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Social Media Sense Check

social media strategy
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When you’re building and maintaining your brand’s social profile, there are
a few things you should be thinking about right from the off.

These questions should act as a sense-check for any social activity,

and keep what you’re doing fresh,

1. Are you spread too thinly?

engaging and measurable.

It's better to do a few things briliantly than overreach.
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It's like conversation — the good ones are tho:
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1an you talk. The 80/20 rule is a good way of thinking about
this — 80% of your time should be spent listening, responding and
learning about your audience, and just 20% on broadcasting s ‘the
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Share the load
While i's a good idea to have cle

social media activity is rarely one person's job. To be effectiv
broad section of the organisation should be actively involved; listening
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junior exec types, something has gone wrong. Agree senior
stakeholder buy-in and expectations from the outset and continually
measure their involvement.

Never, ever panic
Ensure you have policies, escalation procedures and

scenario planning in place in preparation for a crisis situation.

Ifyou're not sure be, that's next on the list —

what does a ‘crisis’ 100! or your brand on social? You

won't know how to han k out what ‘it'is.
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You can create a simple checklist to help employees decide
when to escalate.

Some good questions include:
Is this new?
Oris it part of the usual social conversation around
our brand?
Are we in the dark?

it it on social media know
more about e do?
Does it have potential to scale?

ested or outraged enough

to share and comment on it?

Your ability to recognise and react to a crisis, or not, in the
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2. Are you measuring correctly
and have you set objectives?

3. What is your organising idea or i

Does your organisation or business have clarity on what theme and
tone your posts need to deliver? We call this having an ‘organising
idea’ or a ‘conversation platform’. Often social media presences that
don’t have this quickly descend into ‘happy Friday’ posts and other
meaninglessness to fill the void.

Go deeper

The best organising ideas go deeper than just talking about your own
products and services. They address how your brand can talk about
something meaningful and appealing to its fans and followers.

Having a clear organising idea will stop you oversharing, and can help
improve your relevance and consistency by providing criteria to help
you decide what makes the cut. It's also important as part of your
efforts to engage a broader section of your organisation; people will
be more likely to participate if they clearly understand what (and why)
they're being asked to contribute.

As part of a social media sense check, we advise clarity on your
organising idea. Review what your posts are about and be confident
you can stick to a clear theme that's relevant, motivating and of value
to your audience. Your audience can help you develop this. Ask them
what they want from you.

4. Which channels fit best?

When setting up social media profiles for our clients, there’s huge value in conducting an audit of where your audience are and

whatyou have

It's a really good way of working out
channels you think your business should!

n and setting

what channels to use. The temptation is always to work the other v
1p profiles before finally deciding w
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Doing a quick audit like this can be a useful sense check at any time:

What content do we
Where can that content be bx
Where is our audience?

have?

est used?

5. Is there budget?
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