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Hi! I'm JGR!
Marketing Expert in Promotional 
Products



Our Talk 
Today

By the end of this session, you

will...

Understand

Plan

Post

Analyze

Refine

For balanced content



Social 
Media is 
Critical.
It's not just a marketing tool.

If we learned anything from the pandemic it is that 
Social Media is something that can connect us 
despite all else. Your audience is there, and this is 
how you can connect with them. After all, people 
buy from people they like.



Where to 
start?

You do not need to be on every platform 

or be involved at all times. Start with 

figuring out what you can realistically 

manage, where your audience is and 

who will be responsible for content. 

Understand



Is your 
BRAND 
ready? G O A L S  A N D  K P I S

Social Media Marketing is a long game and requires 

work to see results. But, having specific goals and 

ways to measure can make the difference between 

success and changes

B R A N D  VO I C E

Deciding on the tone of your brand will make a large 

part of the difference for consistency. 

P E RS O N A S

Creating personas based on your target market can be 

really helpful in deciding where and what to post.



Where do you 
want to focus?

Understand



Who is on Facebook?

Typically considered "home base" for many 

social media users. It has had a shift in 

demographics and are continuously 

changing the algorithms. This makes it 

harder to create unpaid ad success. 

• # of monthly active users: 2.7 billion

• Largest age group:  25-34 (36.3%)

• Gender: 44% female. 56% male

• Time spent per day: 38 minutes

SPROUT SOCIAL



Who is on Instagram?

Instagram has a steady growth of users. 

Facebook and Instagram are connected 

making cross-promotion very easy. Recently 

shows the increase of influencers and 

Instagram content motivating consumers

• # of monthly active users: 1 billion

• Largest age group: 25-34 (33.1%)

• Gender: 57% female. 43% male

• Time spent per day: 29 minutes

Insider Intelligence



Who is on Twitter?

80% of tweets come from 10% of the 

platforms most active accounts. More used 

for quick news updates rather than finding 

content.

• # of monthly active users: 187 million

• Largest age group: 30-49 (44%)

• Gender: 32% female. 68% male

• Time spent per day: 3.53 minutes per session

Sprout Social



Who is on LinkedIN?

Typically a higher educated, higher-earning 

B2B demographic. 70% of users are based 

outside the US.

• # of monthly active users: 738 million

• Largest age group: 46-55 

• Gender: 51% female. 49% male

• 63% access monthly, 22% weekly

Sprout Social



Who is on TikTok?

User-base is very dedicated and 

spends much more time on the ap. 

Growing among adults and directly 

related to the trend in influencer 

marketing. 

• # of monthly active users: 100 million

• Largest age group: 18-24 

• Gender: 59% female. 41% male

• 45+ minutes per day on average

Sprout Social



How do I figure 
out how to 
execute?

It can be really hard to start the process. 

Creating an organized plan and workflow 

can keep you on track and on brand.

Plan
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S T E P  2 :  W H AT  D O E S  YO U R  T E A M  

K N O W ?

Your team has interesting perspectives and 

ideas. Let them contribute!

S T E P  1 :  W H AT  D O  YO U  K N O W ?

There is something that you know that no one 

else does. 

S T E P  3 :  W H AT  D O  YO U  H AV E ?

Make a list of sources of content you have. 

Production? Samples? What can you use?



Plan: Create a Work Flow

This is an example of a workflow through Trello. Other 

workflows are out there and can be as complex or simple 

as you feel comfortable with. 



Plan: Your Parking Lot

Listing all the things you can have as a subject in a "Parking 

lot" can help organize what topics you are able to pull from



Plan: Ready to Start

When something is ready to start you can move it through the workflow.

Using a workflow you can create task lists and assignments to keep organized and information flowing



C A L E N DA R

Topics or graphics related to things 

happening like holidays, seasons or 

common sales times

C U LT U R E

Posts that show who you are, who your 

team is and what you believe in.

C O M M U N I C AT E

Specifically designed to spark a 

conversation.

THREE TYPES 
OF CONTENT



Calendar



Culture



Conversation



It's a great day and you are wearing your favorite 

hoodie and everyone should! These are posts that 

just feel good in the moment. They are timely 

events and can be shared as stories or posts. 

• This humanizes the brand in a way scheduled posts can't

• Often overlooked 

• 40%-20% of content mix

What should the mix look like?

Scheduled Content
Scheduled content is themed content that you 

have planned and scheduled using either 

scheduling software or planned posts directly in 

the platform. These are typically posted not 

stories. 

• Scheduling ahead of time can reduce pressure of in the 

moment creativity

• Sometimes schedule needs to be adjusted based on the state 

of the market

• Typically 60%-80% of content mix

Spontaneous Content



What's next 
for 

Scheduled 
posts?

A D J U S T  A S  N E E D E D

Social media is a long game but adjustments 

may be needed. 

S H A R E  A N D  C O M M E N T

Share your posts into groups and personal 

pages. When someone comments, comment 

back.

C H E C K  A N A LY T I C S

How are things performing? Check analytics 

through scheduling software or your social 

channel.



Spontaneous Posts

Posts that aren't planned but show 

case the human side of the brand. 

• Great for stories or videos

• They do NOT have to be 

perfect, in fact better with 

some imperfection



How do I know if 
I am succesful?

ROMI can be hard to measure. Use what 

tools you have to see your best exposure 

and make adjustments as needed. 

Analyze



What do we measure?

Meaningful Metrics

Clicks Comments SharesViews Reach
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Build your 
Audience

"Build it and they will come" is 

not as effective as contiously

building your audience through 

interaction and segmentation

REFINE



A S K

Ask your top clients, suppliers and friends to 

follow you. 

TA G

When you post if you tag other people in 

your audience you have a better chance of 

views 

C O M M E N T

Not only on your own posts but on other 

people's. Not only on your content but on 

theirs. 



Review P O S T

What types of content and what mix

U N D E RS TA N D

Is your brand ready? What are you going to focus on? 

P L A N

Who is contributing? What is the work flow?

A N A LY Z E

What is working? What isn't? What needs to be adjusted

R E F I N E

Build your audience and grow your reach



Q&A



LET'S GET SOCIAL


