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Let’s get to know

each other...
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Our professional credentials

HUBSABL 201 MPACT AWARDS HubSpot was crafted with modern marketing in
HubSppt mind, not cobbled together.
— As award winning HubSpot Partners, we're
perfectly positioned to help you get the best out of

HUbS3t 2020 IMPACT AWARDS your HubSpot investment.

INTEGRATIONS INNOVATION

SOLUTIONS PARTNER
PROGRAM

2019 TelstraBusiness T &

70 Meta BB Microsoft s

Emerging and Energised

Business Partner WM Partner
Google Partner
. . Top 25
We've been a Google partner As a Facebook Marketing We're a Microsoft Partner, both |’\:/|aos\fers oo
since the beginning, managing Partner, we're experienced in  advertising and technology, SA HFastMoversSA

$16m+ in annual ad spend. running a range of campaigns. providing expert support.



Today we’re going to
cover how to...

4 develop a social media strategy

» create a content calendar

e analyse social media insights



We’ll also run
through...

- social media tools
& the role of social media advertising in

supporting organic content






Organisation’s Goals

Review the current goals.

SMART objectives

Develop SMART objectives specific to social media
that support the goal.



Provide multiple birth families with

practical support and a network of
connections across South Australia to
empower them to thrive.

Increase interactions by 25% in
Facebook Group by 30 June.




& Who are they?

Internal/external. Donors/customers. Volunteers/employees.
& What are their needs?

What need are you fulfilling?

< What motivates them?

Consider what prompts or drives them to take action.



& What appeals to them?

Imagery, stories, quick responses...
M What frustrates them?
Define their pain points.

Where are they?

What social media platforms are they likely to be lurking on?



“Personality is critical to
success - for brands as
well as people. Don’t

leave it to chance!”

- Sir Richard Branson



How would you describe
your organisation if they
were a BEFSGR?

Casual? Formal? Down to earth? Professional? Heartfelt? Kind? Passionate?



® Develop 3-5 key messages

? What would you say to someone who doesn’t know about your organisation?

W What would you sat to convince people who know about you to take action or donate?






Select your social media platforms where your stakeholders are likely to lurk.

Fish where the fish are




# Review goals
Check your SMART objectives.

B4 Find metrics

Look for social media metrics that align.
# Measure regularly

Check your metrics weekly/monthly to track your progress.



Increase interactions by 25% in
Facebook Group by 30 June.

no. of active members
no. of posts in group




~ Let’s dive into social
media insights...

Facebook



https://business.facebook.com/latest/insights/overview?asset_id=1060523920698261&business_id=877372492320122&nav_ref=page_insights_overview_tab&time_range=%257B%2522end%2522%253A%25222021-07-23%2522%252C%2522start%2522%253A%25222021-05-01%2522%257D




77. Content calendars Scheduling tools




Content calendars

B Trello

L ClickUp



How to create a content
calendar

Refer to your strategy, and drop in the content categories on a calendar.
Check for national/international days of relevance, map them on your calendar.
Brainstorm a list of content ideas based on your content categories.

Review your ideas, select those that you think will best achieve your goals.

Put the shortlisted ideas on the calendar.

Your content calendar is complete!
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How to create a content
calendar

Social Media Planner

Content Pillars: Team Agency Life Results Partners Expert Knowledge
Frequency: 2/month Tiweek 2/month Timonth ek
| introducing 2nd HUG eventin
Blog - Diversity in Marketing [Moving Post - hop and skip |
(One Ollie to rule them al
atching|
[AND reading the Lord of the
Rings our
this day he has a passion for | closed for Labour
[Why did the marketing agency Viggo Mortensen that refuses |March 14. Cail 1300 699 742
[cr0ss the road? To move office| Email eBook to go away. any urgent matters.
Have you met Maria? Originally
from Venezuela, our new
Digital Marketing Specialist
Refuel Meme - ‘when you're Maria Yoffreda, is already
the only marketer and your bringing fresh ideas and new
[SA Office closed for public Job - Intemship Opportunities |boss gives you ANOTHER task perspectives to our dynamic
|hoiiday FLOC vs Cookles (Video of sarah outside your job description Refuel team 8iog - 6 Integrations
21 22 23 24 25 26| 27|
Carol the metaihead -~ Did
you know Carol can smash the
Courntries team has travelled drums? That's one spot in our
Biog - Diversity in Marketing _ | future Refuel band filea! Results - Google Ad results
Blog - Account Based l | |
marketing Don't forget Digital Adelaide _|B-ROLL of Dig Trends

Date Post

Facebook/Twitter

inkedin Instagram
Diversty in your dighal

URL

Notes




Scheduling tools

€ Buffer | i



Guidelines

@ Outlines how you speak as your organisation.



Play and practise

2 Don’t get stuck planning! Create, publish,

measure, iterate.



o But, what about social

mecllu ads?







Set SMART objectives
aligned with _
organisation’s goals ©



Measure metrics

regularly that align with
your goals [




Try to understand your
stakeholders fully i



Define content categories

to help guide content
planning §



- your content a
month in advance &




Fish where the fish a@re &



Invest in tools that will
help you




_ ads to support

organic content /



Don’t forget to play! |



refuel

Any questions?

P/ NN

® refuelcreative.com.au | 228A St Vincent St,
Port Adelaide, SA 5015
& 1300 699 742

rubina@refuelcreative.com.au



