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Overall Strategy 

Since its founding in 2013, Left field Brewery has become a well-recognized Ontario craft brewery, and has developed a 
following on all of its social media platforms (Facebook, Twitter and Instagram). As the company continues to grow, it’s 
time to develop a concrete social media strategy to help our following grow. This involves not only posting more often, 
but also making sure to post valuable content that is sure to engage our audience. To this end, editorial calendars 
planning each month’s social media posts should be created in advance. Attached is a sample social media content 
calendar for the month of November 2016. 

In planning Left Field’s social media strategy, it is important to lay out the company’s communications priorities. After all, 
it takes time and effort to establish an effective social media presence, and this time and effort should only be spent if 
its helping us reach our overall objectives. Our communications priorities are as follows: 

1.   To build and nurture relationships with our existing customers 
2.   To show our brand’s personality and culture: a warm and friendly, local, community-oriented business that is 

invested in its employees, its customers and its city.  
3.   To acquire new customers (buying our beer in the LCBO and on top in restaurants, coming to drink and tour at the 

brewery and/or buying our merchandise in-store and online)  
4.   To announce new products (thereby increasing sales). 

 

Platforms 

Left Field’s demographic consists of Toronto and Ontario craft beer drinkers. Craft beer is a growing industry (the LCBO’s 
fasting growing beer category; there are double the number of Canadian craft breweries today as in 2007). Craft beer 
drinkers prioritize quality over affordability. As such, they are of a higher socioeconomic status (almost all are university 
educated) and range from ages 20 to 65 but the majority are between 35 and 65. Craft beer drinkers perceive local, craft 
beer to be of higher quality than imported beer because of its freshness, and are interested in high quality ingredients 
and experimental beer making processes. There are statistics showing that craft beer drinkers are also interested in 
organic and health foods and a healthy lifestyle (fitness and sports). Beer drinkers in general are 60% men and 40% 
women, but the craft beer industry is thought to be 95% male and 5% female. Though we are supporters of the 
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underrepresented female craft beer drinkers, it is important for us to take this gender bias into account (e.g. it wouldn’t 
make sense for Left Field to invest in female-dominated social media platforms such as Pinterest).  

Left Field Brewery will focus its social media on three platforms: Facebook, Twitter and Instagram.   

Facebook is a platform that can’t be ignored as it has the most active users of any social media platform. Even more 
importantly, Facebook is particularly popular with a slightly older demographic (30 to 50 years old) that is representative 
of craft beer drinkers and thus of Left Field’s target audience. Also, Facebook has been a key player in selling Left Field 
merchandise; Facebook’s “shop” capabilities have shown effective click-through to purchases on Left Field’s website, and 
a lot of discussion of our merchandise takes place on our Facebook posts. 

Because Twitter is primarily for the written word, and because it is used for more frequent posting, Twitter is a great 
place for Left Field to establish its voice. This also makes Twitter an ideal channel for posting real-time updates about 
hours, contests and events at Left Field and in Toronto in general. Twitter is also where sports fans band together to 
support their teams through trending hashtags. As such, it is important for Left Field to be on twitter to engage in the 
baseball and Blue Jays fan communities, and even with those of other Toronto sports like the Raptors and the Maple 
Leafs. Twitter presents an opportunity to really develop this part of Left Field’s brand personality.  Finally, it is important 
for Left Field to be on Twitter to communicate directly with its customers. Twitter is the platform through which our 
customers have always reached out in the past to share positive or negative feedback about our products and to ask 
questions. Twitter will therefore be our primary channel for customer service, and should be promoted as such.  

Instagram, a hugely popular social media platform, is an important channel for Left Field to post content to. Left Field 
has its largest following on Instagram, so it is the largest audience we currently have for our content. Instagram also 
presents an opportunity to reach many more people. Because Instagram is a primarily visual platform, it presents an 
opportunity to showcase and promote the newly built brewery as well as the products themselves. In the past, Left 
Field’s Instagram posts have had a very good rate of engagement. It is important for Left Field to stay on Instagram and 
to keep up an effective presence. In comparison to Facebook, Instagram is a channel through which to reach a younger 
audience (90% of Instagram users are under 35). Craft beer is becoming increasingly popular with 20-somethings, and 
many of the 20-somethings on Instagram will soon be 30-somethings, so there is an opportunity for Left Field to acquire 
new customers through this channel. 
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Content strategy 

Content 

An audit of Left Field’s social media showed that certain types of content receive better engagement. Across all 
platforms, the content that receives the most engagement (gets more likes and sparks conversations in the comment 
sections) is content about the products themselves (beer and merchandise launches, bottle line ups) tied with content 
about the Blue Jays (which confirms that we also have an audience of baseball fans, as we hoped), as well as posts of 
Wrigley (the company mascot/founders’ dog), of the employees and of people having fun inside the brewery. This is not 
surprising. On Instagram, users engage the most with content that includes people and often animals. Left Field’s 
audience, the 30+ craft beer fanatic, cares about the different kinds of beer, the ingredients and the beer-making 
processes. So, Left Field’s editorial calendar will make sure to feature regular posts including the aforementioned types 
of contents. The calendar will also follow the “4-1-1” rule, where for every 4 educational/entertaining posts, we include 1 
soft promotional and 1 hard promotional post.  

In the past, Left Field has always posted a weekly “bottle room line-up,” informing users of the beers that will be 
available to buy in bottles from our bottleroom shop over the following week. These posts will be continued, and will be 
shared on Facebook and Twitter (given the demographic) and posted on a more regular schedule. Also, a series of 
videos showing how each beer is made will be created and shared on Facebook (promoted with short clips on 
Instagram). This will appeal to our craft beer enthusiast audience, and video is a popular form of content to share on 
Facebook. 

Instagram and twitter posts will include more content about Wrigley and about the people at the brewery. Wrigley’s 
personal instagram account (@leftfieldwrigley) will be discontinued in order to drive more traffic to the Left Field 
Instagram and to allow for regular posts of Wrigley as an entertaining feature of the account.  

On all platforms, the following content will be introduced: 

•   Using #tbt on Thursdays to post entertaining posts 
•   Including more content relevant to the Toronto community (promoting and celebrating Toronto events and 

holidays) 
•   Re-posted user-generated content. Both re-tweeted and re-gramming of people drinking Left Field beer and re-

posting on Facebook of people wearing Left Field merchandise, in order to develop a brand community and to 
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show brand loyalty/trust. This will be promoted by mentioning to “tag us in your photos using Left Field products 
for a chance to be posted” when user-generated content is posted.  

All content should be created uniquely to suite each platform. No content should be reposted from one platform to 
another. 

Finally, Left Field Brewery’s personality should be reflected in every social media post. Our voice is friendly, personal and 
unpretentious. We aim for each post to be approachable, universal and informative.  

Posting to Facebook 

Statistically, the most effective time to share on Facebook is between 1-4 pm, and the most effective time of the week is 
Wednesday at 3 pm, with Thursday and Friday afternoons following suite. Research also shows that the most 
engagement is achieved when businesses post 2 times per day on Facebook. So, Left Field’s strategy will involve 1 
Facebook post per day (3 pm) with 2 per day on Wednesday, Thursday and Friday (1 pm and 3 pm).   

Posting to Twitter 

In the past, Left Field has posted 1-2 times per day on Twitter, with some missed days going without any tweets.  

Research shows that business to customer businesses have the most follower engagement with tweets posted on 
Wednesdays, followed by weekends. Tweets posted at 12 pm and 5-6 pm have the highest engagement. Timing is really 
important with Twitter, since tweets have a much shorter “half-life” than Facebook posts (half of the total engagement 
happens in the first 20 minutes on Twitter versus 5 hours on Facebook). Because of this, and because of the 
conversational nature of Twitter, both business and customer users post much more often. Research shows that the 
sweet spot seems to be 3 tweets per day, after which point engagement drops off (probably from annoyance with the 
business for posting so much). So, Left Field’s strategy will be 3 tweets per day, posted at 12 pm, 5 pm and 5:30 pm.  

Posting to Instagram 

In the past, Left Field has posted an average of 4 times per week.  

While Instagram engagement is the most consistent throughout the week, there is a slight spike on Mondays. Unlike 
Facebook posts, Instagram posts get more engagement when posted off work hours (5 pm onwards, or in the morning 
before 11 am if your target audience works full-time).  There is no engagement drop off seen when brands post 
frequently to Instagram. However, it is our goal to post only quality content to our Instagram page (while posting more 
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casual and fun content throughout the day to our instagram story). Left Field’s strategy will thus be 1 Instagram post 
per day at 5:30 pm.  
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Sample calendar: November 2016             Facebook activity     Twitter activity  Instagram activity 
Sunday Monday Tuesday Wednesday Thursday Friday Saturday 

 1 2 3 4 5 
Holidays/events: 
PaintNite – Nov 7, 14, 21, 28 
Nov 2 – World Series finals 
Nov 11 – Remembrance day 
Nov 20 – santa claus parade 
Nov 25 – One month until Christmas 
Nov 28 –Cyber Monday twitter promo 
code for online merchandise 
Nov 26 – Cavalcade of lights 
Product launches: 
Nov 7 – Laser Show IPA  
Nov 14 –Wrigley Oat Pale Ale 
Nov 21 – Winter merchandise  
Nov 29 – Game 7 Ginger Stout 

1. Re-tweet user 
content 
2. World series 
promo 
3. Merch question 
(see faceboo) 
Question: Which 
merchandise items 
do you want to see 
in our winter line 
up? 
Re-gram of user 
content with 
product 

1. World series 
tweet 
2. Re-tweet user 
about world series 
3. Upcoming 
products in 
November promo 
1. World series 
Wrigley related 
photo 
2. Share world 
series content 
World series 
Wrigley related 
photo 
  

1. Re-tweet user 
content 
2. #tbt photo from 
Blue Jays winning 
the world series 
3. Did you know 
tweet about beer 
industry 
1. #tbt video from 
Blue Jays winning 
the world series 
2.  Call to action to 
check out our website 
and blog 
#tbt photo of the blue 
jays winning the 
world series 

1. Bottle room 
line-up 
2. TGIF Wrigley 
photo 
3. Movember 
meme/joke 
1. Bottle room 
line-up 
2. Wrigley TGIF 
sleeping photo 
Wrigley TGIF 
sleeping photo 

1. Meet ____ 
(employee 
profile) 
2. Beer meme 
3. Paint nite 
1. Meet ____ 
(employee 
profile) 
Beer meme 
 
 

6 7 8 9 10 11 12 
1. Re-tweet user 
content 
2. Candid photo of 
people day-
drinking in brewery 
3. How it’s made 
video promo  
How it’s made 
video: Go Ahead 
How it’s made 
video promo 
 

 

1. Paint Nite 
Promo 
2. Re-tweet user 
content 
3. Tweet about 
upcoming 
basketball 
season 
Paint Nite 
promo 
Paint Nite 
promo 

1. Laser show 
product launch  
2. Re-tweet user 
content 
3. Did you know 
tweet about beer 
industry 
Laser show product 
launch 
Laser show product 
launch 
 

1. Hump day  
2. Re-tweet user 
3.#nationalnachos
day picture of 
someone eating 
nachos promoting 
BYOF 
1. Re-post photo 
of someone 
wearing our 
merch 
2. Share relevant 
blog/video 
#nationalnachosd
ay picture of 
someone eating 
nachos promoting 
BYOF 

1. Re-tweet user 
content 
2. #tbt about brewery 
construction 
3. Ask a question about 
favourite baseball 
moments of all time 
1. #tbt video from the 
brewery construction 
2. Ask question about 
favourite baseball 
moments of all time 
#tbt photo from 
brewery construction 

1. Happy 
remembrance day 
2. Re-tweet of 
Toronto 
remembrance day 
event 
3. Bottle room 
line-up 
1. Bottle room 2. 
line-up 
Wrigley poppy 
photo 
Wrigley poppy 
photo 

1. Meet ____ 
(employee 
profile) 
2. Paint nite 
promo 
3. Baseball 
meme 
Meet ____ 
(employee 
profile) 
Paint nite 
promo (picture 
from the last 
paint nite) 
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13 14 15 16 17 18 19 
1. Re-tweet user 
content 
2. How it’s made 
video promo 
3. Fun beer meme 
or GIF 
How it’s made 
video: Sunlight 
park 
How it’s made 
video promo 
 
 
 

1. Wrigley Pale 
Ale product 
launch 
2. Re-tweet 
Toronto beer 
community 
3.  
Wrigley Pale 
Ale product 
launch 
Wrigley Pale 
Ale product 
launch 

1. Re-tweet user 
content 
2.#nationalespresso
day promote Coffee 
Porter 
3. Beer meme 
1. Share relevant 
blog post 
#nationalespressoda
y promote Coffee 
Porter 
 

1. Baseball meme 
2. Did you know 
tweet about beer 
industry 
3. Winter 
merchandise 
promo 
1. Share funny 
video 
2.  Winter 
merchandise 
promo 
Regram of user 
content 
 

1. Re-tweet user 
content 
2. #tbt photo of 
Wrigley as a puppy 
3.  
1. #tbt video of 
Wrigley as a puppy 
2. Share relevant 
content from beer 
community 
#tbt Wrigley as a 
puppy 

1. Bottle room 
line-up 
2. TGIF meme 
3. Re-tweet 
Toronto beer 
community 
1. Bottle room 
line-up 
2. Share relevant 
content from 
baseball 
community 
Re-gram user 
content 

1. Meet ____ 
(employee 
profile) 
2. Did you 
know tweet 
about beer i 
3. Tweet about 
upcoming NHL 
season 
Meet ____ 
(employee 
profile) 
Meet employee 
overview promo 
“meet our crew” 
 
 

20 21 22 23 24 25 26 
1. Re-tweet user 
content 
2. Santa clause 
parade promo 
3. How it’s made 
promo 
How it’s made 
video: Eephus 
How it’s made 
promo 
 
 

1.Merchandise 
product launch 
.2 Cyber 
Monday Sale 
promo 
3. Wrigley 
photo 
Merchandise 
product launch 
Merchandise 
product launch 

1. Re-tweet user 
content 
2. Did you know 
tweet about beer 
industry 
3. Promotional 
photo of beer line 
up in taproom 
Re-post photo of 
someone wearing 
our merch 
Regram of user 
content 
 

1. Hump day 
meme 
2. How it’s made 
videos link  
3. Cyber Monday 
promo 
1. Share relevant 
blog post 
2.  
Ginger stout 
teaser post 
 

1. Re-tweet user 
content 
2. #tbt vintage beer 
magazine 
advertisement 
3. Ginger stout teaser 
1. #tbt vintage beer TV 
commercial 
2.  
#tbt vintage beer 
magazine 
advertisement 

1. Bottle room 
line-up 
2. 1 month until 
Christmas post 
3. Re-tweet 
Toronto beer 
community 
1. Bottle room 
line-up 
2. Ginger stout 
teaser post 
Wrigley 
Christmas photo 
(1 month until 
Christmas) 

1. Cyber 
Monday 
promotion  
2. Cavalcade of 
lights 
3. Weekend 
meme 
Cavalcade of 
lights 
Cavalcade of 
lights 

  



Content Calendar: Left Field Brewery 
Sophie Hamr 9 

27	   28	   29	   30	   	  
1. Cyber Monday 
promotion  
2. Paint nite promo 
3. Sunday funday 
meme 
Cyber Monday 
promotion 
Cyber Monday 
promotion	  

Cyber Monday 
promo code (7 
am) 
Cyber Monday 
promo code (1 
pm) 
Wrigley 
Monday meme 
Wrigley 
Monday meme 
Wrigley 
Monday meme 
 

1. Ginger stout 
product launch 
2. Hump day gif 
3. re-tweet Toronto 
sports community 
1. Ginger stout 
product launch 
Ginger stout product 
launch	  

1. Re-tweet user 
content 
2. Merchandise 
promo  
3. Share an 
Upcoming Toronto 
December events 
blog post 
1. Share relevant blog 
post or video 
Re-gram user content 
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Sample content: Facebook 

 

    

 

 
 

 

 

 

 

  

We have our full line-up in the bottleshop this week.  
 

From left to right: 
 

Laser Show (Vermont Style IIPA) 
Go Ahead (Gose with Raspberry and Hibiscus) 
Midnight Sun Game (Dark Session IPA) 
Wrigley (Oat Pale Ale) 
Sunlight Park (Saison) 
Grandstand (Hoppy Wheat) 
Maris (Pale Ale)  
Eephus (Oatmeal Brown Ale) 
 
What’s your favourite? 

 

Today we #tbt to 1993, when the Blue Jays 
won their second of two back-to-back World 
Series championships. Legend Joe Carter hit 
this three-run homer in the bottom of the 9th 
to beat the Philadelphia Phillies 

* Video embedded from 
https://www.youtube.com/watc
h?v=-F5HwiGm7lg * 

It’s finally here! 

Roger’s Gingerbread Stout 

A rich chocolate stout brewed with 
slow-roasted malt, with aromas of 
brown sugar, hints of gingerbread, 
and a marshmallowy head.  

Christmas music playing and ginger 
stout flowing in our taproom all 

Bottle Room Line-up (Friday 
November 4, 2016; 1 pm) 

   Thursday November 3, 2016, 1 pm 

Ginger stout product launch (Tuesday 
November 29, 2016; 3 pm) 
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Sample content: Twitter 
Did you know (Saturday November 19, 2016; 12 pm) 

 

Babe Ruth used to keep a wet piece of cabbage under his hat to keep cool. Anyone wanna try this and let us know if it 
works? 

 

Ginger stout teaser (Thursday November 24; 5 pm) 

 

5 more days until we launch our holiday beer… Any guesses? 

 

Cyber Monday promo code announcement (Monday, November 28, 7 am) 

 

Twitter followers, cyber Monday is here! #WRIGLEY at checkout for 20% of all merch from our fanshop! 
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Sample content: Instagram 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Thursday November 3, 2016; 5:30 pm 

 

Friday November 11, 2016; 5:30 pm  

 

Wednesday, November 9, 2016; 5:30 
pm 

#tbt to Joe Carter’s 3-run homer that 
secured the Jays’ 1993 world series 
win  

Happy #nationalnachoday! Every day 
at our taproom we welcome you to 
bring your own food. But today we 
think you should #BYONachos  

Happy Remembrance Day from all of 
us at Left Field Brewery 


