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Social Media Marketing Strategy Plan 

Template 
 

Surveys (eg Marketingprof) consistently say that even with dedicated Social Media 

professionals, the two major difficulties cited are lack of time and lack of ideas.  This 

plan is designed to give you what you want in outcomes, AND deal with the problems 

of time and ideas, by creating re-usable content. 

This plan should form a part of your overall marketing approach.  Remember, 

although Social Media Marketing (SMM) can be low cost, it can soak up your time if 

you’re not careful.  The choices you make are critical, as ever.  Do not over-commit 

to activity.  When choosing your channels, look for the most time-effective  options.  

If it were paid for media, you’d look for the biggest bang for your buck.  This time, 

look for the biggest bang for each hour of ongoing activity.  Even if planning and set-

up is a bind, it way pay dividends down the line. 

Read through this plan, then think it through before you write a word.  Thinking is 

always the most important part of planning!  Some parts you can skip, if you think 

they are irrelevant.  The parts you cannot skip are 1, 2, 6, 7, 8 and 9. 

Then start with the elements that define what you want: Desired Results, Most 

Desired Interactions and Ideal Customer Profile, in that order.  That will show you 

how your marketing system is likely to work. 

 

1. What Is the Aim of this Plan?  Your Desired Outcomes. 

 

You desired outcomes should be expressed concisely – in one sentence or at 

most a paragraph of two or three sentences. 

 

Eg: Increase sales leads by 100% 

Or:  Increase website traffic 70% 
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Or:  Increase footfall in bar 35% 

Or:  Increase measurable brand recognition 30% 

Or:  Gain awareness of our brand amongst ten target influencers in our 

industry sector 

 

In general, SMM campaigns should be designed around increasing traffic, 

eyeballs, visitors and that kind of thing.  Sales, revenues and conversions pre-

suppose sales skills, your offer to the customer, price and so on – which are 

not part of this plan.  The way that you Social Media Plan will help these sales 

and revenue metrics is by: bringing in more leads, and improving the quality of 

the leads. 

 

Improving the quality of the sales leads is the critical part of the Ideal 

Customer Profile. 

 

2.  Make an Ideal Customer Profile 
 

This should be based on the kind of individuals you are trying to attract as 

leads, or visitors, the people you are trying to influence.   

 

Usually you will ask a list of checklist questions about your Ideal customer in 

order to make up the profile.  If you are aiming at certain important 

individuals, you can do some background research on them.  You may feel you 

know these people well already, and you just need to document and think 

through – or you may need to do some research. 

Without this Ideal Customer Profile, it is difficult to see what your brand 

should be, the tone or even what marketing channels you should use. 

 

Here is a checklist of questions: 

 

Demographics:  Age, education, income level, marital status 

 

Work Life:  Job role, worries, daily stresses, roadblocks and their biggest 

annoyances.  What are the key metrics they are measured on? 
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Media:  Sites and publications they use most.  Trusted sources of information. 

 

Interests:  likely hobbies and pastimes.  What do they do for fun, at the 

weekends?  What shows or sports or movies do they like? 

 

Make me money, save me money, further my career – these are key drivers.  

How do you do this for them? 

 

Pain points: in work and private life 

 

Objections: what are this person’s likely objections to what you are saying?  

How can you answer these objections? 

 

3.  Value Proposition and Offer 
 

Try to write down as clearly as you can what you are offering to your Ideal 

Customer, what it will do for them, how it will address their wants and needs, 

and why they should pay for it.  Again, you may well have done this before, 

but it should be part of your plan and seen by everyone who is contributing to 

content and Social Media. 

 

Preferably this should work on both an emotional and a rational level.   

 

What can you do for them? 

 

How do you prove that you can do it?  Selling proofs, testimonials, guarantees, 

statistics, facts etc 

 

How do you prove you are better than the competition? 

 

How will you make them feel better?  Ie look good in front of a boss, or a 

spouse, or look good in front of friends and colleagues 
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4.  Brand, Tone and Image 
Again, you may well already have done work on this to establish logos and a 

consistent image.  If you have, make sure your brand and statements are 

written into the plan.  Branding is a huge area, and brand awareness is also 

one of the key benefits of a Social Media Marketing strategy.  Anything you 

can do to write down and record your brand identity will help you, and 

everyone else involved, keep a consistent brand in the mind of your 

customers. 

 

Identify all logos, images, colour palettes, fonts, images and icons you use and 

stick to them. 

Identify your values and your mission, ie what underlies your business:  

honesty, commitment to quality, value-for-money, empowerment of 

individuals, beautiful designs that enhance people’s lives etc etc 

Identify the tone you want to present: professional or irreverent or maverick 

or no-nonsense plain speaking and so on.  Try to describe this in a few 

sentences and if possible give an example of some media channel with a 

similar tone, ie like JP Morgan, like Vogue magazine, like Top Gear on TV, Like 

Professor Brian Cox, like Jamie Oliver, or like the tone of a well known TV ad 

Of course you can ignore any or all of this, but it’s worth thinking through.  

Looking at TV ads and video blogs can be a great source of ideas for the image 

you can project.  Remember, a Social Media Campaign will take time.  You 

may as well make the best of the time you spend on it…  And having a strong, 

identifiable tone will make you much more memorable. 

Also, get a professional set of photos taken of yourself.  You’re going to need 

them and you may as well be happy with those photos.  There’s nothing worse 

than last minute photos that you’re embarrassed about. 

5. Crank up the Ideas Factory 
Time to get the ideas produced.  Perhaps the best way of creating a library of 

ideas and content that you can turn into blog posts, magazine/e-zine articles, 

videos, download white papers and more is to dictate the ideas into a voice-
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to-text app on your phone (built in on iPhone 5 and above, or download the 

Dragon Voice to Text app).  Once you have these ideas in text format you can 

edit them into text blogs and articles or scripts for videos and podcasts. 

Remember you’re producing useful, compelling content and you’re TELLING, 

not selling! 

Here are the main idea areas in a Four Point Plan; 

Here’s your generic Six Point Plan 

#1  Answer the Questions about your topic that people are asking.  Your ideal 

potential customers are going straight to Google to find answers to their questions.  

Use keyword research tools to target the right questions which your target audience 

is asking, and answer those questions your customers ask most. 

Remember, content should be data-led.  You are trying to score a direct hit when 

one of your customers makes a search on Google for a certain question, so do your 

research.  No point answering the questions no one is asking!  Use these questions to 

create a library of question/solution scripts that are short and to the point.   Provide 

real value, get to the point and go for the straight-talking approach.  Tell, not sell. 

#2  Use compelling research, facts and stats that your customers will want to 

share.  If your ideal customers want to share your material, you’re winning, and of 

course sharing is one of the key functionalities of online media.   

Again, this can be data led.  Use keyword tools to checkout which statistics your 

audience might be looking for. 

It’s simple to make a slide with a chart or infographic which can be included in a 

voiced-over video or used in a blog.  You’ll get direct hits off Google with these images 

if you name the files well.  Present the research findings, include the source of the 

research for credibility, and then explain the significance in your own words, 

preferably with a video including yourself.  This techniques creates shareable content, 

and it establishes your expertise since you are knowledgeable AND an analyst of the 

findings.  What could be better? 
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#3: Share a Customer Success Story to Establish a Good Reputation. There are 

few things more powerful than a first-person testimonial that tells how your product 

or service made a customer’s life better.  In person, on video with a real person, this 

really comes alive. 

This doesn’t have to be polished and technical. You can record customer 
interviews with your mobile device or on a Google hangout with a simple webcam.  
Better if it’s not too slick in fact.  Ask your best customers to put their own success 
stories on camera and send you a link to their video so you can share it on your own 
channel and add it to your channel’s favorites.  You can also use a text script of this 
testimonial and explain how the job was done for the customer. 

You can compile a library of short videos, shot on your own phone, which can be 
the raw material for any number of text and video based blogs, proofs, articles and 
testimonials. 

#4.  Solve a Common Problem – How-to   Similar to the answers-to-questions 
method, this should be backed up by keyword research into what people are looking 
for as how-tos, or what their common problems are. 

The classics of this type are how-to videos like: “how to tile a bathroom wall” or 
“when and how to prune an apple tree”.  These are typically five-ten minutes long and 
give a methodical example of the technique.  When it comes to business-type 
techniques, it is even easier to create compelling content using video screen capture 
software.  “How to create a cashflow forecast” or “How to set up and register a new 
company in five minutes” can easily be done by talking the viewer through your screen 
captures.  These videos are very immediate and empowering.  Somehow a video 
makes people believe it is easy, where a step-by-step blog in written text would not. 

Again, this is shareable content which is aimed squarely at Google’s searches from 
your target market.  It’s vivid and makes your expertise come alive.  Videos are 
excellent for how-tos. 

#5.  Solve a Common Problem – Insights   As an expert in your field, you will be 
aware that solutions to common problems can be obvious if your audience would just 
look at the problem a different way.  Offering these simple insights can make you look 
like a really guru, a true expert who is a cut above the rest. 
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So look through the keyword tools suggestions and see what the common 
problems and questions are.  Often, you will say to yourself “They are asking the 
wrong questions…”  In this case, you can simply and concisely describe the right 
question, and your simple solution. 

How can I get cheaper gas? Becomes How can I use less gas? 

How do I get a loan to grow my company? Become?s How does invoice finance 
grow my company? 

Resist the urge to sell!  If you explain things well enough, they’ll come to you. 

#6.  Interview or quote and expert in your field   Your good name and authority will 

be enhanced by quote or better still interviewing a well-known expert in your field. 

 

#7.  Think of the Perfect Title – Then Create the Piece around it   you will start with 

the concerns and cares and key metrics of your audience, and then think up a perfect 

title to match that. 

“Six ways to double your conversion rate this month” 

“Three sure-fire tips to hit your target this month” 

“Five step plan to eliminate outstanding debts” 

“The closing technique that keeps on giving” 

“Eleven Powerpoint templates you can use today” 

“Ready-made training plans that will save you time” 

Make sure that, whoever is involved in your Social Media plan and delivery, you keep 

a central log of all the ideas so that you can use and re-use and adapt and develop as 

needed.  Don’t let ideas be forgotten and don’t let your material go to waste. 

6. Identify your MDI’s 
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MDI’s are your “Most Desired Interactions”.  The MDI’s should be written down and 

ranked from most important downwards.  Choose the top three and make sure you 

have a plan for nudging visitors towards these interactions and using calls to action. 

This is a key area, so check out the chapter in my book “The Attention Business”.  

You cannot leave out this step.  MDI’s are a key analysis tool for your business model, 

just like Ideal Customer Profiles.  Without focusing on your MDI’s, you risk a lot of 

interesting but pointless activity. 

 

7. Choose your Social Media Channels 

 

List out every single possible Social Medium, and go through listing its pros and cons, 

especially with regard to who that medium reaches, and how much time it takes to 

keep up the activity, and how easy it would be to outsource that work if you wanted 

to do it. 

For instance, Facebook and Twitter are great for personal connections and 

conversations, but they do require a level of constant engagement and activity that is 

very distracting to “normal work”.  By contrast, editing together videos for a YouTube 

channel is time consuming and a little technical perhaps, but you can easily 

outsource production and editing and then use an automated tool to post the videos 

across a dozen different sites.  The ongoing work can be much less. 

Do not over-commit!! 

8. Make your Schedule and Calendar 
 

Make your Schedule and Calendar… and make sure a person is responsible for each 

posting, channel and activity.  The individuals should be taking ideas and content out 

f the central repository and adapting for each posting and each channel.  In that way, 

the material is always available to be used and re-used and recycled, making the 

whole system more time efficient and effective. 
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9. Monitor and Tune Activity 
Use trackable links and use Google Analytics to check where your traffic is coming 

from and how much.  It will soon become clear what kind of posts and content are 

working for you and which not. 
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