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  01 STRATEGY

1  GOALS AND OBJECTIVES
What is the point? Ask yourself this question before you get started. The simple answers will establish 
a foundation of what will ultimately be the objective(s) of your social media activities.

If you don’t know what you are hoping to accomplish, you will not be able to evaluate your activities 
nor understand if want you are doing is bearing fruit. 

Social media objectives typically are measurable by the vast metric data online activity produces. 
Simply put, you can measure pretty much every social interaction – posts, likes, shares, comments, 
clicks, page views, etc – at a microscopic level.

With this is in mind it is important to not allow yourself to get overwhelmed by evaluating yourself on a 
granular level. Set some overarching goals and over time, reset your objectives based on timing and need. 

Here are a few examples of social objectives:

• Gain x followers on platform y

• Earn x paid impressions in y period of time

• Generate x link clicks during y campaign

• Promote x businesses over y months

Below are some social terms that are driven by data, useable as key performance indicators:

Reach: the number of unique users who saw your post

Impressions: the number of times your post was seen (including multiple views per person)

Clicks: the number of clicks on your content or post

Engagement: total number of interactions with your content or post; includes likes, shares, comments, reactions

Be sure to take the time to create S.M.A.R.T objectives. This will enable you to customize your needs 
and execute your social deliveries.

Specific: be clear with the objective

Measurable: identify the metric you will measure your objective by

Attainable: be realistic, understanding the marketplace, community, platform, etc.

Relevant: align your social objectives with the bigger-picture business objectives

Timely: create a deadline or timeframe in which to evaluate

OBJECTIVES BUDGET REPORTING

LEARNING

ANALYZINGORGANIC
VS. PAID
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The most common social media objective, particularly with a start-up brand, is “build brand 
awareness”. This is a nice umbrella goal but it needs S.M.A.R.T objectives to be possible. To achieve this 
broad goal, focus on metrics such as: reach, impressions, shares and brand mentions. 

2  CONTENT: ORGANIC VS. PAID
Social media engagement is split into two forms of content – organic and paid. Below is a summary 
outlining the core definitions of each:

What is the difference?
Organic – free content (i.e. posts, photos, links, memes, stories)
Paid – advertising spent with social platforms

Who gets it?
Organic – a percentage of followers, followers’ followers (if shared), hashtag followers
Paid – share with specific new audiences, which are targeted by selecting markets for the ad material

What role does it serve?
Organic – establishes personality/voice; builds relationships by sharing informative/entertaining/
inspiring content; most social aspect (customer service)
Paid – raise awareness; attract new followers; promote; generate leads

What are the benefits?
Organic – brand awareness, customer service, relationship building
Paid – reach larger audience, target ideal demographics

As you can see, there are two forms of content which provide two different outcomes. Determining 
how much of each type of content depends a lot to do with your overall objectives and budget (which 
we will get to next). It takes a healthy blend of both forms to achieve most objectives. 

Here are a couple of visual examples of paid content vs. organic content:



5

3  BUDGETING
You must determine how much resources – time and money – your social media strategy needs in 
order to succeed. Underselling your commitment to the objectives you’ve identified will set you up for 
disappointment. 

The dollars and cents of social media execution can be influenced by a myriad of factors – overall 
project budget; funding; timing; bureaucracy; etc. 

Time is also a finite resource. How much time is too much; or not enough? It is sometimes easier to 
throw an amount of money ‘at the wall’ because of influential factors noted above. The same can’t be 
said about time, however, there is often not a lot of human capital to go around as well. 

Don’t underestimate the need to budget the time you require to manage your social media. You 
will learn it is easy to “waste” time, but on the flip side, not giving it the attention it needs will have 
negative effects as well.

One opportunity to expand your financial budget is to create a co-operative marketing program. 
Also known as co-op marketing, this is a tactic where two or more brands team up to promote 
themselves together. Most often co-op marketing is performed by a business relationship such as 
manufacturing and retail, whereby the manufacturer contributes to the retailer’s marketing efforts, with 
the joint purpose of building both brands, and ultimately selling more product. In this case, perhaps 
participating businesses would co-op to market themselves via social to the audience The Lookout 
creates. In the end, both brands have potential for greater exposure and online success.

5  REPORTING
Determining who’s in charge and who needs to know how a social strategy is going is important in 
planning ahead. 

Who needs to know?

What do they need to know?

When do they need to know; and how often?

What happens knowing?

Using key performance metrics you established earlier gives you a baseline to report against. 
Understanding social media is a continually evolving exercise, needs will continue to change and 
reporting as such will change alongside. 

5  EVALUATING & ADJUSTING
Social media execution is an ongoing cycle of experimentation. Over time, you must periodically reset 
to assess what’s working and how do we do more of that; and what’s not working and can we fix it. 

Throughout a campaign or a longer-term period, testing is a great mechanism in learning. For instance, 
Facebook’s advertising structure allows you to do A/B Testing, meaning a real-time experiment of 
evaluating two concurrent ads to see which one is performing better in reach, impressions, actions, etc. 

In the organic space, testing types of posts for engagement and reach are also useful exercises. For 
instance, images typically are responded to more often than plain text. We will touch on types of 
posting in the “Content” section of this handbook.
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6  LEARNING
Even the best of us may not be able to pick up a strategy or handbook and implement to great 
success. Social media management is a specialized skill; something we can become better at the more 
we do it. 

There are seemingly unlimited online resources to learn effective social media tactics, content creating 
tools, understanding metrics and so much more. Platforms themselves are often helpful, but so are 
bloggers and support apps.

It is recommended that with this handbook as your base, enroll/view various online tutorials to enhance 
your knowledge in effort to grow your social management toolbox. Just google around on particular 
and/or specific subjects you are interested in and you’ll discover a breadth of resource material. 

7  RESPONSIBILITIES
Effective strategies allow for individuals within a team to work within established roles. Social media 
is typically a shared responsibility between multiple team-members. However, as with any team, roles 
become extremely important to ensure effective collaboration and execution.

Who is the writer? Designer? Who is actually publishing posts; buying ads? Who is monitoring 
comments; answering questions?

One person can effectively do all of these tasks, particularly for smaller organizations or for those who 
use a limited number of social platforms. However, knowing the skills of individuals and getting help 
with any shortcomings can allow for better social media performance. 

If social media content development, posting, monitoring, reporting, etc. is a shared responsibility, 
work as a team to build a “responsibility matrix”. List all the tasks; assign people to those tasks; set 
timelines and dates; including regular meeting and planning sessions (i.e. monthly); and empower a 
lead individual who can hold the group accountable to progess.
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  02 PLATFORM

WHERE TO SAY IT?

With the growing number of social platforms available to us, it is important to determine the role each 
one can provide our social media objectives. Each platform invariably offers some unique features 
which allow them to operate with purpose within the consumer psyche. 

For the purposes of this handbook, only the most relevant platforms recommended effective for The 
Lookout project will be described below.

Facebook – far and away the most popular social media platform in the world.  

Instagram – a user base skewed toward a younger demographic

Blog – technically not a social platform in the truest sense, but a vital piece to a content strategy

YouTube – the king of video

FACEBOOK INSTAGRAM

BLOG YOUTUBE
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Here is a summary of the social media platform The Lookout should utilize:

Facebook Instagram Blog YouTube

Demographics Age 25-54 Age 18-29 All ages All ages

NW Ontario Most used platform Growing in 
popularity

Universal Universal

Purpose Building 
relationships, 
conversation

Building 
relationships, 
conversation

News and articles “How to”; visual 
storytelling

Best for Conversations Showing Storytelling Storytelling

Downside Limited reach Images only Subscriber-based Resource intensive

Having a mix of social platforms provides you with a healthy blend of mediums in order to deliver 
content that fits the application but also expands the audience as each platform will engage various 
segments of your market. 

Furthermore, think of it as a mix of media that each serves a specific purpose. For instance, YouTube 
is the video outlet; Instagram is the photo sharing platform, your blog is a specific space for news and 
stories which is anchored into your website, and Facebook is a tool to bring all of it together. 

There are tools and apps, such as Canadian company Hootsuite, that can assist in cross-platform 
content delivery. It is important to utilize them together, but not use them interchangeably. In other 
words, posting a video series on YouTube, for example, does not limit you to using Facebook as a 
conduit for attracting viewers to your videos, but not every social platform will present every content 
piece you post.
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  03 CONTENT

WHAT TO SAY?

1  80/20 RULE 
A rule of thumb when it comes to social content is the 80/20 rule as illustrated below. Too much self-
promotion is the number one reason social users unfollow particular brands. The content you publish 
through your social channels needs a healthy balance of information vs promotion and if you follow this 
guideline you will not fall victim to overwhelming audiences with your own publicity. 

80 per cent should inform, educate, entertain, inspire
20 per cent can promote your brand

2  TYPES OF CONTENT
Understanding what you will say relates back to your overall social media objectives. 

Here are some categorical examples which can assist in creating variety within your subject matter:

• Breaking news: Newsworthy information that you are the direct source

• Announcements: Information needing awareness

• New participating business: Celebration and/or “shout out” to your businesses

• Events (pre and post): Upcoming events, live event info, follow-up stories/pictures/etc 

• Community happenings: Sharing posts, news, articles from other community sources

• Resources: Information for external sources

3  CALENDAR OF CONTENT
Effective planning of non-time-sensitive content is vital in the delivery of consistent material. There is 
no golden rule of frequency. More so, frequency relates to your objectives.

Day-to-day or worse, hour-to-hour, monitoring of your social channels is stressful and a drag on time 
and effectiveness in our jobs. Aside from breaking news, there are few social posts that need our in-
the-moment attention. Be available (and open-minded) to adjust on the fly but upwards of 90 per cent 
of your social content can be pre-populated and distributed. 

FACEBOOK INSTAGRAM

80%
INFORM • EDUCATE 

INSPIRE

20%
PROMOTE
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Example of a content calendar

Mondays Upcoming Week’s Happenings (ie. Community Events)

Tuesdays Business Feature

Thursdays Resources 

Saturdays Sharing Local News

If you have established a monthly routine for your team with tasks to divvy up, you can parlay that plan 
into a schedule of planned posts and ad campaigns. This will optimize your content delivery without 
social media management getting in the way of your day-to-day jobs.

4  WATCH AND LEARN
Part of your content planning will be sharing and reposting content from other sources, such as news 
outlets, community organizations, businesses, etc. Researching these sources ahead of time will really 
help. Follow their tendencies and strategies. It will give you insight into effective social habits.

Equally important, prior to sharing and promoting the businesses you are featuring, evaluate all of their 
social channels. Where are they? Are they active? Will they engage? Understanding these businesses 
will allow you foresight into who may be responsive to your content. 
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  04 CREATIVE

HOW TO SAY IT?

1  GRAPHIC APPEAL
Never underestimate the power of visual presentation. Effective graphic design can give a simple 
message strength simply on the merits of looking nice, appealing, exciting, inspiring, etc.  

You do not need a graphic designer on your team to make material look good. The focus needs to be 
on choosing the right visual medium for your content. 

Here is a list of ways you can add appeal, and variety, to your posts:

• Short text: Limiting to minimal characters/words is a tactic which encourages you to say a lot with 
few words. 

• Long text: More standard form of dialogue, whereby sentence structure does exist and it can flow  
in order to express multiple points of topic. 

• Pictures: Social users are drawn to visuals so pictures and/or images, in conjunction with short or 
long form text, is always an asset.

• Sharing: Through the process of sharing content from other sources, add your brand personality to the post. 

• Memes: Relatable movie clips; cats; kids.. memes bring a sense of humour and joy to an audience.

• Video: Once uploaded to YouTube, your videos can be shared via other platforms to drive 
viewership. However, not all videos need to be YouTube’d in the event you have short, impromptu 
clips that can be socialized via other platforms

• Audio: Podcasting is a leading audio medium today, but recorded conversations related to your 
content can be uploaded and posted to give variety and appeal

• Blogging: Housed on thelookout.ca website, post abridged versions via social to initiate cross-
platform traffic

• Templated profile: If highlighting your participating businesses, creating a template will enable 
efficiency in preparation and consistency in execution.

2  CUSTOM PROFILES
Social platforms strive to make life as easy as possible for its users. For instance, they will automatically 
resize or crop images to fit their parameters. The problem is the images don’t always fit the space and 
thus look unprofessional at the best of times. Case in point is The Lookout logo which appearing on the 
website has a long horizontal orientation. This works perfectly for the web design, but it does not easily 
transfer to social profile images. To accommodate this, we will provide you a social logo to ensure 
consistency and platform-specific effectiveness.
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Upon setting up new social channels, the detail put in to establishing a complete profile with the look 
and feel that aligns with your brand is of utmost importance. Not only does it look nice, the platforms 
themselves index complete pages and profiles more favorably. Sometimes this means working with a 
graphic designer or other support to align all your social channel profiles with your website and brand. 
Basically, starting on the right foot with design, style and personality, combined with a completed 
primary steps will help set a professional standard for your social outlets.

   NEXT STEPS
Your next step is to take what you’ve learned from this handbook and jump in with two feet. The best 
way to learn is by doing so it’s time to get busy. 

Perhaps prior to setting social objectives as first noted, have a team discussion to determine where to 
you take this plan and how you see it developing over time. Build yourself a base to start from and that 
will give you confidence to get going. 

There is no silver bullet to social media success. The victories come through activation and 
experimentation. Being social, trying new things, learning about your audience and having fun will 
guide your progress. 

Good luck!


