26/04/2016

Crm+|+gn aglﬂg

Con
Social Medla

Module |

ﬂﬂﬂﬂﬂ

SAM FLYNN SOCIAL MEDIA ENGAGING CONTENT FOR SOCIAL MEDIA

Why is Your Content So Important™!

« Stand out

» Engoge

- Build relotionships

« Brand awareness

« Increase web teoffic
« Show exPerﬁse

« Build +rust
. Sell stuff
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Coming Up on This Course...

» Brandonality

. Tarse+ market

« Social medioa. aims

* Increasing engogement

« Content ideas

- Content planning and scheduling
+ Analysing the impact
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What's brandonali+y?!

« Stond out
. Diffecent PersonaJiﬁes
. PersonaJH'y of your brand

Module 2
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what's YouR brandonaJiJr\/?.'

ols it \/om?
« The ‘Persona’ of NOUr bUSINess
- Different o your comFe+i+ion
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How Does W Relate To Content?!

« Defines your tone of voice
* Drives your content choices
. Helps your content STAND ouTt !l

Module 2
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Tar36+ Mourk.et
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v\/l«\/ IS Tar36+ Market |mPor+an+?

* They buy from \/ou!!
» Not... ‘What you want to tell them'
. Instead... ‘Whot they want to heor’

Module 2
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wWho is Your T arﬁe+ Macket?

s Ther demosraphics
. Ase
- Gender
 Location
« Intecests
+ What wWould add value to their doy™
- What excites them?
« What mokes them laugh?
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who is Your Tar36+ Mocket?

« Whot makes them cey?

+ What Keeps them awake?
+ Whot makes them buy?

* What moakes them enﬁaﬁe?
+ Whot do they read?

- Who do they follow?
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And if you don’t know?

. ASK THEMII
* Survey MonKe\{
« Your +o[> customers

Module »
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Sociol Medio. Aims

Module Y

Module 4
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Why Are You Using Social Medio.?

« Web traffic

« Brand awareness

- Be the expert

» Bulild customer relationships
» Expond your network

« Increase leads

« Increase soles
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Do Your Aims Drive Your Content?

« Content should be congruent with aims
- Eg. web troffic - links +o website?”
« Gives means to meosure success

Module 4
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Why s Eﬂ\cjoxﬂe‘,memL |mPor+om+?

- Builds relationships

o Builds +eust

» Gets posts seen

» Encourages Spread/\/iraJH'y
« More web traffic

« More leads
« More sales
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s Your Content Enﬁaﬁing?

« Ask. questions

. APPBO\J to +M3€+ morket
* Get them thinking

- Raises conversation

- Don’t sell

Module s
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Content |deas

Module ¢

Module ¢

Vo aAlSEACINT

SAM FLYNN SOCIAL MEDIA ENGAGING CONTENT FOR SOCIAL MEDIA

whot Could Your Content Includer

« Your website
» Any intecesting P“ﬂeS?
« Your blo
. v\/eeK\/
« Share sevecal times
» Shore archive Pos+s
» Share Knowledae
+ Whot do they Wont to read?
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whot Could Your Content Include?

+ Other people’s content (oPC)
. T'IPS

» What you're up to

. Business news

« Stoff news / introductions
- Behind the scenes

- Regular hashtoq feature

« Questions
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whot Could Your Content Includer

« Quotes

« Fill in the blonk
» Competitions

» Infographics

* Images

- Videos / \/|035

- Live video

- Lead c +L«re
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whot Could Your Content Include?

- Doy in the life

- Personal stuff

* Things that are going on in the world
« Promote someone else

« Events
« Sneok PeeKs
« Answer an FAQ
« Q&A session
Y BTN
SAM FLYNN SOCIAL MEDIA e ENGAGING CONTENT FOR SOCIAL MEDIA

whot Could Your Content Includer

- Deadlined offers
. Link to Produd
« Detail of services

Module ¢
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Ha,Slrd'(Aﬁs

- # symbol followed by numbers or letters
* Not punctuated

« Find and be found

- Use own or popular ones

« Search for use, if not in wse, 90 ohead!
» Events, tips, campaigns, competitions
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Content Plomning
ond SCdelAlinﬁ

Module 7
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Editorial Colendor

. Yearlx/ content plon

« Seasonal events

. Business events

« Product/service releases

. Cwnpou'ans
. GO\{)S
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How Many Times?

« Twitter — min 4 o day

- Facebook — min I o doy

» Linkedin — min 1 o doy

* Instagram — min 1 o day

- Pinterest — as many as you wont!

Module 7
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when?

« TwWitter — tweriod.com

- Facebook — insightsdposts

» Linkedin — 7.20—%.200m, Izpm, 5—6pm
* Instagrom — anytime, except »—Hpm
- Pinterest — evening

Module 7
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Scheduling

« Hootsuite
- Buffer
 Focebook’s sckedulins tool

Module 7
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Module €

What Posts Hove the Biggest mpact?

» Engogement rate
. Likes
« Comments
s Shores

- Reach
 Link clicks
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wWhot Posts Have +he bi33e5+ |mPac+?

o TwWitter omod\/ﬁcs:
. AnaJ\I+icS.+Wi++er.com

 Focebook inSights:
. WWW.\Car,ebooK.com/Paﬁename/insiSHs

. Linkedin company poge omaJ\/ﬁcst
» Analytics on company page

. Ins+aﬁro~m2
. |COV\OquLOL(C
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Summowy...

» Brandonality

. Tarse+ market

« Social medioa. aims

* Increasing engogement

« Content ideas

- Content planning and scheduling
+ Analysing the impact
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@_Saml:lxlnn
GOOD o FB.com/SamFlynnSocialMedia.
LUCK ! ! ! Sam Flynn

GooD LUCK!
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