Where do we want to go?

The fundamental starting point for any 
strategy, clearly defining the goals the 
brand wants to achieve.

Level 2: Marketing Strategy

How to get there?

The detailed plan that establishes the 
overall approach to achieve the defined 
brand objectives.

Level 3: Marketing Mix

What to apply?

The specific tactical tools and channels 
used to execute the strategy and 
implement the objectives.

Integrating the social media strategy into marketing frameworks: A well-crafted social media strategy is more effective when 
integrated into the broader framework of a brand's marketing structure. This structured approach ensures that social media 
efforts are aligned with the brand's wider objectives.
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Level 1: Marketing Objectives

Definition

This foundational level establishes the brand's primary 
objectives, such as increasing brand awareness, driving sales, 
or building customer loyalty.

Purpose

By defining clear objectives, brands establish a directional 
purpose for all their marketing efforts, including social media. 
These objectives anchor the entire strategy, providing each 
action with a measurable end goal that aligns with business 
growth.
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Level 2: Marketing Strategy

Definition

This level details the approach to achieving brand objectives, 
including identifying target segments, positioning, and 
selecting the most effective channels for engagement.

Objective

A strong marketing strategy provides the roadmap to reach 
the audience and differentiate the brand in the market. In 
social media, this translates to selecting the platforms where 
the target customers are most active, developing a 
consistent brand voice, and deciding on the topics that will 
resonate with the audience.
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Level 3: Marketing Mix
Product
Features and benefits

Price
Value strategy

Place
Distribution channels

Promotion
Communication and advertising

Definition: The marketing mix encompasses the tactical actions, represented by the 4 Ps: Product, Price, Place, and 
Promotion, that are used to implement the marketing strategy.

Purpose: In the context of social media, the marketing mix determines the types of content, campaigns, and engagement 
tactics that will be deployed. It involves deciding on the timing of promotions, the tone of the message, the visual elements, 
and the frequency of posts, ensuring that all content serves the overall strategy.

The role of the social media strategy

The social media strategy acts as a key component within this hierarchy, translating high-level objectives into specific 
actions for each platform. It connects each level, ensuring that social media contributes significantly to the brand's overall 
objectives, preventing it from becoming an isolated and uncoordinated effort.
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Conclusion
Consistency

Aligned messages across all platforms

Effectiveness

Maximizing the impact of each action

Alignment

Integration with business objectives

By integrating social media into this structured marketing hierarchy, 
brands can ensure consistency, effectiveness, and alignment at all levels. 
This approach transforms social media from a series of spontaneous 
posts into a powerful strategic tool that supports business objectives, 
adapts to market needs, and reinforces brand presence.



Module 3
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Social Media Strategy: A 
Structured Approach
In this module, we will dive into developing a social media strategy 
with a structured and practical approach. We will explore how each 
step - from defining objectives to choosing platforms and planning 
content themes - builds a strong and cohesive social media 
presence. You will understand the importance of aligning social 
media tactics with the company's business goals and discover how 
to leverage analytics tools to measure the success of your efforts. 
Get ready to see how a well-crafted strategy can not only increase 
brand visibility, but also improve engagement and foster lasting 
relationships with your audience. Let's get started.



77

SOCIAL MEDIA STRATEGY

DEVELOPMENT
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Developing a Social Media Strategy

Steps to Develop a Focused Strategy

The development phase of a social media strategy 
involves creating a detailed plan that aligns with both 
the brand's objectives and the audience's needs. In this 
stage, the brand's overall goals are transformed into 
concrete and practical actions that ensure each social 
media activity has a specific purpose.

Developing a strategy includes identifying the target 
audience, selecting the appropriate platforms, setting 
clear objectives, and planning the types of content that 
will best represent the brand.



Building a Social Media 
Strategy

The social network is one of the most 
dominant marketing strategies. 
When applied correctly, a strong bond can 
form with potential customers.

How can I work out an 
EFFICIENT and coherent 
strategy?
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Strategic Alignment in Social 
Media

Strategic Content

A successful strategy not only considers what content to 
publish, but also when and where to do it to achieve 
maximum impact.

Alignment with Objectives

This phase involves aligning the content topics, interaction 
tactics, and measurement methods with the overall brand 
goals, ensuring that each action is oriented towards the 
desired results.
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Building a Solid Social Media 
Strategy

Define Clear Objectives

Establish what the brand aims to achieve, whether it's increasing 
brand awareness, generating leads, or retaining customers. 
Having clear objectives guides all subsequent actions and 
ensures that all efforts are aligned with the desired outcomes.

Understand the Target Audience

Knowing the audience—their preferences, behaviors, and 
preferred platforms—allows you to tailor the content in a way that 
resonates and effectively attracts them.

Choose the Right Platforms

Select the social media platforms that best fit the brand's 
objectives and audience.
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Key Elements of an 
Effective Strategy

1 Understand the Target Audience

Knowing the audience - their preferences, behaviors, 
and preferred platforms - allows you to tailor content 
that resonates and attracts effectively.

2 Choose the Right Platforms

Select the social media platforms that best fit the 
brand's objectives and audience. Each platform offers 
unique strengths; for example, Instagram is ideal for 
visual storytelling, while LinkedIn facilitates professional 
networking.
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Components of an Effective Strategy

Develop Coherent 
Content Themes

The content should reflect the 
brand's voice, values, and 
audience interests. Consistency 
in messaging and style 
reinforces brand identity and 
builds familiarity.

Establish Interaction 
Protocols

An effective strategy includes 
clear guidelines on how to 
interact with followers, manage 
comments, and respond to 
inquiries. Positive interaction 
helps build a loyal community 
around the brand.

Measure and Adjust

Regularly track performance 
using metrics like engagement 
rates, follower growth, and 
conversions. Analyzing this data 
allows for continuous 
improvements, making the 
strategy adaptable and 
increasingly effective.
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Reflection on Effective Strategies

By following these steps, brands can go beyond simply "being active" 
on social media. Instead, they create a strategic presence that builds 
strong and lasting connections with their audience, transforming 
casual followers into loyal customers and brand advocates.

78%
Customer Loyalty

Of customers who follow strategic brands

3.2x
Engagement

Higher than brands without a strategy
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Building a Social Media Strategy

Assign and train 
staff or team

Create internal 
guidelines

Analyze target 
audience and 
questions of 
prospective 
platforms

Measure 
success

Create content 
and create 
presence

Choose 
platforms  and 
channels

Define 
objectives and 
target audience

Prepare and                
analyze

Set strategic 
orientation

Define target 
audience

Define realistic 
and measurable 
objectives

Concentrate on 
established 
social media 
platforms

OR

Design an 
individual  
platform

Create and 
share related 
content

Manage added 
value for target 
audience

Respond to 
comments and 
give relevant 
feedback

Measure target 
achievement

Adjust strategy 
and objectives 
accordingly

If needed, content-
related and 
organizational 
modification
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Steps to Create a Social Media Strategy

Prepare and Analyze

Team assignment and training

Define Objectives

Establish clear goals

Choose Platforms

Select appropriate channels

Creating a successful social media strategy involves various phases, each essential to building a coherent and
impactful presence. This structured approach ensures that social media efforts are well-directed, measurable, and
aligned with the overall brand objectives.
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Preparation and Analysis Phase

Team 
Assignment and 
Training

Select and train the 
team members 
responsible for 
managing social 
media activities, 
ensuring they 
understand the 
brand's voice, values, 
and objectives.

Develop Internal 
Guidelines

Develop internal 
guidelines to 
maintain consistency 
in messaging, tone, 
and brand standards 
across all platforms.

Audience and 
Platform 
Analysis

Analyze the 
preferences and 
behaviors of the 
audience on different 
social platforms to 
determine which will 
be most effective for 
the brand's presence.
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Define Objectives and Target Audience

Strategic Orientation

Establishes the overall direction of 
social media activities, providing a 
clear framework for all future 
decisions.

Defining the Target Audience

Identifies the demographic 
characteristics, interests, and 
behaviors of the ideal audience to 
create relevant and effective 
content.

Establish Measurable 
Objectives

Creates clear, specific, and 
quantifiable objectives that allow for 
evaluating the success of the 
strategy and making adjustments as 
needed.
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Choosing Platforms and Channels

Platform Selection
Decide whether to focus efforts on 
established social platforms (like 
Instagram, Twitter) or consider 
creating a unique platform that fits 
the specific needs of the brand.

Concentration of Efforts
Instead of dispersing resources 
across too many channels, focus on 
the platforms that best align with the 
target audience and brand goals to 
maximize impact.

Create Content and Presence
Develop content that resonates with 
the audience, provides value, and 
encourages engagement. This can 
include educational articles, behind-
the-scenes images, or customer 
success stories.
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Social Media Strategy – Funnel 

BUSINESS MISSION

BUSINESS GOALS

DEPARTMENT GOALS

SOCIAL MEDIA GOALS

SOCIAL MEDIA TACTICS

SOCIAL MEDIA 
METRICS

Social MEDIA STRATEGY FUNNELSTART HERE

NOT HERE
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Social Media Strategy Funnel

Corporate Mission

Foundation of the strategic funnel
1

Business Objectives

Aligned specific goals2

Departmental Objectives

Goals by functional area3
Social Media Objectives

Specific goals for platforms

4

The social media strategy funnel illustrates how social media objectives should be structured to align with broader 
business objectives, creating a cohesive path from the high-level vision to actionable metrics.
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Business Mission and Objectives

Business Mission

The business mission, the foundation of the funnel, defines the 
fundamental purpose and vision of the company. This high-level 
direction shapes all subsequent objectives and strategies, 
ensuring that every department, including social media, supports 
the broader purpose of the organization.

Business Objectives

Business objectives are specific goals that the company seeks to 
achieve in line with its mission. These can include increasing 
market share, improving customer satisfaction, or driving 
innovation. These objectives provide a tangible direction to the 
activities of all departments.
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Department and Social Media Objectives
Department Objectives. Purpose: Each 
department sets its own objectives based on 
the overall business goals. For example, the 
marketing department may focus on 
increasing brand awareness, while the 
customer service department may focus on 
improving response times. Department 
objectives ensure that each function directly 
contributes to the overall success of the 
company.

Social Media Objectives. Purpose: Social 
media objectives are defined to support both 
departmental and business objectives. For 
example, increasing engagement, reaching 
new audiences, or generating leads. 
Establishing specific social media objectives 
allows you to focus efforts on generating 
measurable impact that aligns with broader 
business priorities.

120
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Social Media Tactics and Metrics

Social Media Tactics. Purpose: This level refers to the specific actions and methods used to achieve social media objectives.
Examples include content calendars, targeted ads, influencer partnerships, and engagement strategies. Tactics are the daily 
actions that bring the strategy to life on social platforms.

Social Media Metrics. Purpose: At the bottom of the funnel, metrics measure the success of social media activities against 
established goals. These metrics can include engagement rates, follower growth, conversions, and other key performance 
indicators (KPIs). Tracking these metrics allows for continuous evaluation and adjustment of social media efforts.
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Conclusion on the Strategic 
Funnel

Strategic Integration

This funnel framework ensures that social media is not an 
isolated activity, but an integrated component of the brand's 
overall mission and objectives.

Clear Pathway

By connecting the business mission to specific metrics, 
companies can ensure that every post, campaign, and 
interaction is aligned with the broader strategic goals, 
providing a clear path from vision to measurable impact.
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Building a Social Media 
Strategy

4. SET                      
MAIN          

THEME

3.  SELECT    
SOCIAL 
NETWORKS

1. DEFINE 
CORPORATE     

GOALS

2. IDENTIFY 
TARGET 
AUDIENCE

5. APPLY 
THEME  

PLANNING
SOCIAL 
MEDIA 

STRATEGY
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Essential Steps to Develop a Social Media Strategy

Define Corporate Objectives

Establish clear goals aligned with the business mission

Identify Target Audience

Understand the characteristics and needs of the audience

Select Appropriate Platforms

Choose the channels that best connect with the audience

Establish Key Theme

Define consistent messages that reflect the brand identity

Apply Thematic Planning

Develop a structured content calendar

Creating a social media strategy requires 
a step-by-step approach to ensure 
alignment with corporate objectives, 

while also creating content that 
resonates with the target audience. Each 
step contributes to a cohesive plan that 
improves brand presence, engagement, 

and relevance on social platforms.
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Define the Company's Objectives

Fundamental Purpose
The first step is to understand the broader business 
objectives. These may include improving brand 
recognition, driving customer engagement, or 
increasing sales. Corporate objectives serve as the 
foundation and guide the direction of all social 
media efforts, ensuring that all actions are aligned 
with the company's overall mission.

Identify the Target Audience
It is crucial to deeply understand the demographics, 
preferences, and online behavior of your audience. 
This step allows you to tailor social media content to 
resonate with the interests and needs of the audience, 
ensuring relevance and maximizing engagement.
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Select Social Media and Establish Main Theme
Select Social Media Platforms

Purpose: Based on corporate objectives and audience profile, select the 
social media platforms that best fit your needs. Each platform has 
unique characteristics: LinkedIn is ideal for professional networking, 
Instagram excels at visual storytelling, and Twitter favors quick 
conversation. Choosing the right platforms allows you to effectively 
engage with your audience where they are most active.

Establish Main Theme

Purpose: Define a central theme that aligns with the brand's voice and 
values, such as sustainability, innovation, or a healthy lifestyle. A 
consistent theme not only reinforces the brand identity, but also guides 
content creation, helping the audience associate the brand with specific 
values and messages.
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Apply Thematic Planning

Develop Content Plan

Create a detailed calendar for different platforms

Determine Frequency

Establish optimal publishing rhythm

Schedule Special Events

Plan content for key dates

Maintain Consistency

Ensure consistent messaging across all platforms

Purpose: Develop a detailed content plan that translates the main theme into 
various types of content, formats, and publications across the selected platforms. 
The planning includes creating a content calendar, determining the frequency of 
publications, and scheduling key themes, special events, or relevant dates to 
maintain consistency and ensure continuous engagement with the audience.
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Conclusion on Strategic Planning

Following these steps will help brands create a focused and strategic presence on social media. By defining clear 
objectives, deeply understanding the audience, and establishing a content theme aligned with the brand's 
identity, companies can convey relevant and impactful messages that meaningfully connect with their audience 
and strengthen their presence in the digital environment.

67%
More engagement

With a well-defined strategy

3.5x
Higher conversion

With consistent messages

42%
Better recognition

With aligned themes
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Building a Social Media 
Strategy

▪ Have clear objectives (what should be accomplished?)
▪ Goal setting helps answer all following questions
▪ Corporate goals are highlighted with measurable 

indicators (e.g. determining the number of followers 
who can be reached at a given time)

EXAMPLES: 
� Establishing customer services
� Improved brand recognition

1. DEFINE CORPORATE GOALS
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Defining Corporate Objectives in the Social Media Strategy

Corporate Mission
Defines the fundamental purpose of the 
organization and establishes the 
foundation upon which all digital 
strategies will be built.

Strategic Objectives
Establishes specific, measurable, and 
achievable goals that directly support 
the overall mission of the company.

Social Media Objectives
Develops specific goals for each platform 
that align with the strategic objectives 
and contribute to the corporate mission.

Defining corporate objectives is the first and most critical step in developing a social media strategy. Clear objectives provide 
guidance and ensure that all actions taken are in alignment with the organization's overall mission.
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Key Points to Define Corporate Objectives

Clarify the Objectives

Start by specifying what needs to 
be achieved. Objectives should 
answer the fundamental 
question: "What are we trying to 
accomplish?". This could include 
objectives such as expanding 
brand recognition or improving 
customer service.

Guide Strategic Decisions

Objectives serve as a compass 
and help answer subsequent 
strategic questions about the 
target audience, content, and 
acquisition tactics. With defined 
objectives, each part of the 
strategy is oriented towards 
achieving a measurable 
outcome.

Establish Quantifiable 
Indicators

Corporate objectives must be 
quantifiable to effectively track 
progress. For example, an 
objective could be to reach a 
certain number of followers 
within a specific timeframe or 
improve customer interaction 
response rates. Quantifiable 
indicators allow for evaluating 
and refining the strategy over 
time.
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Examples of Business Objectives on Social Media
Establish a Customer Service Presence

Utilize social media as a responsive customer service
platform, improving customer satisfaction and loyalty by
directly addressing their inquiries and issues.

Improve Brand Recognition

Increase brand visibility through the creation of content that 
resonates with the target audience, ultimately leading to greater 
brand awareness and credibility.

Conclusion: Establishing well-defined corporate objectives is the foundation of an effective social media
strategy. Clear and measurable goals not only provide a sense of purpose, but also enable the brand to
evaluate the success of its efforts, ensuring that every action on social media contributes significantly to
business growth.
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▪ Find the right approach and matching content
▪ Create a client profile using demographic information 

and compare interests and professions

EXAMPLES:
� B2B target audience: polite and formal (content that 
conveys knowledge)                     
�B2C target audience: less formal and direct (more 
entertaining content)

2. IDENTIFY TARGET GROUP

Building a Social Media 
Strategy
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Identify Your Target Audience

Professionals 25-34 Students 18-24 Parents 30-45 Seniors 55+

Identifying the right target audience is 
essential for developing a social media 
strategy that resonates. Knowing who 
your audience is allows you to tailor the 
content, tone, and approach to meet 
their specific preferences and needs. 
This step involves profiling potential 
customers by collecting and analyzing 
demographic data, interests, and 
behaviors.
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Key Points to Identify the Target 
Audience

Determine the 
Appropriate 
Approach

Find the most suitable 
tone and style to 
connect with your 
audience. Each 
audience responds to a 
different type of 
content, so knowing 
their preferences is 
crucial to creating a 
relevant social media 
presence.

Develop Customer 
Profiles

Create detailed profiles 
that capture 
demographic 
information, such as 
age, location, 
occupation, and 
interests. By comparing 
these elements, you can 
refine your messages to 
specifically appeal to 
your target group.

Examples of 
Audience 
Segments

Identify different 
segments such as B2B 
or B2C audiences, each 
with specific 
characteristics and 
needs that require 
distinct approaches.
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B2B and B2C Audiences

B2B (Business-to-Business) Audience
Characteristics: Typically professional, values informative and 
knowledge-based content.

Approach: Use a polite and formal tone, and focus on content that 
conveys expertise, such as industry knowledge, case studies, or 
white papers.

B2C (Business-to-Consumer) Audience
Characteristics: Generally expects engaging, entertaining, and 
relatable content.

Approach: Use a less formal and more direct tone, and focus on 
content that entertains or provides value, such as lifestyle tips, 
product showcases, or user-generated content.
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Reflecting on Understanding Audiences

Understanding your audience's preferences allows you to create a connection that goes beyond just products or services. By 
speaking directly to their needs and interests, brands can foster deeper relationships and build loyalty with their followers.

78%
Higher Engagement

With personalized content

3.2x
Better Retention

With relevant messaging

65%
More Conversions

With targeted focus
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▪ Which social networks are essential for reaching 
corporate goals and target audiences?

▪ FACEBOOK, for example, is always useful for addressing 
different target audiences

▪ INSTAGRAM, on the other hand, is better aimed at the 
B2C target audience

3. Select NETWORKS

Building a Social Media 
Strategy
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Selecting the Appropriate Social Media Platforms

Selecting the appropriate social media platforms is crucial to reaching the desired audience and achieving 
business objectives. Each platform serves different purposes and demographics, so understanding where 
your audience spends time and how they interact with content is essential to maximize impact.
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Key Considerations for Platform Selection

Facebook: Versatile Platform
A versatile platform suitable for reaching a 
wide variety of audiences, including both 
B2B and B2C segments. Its diverse user base 
and robust advertising tools make it ideal 
for general reach and targeted marketing.

Instagram: Visual Focus
More suitable for B2C interactions due to its 
visual focus and younger user 
demographics. Instagram is ideal for brands 
looking to showcase products, share lifestyle 
content, or build a visually appealing brand 
identity.

Content Type and Interaction Style: Each platform favors different types of content - Facebook supports 
various formats like videos, events, and articles, while Instagram is best for high-quality images, short videos, 
and stories. Adapting the content style to the platform's strengths improves engagement.

Audience Interaction Patterns: Understand how your target audience interacts on each platform. For example, 
Instagram users may prefer direct messages and comments, while LinkedIn users may respond better to 
formal discussions and industry-related ideas.
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Conclusion on Platform Selection

Strategic Presence

Choosing the right 
platforms is about more 
than just establishing a 
presence; it's about 
creating an environment 
where the brand can 
meaningfully engage with 
its audience.

Solid Connections

By selecting networks that 
align with both the brand's 
objectives and the 
audience's preferences, 
companies can foster 
stronger connections and 
achieve better results.

Optimized Results

Strategic platform selection allows you to focus resources 
where they will have the greatest impact, maximizing the return 
on investment in social media.
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▪ Which themes should be communicated?

▪ They should be related to its product/ service

▪ Focus is on the needs of the target audience

▪ Elaborate unique selling points
� arouse customer interest
� differentiate from competitors

4. SET Main THEME

Building a Social Media 
Strategy



116

Establishing the Main Theme for Social Media
Establishing a main theme is crucial for creating a coherent and focused social media strategy. The main theme determines 
the tone, content, and overall message of the brand, ensuring that all posts align with both the brand identity and the interests 
of the audience.

Identify Core Themes

Key messages aligned with the brand 
that maintain consistency across all 
social media communications.

Focus on Audience Needs

Relevant content that directly responds 
to the interests and concerns of the 
target audience.

Highlight Unique Selling Points

Clear differentiation from the 
competition by emphasizing the 
exclusive values and benefits offered by 
the brand.
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Key Points to Define the Main Theme
Identify Core Themes

Determine the key messages that should be 
communicated through social media. These themes 
should reflect the unique qualities of the brand and be 
directly related to its products or services.

Focus on Audience Needs

Develop a theme that responds to the interests and 
concerns of the target audience. Understanding what the 
audience values helps create content that is relevant and 
compelling, increasing engagement and loyalty.

Highlight Unique Selling Points (USPs)

Emphasize what distinguishes the brand. Whether it's 
quality, innovation, or exceptional service, highlighting 
unique aspects of the brand piques customer interest and 
sets it apart from the competition.
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Advantages of a Clear Theme for Social Media

Captures Client 
Interest

Attracts attention and 
generates curiosity in the 
audience, increasing the 
likelihood of interaction 
with the brand's content.

Fosters Brand 
Recognition

Creates familiarity and 
recall through a coherent 
presence and consistent 
messaging.

Differentiates from 
Competition

Highlights the unique 
qualities of the company, 
allowing it to stand out in a 
saturated market.

Connects with the 
Audience

Establishes meaningful 
relationships with followers, 
generating trust and 
loyalty towards the brand.
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Example of Reflection on Topics

Wellness and Health Topic
For a brand focused on health, the main theme could
revolve around wellness, balanced lifestyle, and natural
ingredients. Messages can range from nutritional tips to
exercise ideas, establishing a strong and recognizable
identity that appeals to a health-conscious audience.

Audience Engagement
A consistent theme focused on health and wellness
creates an engaged community that shares similar
values. Followers not only consume the content, but
interact with it and share it with their own networks,
expanding the organic reach of the brand.
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▪ Regularly distribute new themes to target audience
▪ e.g. Editorial calendar for fan pages
▪ Planning helps and guarantees:
� presence on the social web
� arrangement of posts

EXAMPLES:
� Blog entries, case studies, photos, videos

5. APPLY THEME PLANNING

Building a Social Media 
Strategy
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Thematic Planning for a Consistent Presence
Content Type Frequency Primary Platform Objective

Educational Tips 3 times per week Instagram, Facebook Engagement

Customer Stories 1 time per week LinkedIn, Facebook Credibility

Visual Content Daily Instagram, Pinterest Inspiration

Webinars/Live Streams Monthly YouTube, Facebook Education

Applying thematic planning ensures a consistent and organized social media presence that aligns with the overall brand strategy. Through 
scheduled themes, brands can create a predictable flow of content that attracts the audience and reinforces their connection with the 
brand.
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Key Points for Effective Thematic Planning

Periodically Update 
Themes

Keep content fresh and 
relevant

Use an Editorial 
Calendar

Structure content 
distribution

Ensure Continuous 
Presence

Avoid content gaps

Align with 
Objectives

Maintain strategic 
coherence
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Examples of Content Types in Thematic Planning

Blog Posts: Share informative or thought-provoking articles relevant to the industry or brand interests.

Case Studies: Provide real-world examples of how products or services solve customer problems, building credibility.

Photos and Videos: Use visual content to capture attention and illustrate key topics, creating a dynamic and visually 
appealing feed that is shareable.
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Conclusion on Thematic Planning

Strategic Structure

Thematic planning allows 
brands to offer content in a 
structured way, keeping 
social media feeds dynamic 
and strategic.

Planned Publications

By carefully planning the type 
and timing of posts, brands 
can effectively attract their 
target audience, build 
stronger relationships, and 
maintain an impactful 
presence on the chosen 
platforms.

Strengthened Relationships

A consistent and thematically coherent presence helps build a loyal 
community that identifies with the brand's values and messages.
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How to Build a Social Media Strategy

Is used for security

Promotes viral marketing

Each company should be present there

Should correspond to customer interests

Summarizes the results of the analysis

Lists relevant components

Is for team planning

Allows channel establishment for viral effects

Ensures continuous strategy optimization

Creates an overview1 LISTEN

2 GOAL DEFINITION

3 CHANNEL SELECTION

4 AGENDA SETTING

5 STRATEGY DEVELOPMENT

6 ACTIONS MIX

7 PROJECT TEAM

8 CRISIS MANAGEMENT

9 PRESENCE BUILDING

10 Evaluation

▪ MONITORING
▪ SWOT ANALYSIS

▪ ACTUAL AND DESIRED UPTAKE

▪ TARGET CUSTOMERS – PRESENCE 

▪ THEME DEFINITION

▪ CHANNELS
▪ THEMES
▪ ACTIONS
▪ VIRAL ACTIONS
▪ SCHEDULE
▪ MILESTONES▪ TASKS
▪ RESPONSIBILITY
▪ RESOURCES

▪ GUIDELINES
▪ SOCIAL MEDIA POLICY
▪ PR CRISIS
▪ CHANNEL SETTING
▪ FRIEND GAINING
▪ CHANNEL EXAMPLES
▪ DIALOGUE
▪ MONITORING
▪ CROWD SOURCING

Source: ©Claudia Hilker, Social Media für Unternehmer
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Comprehensive Steps to Create a Social Media 
Strategy

Listen

Monitor and SWOT analysis of the current landscape

Define Goals

Establish clear and measurable objectives

Select Channels

Identify the most suitable platforms

Establish Calendar

Define key topics and messages

Develop Strategy

Integrate channels, themes, and tactics

Developing a social media strategy involves a 

structured process of several steps that ensures 

all aspects of social media engagement are 

covered, from initial listening to ongoing 

evaluation. Each step has a unique purpose: to 

guide brands through strategic planning, team 

coordination, content management, and 

performance monitoring.
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First Steps in Social Media Strategy
Listening (Monitoring and SWOT Analysis)

Start by understanding the current social media landscape, 
including competitors and customer sentiment. A SWOT 
(Strengths, Weaknesses, Opportunities, Threats) analysis 
helps evaluate where the brand stands and where it can 
improve.

Goal Setting (Defining Objectives)

Set clear objectives for social media. These objectives should 
specify the desired outcomes, such as increased 
engagement, brand awareness, or conversion rates.

Channel Selection (Identifying Platforms)

Choose the platforms that fit the target audience and brand 
goals. The selected channels should align with the brand's 
style and the audience's preferred interaction methods.
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Strategy Development and Planning

Agenda Setting

Define systematic key 
topics

Strategy 
Development

Integrate platforms and 
messaging

Mixed Actions

Plan content and 
milestones

Project Team

Assign roles and 
responsibilities
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Crisis Management and Continuous Evaluation

Crisis Management

Develop a crisis management plan to 
address potential public relations issues. 
Establish guidelines for managing 
negative feedback or unexpected 
incidents on social media.

Presence Building

Actively build and maintain a strong 
social media presence. Focus on 
engaging with followers, attracting new 
users, and fostering community 
interactions.

Evaluation

Regularly monitor performance 
indicators and gather insights to refine 
the strategy. This continuous evaluation 
ensures the strategy remains effective 
and responsive to changes in the social 
media landscape.
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Final Reflection on Social Media 
Strategy

Each of these ten steps is crucial to building a social media strategy that is both 
impactful and resilient. By following this structured approach, brands can 
establish a solid foundation, effectively engage with their audience, and adapt to 
the evolving dynamics of social media over time.

10
Strategic Steps

For a comprehensive strategy

3.5x
Higher ROI

With a structured approach

85%
Successful Brands

Follow this process
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Building a Social Media Strategy

ANALYSIS
BLURRED COMPANY  

PROFILE
TOO LITTLE TRAFFIC ON 

WWW
DIFFICULT STAFF 

ACQUISITION
UNCOORDINATED 

INDIVIDUAL ACTIVITIES

GOALS
USP VISIBILITY +                 

INCREASE AWARENESS
INCREASE COMMUNICATION 

DENSITY COIN EMPLOYER BRANDMERGE MA EXPERTISE

ACTIONS

NEWSROOM CORPORATE BLOG KUNUNUSLIDESHARE

XING TWITTER FACEBOOKGOOGLE +

LINKEDIN FACEBOOK FLICKRYOUTUBE
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Strategic Framework for 
Social Media Development

Align analysis, objectives and actions to strengthen brand presence 
The creation of a successful social media strategy begins with a 
thorough analysis, setting clear objectives, and planning deliberate 
actions. This strategic framework helps brands identify their current 
challenges, establish achievable goals, and map out specific 
actions to address these objectives across various digital platforms.
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Social Media Strategy Framework Breakdown

Analysis

Identifying key challenges

• Blurry company profile that confuses 
the target audience

• Low website traffic indicating poor 
engagement

• Uncoordinated activities across teams 
or platforms

• Difficulties in hiring qualified personnel

Goals

Establishing strategic objectives

• Define clear and measurable goals for 
digital presence

• Establish specific performance 
indicators

• Align objectives with the overall brand 
vision

Actions

Applying specific tactics

• Develop content consistent with brand 
identity

• Implement coordinated campaigns 
across platforms

• Continuously evaluate and adjust 
strategies based on results
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Strategic Goal Setting
Increase Visibility of Unique Selling Points and Brand 
Awareness

Increasing visibility of unique selling points (USPs) helps differentiate 
the brand and draw attention to its distinctive qualities.

Enhance Communication Density

Increasing the frequency and quality of communication creates 
stronger connections with the audience.

Merge Marketing and Advertising Experience

Streamlining knowledge fosters a consistent message and unified 
brand strategy.

Establish Employer Branding

Building a strong employer brand attracts talent by presenting the 
company as a desirable workplace.
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Actions: Implementing Specific 
Tactics

Press Room and 
Corporate Blog

Periodic updates on industry 
trends, company news, and 
ideas that support thought 
leadership.

Professional Networks 
(LinkedIn, Xing)

These platforms are 
essential for B2B 
communication, employer 
branding, and professional 
reach.

Social Channels (Facebook, Twitter, YouTube)

Engage with a broad audience, share multimedia content, and 
promote the brand narrative.
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Specialized Platforms for Social 
Media Strategies

Slideshare
Detailed presentations 
to share professional 
knowledge

Kununu
Employee reviews to 
strengthen the 
employer brand

Flickr
Visual storytelling to 
connect with specific 
audiences

Specialized platforms (Slideshare, Kununu, Flickr): Utilize specialized 
platforms for detailed presentations, employee reviews, and visual 
storytelling, reaching specific audience segments. By structuring the social 
media strategy through analysis, objectives, and actions, brands can 
ensure a coherent approach that addresses key challenges, maximizes 
unique strengths, and builds a compelling online presence. This framework 
offers a holistic view, guiding brands to deliver consistent and tailored 
content that resonates with both the public and potential employees.
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Advantages and Disadvantages in Building 
a Social Media Strategy

▪ The company is free to plan and operate a   
platform

▪ In the example of improving customer service: 
several analysing options for anonymous 
usage data

▪ Companies can control the content and data 
on the platform autonomously

ADVANTAGES DISADVANTAGES

▪ The company is responsible for customer             
data protection and security 

▪ There is a relatively high personnel and 
financial burden on the company

▪ Elaborate campaigns are needed for 
obtaining a critical mass of users

+ -
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Advantages and Disadvantages of a Customized Social 
Media Strategy
Weighing Pros and Cons

Creating and managing a social media strategy presents 
unique advantages and challenges for businesses. By 
adopting a customized approach, companies can maintain 
greater control over their online presence, but they must 
also assume specific responsibilities and potential burdens.

Control vs. Responsibility

The balance between maintaining control over the online 
presence and assuming the responsibilities that come with 
it is crucial for the success of a customized social media 
strategy.

• Greater brand control

• Autonomy in decision-making

• Responsibility for data protection

• Significant resource investment
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Advantages of a Customized Strategy
Freedom of Planning and Operations

Companies have autonomy to design and manage the functionality, structure, and presentation of their 
platform in line with their brand and strategic objectives.

Better Understanding of Customer Service

The use of anonymous usage data allows for in-depth analysis of customer behavior. Companies can optimize 
customer service by adapting responses and proactively identifying potential needs, resulting in greater 
satisfaction and loyalty.
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Autonomous Content and Data Control

Content 
Management

Total control over the type 
of content shared

Data Security

Control over the 
implemented protection 
measures

Regulatory 
Compliance

Alignment with brand 
values and legal 
requirements

Governance

Autonomy in strategic 
decision-making

With a self-managed platform, companies fully govern the type of content shared and control the data security 
measures, ensuring that all content aligns with brand values and compliance requirements.
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Disadvantages: Greater responsibility in data protection

Safeguarding customer data

Full responsibility for protection

Regulatory compliance

Adaptation to changing regulations

Managing security breaches

Response to potential incidents

Operating an independent platform means that the company must assume full responsibility for safeguarding customer data, 
complying with legal regulations, and addressing potential security breaches. Higher financial and personnel costs. Managing a 
dedicated platform requires investing in qualified personnel, technology, and continuous maintenance, which can be resource-
intensive compared to using third-party platforms.
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Disadvantages: Higher Costs and Demand for 
Elaborate Marketing

3x
Higher Investment

Increased costs compared to third-party 
platforms

24/7
Maintenance

Need for continuous technical support

5+
Specialized Personnel

Dedicated team for platform management

Demand for elaborate marketing campaigns. To reach a critical mass of active users and achieve substantial engagement, companies
often need to deploy comprehensive marketing campaigns. This involves a creative strategy, time, and financial resources to attract and 
retain a consistent user base.
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Conclusions on Customized 
Strategies

Greater Control

Autonomy in strategic decisions

2 Valuable Insights

In-depth analysis of user behavior

3 Necessary Resources

Significant investment in personnel and technology

Strategic Balance
Sustainability and long-term effectiveness

While a customized social media strategy can offer greater control and valuable insights,
companies must carefully consider the necessary resources for successful implementation and
the responsibility of data protection. Balancing these elements is essential to building a
sustainable and effective social media presence.
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Application and                                                                                     
user-related pricing                                                                                  

(= price determination that takes place                                                     
in the context of market planning)

ONLINE FORUMS FOR CUSTOMERS TO RECOGNIZE 
CUSTOMER NEEDS AND THOSE IN

Product design
Product development

Packaging policy
Introduce assortment policy

The Internet as a new distribution channel
Online shops
Global sales territories
Personal selling

Blog communication
Virtual trade fairs/ communities
Public relations (PR)
SEO (search engine optimization)

4Ps of Social Media Marketing

PROMOTION PRODUCT

PRICEPLATFORM
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The 4Ps of Social Media Marketing

Promotion
Channels to promote products and services

Product
Platform for customer reviews

Platform
The internet as a distribution channel

Price
Strategies adapted to specific segments

The 4P framework - promotion, product, platform, and price - guides companies in setting up their social media marketing strategies. Each
component uniquely contributes to establishing a brand's online presence and effectively interacting with the audience. Promotion Social media
offers various channels to effectively promote products and services: Communication blog: Attracts the audience with valuable content and
industry insights. Virtual fairs and communities: Facilitates networking and brand visibility in market niches. Public relations: Increases brand
credibility and trust through media coverage and reputation management. Search engine optimization (SEO): Ensures content reaches a wider
audience by improving visibility in search results.
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Product in Social Media Marketing

Product Design and 
Development

Allows companies to adjust product 
features to user needs and 
preferences.

Packaging Policy

Creates brand recognition through 
distinctive and attractive packaging.

Assortment Policy

Offers a diverse range of products 
based on customer demands 
identified through social media.

Social media provides a platform for customer opinions, which play a crucial role:
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Platform: The Internet as a 
Distribution Channel

Online Stores
Provides a direct way to sell products globally.

Global Sales Territories
Expands the reach of the business beyond physical 
locations.

Personal Selling
Utilizes social media as a platform for personalized 
interactions, building relationships and loyalty with 
customers.

Leveraging the Internet as a distribution channel expands a 
company's reach:
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Pricing in Social Media Marketing

EffectivenessAdoption

Pricing strategies in social media 

marketing can be tailored to specific 

market segments: User-based Pricing: 

Involves setting prices based on user 

demographics, preferences, and 

behavior, determined through social 

media analytics. Market Context Pricing: 

Allows companies to dynamically adjust 

prices based on competition and 

demand as reflected on social media 

platforms.
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Conclusion: The 4P Model in Social Media

Conclusion The 4P model helps companies adapt their strategy on social media to meet audience expectations, while 

maintaining brand consistency. Through strategic promotion, product development based on user feedback, effective use 

of platforms, and adapting pricing strategies, companies can maximize their online marketing potential.



Module 4
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Social Media Marketing: 
The Business Triangle
This module delves into the combination of marketing in the context 
of social media and introduces the social media business triangle. 
We begin by understanding how traditional marketing concepts 
adapt to the digital landscape, where social media becomes a 
powerful tool for achieving the 4Ps: Promotion, Product, Price, and 
Platform. Through this lens, social media marketing aligns these 
elements to effectively reach, capture, and convert the audience.
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The Social Media Business Triangle
The module delves into a strategic model that integrates three crucial areas where social media supports corporate objectives, 
allowing companies to leverage them as a cohesive force.

Marketing and 
Distribution

Strategies for effective brand 
building and market research 
through social platforms.

Corporate Culture

Fostering a strong corporate 
culture and personnel 
management using social 
tools.

Communication and 
Assistance

Systems to provide responsive 
customer service and maintain 
effective communication on 
social channels.

Corporate Objectives

Strategic integration of social 
media to achieve business 
goals and market positioning.

By the end of this module, you will understand how these strategies are combined, allowing companies to leverage social media to
achieve their marketing objectives and broader corporate goals.
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MARKETING-MIX
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The Marketing Mix: A Strategic Framework

Cohesive Approach
The marketing mix is a strategic framework that combines various elements to 
create a cohesive approach to reach the target audience.

Strategic Alignment
It helps businesses develop and refine their strategy by aligning their offerings with 
the needs and preferences of their market.

Differentiation
This approach enables businesses to create a strong brand presence, differentiate 
themselves from competitors, and enhance their value proposition in a way that 
resonates with consumers.

Resource Optimization
Through an effective combination of marketing elements, businesses can optimize 
their resources and efforts to drive customer engagement, satisfaction, and loyalty.
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SEO is an important marketing mix tool. It includes all actions aimed at increasing the appearance of a company website 
in the search results, also known as “ranking”. 

▪ Integrate selected keywords into 
your own website (e.g. into 
headlines, page titles, content, 
images, etc.) 

2. ON PAGE OPTIMIZATION 2. OFF PAGE OPTIMIZATION

▪ Doesn‘t take place on the website

▪ Is implemented through links on 
other sites

1. KEYWORD ANALYSIS

▪ Find out which keywords are not yet 
optimal

SEO – Search Engine Optimization
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DIGITAL MARKETING STRATEGY

Optimize Visibility with SEO

Search Engine Optimization (SEO) is a powerful digital marketing tool aimed at increasing the visibility 
of a company's website on search engine results pages.

Increase Organic Traffic

By improving a website's ranking, SEO drives organic traffic and builds authority, making it easier for 
potential customers to find the company online.

Comprehensive Keyword Analysis

This initial step identifies high-value keywords that are relevant to the business and its audience. It 
involves analyzing which search terms are underperforming and determining the optimal keywords to 
target for better results.



157

Effective SEO Techniques

On-page SEO Techniques

On-page optimization focuses on integrating keywords 
strategically throughout the website.

• Include keywords in headlines, titles, and meta tags.

Off-page SEO Strategies

Off-page optimization increases a site's credibility by 
fostering connections with external sources.

By strategically implementing SEO, businesses can improve their online presence, making their brand more accessible 
and trustworthy to users searching for related products or services.

• Use keyword-rich content in the main sections and 
product descriptions.

• Add alternative text to images to improve 
accessibility and visibility in searches.

• Obtain backlinks from authoritative websites, which 
increase search engine trust.

• Promote content through guest posts, partnerships, 
and social sharing, which attracts more visitors and 
authority to the site.
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Summary

MEASURES OF 
THE 4PS MUST 
BE 
COORDINATED.

PROMOTION

PRODUCT

PLACE

PRICE

The target audience should be informed

of the offer that is available

at an affordable price

on the applicable distribution channels.
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Coordination of the 4Ps

Promotion

Integrate promotion, product, 
price, and place to be successful

Product

To create a successful marketing 
mix, it is essential to align the four 
main elements

Price

Each of these components plays a 
crucial role in reaching the target 
audience

Positioning

A coherent strategy to capture the 
attention of the audience
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The 4Ps of the Marketing Mix

Promotion

Ensures that the target audience is informed 
about the product through effective channels, 
leveraging advertising, social media, and other 
dissemination methods to create awareness and 
interest.

Product

Provides value by satisfying the needs and 
expectations of the customer with a well-
developed offering. The product must align with 
market demand and differentiate from the 
competition.

Price

Establishes an accessible price point that reflects 
the value of the product and is competitive in the 
market. Pricing strategies can vary based on the 
purchasing power of the target audience and the 
perceived value.

Place

Distributes the product through appropriate 
channels, ensuring availability where the target 
customers prefer to purchase, whether online or in 
physical stores.
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Integration of the 4Ps
Integration and Alignment

The integration and alignment of these four elements form the foundation of a balanced and effective 
marketing strategy.

Synchronization of Components

Each component must be synchronized to avoid conflicts, such as promoting a high-
priced product to a cost-sensitive audience.

Optimization of Resources

The coordination of the 4Ps allows companies to optimize 
resources, increase customer satisfaction, and achieve 
sustainable growth in a competitive market.

Example: Let's consider a company launching an eco-friendly product. They could set a higher price that reflects the quality and
sustainability, choose specialized online and retail platforms for distribution, and use promotional channels that emphasize the
environmental impact to resonate with their target audience.
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MEANING
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Social Media Strategy: Meaning and Importance

Foundation for 
Effective Presence
A well-defined social media 
strategy is the foundation for 
creating and maintaining an 
effective online presence.

Brand Development
In the current digital era, 
social media is not just a 
communication tool, but a 
fundamental avenue for 
brand development, 
customer acquisition, and 
market reach.

Audience 
Relationships
A strategic approach to 
social media helps 
organizations align their 
objectives with specific 
actions, enabling them to 
reach targeted audiences, 
foster relationships, and 
measure impact effectively.

Consistent Brand 
Image
By understanding the 
purpose behind each post, 
campaign, and interaction, 
businesses can cultivate a 
consistent and authentic 
brand image, tailor content 
to audience needs, and 
ultimately drive meaningful 
business results.
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Social Media Strategy: a sensible and well-developed strategy is 
greatly necessary without which the social web can not be used for 
marketing purposes.

SMM IS A FORM OF ONLINE MARKETING
In general, this includes all targeted and market-based use of social media. Among other things, 
the social web is also used to increase the awareness or maintain the image of a company, 
brand or product. 

Social Media Marketing (SMM)
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The Role of Social Media Marketing

SMM as Part of Online Marketing

Social media marketing (SMM) represents a crucial 
aspect of online marketing, as it utilizes social 
platforms to connect with the target audience in a 
meaningful way.

Objectives of SMM

SMM involves strategically leveraging social media to 
raise brand awareness, build and maintain a positive 
brand image, and ultimately, acquire customers.
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Strategic Social Media Management

Strategic Management Approach
A well-crafted strategic management approach to social 
media focuses on creating relevant, market-oriented 
content that resonates with specific audience segments.

By understanding and meeting customer needs through 
these platforms, brands can increase their visibility and 
credibility.

Importance of a Structured Strategy
Implementing strategic social media management without a 
defined strategy can lead to inconsistent messaging and 
missed opportunities.

A well-thought-out social media strategy is the backbone of 
effective strategic social media management, as it guides 
the content, tone, and interaction tactics to ensure alignment 
with broader marketing objectives.
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THERE ARE TWO TYPES OF 
SOCIAL MEDIA MARKETING:

2 Types of Social Media Marketing

The user begins the dialogue.

Responses to mentions of your company                                              
on the social web.

PASSIVE SOCIAL MEDIA MARKETING

Criticism towards companies or their products can be 
taken and answered.

All activities related to the company 

ACTIVE SOCIAL MEDIA MARKETING

The company starts the dialogue.

The objective is to offer something appealing to 
"customers" on the web. They will respond because it 

is interesting.
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Types of Social Media Marketing

Passive Social Media Marketing

In this approach, the company responds to mentions 
or comments instead of initiating interactions. The 
user starts the dialogue, often through comments, 
mentions, or reviews.

This style is usually reactive: the company monitors 
social media channels for customer feedback and 
responds to their questions, concerns, or criticisms.

Example: If a customer complains about a product 
issue on Twitter, the company's social media team 
can respond to apologize and offer support.

Active Social Media Marketing

In this approach, the company takes the initiative 
to interact with its audience. It creates and 
publishes strategically designed content to 
generate engagement without waiting for users to 
initiate contact.

This style is proactive: the company develops an 
editorial calendar, planned campaigns, and 
specific content for different social media 
platforms.

Example: A brand that regularly posts informative 
content, contests, or surveys to encourage 
participation from its community.
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Active Social Media Marketing

Company Initiative

Here, the company initiates the 
conversation, proactively engaging 
users.

Creating Attractive Content

It's about creating content and offers 
that attract and interest the 
audience, encouraging them to 
respond due to the value or interest 
of the content.

Proactive Approach

This approach is more proactive and 
promotional, with the goal of 
building relationships and 
increasing brand visibility by 
attracting users to interactions.

Example: Launch a campaign or challenge on Instagram that invites users to share their experiences with the brand 
for a chance to be featured.

Reflection: Understanding the difference between passive and active marketing on social media is crucial to 
developing a balanced strategy. While passive approaches generate trust and accountability, active strategies 
foster engagement and awareness.
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How Important Is Social Media for Business?

▪ Essentially, every company should deal with social media
▪ It is important to find out in what way an individual target audience uses social 

media and whether it mentions anything about the product
▪ If the offer is often discussed, it is important to decide if you want to actively pursue 

social media marketing

FIND OUT AND ASSESS THE POTENTIAL FOR YOUR 
COMPANY
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The Role of Social Media in 
Your Business

Strategic Value

Understanding the role of social media in today's business is 
crucial to maintaining competitiveness and relevance in the 
digital marketplace.

Sectoral Relevance

In the current landscape, almost all businesses should have 
a presence on social media, regardless of their industry. 
Social platforms are powerful tools for attracting audiences, 
building brand awareness, and fostering customer 
relationships.
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Social Media Behavior Analysis
Identify audience behavior

Analyze how your target audience uses social 
media, focusing on whether they are talking 
about your product or industry. Information 

about the public's behavior on these platforms 
can guide your content strategy and interaction 

methods.

Evaluate market conversation

If your product or service is frequently 
mentioned on the internet, it indicates a great 
opportunity for social media marketing. In these 
cases, companies should consider adopting an 
active approach to manage their image and 
influence the conversation.

Establish presence

Establishing a presence on social media allows 
companies to stay in touch with their audience 

and respond to their comments in real-time. 
Social media can amplify brand reputation and 

influence purchasing decisions, making it an 
invaluable asset for most businesses.
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How Is It Received and Represented?

RESULTS FROM A GENERAL SURVEY OF VARIOUS COMPANIES:

65%
the companies 

manage their own 
social media 

activities

71%
plan to focus more 
on video content

79%
of companies use 

social
media marketing

SOCIAL MEDIA MARKETING IS USED BY THE 
MAJORITY OF THE COMPANIES Source: German Institute for Marketing, 

Social Media Marketing in Companies, 
2018
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The Prevalence of Social Media 
Marketing

79%
Social Media Adoption

A significant majority of businesses use 
social media as part of their marketing 

strategy.

65%
Internal Management

Businesses that manage their social 
media activities internally.

71%
Video Investment

Businesses that plan to invest more in 
video content.

These statistics underscore the integral role of social media in the modern enterprise. As 
businesses adapt, internal management and a focus on dynamic content like video are 
becoming increasingly important for impactful social media strategies.
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24
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24
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Generation Z

Millennials

Generation X

Baby Boomers

Source: GlobalWebIndex, 2017

Social Media Marketing's Impact on the Different 
Generations

% entdecken neue Marken 
aufgrund von Beiträgen und 
Empfehlungen im Social 
Media

of people who discover 
new brands through 
social media posts and 
recommendations

%
% entdecken neue Marken 
aufgrund von Beiträgen und 
Empfehlungen im Social 
Media

of people who feel that a 
lot of likes and positive 
social media comments 
lead them 
to buy a product

%
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Social Media Strategy Management

Widespread Adoption

79% of companies use social media

Demonstrates that social media has 
become a crucial channel for customer 

acquisition, brand visibility, and competitive 
advantage.

Internal Management

65% manage internally

This could indicate a preference for 
maintaining control over the brand voice, 

ensuring responsiveness, and possibly 
reducing outsourcing costs.

Video Content

71% plan to invest more

This aligns with the popularity of video 
formats across all platforms. Video content 

is engaging and allows brands to tell stories, 
showcase products, and connect with the 

audience on a personal level.
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Influence of Social Media by Generation

Generation Z
24% discover new brands 
through social media

Digital natives who use 
multiple platforms 
simultaneously

Millennials
27% discover new brands 
through social media

Greater adoption of social 
media for purchase 
decisions

Generation X
22% discover new brands 
through social media

Growing adaptation to 
digital platforms

Baby Boomers
17% discover new brands 
through social media

Progressive incorporation 
of online social validation

The impact of social media marketing varies significantly across generations, influencing both brand discovery and 
purchase decisions. Social validation and exposure to personalized content are key factors in the behavior of today's 
consumer.
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Brand Discovery through Social Media
Social media plays a fundamental role in brand discovery, with varying influence across generations.

Generation Z: 24%
Digital natives who discover 
new brands primarily 
through visual platforms like 
TikTok and Instagram.

Millennials: 27%
Greater adoption of social 
media for purchase 
decisions, with the highest 
rate of new brand discovery.

Generation X: 22%
Growing adaptation to 
digital platforms, primarily 
using Facebook and 
YouTube to discover brands.

Baby Boomers: 17%
Gradual incorporation of 
online social validation, 
preferring established 
platforms like Facebook.

While social media influences all age groups, younger generations are clearly more receptive to discovering new brands 
in these digital environments.
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The Impact of Social Validation on Purchases

Many people, especially younger demographic groups, are influenced by the number of likes and positive comments a 
brand receives on social media. This social proof affects the purchasing decisions of Millennials and Generation Z more 
significantly, as they consider social validation a credible factor in choosing products.

These data underscore the importance of social media for reaching younger audiences, as they are more likely to discover 
and purchase products based on online presence and positive reviews. For brands targeting these demographic groups, 
maintaining active social media profiles with engaging and well-received content is essential to build trust and drive 
conversions.
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Social Media Strategy for Nonprofit Organization

2 LIST 3 ENGAGE1 INSPIRE

WHY

HOW

OUTC
OME

to reach a broader  
audience

to detect doubts and 
criticism

to gain followers from 
customers

show originality post concerns and           
feedback

make followers from 
customers

"The company seems 
honest and reliable."

"Wow, my opinion     
matters."

"I will do more than 
necessary."
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Nonprofit Social Media Framework

Inspire

Expand reach and build positive reputation

Listen

Understand concerns and gather feedback

Engage

Convert followers into active advocates

This slide outlines a strategic approach for nonprofits to maximize their 
social media impact through three key actions: Inspire, Listen, and 
Engage. Each of these pillars serves a unique purpose in fostering trust, 
gathering insights, and building a mission-driven loyal community.
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Pillars for Non-Profit Organizations

Inspire

• Why: Expand reach and build a positive reputation 
by inspiring a wider audience.

• How: Create original, mission-focused content 
that reflects the organization's values and goals, 
setting it apart from others.

• Outcomes: New and existing supporters view the 
organization as honest and trustworthy, 
increasing its credibility.

Listen

• Why: Understand audience concerns and gather 
valuable insights to refine strategies and address 
potential issues.

• How: Encourage your followers to share opinions 
and feedback openly, demonstrating 
transparency and responsiveness.

• Outcome: Followers feel recognized, creating a 
sense of "My opinion matters" that can increase 
loyalty and engagement.
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Engaging the Community

Why Engage

Convert followers into active, 
deeply committed advocates 
for the organization's mission.

How to Engage

Interacting consistently with 
the audience, responding to 
comments, acknowledging 
followers, and creating a 
sense of belonging.

Results

Loyal supporters are 
motivated to do more than 
expected, feeling a strong 
emotional connection to the 
cause.

Example: A non-profit organization could use these strategies to promote a fundraising campaign. By sharing 
inspiring stories (Inspire), responding to questions and concerns with transparency (Listen), and publicly thanking 
donors and supporters (Engage), the organization can create a powerful, community-driven campaign that 
resonates deeply with its followers.
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Process of Achieving Value

Customer acquisition and loyalty are often considered corporate goals. Real value, 
however, is only achieved through customer integration.

Search the social 
networks

Listen & react  
(Social Monitoring)

Communicate with 
customers through 
social media 
(maintain 
interaction) to 
keep loyalty and 
achieve 
satisfaction

Engage in social 
media

Connecting with 
customers in a 
community

FIND 
CUSTOMER

UNDERSTAND 
CUSTOMER

RETAIN 
CUSTOMER

DELIGHT 
CUSTOMER CUSTOMER 

INTEGRATION
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Achieving Customer Integration

Steps Towards Integration

This slide breaks down the essential steps that companies must 
follow to achieve the ultimate goal of Customer Integration.

Building Blocks

Each of the previous steps - finding, understanding, retaining, 
and satisfying customers - serves as a building block leading 
to this final objective.

Long-Term Goal

Customer integration is not just another step; it represents 
a long-term goal in which customers become an integral 
part of the brand community.
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Steps for Client Integration
Find the Client

Locate potential clients who resonate with the brand

Understand the Client

Better understand the preferences and behavior

Retain the Client

Establish a foundation of trust and loyalty

Find the Client: Objective: Locate potential clients who resonate with the brand. Action: Use social media platforms and 
analytical tools to identify the target audience and interact with them.

Understand the Client: Objective: Better understand the preferences and behavior of clients. Action: Use social monitoring to
actively listen and respond, refining strategies based on client opinions and expectations.

Retain the Client: Objective: Establish a foundation of trust and loyalty. Action: Communicate constantly with clients through 
engaging and relevant content, reinforcing their connection with the brand.
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Delight and Engage the Customer

Delight the Customer
Objective: Provide exceptional experiences that exceed 
expectations.

Action: Surprise and attract customers with personalized and 
interactive content, turning satisfaction into loyalty.

Engage the Customer
Objective: Foster a community where customers feel 
connected and involved, creating a shared sense of 
belonging.

Action: Allow customers to actively participate in the brand's 
communities, turning them into advocates who feel valued 
and integral to the brand's mission.
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Conclusion: The Path to Integration

Find
Locate and identify potential 
customers

Understand
Comprehend needs and 
behaviors

Retain
Establish trust and loyalty

Delight
Exceed expectations with 
exceptional experiences

Integrate
Create community and sense 
of belonging

Conclusion: Conclusion: Each step of this path is
designed to lead to the integration of the
customer, the ultimate goal in which customers
are not mere followers, but active and valuable
members of the brand community. This
integration represents a mutually beneficial
relationship in which loyalty, engagement, and
value converge into long-term success.
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Certain Social Media Supports Corporate Goals
Social Media Business –

TRIANGLE

communication & SUPPORT

Extensive reach

Social content

Dialogue & support

Branding

Market research

Social commerce

Employer brandingEnterprise 2.0Employee integration

Source: ©Claudia Hilker, Social Media für Unternehmer
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The Social Media Business Triangle

Marketing and Distribution

Brand visibility and research

Corporate and Personal Culture

Employee values and commitment

Communication and Support

Integration and employer branding

Leveraging social media to improve business 
objectives. This slide shows the social media 
business triangle, highlighting the three main 
areas where social media plays a key role in 
supporting corporate goals. Each side of the 

triangle represents a different aspect of 
business improvement through social media: 

Marketing and Distribution, Corporate and 
Personal Culture, and Communication and 

Support.



191

Social Media Marketing and Distribution

Brand

Social media platforms offer channels for 
brand visibility. Companies can use 

these channels to reinforce their brand 
identity, gather valuable market 

information, and even drive e-commerce 
through social selling strategies.

Market Research

Companies can use social media 
to gather valuable market 
information. For example: 

Conduct consumer surveys on 
Instagram to collect opinions on 

new products.

Social Commerce

Companies can drive e-
commerce through social selling 

strategies, enabling direct 
purchases through social media 

platforms.



192

Corporate Culture and Communication
Corporate and Personal Culture

Key Functions: Broad reach, social content, dialogue and 
support

Explanation: Social media facilitates greater reach for 
corporate culture initiatives, allowing companies to showcase 
their values and engage employees. It also enables the 
creation and distribution of relevant content that reflects the 
company's culture and mission.

Example: Sharing team achievements and company 
milestones on LinkedIn to foster a sense of community and 
commitment among employees.

Communication and Support

Key Functions: Employee integration, Enterprise 2.0, Employer 
Brand

Explanation: Social media fosters fluid communication and 
provides support structures that can be scaled internally for 
employee integration and externally for the employer brand.

Example: Using social media to highlight employee 
experiences, helping to attract top talent and improve brand 
perception.

The social media business triangle serves as a holistic model, 
illustrating how social media aligns with key corporate 
functions. By balancing these three elements, companies can 
create a comprehensive social media strategy that reinforces 
both external brand perception and internal corporate culture.
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PROFIL GUIDE
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A Social Media Profile
A social media profile is the digital representation of a brand, company, or individual. It is more than a static page: it 
is a carefully crafted introduction to the brand's values, purpose, and voice.

First Impression

It creates an immediate impression 
on visitors and can attract or repel 
them in seconds. Clarity and 
professionalism are essential.

Key Elements

It includes key components such as 
profile photo, biography, contact 
information, and links to other digital 
resources.

Brand Identity

The profile reflects the identity using 
visual elements, tone, and language 
aligned with the brand's mission and 
values.
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Engagement Runway

Invitation to Interact

Invite interaction by encouraging followers to 
participate, share, and connect.

Accessible Information

Provide accessible information to guide users.

Calls to Action

Include calls to action that guide users to the next 
step, whether it's visiting a website, making a 
purchase, or following the account.

Fundamental Component

In a saturated digital space, a well-optimized 
social media profile is a fundamental component 
of any successful strategy.

In a saturated digital space, a well-optimized social media profile is a fundamental component of any successful 
strategy, as it helps brands stand out, build trust, and maintain a cohesive presence across all platforms.



851 x 351 px

180 x 180 px Company Name
Field

Present
2015
2014
2013
2012
2011
2010
2009
2008
2007
2006
2004
2003
2002
2001
2000
1999
1998
1997
1996
1995
…

00000X people like this

00000X people checked-in

Invite friends to like this Page

Settings

Address
Telephone Number
Website
Impress

ABOUT

Timeline About Photos Photos More

Like Share

1200 x 900 px

This sample text demonstrates how customized text can look 
when the placeholder text is replaced

Company
Date, Time

What‘s on your mind?

Status          Photo / Video

Like Comment Share

VISITOR POSTS

Company
Date, Time

The text that is entered keeps the same 
style and format as the placeholder text.

Like Comments 22

PHOTOS

Search Facebook Company Name Home
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How to Create an Impactful Company Profile on Facebook

Profile Picture (180 x 180 px)

It's the face of your brand. A logo or high-quality image 
that users instantly recognize and that appears 
everywhere, from posts to comments. Your profile picture 
should be clear, professional, and easily identifiable.

Cover Photo (851 x 351 px)

Your cover photo is a visual billboard for your brand. It's not 
just decoration; it's a tool to tell stories. Use this space to 
showcase a product, present a promotion, or highlight your 
brand's values. An eye-catching cover photo attracts 
visitors and leaves a lasting impression.
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Why Visual Identity is Important

Brand Identity at First 
Glance

These visual elements establish 
the brand identity at first glance. 
Together, they create a cohesive 
brand experience on Facebook, 
making your page look polished 
and trustworthy.

About Section

Don't make users hunt for your 
information. Clearly indicate your 
contact number, address, and 
website. This is your "elevator 
pitch", a brief summary
explaining who you are and why 
people should care.

Trust and Credibility

A complete and accessible 
"About" section assures visitors 
that you are a legitimate and 
accessible business. This 
transparency builds trust and 
credibility.
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Engagement Hub: Timeline and Posts

Content
Your timeline is more than just a record of posts. It's a living narrative of 
your brand's journey.

Periodic Updates
Periodic updates keep your followers engaged and allow you to highlight 
events, product launches, or behind-the-scenes moments.

Interactive Posts
Every post is an invitation to interact. Encourage comments, likes, and 
shares.

Significance
A dynamic timeline reflects an active and responsive brand. Engaged 
followers are more likely to become loyal customers.
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User Interaction: Visitor Posts and Photos

Visitor Posts

Let your audience be part of 
your story. Encourage visitors 
to post comments, reviews, or 
photos.

Public Engagement

This public engagement 
creates community and 
authenticity around your 
brand.

Photo Gallery

Share images of products, 
team activities, or events. 
Images tell stories faster than 
words.

Sense of Community

Inviting user-generated 
content fosters a sense of 
community. It shows your 
brand values and responds to 
customer voices.
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The Importance of Proper Dimensions

Clarity and 
Consistency

Using the correct 
dimensions ensures sharp, 
professional-looking 
images

Enhanced Experience

Properly sized visual 
elements have a polished 
look

Fast Loading

Optimized images load 
faster

Professionalism

Correct dimensions ensure 
your brand appears 
consistent and 
professional
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Final Reflection on Company Profiles on Facebook

Brand Identity

Create a recognizable 
brand identity

Community 
Engagement

Foster active participation

Trust

Build trust with transparent 
information

Growth

Convert visitors into active 
participants

Each section of your business profile on Facebook has a purpose, from creating brand identity to fostering 
community participation. Once optimized, your profile becomes a powerful tool that not only attracts visitors, but also 
converts them into active participants in your brand's journey.



Search Twitter TweetHome Notifications Messages

1500 x 500 px

400 x 400 px

14
TWEETS

14
FOLLOWING

14
FOLLOWERS

5
LIKES

Company- @twitteraccount    - Date
This sample text demonstrates how customized text can look when the placeholder text 
is replaced.

Tweets        & replies Photos &videos 

Edit Profile

Company   - @twitteraccount    - Date
This sample text demonstrates how customized text can look when the placeholder text 
is replaced.

440 x 220

Name         @twitteraccount
Followed by User

Who to follow  - refresh - View all

Follow

Name         @twitteraccount
Followed by User

Find friends

Follow

Trends  – Change
#Trend 1
#Trend 2
#Trend 3
#Trend 4
#Trend 5
#Trend 6
#Trend 7
#Trend 8
#Trend 9
#Trend 10
#Trend 11
#Trend 12

City, Country
Joined Date

Tweet to User

Company Name
@twitteraccount

This sample text demonstrates 
how customized text can look 
when the placeholder text is 
replaced.

000X Photos and Videos

Companywebsite.com
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Creating a Compelling Company Profile on Twitter

Profile Picture (400 x 400 px)

Your profile picture is the anchor of your brand's 
identity on Twitter. This image appears alongside 
each tweet and retweet, so it should be clear and 
recognizable, ideally your logo.

Cover Photo (1500 x 500 px)

Think of the cover photo as a billboard. It's a space 
to visually communicate the essence of your 
brand, whether through an eye-catching product 
image, a creative slogan, or a seasonal message.

Profile Picture and Cover Photo: First Impressions Matter

Why it's important: These visual elements reinforce your brand identity and help create a cohesive look. 
Well-sized images load quickly and look professional across different devices.
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Biography and Contact Information: The Heart of Your Profile

Biography

In 160 characters, communicate who you are

Unique Value

Highlight your unique value and capture your brand's voice

Website Link

Make it easy for users to connect with you off Twitter

Location

Location details build trust

Most important: A clear and concise biography builds credibility and helps users immediately understand
your brand's mission and purpose.
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Tweets and Responses: How to Engage with Followers

Tweets

This is where your brand 
communicates with the 
world. Regularly share 

updates, ideas, and content 
that resonate with your 

audience.

Varied Content

Try to mix promotional posts, 
industry information, and 

interactive content.

Responses

Engagement is a two-way 
street. Responding to 

mentions shows your brand 
is active and values its 

community.

Retweets

Retweeting relevant content 
shows you're connected to 

your industry and value 
other voices.

Why it matters: Engaging with followers increases visibility and fosters a sense of community around your 
brand. This interaction turns followers into loyal customers.
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Multimedia Content: Bring Visual Stories to Life
Rich media captures attention and increases engagement. Use visual elements to bring 
your brand's story to life.

Product Demonstrations

Show your product in action to 
generate interest and educate 
followers about its features and 
benefits.

Team Highlights

Humanize your brand by showcasing 
the people behind it, creating deeper 
connections with your audience.

Customer Testimonials

Real customer experiences build trust 
and demonstrate the value of your 
offering to new followers.
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The Importance of Optimizing Dimensions
The dimensions recommended by Twitter ensure that your images have a sharp and professional appearance on different 
screen sizes. Images of the right size prevent uncomfortable cropping and improve the overall user experience.

Profile Picture: 400px
Optimal dimension to ensure 
clarity and brand recognition on 
all devices. A crisp image projects 
professionalism.

Cover: 1500 x 500px
The perfect dimensions for your 
cover image to display correctly 
in all formats, avoiding 
uncomfortable cropping.

Responsive Viewing
A properly dimensioned profile 
maintains its visual appeal on all 
devices, from mobile to desktop.

Cohesive Visual Identity
Appropriate dimensions contribute to 
creating a consistent brand 
presence, turning your profile into a 
powerful engagement tool.

Final Reflection: All aspects of your Twitter profile, from the bio to the visual elements, should work together to create a 
cohesive brand presence. A well-optimized profile attracts new followers and deepens connections with existing ones.
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What is 
LinkedIn?

Join 
Today

Sign 
in

Company Name
Industry
# employees

This sample text demonstrates how customized text can look when the 
placeholder text is replaced. This sample text demonstrates how customized 
text can look when the placeholder text is replaced.

Ads You May Be Interested In

How You‘re Connected

People Also Viewed

Home

100 x 60 
px

Followin
g

# Follower

974 x 300 px

Website
www.company.com

Specialties
This sample text demonstrates how customized text can look when the 
placeholder text is replaced..

Industry
Category

Type
Company type

Company Size
# employees

Founded
Date

Recent Updates
This sample text demonstrates how customized text can look when the 
placeholder text is replaced.

646 X 220 PX

Like (#) Comment Pin to top Date

User

Add a comment…

Title
This is a placeholder text.
This is a placeholder text. 

Title
This is a placeholder text.
This is a placeholder text. 

Title
This is a placeholder text.
This is a placeholder text. 

# first-degree connections

# second-degree connections

# Employees on LinkedIn

See all

Title
This is a placeholder text.
This is a placeholder text. 
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How to Create an Impactful Company Profile on LinkedIn
Visual elements are essential for establishing a professional presence on LinkedIn. These are the key images you 
need to optimize:

Profile Picture (100 x 60 px)
This small but crucial image is usually 
your logo. A clear, professional logo is 
essential, as it represents your brand 
across all of LinkedIn, from search 
results to user feeds.

Cover Photo (974 x 300 px)
This larger visual element sets the tone 
for your company page. Use it to 
convey the essence of your brand or to 
highlight a specific campaign, mission, 
or aspect of your company culture.

Cohesive Brand Identity
Together, these images form the first 
impression and reinforce brand 
consistency. They help users instantly 
recognize and remember your 
company.

Remember: These images are your digital business card and set the tone for your entire LinkedIn presence.
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Company Description and Specialties

About Section

This is the heart of your LinkedIn 
profile. Describe who you are, 
what you do, and why it matters 
in a concise and compelling way. 
Speak directly to your ideal client 
or employee.

Specialties

Use this area to list specific skills, 
services, or areas of expertise. 
This boosts visibility in search 
results and helps LinkedIn 
suggest your page to relevant 
users.

Importance

A well-crafted description and 
relevant specialties make it easy 
for potential clients, partners, or 
job seekers to understand what 
you represent and connect with 
you.
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Company Details and Connections

Website Link

Provides direct access to 
your primary digital 
presence

Sector and Size

Offers context on your 
market position

Foundation Date

Showcases your 
company's trajectory and 
experience

Connections

Visualizes how users are 
connected to your 
company

Professional Tip: The more complete and accurate the information about your company, the more 
credible and professional your profile will appear.
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Updates and Content

Recent Updates (646 x 
220 px)
Regularly share company 
updates, industry insights, and 
visual content to keep your 
page active and engaging.

Building Community
This section is key to building a 
community and sparking 
conversations with your 
followers.

Demonstrating Activity
Consistent updates show that 
your company is active, 
responsive, and in tune with 
industry trends.

Fostering Loyalty
Regular content helps foster 
brand loyalty and industry 
authority.
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The Importance of Optimizing Dimensions

Crisp Visualization

The dimensions recommended by LinkedIn for 
profile and cover photos ensure that your images 
are displayed clearly on all devices.

Cross-Platform Experience

Properly sized images improve the user 
experience by avoiding distortion or cropping 
issues.

Professional Perception

Distorted or cropped images can affect the 
professional perception of your brand.

Visual Consistency

Optimizing your profile to fit LinkedIn's guidelines 
ensures that your brand stands out and appeals 
to the professional audience on the platform.

Final Vision: Every element of LinkedIn, from the logo to updates, serves to tell the story of your brand. Optimizing your 
profile to fit LinkedIn's guidelines ensures that your brand stands out and appeals to the professional audience on the 
platform.
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Search Company Name

Company Name

14
Board

14
Pins

14
Followers

5
Following

14
Likes

This sample text demonstrates how customized text can look when the 
placeholder text is replaced.

Country Companywebsite.com

165 x 165 PX Follow

TITLE

222 x 150  PX

50 x 
50 px

Follow

00X

TITLE

222 x 150  PX

50 x 
50 px

Follow

00X

TITLE

222 x 150  PX

50 x 
50 px

Follow

00X

TITLE

222 x 150  PX

50 x 
50 px

Follow

00X

TITLE

222 x 150  PX

50 x 
50 px

Follow

00X

TITLE

222 x 150  PX

50 x 
50 px

Follow

00X

TITLE

222 x 150  PX

50 x 
50 px

Follow

00X

TITLE

222 x 150  PX

50 x 
50 px

Follow

00X

TITLE

222 x 150  PX

50 x 
50 px

Follow

00X

TITLE

222 x 150  PX

50 x 
50 px

Follow

00X

TITLE

222 x 150  PX

50 x 
50 px

Follow

00X

TITLE

222 x 150  PX

50 x 
50 px

Follow

00X

TITLE

222 x 150  PX

50 x 
50 px

Follow

00X

TITLE

222 x 150  PX

50 x 
50 px

Follow

00X
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How to Optimize Your Business Profile on Pinterest

Tip: Use a high-quality logo or brand image that reflects the identity of your business. This image helps reinforce brand 
recognition as users navigate your pins and boards.

3

4

Profile Image (165 x 165 
px)

The first visual representation 
that users encounter

Visibility
Appears alongside each pin 

you publish

Brand Identity
Should reflect the identity of 

your business

Recognition
Helps reinforce brand recognition
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Pin Thumbnails (222 x 150 px)

Each thumbnail image represents a snippet of your content. 
Consistent, high-quality images at this size ensure your pins 
display clearly and attractively, maximizing their appeal.

Why it matters: These thumbnails act as previews of your 
content, so maintaining visual quality here improves user 
engagement. Pinterest is a visual platform, so the clarity and 
consistency of thumbnails can increase click-through rate.
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Supporting Thumbnails (50 x 50 px)

Optimal Size

Recommended dimension for 
supporting thumbnails

Related Thumbnails

Ideal number of supporting 
thumbnails per main pin

Visual Consistency

Recommended level of 
consistency between thumbnails

These smaller thumbnails below each main pin are usually related pins or additional elements of the 
board. Even at this tiny size, maintaining a clean and cohesive look in these images contributes to the 
aesthetics and professionalism of your page.

Most importantly: Supporting thumbnails provide users a quick glimpse of related content, encouraging 
them to explore more of your boards and pins.
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The Importance of Proper Dimensions
Structured Design
Pinterest is based on a grid-based design

Avoid Distortions
Incorrect dimensions can cause cropping or distortions

Optimal Experience
Recommended sizes improve visualization

Increased Engagement
A polished apzpearance invites users to interact

Pinterest's grid-based design means that images with incorrect dimensions can appear cropped or distorted, which can 
negatively impact the user experience. By using the sizes recommended by Pinterest, you ensure that each image is 
displayed optimally, maintaining a polished appearance that encourages users to interact with your content.

Conclusion: The visual impact of a Pinterest profile lies in the cohesion of its images. All elements, from the profile picture to 
the pin thumbnails, contribute to creating an attractive and professional look that draws users in and encourages them to 
follow your brand.
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FollowCompany Name
This sample text demonstrates how customized text can look when the 
placeholder text is replaced.

# posts # followers # following

110 x 
110 px

640 x 640 px

Search Company Name
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How to Create a Professional Instagram Profile

Profile Picture (110 x 110 px)

The profile picture is a small but impactful feature on 
Instagram. It should be instantly recognizable, whether 
it's a logo or a symbol associated with your brand. This 
image appears on your profile and alongside each post 
or comment, reinforcing your brand's visibility across 
the entire platform.

Vision: A clear, high-quality profile picture strengthens 
brand recognition, especially in crowded feeds. Make it 
representative of your brand's identity and values.

First impressions matter
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Post Dimensions (640 x 640 px)

Post Dimensions (640 x 640 px): Consistency across the grid

Each post is displayed in a uniform grid, emphasizing the 
importance of quality and cohesion across all images. The 
640 x 640 px size ensures your images are sharp and visible 
on various devices without losing resolution.

Why it's important: This consistent square format is key for an
visually appealing profile grid. Cohesive, high-quality images 
encourage users to explore your feed, increasing 
engagement with your content.
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Overall Aesthetics and Brand Storytelling

Color Combinations
Consistent use of colors 
that reflect the brand, 
creating a recognizable 
visual identity across all 
posts.

Typography
Consistent fonts that 
reinforce the brand 
identity and improve 
readability across all 
communications.

Visual Style
Uniform photographic 
and design approach 
that creates a cohesive 
visual experience for 
followers.

Narrative
Cohesive story across 
multiple posts that keeps 
followers engaged and 
invested in your brand.

The Instagram grid view presents a unique opportunity to tell a story or convey a theme through multiple 
posts. A well-crafted profile that pays attention to these visual elements not only attracts new followers, but
also encourages existing followers to interact with your content and share it, amplifying your brand's reach.
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Search UploadSlideShare

Home Technology Education More Topics For Uploaders Collect Leads

Company Name
Industry

# SlideShares
# Followers
# Clipboards

Country

Industry

www.website.com

Slogan, This sample text 
demonstrates how  

customized text can look when the 
placeholder text is replaced.

Twitter
Facebook         Google+

Followers (#)

Following (#)

Tags (#)

Tag1 Tag Tag Tag  Tag1 Tag Tag Tag  Tag1 
Tag Tag Tag  Tag1 Tag Tag Tag  Tag1 Tag Tag 
Tag Tag1 Tag Tag Tag Tag1 Tag Tag Tag 
Tag1 Tag Tag Tag 

Follow

Company Name  / Industry

# of #

Presentations      #

Documents         #

Infographics       #

Videos                 #

Title- @hashtags @hashtags - # Views

View allLikes (#)

Title

by user
date
# views

Title

by user
date
# views

Title

by user
date
# views

Title

by user
date
# views

Embed
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How to Improve Your LinkedIn SlideShare Profile

Profile Overview
The profile section, which includes the 
company name, industry, and a 
concise tagline, is essential for quick 
brand recognition.

Branding Image
LinkedIn SlideShare allows users to 
associate a face with the brand 
through the logo or main image, 
fostering a professional presence.

Memorable Tagline
Develop a memorable and relevant 
tagline to immediately capture your 
audience's attention. Make sure your 
profile image is high-quality and 
representative of your brand.
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Content Categories and Social Connectivity

Content Categories

SlideShare supports various types of content, such as 
presentations, documents, infographics, and videos. 
Organizing content into these categories allows 
followers to explore specific areas of interest.

Why it's important: Categorized content enhances the 
user experience, making it easier for followers to find 
valuable resources in their preferred format, whether 
they're looking for in-depth presentations or quick, 
visual infographics.

Social Connectivity

Connecting other social media accounts (such as 
Twitter, Facebook, and Google+) improves cross-
platform engagement. Follower and following lists also 
create a sense of community and influence.

Perspective: Social links allow followers to explore your 
brand on other platforms, reinforcing your multi-
channel presence. A larger follower base and 
interactive tags are a sign of trust and relevance within 
your industry.
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Content Participation and Analysis
Measure the reach and popularity of your content to refine your strategy on LinkedIn SlideShare.

Presentations
1,250 views | 320 likes | 85 
shares

Professional presentations 
attract high visibility and 
audience engagement.

Infographics
980 views | 210 likes | 120 
shares

Infographics generate a 
higher share rate due to 
their visual nature.

Documents
750 views | 180 likes | 45 
shares

Technical documents attract 
specific audiences interested 
in detailed content.

Videos
1,500 views | 450 likes | 200 
shares

Videos generate the highest 
level of engagement and 
shares among all formats.

Conclusion: LinkedIn SlideShare serves not only as a content library, but also provides insights into audience interests through 
analytics. Use this data to refine your content strategy and create more content that resonates with your audience.
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All Videos

2560 X 1440 PX

800 x 
800 px

Company Name

Home Videos Playlists Channels Discussion About

Home

Trendin
g

BEST OF YOUTUBE

Sports

Gaming

News

Live

360°
Video

Browse 
channels

Sign in now to see your 
channels and 
recommendations!

Search

#Subscribe

Title
# views date

This sample text demonstrates how customized text can look 
when the placeholder text is replaced. This sample text 
demonstrates how customized text can look when the 
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Structuring a Professional Profile on YouTube
Visual elements are fundamental to creating a professional presence on YouTube.

Channel Banner (2560 x 
1440 px)

The banner sets the visual tone 
of your channel, giving 
subscribers an idea of your 
brand's style and message. 
Make sure it is simple, clean, 
and consistent with your 
brand's colors and fonts.

Profile Picture (800 x 800 
px)

Your profile image should be 
recognizable even at a small 
size and reflect your brand's 
visual identity to create an 
attractive and professional first 
impression.

Video Thumbnails (16:9)

The platform emphasizes a 16:9 
aspect ratio for thumbnails. 
Consistent design improves the 
viewer experience and visibility 
in search results.

Featured Videos (1280 x 
720 px)

Videos are displayed with an 
optimized resolution for high-
definition viewing. Consistent 
video format increases the 
chances of your content 
ranking favorably.
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Playlists and Content Organization

Playlists

YouTube allows you to categorize 
content through playlists.

Topical Organization

They help organize videos by 
topics or series.

Seamless Exploration

They guide users to explore 
related content without issues.

Increased Retention

Playlists improve user retention 
by encouraging viewers to 
watch multiple videos.

Playlists and Content Organization

Utility: Playlists improve user retention by encouraging viewers to watch multiple videos on similar topics, which increases 
overall engagement with the channel.

Subscriber Interaction and Community Building

The sidebar includes a subscriber list that allows users to explore and interact with similar channels. Interacting with 
followers through comments and discussion sections fosters community and provides direct engagement.

Community Insights: Building a subscriber base and interacting with them reinforces brand loyalty. Active participation 
demonstrates that your brand values the opinions and feedback of your community.
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Optimizing Reach

Tags

Leverage YouTube tags to improve discoverability.

Descriptions

Include detailed descriptions with relevant 
keywords.

Titles

Create attractive and search-optimized titles.

Algorithms

Relevant keywords will help your videos reach a 
wider audience.

Leverage YouTube tags, descriptions, and titles to improve discoverability. Including relevant keywords will help your 
videos reach a wider audience through YouTube's search and recommendation algorithms.

Final Reflection: A well-structured YouTube profile with optimized content and active community engagement 
positions your brand as accessible, organized, and relevant.
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OPPORTUNITIES & 
RISKS
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Exploring Opportunities and Risks in Social 
Media Strategy
Opportunities

Social media offers a dynamic platform for brands to 
expand their reach, engage directly with the audience, 
and build loyal followings. The opportunities are 
abundant:

• Increased Brand Visibility: Consistent participation 
on social media boosts brand awareness and keeps 
the brand top-of-mind for users.

• Customer Interaction and Feedback: Direct 
interaction with customers provides immediate 
insights, enabling the adjustment of strategies and 
improvement of products or services.
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Profitable Social Media Marketing

Cost Reduction: 70%

Compared to traditional marketing, 
social media offers a significantly more 
cost-effective alternative.

Greater Impact: 3.5x

Reach per dollar invested in social 
media far exceeds conventional media.

Availability: 24/7

Constant online presence that allows 
connecting with audiences at any time.

Profitable Marketing: Compared to traditional marketing channels, social media offers a more affordable and often more 
impactful way to promote products and services.

Perspective: Leveraging these opportunities requires a proactive content approach and a well-structured engagement 
strategy.
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Social Media Risks
However, along with these opportunities, there are also significant risks. Recognizing and preparing for these 
potential pitfalls is crucial to successfully managing a social media presence:

Negative Publicity

Social media amplifies both positive and 
negative experiences. A single customer 
complaint can quickly escalate and 
affect the brand's reputation.

Privacy and Security

Data breaches or mismanagement of 
user information can severely damage 
customer trust and the company's 
reputation.

Overexposure

Excessive content posting or posting at 
an inappropriate time can alienate 
followers and lead to a decline in 
engagement.

Reflection: Balancing engagement with caution and maintaining a professional tone can help mitigate these risks.
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Final Reflection on Social Media Strategy

Identify Opportunities
Recognize growth potential

Evaluate Risks
Anticipate potential problems

2

Balance Approach
Maintain a balanced strategy

Build Presence
Create a stable and attractive 

presence

Final Reflection

A well-thought-out social media strategy takes advantage of opportunities while minimizing risks. Through 
proactive management of both, brands can create a stable and attractive social media presence that 
resonates with their audience.
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Overview of Social Media Opportunities

UNDERSTANDING AND RECOGNIZING   
CUSTOMERS

CROWDSOURCING

ONLINE SALES

IMPROVED MARKET RESEARCH

GAINING NEW TARGET AUDIENCES

IMPROVED CUSTOMER RELATIONS

INCREASED AWARENESS LEVEL
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Social Media Opportunities

Opportunity Landscape

Social media is not just a platform for engagement, but a 
catalyst for growth across multiple dimensions. Let's explore 
how to leverage these opportunities to elevate your brand:

Understanding and Recognizing Customers

Social media provides invaluable data and insights into 
customer behaviors, preferences, and opinions, enabling 
brands to better understand and serve their audience.
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Market Research and Awareness

Better Market Research

Real-time interactions and data 
collected through social channels 
allow companies to stay in tune 
with market trends, helping them 
refine strategies based on actual 
customer needs and reactions.

Increased Awareness

Active presence on social media 
increases visibility, improving 
brand recall and establishing a 
recognizable online identity.

Improved Customer 
Relationships

Direct and two-way 
communication with customers 
fosters trust and builds strong 
relationships, demonstrating to 
customers that their opinions 
matter.
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Attracting New Audiences and Crowdsourcing

Attracting New 
Audiences

Social media helps to 
cross traditional 
boundaries

Diversification

Attracting new market 
segments

Crowdsourcing

Obtaining ideas and 
feedback directly from the 
public

Online Sales

Integration with e-
commerce for direct 
transactions

Attracting New Audiences: Social media helps to cross traditional boundaries, attracting new segments and diversifying the 
customer base.

Crowdsourcing: Through social participation, brands can obtain ideas, feedback, and even solutions directly from their 
audience, making customers feel like integral contributors.

Online Sales: With the integration of e-commerce, social media platforms can act as direct sales channels, enabling 
seamless transactions and expanding revenue streams.
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Conclusion on Social Media Opportunities

Stratified Impact

Each opportunity builds on the 
previous one, creating a stratified 
impact that reinforces the brand's 
position in the market.

Customer Loyalty

Effective social media interactions 
strengthen customer loyalty to the 
brand.

Business Growth

Social media, when used effectively, 
can be a powerful tool to transform 
customer insights into viable growth 
strategies.

Conclusion: Each opportunity builds on the previous one, creating a stratified impact that reinforces the brand's 
position in the market, customer loyalty, and business growth. Social media, when used effectively, can be a powerful 
tool to transform customer insights into viable growth strategies.
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Risks Associated with Social Media Use

NEGATIVE PUBLICITY

NOT ENOUGH RESOURCES 
(TIME, BUDGET, STAFF)

LACK OF COMPETENCE

TARGET AUDIENCE ISN’T REACHED

INTERNAL RESISTANCE (E.G., 
FROM EMPLOYEE REPRESENTATIVES, CEO, 

ETC.)

LACK OF CONTROL

NOT USED PROPERLY

LACK OF TARGET AUDIENCE 
PARTICIPATION/AWARENESS

LACK OF KNOWLEDGE

DATA PROTECTION

LITTLE COLLABORATION BETWEEN 
DEPARTMENTS
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Navigating Social Media 
Risks

Key Risks of Social Media Engagement

While social media offers great opportunities, it also poses 
significant risks that businesses must address to maintain a 
safe and effective online presence. Here are some of the key 
risks and challenges:

Negative Publicity and Lack of Control

Social media is a public forum, making brands vulnerable to 
negative comments and posts that can spread quickly, 
impacting brand reputation.
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Internal Resistance and Audience Reach

Internal Resistance and Lack of 
Competence

Employees, especially at the management 
level, may resist or struggle with social 
media initiatives if they do not understand 
or see a clear value, creating an internal 
barrier to effective usage.

Failing to Reach the Target 
Audience

Without a well-defined strategy, 
content may not reach the intended 
target audience, reducing engagement 
and making it difficult to achieve 
business objectives.

Lack of Public Engagement

Even when reaching the right audience, 
a lack of relevant or compelling content 
can result in low engagement.
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Data Resources and Protection

Insufficient Resources

Lack of dedicated social 
media staff. Successful 
social media management 
requires time, budget, and 
coordinated effort.

Lack of Collaboration

Isolated teams hinder 
effective responses. Limited 
resources or siloed teams 
impede a brand's ability to 
respond quickly.

Data Protection

Protecting users' personal 
information is essential. 
Social media platforms 
often collect personal data.

Legal Consequences

Violations can have severe 
repercussions. Any breach 
or mishandling can result in 
serious legal and 
reputational consequences.

Reflection: Recognizing these risks is the first step to mitigating them. Businesses must approach social media with a 
balanced strategy that leverages its potential while also protecting it from these vulnerabilities.
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Risks Associated with Social Networks Use

CRIME

LOSS OF CONTROL

PRIVACY ISSUES

ADDICTIVE POTENTIAL

WASTE OF TIME

ACHIEVEMENTS DIFFICULT TO MEASURE

NEGATIVE REPUTATION
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Recognizing the Depth of Social Media Risks

Privacy Concerns

Protecting user data and 
complying with privacy 
regulations is crucial. Any 
violations can damage trust 
and lead to legal 
consequences.

Loss of Control

Once content is published, 
controlling its dissemination 
becomes a challenge. The 
public can share, modify, or 
take posts out of context, 
affecting the brand's 
message.

Time Drain

Without a strategic approach, 
social media efforts can 
consume valuable time 
without generating 
measurable results, depleting 
resources.

Key Risks of Social Media Platforms

Participating in social media as a brand is not without its dangers. This slide provides a comprehensive overview of 
the various risks associated with using social media, helping businesses anticipate and manage potential issues:
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Difficulty Measuring Achievements
Quantifying the impact of social media, especially on long-term goals like brand awareness, can be 
challenging and often requires advanced tools and analysis.

Complex Metrics
Social media statistics offer a lot 
of data, but translating them into 
real business value can be 
confusing.

Correlation vs. Causality
It's difficult to determine if the 
increase in followers (1,000 to 
1,800) actually caused the 
increase in conversions (15 to 30).

Justifying ROI
Demonstrating the return on 
investment in engagement 
strategies (250 to 420 interactions) 
remains a challenge for marketing 
professionals.
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Negative Reputation

Initial Criticism

A customer posts a complaint on social media

Amplification

The criticism is shared and gains visibility

Media Coverage

Media outlets pick up the story

Impact on the Brand

Public perception is negatively affected

Negative Reputation

Criticism and negative messages on the Internet can escalate quickly and affect brand perception. 
Managing public opinion in a digital environment requires constant vigilance.
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Addictive Potential and Crimes
Addictive Potential

Social media platforms are designed to encourage 
prolonged use. This can lead to excessive engagement by 
personnel or the public, impacting productivity and 
mental well-being.

Crimes

Cybersecurity threats, such as hacking and identity theft, 
pose real dangers on social media. These risks require 
robust security measures to protect both the brand and 
its followers.

Consideration: Recognizing these risks is essential to developing a resilient social media strategy that not only leverages 
opportunities but also safeguards the brand against potential setbacks.
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NO-NOS
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Avoid These Common Mistakes in 
Your Social Media Strategy

The "Don'ts" of Social Media Strategy

When it comes to building a social media presence, there are certain 
actions and habits that can damage your brand's image, credibility, 
and engagement. This slide outlines the "Don'ts" of social media 
strategy: common mistakes that businesses must avoid at all costs 
to maintain a positive, professional, and effective social media 
presence.

Protect Brand Integrity

Understanding these "Don'ts" helps protect brand integrity and 
increase audience trust.
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Risks Associated with Social Networks Use

EXPECTATIONS 
TOO HIGH

no control over the 
reactions of web 

users

OUTDATED PAGE
refers to poor service 

and lack of 
professionalism

SLOW RESPONSE
only use 

professional/ reliable 
staff in this 

management

LIE/ COVER UP
transparency and 
honesty are most 

important for 
customers

OVERSTIMULATED 
ADVERTISING

risk spam-feeling from 
customers that leads 

to quick reactance
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What Not to Do on Social Media

Unrealistic Expectations

Challenge: Expecting to control all audience 
reactions can lead to disappointment. Reality 
check: Remember that social media is 
unpredictable. Users respond in diverse, often 
uncontrollable ways.

Outdated Page

Impact: An outdated profile suggests poor 
service and lack of professionalism. Solution: 
Regularly update your social media profiles to 
reflect the current brand, products, and 
information.

Avoid these critical mistakes in social media management

Each of these "No-Nos" represents a significant risk to your brand's reputation and effectiveness on social 
media. To maintain a reliable and engaging presence, avoid these errors:
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Slow Response
1 Customer Inquiry

User asks a question on social media

2 Prolonged Wait

Hours or days pass without a response

3 Frustration

Customer expresses their dissatisfaction publicly

4 Reputation Damage

Other users see the lack of attention

Consequence: Delays in responses can frustrate users and damage the 
reliability of your brand.

Best Practice: Only assign social media responsibilities to dedicated, 
professional staff who can respond quickly.
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Lying / Covering Up
Risk: Lack of transparency erodes customer trust.

Guideline: Always be honest and transparent, even in difficult situations. Authenticity matters to customers.

Lack of Transparency

Hiding relevant information 
damages the relationship 
with your audience from 
the start

Loss of Trust

Customers eventually 
discover the truth, 
immediately generating 
distrust

Reputation Damage

Your brand's credibility is 
compromised in the 
long term

Eroded Loyalty

Dissatisfied customers 
seek out more authentic 
alternatives
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Overstimulated Advertising
Excessive ads create a sense of spam and drive users away. For an effective strategy, it is crucial to balance different types 
of content:

The Problem of Excess

Excessive ads create a sense of spam 
and drive users away, generating 
rejection towards the brand.

Balanced Content

Combine promotional content (20%) with 
educational (30%), entertaining (30%) 
and inspirational (20%) posts.

Higher Engagement

A balanced advertising approach 
generates trust, commitment and loyalty 
among the audience.

Conclusion: Effective social media management requires setting realistic expectations, staying up-to-date, responding 
quickly, practicing transparency, and maintaining a balanced advertising focus.
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CHECKLISTS
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Essential Social Media Checklists
Building a Solid Social Media Strategy

Successfully navigating social media requires a 
structured approach. Checklists help ensure that 
every element of the strategy is thoroughly planned, 
executed, and monitored.

Tracking Key Components

Use these checklists to track the most important 
components of your social media activities.
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Profile Setup Checklist

High-Quality Logo

Make sure your profile image is clear and 
professional

Cover Images

Use cover images that reflect your brand

Complete "About" Section

Include a clear and up-to-date description

Website Links

Connect to your website and other social profiles

Profile Setup Checklist

Goal: Ensure all profiles are created professionally and consistently reflect the brand.

Outcome: Profiles that effectively and attractively represent your brand.
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Content Planning Checklist
Developing a variety of engaging content tailored to your audience is essential for a balanced strategy that keeps the 
public interested.

Educational Content

Valuable information for your 
audience that solves 
problems or increases their 
knowledge on relevant 
topics.

Entertaining Content

Fun and appealing material 
that generates interaction 
and strengthens the 
emotional connection with 
your brand.

Promotional Content

Information about products 
and services presented in an 
attractive way to generate 
interest without 
overwhelming the audience.

Content Calendar

Consistent scheduling of 
posts that ensures 
consistency and keeps your 
audience engaged in the 
long run.

Result: A balanced content strategy with a clear brand voice that keeps the audience interested and encourages 
their return.
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Commitment List

Respond Promptly
Quickly reply to comments and messages

Monitor Mentions
Monitor and acknowledge when your brand is mentioned

Interactive Content
Use surveys, questions, and other participatory formats

Build Community
Foster genuine interactions with your audience

Objective: Foster genuine interactions 
with your audience.

Key Actions: Respond promptly to 
comments and messages. Monitor and 
acknowledge mentions of your brand. 
Use surveys, questions, and other 
interactive content.

Benefit: Strengthens relationships with 
the community and increases brand 
loyalty.
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Social Media Analysis and Optimization Checklist

Track Metrics

Measure reach, engagement, 
and conversions to evaluate 
the performance of your social 
media strategy.

Adjust Strategies

Use the collected data to 
refine your approach and 
improve results based on what 
works best.

Test New Content

Regularly experiment with 
different content types and 
posting schedules to optimize 
engagement.

Data-Driven Approach

Develop a strategy that 
maximizes the effectiveness of 
your social media efforts 
through continuous analysis.

Goal: Periodically measure and improve your social media efforts.

Remember: These checklists are guidance tools, but should be tailored to your brand's specific needs and 
audience preferences. They help create a systematic and impactful social media presence.
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STRENGTHS 
o online delivery
o low costs
o positive online customer chat
o positive customer feedback
o recommendations from customers
o a website design that appeals to target audience
o …

o increase productivity and innovation
o possible collaboration across department/ company 

boundaries
o information is easily found
o skills positioning
o aggregate single activities
o …

OPPORTUNITIES

o unclear environmental management 
o information is scattered or unstructured
o some IT programs are unnecessary
o employability services
o …

WEAKNESSES

o confidentiality agreement is not kept
o abuse of sensitive customer data
o "stolen" knowledge
o information overload
o …

THREATS

CHECKLISTS
SWOT Analysis
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Using a SWOT Analysis for Social Media Strategy

Strengths

The strengths of a social media strategy enhance a brand's online presence and engagement:

• Online Reach: Effectively reaches the audience without 

geographical limitations.

• Low Costs: Cost-effective compared to traditional media.

• Positive Interaction: Direct and immediate customer chats and 

comments.

• Recommendations: Amplification of word-of-mouth through 

online reviews.

• Attractive Design: Attracts and retains the interest of the target 

audience.
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Weaknesses in the Social Media Strategy

Unclear Management

Imprecise direction can hinder the cohesion of social 
media.

Scattered Information

Unstructured content affects the user experience.

Redundant Software

Ineffective tools that do not add value.

Service Gaps

Lack of employability or customer service offerings.
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Opportunities in Social Media Strategy

Increase 
Productivity

Social media as a 
platform for innovation

Cross-
Departmental 
Collaboration

Facilitates 
interdepartmental 
collaboration

Access to 
Information

Centralization of useful 
resources

Brand Positioning

Showcase expertise 
and unique offerings

Leveraging these opportunities can improve reach and innovation:
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Threats in the Social Media Strategy
Being aware of threats helps mitigate risks:

Breach of 
Confidentiality

Risk of leakage of sensitive 
data

Misuse of Data

Potential for misuse of 
information

Intellectual Property 
Risks

Ideas can be "stolen" or 
copied

Information Overload

Excessive content can 
overwhelm the audience

To go: A SWOT analysis provides a balanced perspective on the internal and external factors that can 
influence the social media strategy, guiding towards informed decision-making.
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CHECKLISTS
Social Media Strategy

GOALS
What do we want to achieve?
Can we achieve this?
How will our success be measured?

MONITORING
What is being said about us?
Which profiles are already there?
Are our topics being covered?

RESOURCES
Are human resources available?
What is our budget for advertising?
Will external assistance be needed?

TONALITY
How do we speak with our followers/ fans?
How do we take criticism?
How do we speak about ourselves?

GROWTH
From where are our follower/ fans?
How will they notice our profile?
How can we broaden our profile?

READINESS
Do we already benefit from „Social 
Media“?
Are there any current employees in this 
field?
Does our corporate structure fit at all to 
Social Media?
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Key Points for the Success of 
a Social Media Strategy

Preparation To determine if your company is ready for 
integration into social media, consider: Current Impact: Are there 
tangible benefits from our presence on social media? Existing 
Experience: Do we have team members with relevant experience? 
Structural Fit: Does the structure of our company fit with 
participation in social media? Monitoring Maintaining an 
effective presence requires ongoing monitoring: Reputation: What 
is the public saying about us? Profile Presence: Do our profiles 
cover relevant topics? Content Relevance: Do our current topics 
align with audience interests?
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Resources and Tone

Resources

Resources Success on social media depends on the 
allocation of resources:

• Personnel: Do we have enough human resources?

• Budget: What financial resources are allocated 
to social media?
• External support: Will we need help from third parties?

Tone

Tone Define a consistent voice for your brand:

• Engagement style: How should we interact with 
our followers?

• Handling criticism: What is our approach to feedback?

• Brand voice: How do we want people to talk about us?
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Growth and Goals

Growth
Growth Establish strategies to increase the number of 

followers and engagement:

• Audience origins: Where do our followers come from?

• Visibility: How will we attract new followers?

• Profile expansion: What measures will expand our reach?

Goals
Goals Set clear goals for your social media strategy:

• End goals: What are our key objectives?

• Feasibility: Are these goals achievable?

• Success metrics: How will we measure progress?
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Holistic Approach to Strategy

Preparation
Internal capability assessment

Monitoring
Continuous presence tracking

Resources
Appropriate media allocation

Tonality
Consistent brand voice

Growth
Expansion strategies

Objectives
Measurable and achievable goals

Summary: This checklist ensures a holistic 
approach to social media strategy, 
encompassing internal preparation, audience 
monitoring, resource management, brand 
voice, growth strategies, and measurable 
objectives.
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CHECKLISTS
Social Media Strategy

corporate goals defined?

target audience identified?

social networks selected?

main theme set?

theme planning applied?

…

…

…

…

…
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Basic Guide for an Effective Strategy
The following guide presents the crucial components for developing an effective social media strategy, ensuring alignment with 
business objectives and the needs of the target audience.

Defined Business Objectives
Defining corporate objectives is the first 
step to aligning the social media strategy 
with the broader business goals. Without 
clarity on what the company wants to 
achieve, it is difficult to measure success 
or progress.

Identified Target Audience
Thoroughly understanding the target 
audience provides the foundation to 
create relevant and engaging content 
that resonates with potential and current 
followers on social platforms.

Crucial Components
The fundamental elements of a social 
media strategy include content planning, 
resource allocation, results 
measurement, and continuous 
adaptation to maximize impact.
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Identifying Audience and 
Platforms

Identified Target Audience

Knowing who the company wants to reach allows creating tailored 
content that resonates with the audience's demographic data, 
interests, and specific behaviors. This knowledge ensures the 
message is relevant and appealing, fostering greater connection 
with followers or potential customers.

Selected Social Media Platforms

Not all social media platforms serve the same purpose. It is essential to 
select the appropriate platforms based on the target audience and 
business objectives. Each platform has its strengths: LinkedIn is ideal 
for B2B connections, while Instagram excels in visual storytelling. 
Choosing wisely maximizes the impact and efficiency of resources.
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Thematic Planning and Coherence

Main theme established

Establishing a central theme provides coherence to all publications and helps create a recognizable 
brand identity. This theme should reflect the company's values and objectives, ensuring that each 
publication aligns with the overall brand message and appeals to the target audience.

Thematic planning applied

Planning how themes will be presented over time (weekly, monthly) helps maintain a steady flow of 
content and avoids sporadic posts. This planning phase also includes outlining the types of content 
(e.g., infographics, videos, articles) and deciding on the frequency of posts to keep the audience 
engaged and informed.
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Practical Tool for Constant 
Evaluation

Initial Evaluation
Comprehensive review of the proposed strategy

Guided Implementation
Execution following the checklist points

Continuous Adjustment
Modifications based on the results obtained

This checklist ensures that each step of the social media strategy 
process is well thought out, increasing the likelihood of achieving 
the desired results. It serves as a practical tool for constant 
evaluation and adjustment, guiding the team to stay focused and 
organized in their social media efforts.
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