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SOCIAL MEDIA CONTENT STRATEGY

LEARNING OBJECTIVES

Define the key elements of Content Marketing

Review examples of best practices

Walk through a use case scenario

Have some fun (optional)



WHAT IS CONTENT MARKETING? 4

Content marketing is a marketing technique of creating and distributing valuable
and relevant content to attract and engage a clearly defined audience.

The key words here are “valuable” and “relevant”.



CONTENT MARKETING

Look critically at your marketing from the eyes of your customer.

Would you want to get a product pitch, or do you want to be educated to be
better informed or about topic or challenge that interests you?

JOHN DEERE



JOHN DEERE: THE FURROW
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SPECIAL EOITION DEDICATED TO THE

AMERICAN FARMER

N /he Furrow

A JOURNAL FOR THE AMERICAN FARNER

- - ,G«;W
s S NG

PUBLISHED QUARTERLY BY

G. L SHAUL
Clarinda, Iowa.

AGENCY FOR THE

Gelebrated John Deere Plows

Gultivators and Harrows

SPRING ANNOUNCEMENT # It gives us pleasure to announce to our many
" friends that our stock of

Implements, Vehicles and Hardware

floe the speing trade of 1397 is complete in every department, &t s a satisfaction to be able
10 offer cur patrens the VERY BEST in thew lines.  We have some LEADERS which &t
will pay you to examine easly, and we believe we can sult you In quality and price, It s
well to remember that PRICE DEPENDS UPON QUALITY. If you expect 10 lavest
anything lo fasms machinery, vehicles or bullding material this spring #t will be to your in-
ferest 40 examine our stock, 4 ¥t s geoerally conceded that the man or flem who sells the

John Deere Plows

Bas the best in thelr clam, and it Is measonably sale 1o asume that other fines will be kept
wp %o the standard of these goods.  You will muake & great mistake if you do not

7 W/ W A e T AR
AMERICA'S No.1 WAR WORKER

WHAT He Does...HOW He Does It... and WHY

SEE OUR GOODS AND GET OUR PRICES BEFORE BUYING

B g T R AR I BRE L oy e e 52N

FARMS, INTERRUPTEDR /

THE FURROW

 THE MOBILE MINDS

tl




JOHN DEERE: THE FURROW

Pl o) 0:11/235

How John Deere Uses Content Marketing to Educate Customers

https://www.youtube.com/watch?v=rbKvoKeu4vc


https://www.youtube.com/watch?v=rbKvoKeu4vc

JOHN DEERE: THE FURROW 3

“I try to key in on the soil
health and soil fertility.

Fertilizers have gotten very
expensive through the
years, and how you apply
them is very important.”

-Bart

Bart Homan




CONTENT MARKETING

PARTICIPATORY

HELPFUL ENTERTAINING

VALUABLE

EDUCATIONAL UNIQUE

MEANINGFUL

Your content should
answer the question,
‘What’s in it for me?’



JOHN DEERE: THE FURROW 10

Peak Circulation: 1912
US Population: 95 million

Magazines Circulated: 4 million

Number of Farmers: No clue, but I’'m guessing that’s pretty much all of them.

JOHN DEERE



CONTENT MARKETING
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Examples:

Fitness Apparel Brand: ‘Tips for exercising outdoors during the winter’
High End Fashion Brand: ‘How to Negotiate for a Higher Salary’

Non Profits: ‘Here’s the impact of your donation’

B2B: ‘2017 Predictions for the Interior Decorating Industry’

Marketing Tech Company: ‘How to Interview a Direct Response Marketer’



CONTENT MARKETING IS OFTEN STORYTELLING

| DONT SAY

RUN LIKE A GIRL
BECAUSE MY GENDER
DOESN'T LIMIT MY
ATHLETIC ABILIIES

ALLISON STURGES, WOMEN'S TRACK & FIELD




CONTENT MARKETING IS OFTEN STORYTELLING
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SUKEAGIRL N\

ARE YOU IN IT
#LIKEAGIRL an TO WINIT
2 #LIKEAGIRL?

You are incredible.
You are unstoppable.
And you do things
#LikeAGirl.

always | <&

Official Sponsor of Supar Bowl XUIX

@i{lm fe é.(l, )\au.‘eeg_.

TWEETS FOLLOWING FOLLOWERS FAVORITES - Always
1311 192 149K 2,503 1 | 2 Follow Health/Beauty
Tweets Tweets & replies Photos & videos Who to follow - Refresh - View all
Always Timeline About Photos Likes Ratings & Reviews
QAlways B &d . Sophia Metaxas 'sophiaa
Behind ev.ery woman is angmer woman. Always @Always - Jan 29 ‘ *2 Follow eooiR 5 von Sl Proto /Video
s prap et We're taking the #LikeAGirl movement to ({163 Tony Gasbel © TGactel 1 - oo
® Joined Dacambsr 2011 #SB49! Let's change #LikeAGirl to mean ﬁa, % Follow 402,897 I Write something on this Page...
m amazing things. Share what you do! B Luko Meyers ¢ YourtioHoss

..- 3 Followers you know Popular accounts - Find friends . W.Y'
ABOUT 27 June &
MIE & e )
\‘, ! 7 Trends - chanae Behind every woman is another woman. And What does it mean to do things #LikeAGirl? We asked a group of people just
standing beside them is Always. Together, we can that, and their answers may surprise you.

achieve anything!

hitpwww.always.com/

What does it mean
to do things
- #Like AGIrl?

Suggest Edits

ﬂ{a}ayj Ratings & Reviews

.ﬁ‘ -
9%
& \




CONTENT MARKETING IS OFTEN STORYTELLING

illion

b \
St #LIKEAGIRL

ou ever
oked at the

Let’s make girl I i :
emaojis as

| unstoppable as girls. * *
’R/ Tell us yours with -
""\@ #LIKEAGIRL. S 0



CONTENT MARKETING CAN MAKE YOU PART OF THE STORY

O MOO



O MOO

Products v Inspiration v 10+ Employees? Help & FAQs v

The MOO Blog

< Back to main blog page

It's time fo find your 6 to 11

17th August 2016 by moocrew

Account v | Signin 7 Cart  Search

View the MOO Archives »

New to MOQO?

We help our customers print things like
Business Cards, MiniCards, and
Letterheads, making it easy for them
to share information about themselves
or their business in the real world.

Keep in touch ...

Don't miss out on special offers and
discounts that we share with our
subscribers!

Sign up to the newsletter

:Sign.:up

We love being social...

Facebook
Twitter



Find Your

You might have a 9 to 5, but do you have a 6 to 117 You know, the work you do outside of work. The hobby-
that's-more-than-a-hobby. The thing that gefts you up in the evening. To find out yours, take the quiz!

Start

() MOO



Your 6 to 11 is...
Designer!

To you, design’s not just what you see. It’'s what you feel, smell, eat, dream, bathe in and cook. You make your bed
according to the golden ratio. You wish alphabet pasta came in more font options. Pantone True Red 19-1664 runs
through your veins!

[ Share on Facebook ] [ Share on Twitter J

Take me to Moo.com




CONTENT MARKETING & RETARGETING

Once | have you on my site, | can
retarget you with a call to action
tied to my overall business goal.

For example, purchasing Moo
business cards.

http://moo.com/6to11

Suggested Post
moo.com iy Like Page
Sponsored

For a limited time, save 10% off your next purchase at MOO.COM. Don't
miss out!

10% Off Business Cards and More at MOO.COM

Stock up on business cards or try something new. Start here to get 10% off your next
purchase at MOO.COM.



GREAT, SO HOW DO IDOIT?
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Establish your goal

Branding, lead generation, creating a sales funnel

Determine your audience

Farmers, Women, Entrepreneurs

Identify their interests, and how you will deliver your message
Healthy crops, women’s rights, starting a business

Video, Images, Interactive Platforms

How will you get the word out?

Paid promotion, Influencers, Partnerships



EXAMPLE: CAMP DAVID
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e

iig

ABOUT SPACE MEMBERSHIP LOCATION APPLY NOW LOGIN

CAMP = - DAVID

pace in Industry City, Brooklyn.

REQUEST TOUR




EXAMPLE: CAMP DAVID
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Establish your goal

Lead Generation

Determine your audience

Creative entrepreneurs, Freelancers, and Small Businesses

Identify their interests, and how you will deliver your message



EXAMPLE: CAMP DAVID
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Establish your goal

Lead Generation

Determine your audience

Creative entrepreneurs, Freelancers, and Small Businesses

Identify their interests, and how you will deliver your message

Pro Tip: Take a look at what your competitors or
similar companies are doing.




fanpage karma FEATURES PRICING TOOLS v ABOUT » | FORUM EXPERTS JOBMARKET NEWS | HELP &

osshiboard InSights Monltoring Tageing GocBle Anabtics e f ¥ & &8P scacntortanpage ____]a]

Analyze and improve social media profiles

Analyze your profiles - and your competitors. With
KPIs, analyses and reports. Maonitor your success and
increase your social reach every day.

B
-
‘_‘% Lamnds Dautschiang

Start your analysis now ———_

.\

-

Enter your fan page name or id GET FREE INSIGHTS

See examples: Coca Cola, Barack Obama, Allianz

_,E& Faséttann

‘I . Social Media

Management
with Engage.

Unlimited Analytics Reports with just one click Always up-to-date

- g

[ Oopet rab  Teligiend P PRl Lmead st

12 — I -
© P we  sem wmaa - 8 z ’ Fanpage Karma alert

Frour

ERL - AT % 188 % w L]

RS Beyor & S0hno *
New Post on Mashable's Facebook Wall

e N 15.1 : 21 '
T 24 . . ‘ “Sockal Media Day is just three weeks away. How will you celebrate ? Shave your...”
I 1.1 138 LY 1w = sea on Facabook
hon T Wd This Fri Sat
Rule your market: analyze your page and those of your Do your job as efficient as possible: download all data, Thanks to instant Shitstorm Alerts, notifications and
competitors. Check out key performance indicators of graphs and numbers as well-arranged Excel reports tracking of competitors' actions as well as customized
an unlimited number of pages — it has never been with just one click — chief executive and customer morning reports you will never miss a crucial moment

easier to discover trends and get inspiration. ready. —even without sitting in front of your computer.



fanpage karma FEATURES PRICING TOOLS v ABOUT v | FORUM EXPERTS JOBMARKET NEWS | HELP A

3sfboard InsIBN(s Monltoring Tageing GooBle Anatics Lve f 23800 seacntortmpage A

wework FACEBOOK

Your dashboard Is still
About: “WeWork is the platform for creators. We provide beautiful workspace, an inspiring empty

community, and business services to thousands of members worldwide.’ ;
Add WeWork

Category: Brands & Co.change  Most popular in: United States

Goto Dashboard
This is a Global Page with 11 subpages: show all

First Inslght: WeWork is a regular poster.

Last update of analytics data 8 hours ago - Update

On Facebook | Excel Export

KPloverview ()
Number of fans T Posts per day Brofile
Average Weekly Growth 0.84% Engagement |0.021% Aoliil Ll
0
-Value 951 € ost interaction 0.018%
Ad-Value (EUR Post int ti 6 A)
Service Level EE Totalreachperday  na.

Response time (4] Post reach per day na.



COMPETIVE RESEARCH: TOP INFLUENCERS

Get to know the people who support this fan page Bl Last 28 days
Last Update: 12/14/16 8:16 PM Update

TOP INFLUENCER
These are some of the most active fans. These fans are extremely valuable because they spread your message and brand across their followers.
Lla Znelmer
Antonlo Villar de Lanuza
Anthony Popola
Philllp Hoss
Click on an influencer to show more information

Susan Levitz Abend

Mark Sulllvan

EASaEE

* Greg Rogers

John Boozer

Lenl Znelmer

Becky Hefter

Scotty Coleman

Wybo Wijnbergen

Stephanle Paturzo

Zelght Severino

e
2
A
n
e



COMPETIVE RESEARCH: MOST ENGAGING POST TYPES

Extract the most engaging post types

TYPES OF POSTS ENGAGEMENT MATRIX

\

lower < Engagement > higher

Vigeos

m less often < Usage > more often

“WeWork should Increase the quallty of Links.”

Here you can see the mixture of post types. Find out which types of posts are The Engagement Matrix has four areas. The aim is to get the dots in the
used most often in the selected time period. Generally speaking, it is good upperright area, where engagement is high and you post often. Posts types
advice to try out all post types and entertain fans with a good mixture. in the upper left area could be used more often, posts types in the lower right

area might need improvement contentwise.



COMPETIVE RESEARCH: ENGAGEMENT BY POST

Top Posts Weakest Posts
[ WeWork shared a link - December 26, 2016 5:35 PM ﬁ WeWork shared a link - December 27, 2016 7:12 PM
"I asked myself a question: If money were no object, what could I wake up and do New week, new podcast episode.

every day that I'd be truly passionate about?"

“Chat to the Future” | Eplsode 2: Michaela Zahner of Michaela

When a Layoff Is a Blessing In Disgulse Zahner Designs

]

.CO
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L

ey O20)e B Ge CJo B2



COMPETIVE RESEARCH: SHARES BY POST

POSTING HISTORY

Number of Shares v
il
2412 .- Adding to our list for 2017._. (via F...
]
@
@ @
@ @
Dec 22, 2016 Jan 18, 2017

® Status ® Plicture Link ® V\ideo @ Question ® Offer ® Music 172 p



COMPETIVE RESEARCH: SHARES BY POST

R i ’ve now identified what
Addlng to our list for 2017... (via Fast Lomp_anj,-') pOSt got th e m OSt S h a reS ]

This important because it
increases my overall reach.

What similar content can |

The 10 Best Business Books of 2016

From leading with grit to practicing deep work, these page turners introduced us to p r‘o d u C e ?
[ ]

some new ideas this year.



COMPETIVE RESEARCH: PAGES WITH THE SAME ACTIVE FANS

PADES IR SAME ACTIVE PARS | can use this information to
Fan page Karma Polnts Page Performance Fans fu rther hone |n on What
, . .
e Muce they’re interested in.
¥ ©7.0% 314k
TechCrunch
T " 17% 25M

Fortune
" 17% 1.4M

Entrepreneur
" 16% 3.2M
.

Marvel App p— o
466% :



COMPETITIVE RESEARCH: NEWS AND FORUM SITES

t

e Keep your ear to the street in order to understand what
your audience is talking about @

e Although the impact is harder to measure, what you
discover here will feed your other Social Media channels



L]
g reddit SEARCH RESULTS - ENTREPRENEURS FILING TAXES

search

Entrepreneurs filing taxes ‘

advanced search: by author, subreddit...

subreddits

there doesn't seem to be anything here

posts

sorted by: relevance links from: past month

Experience with Entrepeneurs Relief? 7=«

%15 points = 8 comments submitted 29 days ago by culturalelite to /r/UKPersonalFinance

So just locking for some clarity on my situation, and wondering if anyone has any personal
experience they could share specifically around closing a company and claiming Entrepreneurs

more

question about filing taxes for a single-member LLC

31 point = 4 comments submitted 13 days ago by cupcakebrains to /r/Entrepreneur

I just filed for my LLC today. ['m starting my photegraphy business officially. How do taxes work
for small businesses? How should i go about filing them? Is turbo tax ok or should I hire

more

Reminder: 1099 Contractor Tax Forms Due Jan 31st

$4 points = 4 comments submitted 1 day ago by fastcatazule to /r/Entrepreneur

I was browsing ProductHunt yesterday and saw a listing for a 1099 tax form SaasS app.
Apparently 1099 forms (basically any contractor vou've paid more than $800.00 in 2016) are
maore

Recently Formed an LLC Classified as an S-Corp. What are the Exact Benefits from
a Filling and/or Requirements Perspective?

31 point = 3 comments submitted 13 days ago by thegaykid? to /r/Entreprensur

From what I've been able to gather, classifying an LLC as an S-Corp generally leads to a best of

both worlds outcome: the simplicity of an LLC from a legal perspective and the pass-through

more



EXAMPLE: CAMP DAVID

Establish your goal

Lead Generation

Determine your audience

Creative entrepreneurs, Freelancers, and Small Businesses

Identify what they’re interested in, and how you will deliver your message
It’s tax season!

Blog post with an interactive tax calculator

How will you get the word out?

Paid and Owned Promotion

NNNNNNNNNNN

EDUCATIONAL UNIQUE

MEANINGFUL



EXAMPLE: CAMP DAVID

| can pay to promote my ad on Facebook, and then rely on shares and organic distribution.

@ Brooklyn, New York =

@ Include -
oI Kivel
P A fin
@ Flora
Park
New York + | Hi
Bayonne. N E Vallen
Elizabeth ¥ Upper New 9 croasl Te [cki
York Bay strea W oy
den
?-Fj Jamaica Bay
Long
Tt Staten Beach
Tvipt® @ Drop Pin
Add Bulk Locations..
Age 22~ - 65+
Gender “ Men Women
Languages
Detailed Targeting INCLUDE people who match at least OME of the following

Behaviors = Digital aclivities
Small business owners
Interests = Business and industry

Entreprensurship

Suggestions | Browse



KEY TAKEAWAYS




KEY TAKEAWAYS

37

Start with a goal, and then develop your strategy around it
ldentify your target audience, and what they care about
Do competitive research, a lot of the testing has been done for you

Exchange value for contact information. Provide a reason for them to
continue interacting with you off of Social Media.

Have a promotional strategy. People will interact with and share good
content, but you need to get the ball rolling.



TOOLS AND RESOURCES 38

 Fanpage Karma (fanpagekarma.com)
* Followerwonk (followerwonk.com)
 Buzz Sumo (buzzsumo.com)

Buzzsum@ Product -~ Customers Pricing Blog Signup  Login Resources ~

Analyze what content performs best for any topic or competitor

Find the key influencers to promote your content

Enter a topic or domain to try out BuzzSumo (e.g. content marketing or cnn.com)

For example: Content Marketing, Cnn_com

Buzzsumaé® L) Content Research fluencers @ Monitoring

M Saved Content Most Shared Trending Now Backlinks Content Analysis Facebook Analyzer

) 24 Hours

Enter a topic or domain: big data, cnn.com. v Advanced Search Options &) Save Search

Past Week
Past Month
") Past 6 Months Sort by: Total Shares ~ Page 1 of 5481
© PastYear
All Time (admin) FACEBOOK LINKEDIN TWITTER PINTEREST GOOGLE+ NUMBER OF TOTAL SHARES

ENGAGEMENTS  SHARES SHARES SHARES SHARES LINKS
Show Specific Range =
In-Depth Articles Only © The Largest Ever Analysis of Fl!m
Dialogue by Gender: 2,000 scripts, % View Backlinks

Language © show = 25,000 actors, 4 million lines [ Save 1 view sharers P =) v
polygraph.cool - More from this domain
Share

Country (TLD)©&  show~ By Matt Daniels - Apr 7, 2016 <
Article



TOOLS AND RESOURCES
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 Content Marketing Institute (contentmarketinginstitute.com)

 Smart Insights ‘Creating your social media content strategy + plan’

* Entrepreneur ‘Developing a Hardcore Content Marketing Strategy in 5 Steps’



contentmarketinginstitute.com
http://www.smartinsights.com/social-media-marketing/social-media-strategy/creating-social-media-content-strategy-plan/
https://www.entrepreneur.com/article/276646

WHAT’S NEXT?

Social Media Monitoring & Analytics (January 26*")

Learn how to measure the impact of your social content, and tools you can leverage to automate the process.

TERRY@BROOKLYNDM.COM






KEEP IN TOUCH!

TERRY@BROOKLYNDM.COM

Also available for Team Training & Consulting.



