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Your favourite song lyrics and book quotes on mugs, totes, t-shirts, 
and more. Illustrated by Catalina Zuleta. 

About Ink and Song 
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Selling your artwork as a product on Society6 is as simple as making a 
Post - except you make money from it. All you have to do is post your 
artwork to make it immediately available for sale as a variety of 
products. When you sell a product, we'll produce it, package it and 
ship it for you, so that you can focus on making more art! 

About Society6 
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My audience is composed of young people, mainly between 15-34 
years old. I’m targeting people who have a deep passion for music and 
literature and are aesthetically inclined. My ideal customers seek 
beauty in everyday objects. For them a mug is not just a mug or a 
shower curtain is not just a shower curtain. For them objects transcend 
their practical use, they are symbols of who they are and what they 
like.  

Who is my audience? 
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Social media Outlets:  

Facebook: it is the most targeted platform 

Instagram: encourages participation 

According to AdWeek, by 2017 around 80% of the brands that have an 
online presence will have an Instagram account. This makes 
Instagram the social media platform with the biggest and most 
important growth projections. 

Tumblr: blogging – content “headquarters” 

6 



Social Media Strategy Pillars 

1.  (Quality) Content is king 
 
Sharing content that is relevant to my brand: music, 
literature and creativity 
 
2.  Brand personality 

Speaking in a clear, recognizable voice to build top of 
mind awareness 
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Some preliminary remarks 

•  Tumblr, Instagram and Facebook are connected. The same content 
will be shared in all my platforms. 

•  Strong emphasis on visual content. 

On Facebook in particular engagement with video posts in the first 
quarter of 2014 was up to 25% year over year and 58% quarter over 
quarter, according to the Adobe report.  
Source: Ann Handley, Everybody Writes.  

•  All posts include hashtags. 
•  No more than 3 filters per picture. 
•  Post 2-3 times a day. 
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Social media strategy per month 

January 
 
•  Behind-the-scene posts 
•  #7vignettes 
•  Found poem Friday 
•  Pink Floyd Action brings good fortune mug 
•  Pictures using the products 
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February 
 
•  Found poem giveaway 
•  New products 
•  Romantically themed mugs 
•  Late night picture 
•  Valentine’s day blog post 
•  Customer-centric pictures 

Social media strategy per month 
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March 
 
•  Personal pictures 
•  Short videos and GIFs 
•  Influencers posts 
•  Interaction with followers 
•  Other independent businesses posts 

Social media strategy per month 
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Competitive Landscape 

November 26th 
60.1k total followers 
 
December 6th 
61.3k total followers 
 
1200 total followers gained 
 
24 posts 
1-2 posts per day 
 
900-1100 likes per post 

Followers	gained	during	the	2	week	period	
Total	number	of	followers	before	period	 x	100	=	2	%	
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Competitive Landscape 
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Competitive Landscape 

November 26th 
59.4k total followers 
 
December 6th 
60.2k total followers 
 
800 total followers gained 
 
36 posts 
2-3 posts per day 
 
1300 likes per post 

Followers	gained	during	the	2	week	period	
Total	number	of	followers	before	period	 x	100	=	1.5	%	
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Competitive Landscape 
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Conclusion 

Taking into account that the social media strategy for Ink and Song 
includes similar elements and targets the same demographics as 
@adamjk and @stayhomecluboffical, it is safe to asume that Ink and 
Song will have a growth rate of 1.5%-2% or more every two weeks.  
 
Ink and Song’s growth rate can be superior to the growth rate of its 
competitors if taps into the areas where its competitors are weaker 
and generates quality content.  
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