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Understanding Internal Resources



I N T E R N A L  R E S O U R C E S

• Familiarity with social media 
• Scheduling tools and resources
• Writing content ahead of time
• Being opportunistic in ways that make 

sense for your brand
• Working with partner agencies, 

organizations 
• Utilizing already existing content by 

breaking it into smaller formats
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INTERNAL RESOURCES: Thought Starters

• Is your team familiar with social media? (hashtags, tagging pages, creating events, etc.)

• Does your team have the bandwidth to manage social?

• What platforms make sense for your brand? Do you need to be on EVERY platform?

• What resources can we utilize from agencies and partners that help reduce burden of 

developing content?

• What is the purpose of our organization’s social media platforms? (bulletin vs business)

• Do we have budget to devote to promoting key messages to key audiences?

• How can we streamline our messaging to serve our audience and our internal team more?

• Can multiple staff members contribute to social media without sacrificing the brand’s tone 

and voice?



Developing Relevant Content 
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DEVELOPING RELEVANT CONTENT

Assess Your Owned/Leased Properties: 

• Social Channels
• Website
• Newsletters
• Collateral

Opportunity: 

Think about your key audiences and the types of information that they need –
• What type(s) of audiences does your organization serve?
• What are the resources your organization can provide?
• Are there seasonal or occasion based trends that you can capitalize on?
• Is there information that you would like to learn from your followers?
• What’s your purpose for being on social media? (gain leads, community message 

board, to provide resources, engagement, awareness, etc.)

Earned

Owned

Paid
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CONTENT STRATEGY

Intercept
• Be consumer-centric
• Be mobile friendly
• Be highly targeted

Inform
• Develop clear CTAs (Calls to Action)
• Provide occasions 
• Spark inspiration

Reinforce your messaging
• Communicate emotion & nostalgia 

Engage your social community and key consumers
• Encourage interaction 
• Spark conversation
• Respond in a timely manner

@ ?

&!
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Branded Content

Brand Awareness

Key Programs

Offers or Promotions

Geo-Targeted Content

Engaging Content

Video Content

Influencer Support

User Generated Content

Surprise & Delight 
Giveaways

Action Based Content

Sales/Offers/Promotions

Events

Partnerships, 
Co-branding

C O N T E N T  P I L L A R S

Build awareness through engaging 
content  specific to your 

organization.

Tap into key regional, seasonal 
or occasion based trends.

Reinforce messaging with 
strong calls to action.
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CONTENT DEVELOPMENT: Thought Starters

• Who is my audience?

• What is the tone and voice of my brand?

• What types of content does my audience already engage with? (with us, with competitors)

• What kind of messages do we need to communicate with our audience?

• What types of content would be resourceful for our audience?

• Can our content, messaging or offerings fill a void or need in our consumer’s lives?

• Who are the analogous or competitive organizations that we can look to for inspiration, 

information, or best bets?
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CONTENT DEVELOPMENT: Examples



Targeting Key Audiences
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TARGETED SOCIAL MEDIA

Targeting: Geographic, Demographic, Behavioral, Interest, Lookalike

Utilizing the paid social options, especially within the 
Facebook and Instagram platforms, will allow your 
organization to strategically reach consumers in an 
environment where they are receptive to engage, interact 
and share content. 

It also allows you to increase reach and frequency of 
messaging on both social platforms and encourage 
engagement with your most relevant consumers.

Placements could be utilized for increasing engagement, 
building brand awareness, or to drive visits and actions on 
your website. 
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TARGETED SOCIAL MEDIA: Thought Starters

• Who do I want to reach?

• How often do I want to reach them?

• Where do they live?

• Does my audience need different messaging depending on where they live?

• What behavioral factors could help me reach my audience more effectively?

• What are the demographics of the audience I want to reach?

• Do I have an existing database of consumers that I can use to target already interested 

parties on social media? 

• What are similar organizations or competitive organizations that I can target the followers 

of?
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TARGETED SOCIAL MEDIA : Examples



Community and Reputation Management



C O M M U N I T Y  &  R E P U T A T I O N  M A N A G E M E N T

• Consumers just want to be heard and expect 24/7 
customer service. 

• It’s better to be correct, than quick.
• Try to move the conversation offline.
• Offer solutions, your response is not only for the 

person asking.
• If you don’t have the answer, say so. Let a consumer 

know that you’ve seen their post and will respond as 
soon as you can.

• There are tools on some platforms that let consumers 
know when your team is online and able to answer 
them.

• If an alternative way to contact your team is available, 
make that resource prominent on your profiles and 
websites.

• Make sure the person responding is prepared for a 
conversation, not a confrontation.
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COMMUNITY & REPUTATION MANAGEMENT: Thought Starters

• What is your overall response protocol? 

• If we’re posting frequently, are we also able to respond frequently?

• Is there a social media FAQ document developed to answer questions that come up often?

• Do you have a crisis plan specific to social media communications?

• Are you using auto-respond features on platforms to let consumers understand your hours of 

operations or to set expectations for a response time?

• If you’re running paid media, are you also monitoring the engagement and comments on those posts 

that are not visible on your brand’s timeline?

• Are you able to offer solutions or do you need to run solutions through a chain of command? Never 

promise something you cannot deliver on.

• Do you have community rules or policies for your groups or pages?

• When do you hide, delete, block or direct message a follower on social media?
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COMMUNITY & REPUTATION MANAGEMENT: Examples



Measuring Success on Social Media



K E Y  P E R F O R M A N C E  I N D I C A T O R S

• Impressions
• Social Media Followers*
• Social Media Engagement Events
• Event Responses or Attendance
• Content Shares
• Email Opens
• Visits to Website
• Offer Sign Ups or Redemptions
• Reach 
• Sales
• Earned Media Value (PR, partnerships, 

influencers)
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SOCIAL MEDIA SUCCESS: Thought Starters

• What is the objective of your campaign or post?

• What do we want to measure?

• What are we being judged on from a performance standpoint? (leads, clicks, reach, etc.)

• Is your website set up for mobile traffic?

• Is your website set up to report on metrics? (Google Analytics, pixel tracking, etc.)

• Is your traffic going down, but your conversions are going up?

• Are you measuring success by total number of followers or by total reach?

• Are you posting too frequently?

• What’s working? What’s not? What can be optimized for better performance? 
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MEASURING SUCCESS ON SOCIAL MEDIA: Examples



Getting Started: The Basics
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GETTING STARTED: Thought Starters

• I have a Facebook page….now what?

• Who is a resource that you can tap into for more information?

• What are good online resources for learning more or staying up to date on social media?

• What are the top 1-2 pieces of advice that the panelists would offer to the group?



QUESTIONS?


