
 

Left Field Strategy and Content Calendar 

Left Field’s Demographic 

Left Field’s demographic is based in downtown Toronto, as well as southern Ontario as their 

beer is available to buy in LCBOs across the province. Their tap house and storefront is located 

in the neighborhood Leslieville in eastern downtown Toronto.  Based on this we know that their 

demographic located in urban areas.  

Using this craft beer analysis provided 

to the left, draft beer drinkers are 

educated with 42.6% having a 

Bachelor’s degree and 21.1% having a 

Master’s degree. They most likely work 

in an office environment, following the 

9-to-5 routine. They are for the majority 

males (95.1%) and 35-49 years old.  

Overall Strategy 

Left Field’s voice on all platforms will 

have a friendly and conversational tone. 

The voice will be universal, avoiding any 

clichés or colloquiums that could 

alienate the consumer.  

Left Field’s content will educate their 

audience about their brewing process. Left Field is a part of craft beer culture and their audience 

wants to know how they make their products. This strategy inform the Left Field audience to 

create excitement about the product. It will also create trust with the craft beer connoisseurs. 

The goal is to be transparent about what ingredients and techniques they are using to educate 

them about the process. The goal of this strategy is to continue the excitement that Left Field 

has created so far. Content will be tailored to each platform to be more dynamic.  

This content strategy for made for December 2016. This is an exciting month for social media 

because audiences are gearing up for the holidays. Platforms for this strategy includes 

Facebook, Instagram and Google plus. Facebook and Google plus were chosen because the 

demographic for craft beer are older males, and they use these platforms the most. Facebook 

users are 87% of adults 18-29 and 73% of adults 30-49 use the platform. Also, 70% of adults use 

Facebook daily. This would be the best platform to reach this demographic. 

Facebook will continue to be used for practical reasons. It leads consumers through the buying 

funnel with their shop button, and this will increase sales for their merchandise. Left Field can 

use Facebook to make events, and this creates the opportunities for brewery tours and events in 

their tap room. These are vital moments to engage the Left Field demographic.  



 

For Google +, the biggest demographic that use the platform + are males aged 25-to-43-year-

olds. This is also the exact demographic that drinks craft beer. Google + users are highly 

educated and are mostly engineers and developers; drawing parallels to craft beer drinkers who 

are also highly educated.  

All of these factors indicate that Google + could be a potential growth area for Left Field to build 

their brand. Instagram will continue to be used because it has the second highest amount of 

engagement and activity out of all their social media platforms. Although only 25% of 30-49 

years use Instagram, the majority of 18-29-year-olds use Instagram. The younger demographic 

also drinks a lot of craft beer, so Instagram would be the best way to get to this demographic.  

Strategy for Facebook 

Timeframe 

Left Field is a local, Toronto brand and because of this, time zones don’t have to be taken into 

consideration. Left Field is only available in Ontario and a lot of their sales are done through the 

taproom. So their audience is specific to the Eastern Time zone.  

Currently, on Facebook, Left Field posts with a frequency of once every two days to once every 

three days. While this is pretty frequent, they could get more traffic and engagement if they 

posted every day.  

The Left Field audience is the 9-to-5 crowd, so this is a factor for when content is posted. The 

times content will be posted will be at 9 am for the morning commute and 1:00 pm to 3:00 pm 

for the afternoon slump. Also, content will not be posted on weekends before 8:00 am or after 

8:00 pm before everyone is asleep or busy. 

The Left Field team will post between one and three-o-clock p.m. every day. If the goal of 

making posts every day is not reached, the priority will be to post on Saturdays and Sundays 

because those are the days with the highest engagement on Facebook. The second-highest 

priority to post is on Thursday and Friday. The Left Field audience is the 9-to-5 crowd so the 

times have to accommodate this. 

Since people are happy to leave work on Friday afternoons, happy and cheerful content will be 

posted on Facebook. This includes photos of Wrigley or pictures of people having a good time 

in the Left Field Tap Room.  

The sample time frame for this calendar will be during December. This means the content will 

be holiday themed. The content will work to encourage the audience to make Left Field beer a 

part of their Christmas experience. This provides an opportunity for Left Field to sell their 

merchandise around the gift-giving season. Left Field can use Facebook to position their 

merchandise as a gift to give.  

Also, the copy on Facebook will start to encourage discussion by asking the audience 

questions. The goal is to increase engagement to continue to create a culture surrounding the 

brand.  



 

Strategy for Instagram  

Left Field shares content from Instagram to Facebook. Going forward original content will be 

posted for each platform. The same photos can be created for both platforms but different 

photos will be posted to each platform. This is to make sure the content isn’t redundant.  

Instagram is a platform that is only available on mobile. Since people can’t go on their phones at 

work, content will be posted after work at 5 pm. Wednesdays have the highest amount of 

engagement, so Instagram content will be posted on Wednesdays. Mondays also have a high 

level of engagement so videos will alternate between Mondays and Wednesdays to not seem 

too formulaic. More videos will be used for Instagram because they get 33% more engagement. 

For the holidays, the posts will be catered to this theme. This will include posts on what craft 

beer pairs well with Christmas staples. One example would be a post about an oatmeal brown 

ale pairing with glazed ham.   

Strategy for Google + 

At the moment, Left Field brewery has a Google + account, but no activity. For Left Field’s social 

media strategy, I suggest making it a part of their platform usage. Left Field will tap into the 

craft beer communities that are active on Google +, specifically the community called the Craft 

Beer – the Craft Beer Nation. They have a show called Pints and Quarts on Thursdays at 9:30 

pm and Fridays at 10:00 EST as well as a hangout on Fridays at 9:30. This is a video where 

moderators of the community post reviews of a certain beer. 

To coincide with this, Left Field will post content and use the hashtag #thirstythursdaysLFB. The 

brewery will also encourage the audience to create and share their own user-generated content. 

This content will be posted every Thursday at 7:00 pm to make sure that it’s ready for the beer 

craft nation community’s event. Left Field will engage posted in Toronto communities to make 

sure this demographic sees this hashtag and this content.  

The community may be apprehensive if Left Field would try to post directly to the community. 

The goal would be to get Left Field’s beer into the hands of the moderators to tell the 

community about the product. The strategy would be to get it the beer into a moderator who is 

located in Toronto.  

Contingency for Untappd 

For the app Untappd, there has to be a contingency social media plan for a ‘Verified Venue’ 

promotion. Because the promotion is chosen at random and the team won’t know until It 

happens, Left Field needs to create a plan for it.  

During these two weeks, the tactics will be:  

 Left Field will make sure their beer list is updated on Left Field.  

 The brewery has to make sure their updated Beer List is updated to their Facebook page.   

 The menu will have to updated every day  



 

Calendar 

Sample Content  

Facebook 
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Instagram Content Examples 

 

 

Copy: Wrigley knows how to do 

Christmas. What do you think of 

his hat? #wrigleyiscomingtotown 

 

Copy: Let it flow. Let It Flow. Let It 

Flow. Everyone is home for the 

Holidays. What are you excited to 

get this year? #LeftFieldBrewery 

 

Copy: A great gift for every guy on 

your list.  #stockingstuffer 



 

 

 

 

 

Google Plus 

6-4-3’s notes of orange and 

grapefruit pair well any Christmas 

ham. #DrinkCraftandBeMerry  

 

The more, the merrier. 

#thirstythursdaysLFB 

 

Spending time with your family 

during the holidays, now that’s a 

home run. #MerryCraftsmas 

 

 

 

The weather outside is frightful, 

but this beer is so delightful 

#roastedmarshmellow 

#expecttheunexpected 

 



 

 

 

Warm up to our new flavour, 

toasted marshmallow, this festive 

season. #thirstythursdaysLFB 

Merry #Craftsmas! What craft 

beers did you get under the tree? 

#thirstythursdaysLFB 
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 1 
Facebook 1-
3pm – 
promotional 
Post about 
beer 
Google Plus 
– Thirsty 
Thursday – 
7:30 

2 
Facebook 1-
3pm – 
Happy post 
video 

3 
Facebook 1-
3pm 

4 
Facebook 1-
3pm 

5 
Facebook 1-
3pm 

6 
Facebook 1-
3pm 

7 
Facebook 1-
3pm 
Instagram 
video 
5pm 

8 
Facebook 1-
3pm 
Post about 
beer 
Google Plus 
– Thirsty 
Thursday – 
7:30 
 

9 
Facebook 1-
3pm 
-Happy video 
post 
 

10 
 
 Facebook 1-
3pm 

11 
Facebook 1- 
3pm 

12 
Facebook 1- 
3pm 
Instagram  
Video 5pm 

13 
Facebook 1-
3 pm 

14 
Facebook 1-
3pm 
 

15 
Facebook 1-
3pm 
Post about 
beer 
Google Plus 
– Thirsty 
Thursday – 
7:30 

16 
Facebook 1-
3pm 
-Happy 
Video 

17 
Facebook 1-
3pm 

18 
Facebook 1-
3pm 

19 
Facebook 1-
3pm 

20 
Facebook 1-
3pm 

21 
Facebook 1-
3pm 
Instagram 
Video 5pm 

22 
Facebook 1-
3pm 
Post about 
beer 
Google Plus 
– Thirsty 
Thursday – 
7:30 

23 
Facebook 1-
3pm 
-Happy 
photo 

24 
Christmas 
Eve 
Facebook 
Post  
Christmas 
Eve 
Instagram 
Post 
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25 
Facebook- 
Christmas 
Post 1- 3pm 
Instagram – 
Christmas 
Post 1-3pm 

26 
Facebook 1-
3pm 
Instagram 
Video 5pm 

27 
Facebook 1-
3pm 

28 
Facebook 1-
3pm 

29  
Facebook 1-
3pm 
Post about 
beer 
Post about 
beer 
Google Plus 
– Thirsty 
Thursday – 
7:30 
 

30 
Facebook 1-
3pm 
-Happy 
photo 

31 
 
Facebook 
New Years 
Post 
Instagram – 
New Years 
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