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https://youtu.be/6k_G_h41ZaQ
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Tell your story. 

Grow your reputation. 

Build a Community.

Share experiences.
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Creating a Social Media Plan
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Brand Strategy
A process that can allow an organization to concentrate its limited resources on the greatest 
opportunities to achieve desired goals

The incubator of successful outcomes for 
at-risk youth

We have a deep humanity to support the 
families in need along with a firm resolve to 
cure childhood cancers in our lifetime. 
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Target Audience
A specific group of people at which the marketing message is aimed

researchers/scientists/doctors, family and 
friends, corporations/foundations/partners

Youth, 9–15 – primary
Their parents – secondary (they 
recognize we are talking to “their child”)
Youth and school coaches 

Creating a Social Media Plan
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Zealots
Willing to participate, often at their own expense, in programs to 
further the brand because of their belief in what it stands for.

Your most passionate followers. 

Creating a Social Media Plan

grmworks.com



13

Board, college students, youth that 
have been helped by the system

Moms of children who have cancer

Kids who love to play

Zealots 

Creating a Social Media Plan
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• What is the overall objective of social media?
• Establish a voice 
• What social media platforms are going to be the most effective?
• Create goals for each platform 
• Create a schedule for each platform
• Create a calendar and metrics dashboard 

Creating a Social Media Plan
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• Create a focused positioning to the core 
target through social media, online 
marketing and integration of traditional 
marketing. 

• Leverage other elements of the marketing 
program (including traditional media and 
in-store) in order to substantially grow:
Engagement and referral Followers, fans 
and marketing database 

Continue to build database of current and potential guests …
• Social media:  225,000 (50% growth)
• Total engagements:  1,750,000 (75% growth)

Overall Strategies:
1. Continue to engage current followers through existing 

social sites
2. Recognizing impact on engagement, emphasize visuals 

(video & photo)
3. Execute a consistent promotional program, including not 

just social growth, but sales promotion and flash sales to 
drive unsold inventory (hotel & F&B)

4. Increased emphasis to drive wedding business through 
Pinterest

5. Develop influencer marketing program with potentially 
an influencer recurring on-site event

6. Integrate social success into online CRM and paid digital 
campaigns
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Overall Objectives
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Early adopter – pioneering spirit, 
Straightforward, Intelligent / visionary, 
Apolitical, Collaborative, Compassionate

Passionate, visionary, hardworking, 
female, family-oriented, social, 
compassionate, professional

Establishing a Voice
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Establishing a voice
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Establishing a voice
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Goals by platform 
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Social Media Calendar 
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Month / Year 
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Social Media Calendar 
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Metrics Dashboard 
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Metrics Dashboard
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Questions ?? 

GRM / grmworks.com

April Voris

678-427-8635

avoris@grmworks.com
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GRM is offering a 

complimentary 

30-minute video call 

to address any 

specific situations your       

CTA has.  

mailto:avoris@grmworks.com

