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SOCIAL MEDIA CONTENT STRATEGY

• Digital Marketing Instructor at General Assembly 

• Trainer and Consultant at Brooklyn Digital Marketing

• Previously, Client Solutions Manager at Facebook and Search 
Engine Marketing Consultant at Adobe

• Nine years of Digital Marketing experience working with 
companies including, Dell Computers,1800Flowers, Home 
Depot, Best Buy, and Spartan Race

• MBA from the University at Buffalo with a dual concentration in 
Marketing and Business Consulting

• Facebook Certified Advertising Professional
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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)
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WHAT IS CONTENT MARKETING?

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”.
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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?
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JOHN DEERE: THE FURROW 6



JOHN DEERE: THE FURROW 7

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

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


JOHN DEERE: THE FURROW 8

“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



CONTENT MARKETING 9

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.



CONTENT MARKETING 11

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
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CONTENT MARKETING IS OFTEN STORYTELLING
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CONTENT MARKETING IS OFTEN STORYTELLING
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CONTENT MARKETING CAN MAKE YOU PART OF THE STORY
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CONTENT MARKETING CAN MAKE YOU PART OF THE STORY
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CONTENT MARKETING CAN MAKE YOU PART OF THE STORY
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CONTENT MARKETING CAN MAKE YOU PART OF THE STORY
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CONTENT MARKETING & RETARGETING
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Once I have you on my site, I can 
retarget you with a call to action 
tied to my overall business goal. 

For example, purchasing Moo 
business cards. 

http://moo.com/6to11



GREAT, SO HOW DO I DO IT?

• 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
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EXAMPLE: CAMP DAVID

• Establish your goal

• Lead Generation

• Determine your audience

• Creative entrepreneurs, Freelancers, and Small Businesses

• Identify their interests, and how you will deliver your message
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EXAMPLE: CAMP DAVID

• Establish your goal

• Lead Generation

• Determine your audience

• Creative entrepreneurs, Freelancers, and Small Businesses

• Identify their interests, and how you will deliver your message
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Pro Tip: Take a look at what your competitors or 
similar companies are doing.  
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COMPETIVE RESEARCH: TOP INFLUENCERS



COMPETIVE RESEARCH: MOST ENGAGING POST TYPES



COMPETIVE RESEARCH: ENGAGEMENT BY POST



COMPETIVE RESEARCH: SHARES BY POST



COMPETIVE RESEARCH: SHARES BY POST

I’ve now identified what 
post got the most shares.

This important because it 
increases my overall reach. 

What similar content can I 
produce?



COMPETIVE RESEARCH: PAGES WITH THE SAME ACTIVE FANS

I can use this information to 
further hone in on what 
they’re interested in. 



COMPETITIVE RESEARCH: NEWS AND FORUM SITES

• Keep your ear to the street in order to understand what 

your audience is talking about

• Although the impact is harder to measure, what you 

discover here will feed your other Social Media channels



IDENTIFY WHAT THEY’RE INTERESTED IN



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
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EXAMPLE: CAMP DAVID

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



37KEY TAKEAWAYS

• Start with a goal, and then develop your strategy around it

• Identify 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. 



38TOOLS AND RESOURCES

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



39TOOLS AND RESOURCES

• 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 26th)

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.


