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Social Media Strategy Template
To create a social media strategy is to bridge the gap between where you currently are in social media and where 
you want to be. Use this template to help you create a social media strategy to guide you in your daily online 
activities. Follow along with the case study example and answer the questions in each step for your own company’s 
strategy. Once you answer these questions, you can put your plan in action by knowing what your goals are, how to 
achieve them and how to measure your success.

Step 1: Set Business Objectives

Questions to Ask Case Study Example

What do you want to achieve with social media? Build trust and brand recognition within the home 
decor community and our customers.

Do your social media objectives align with your 
overall company vision, mission and marketing 
strategy?

Drive traffic to website and convert visitors to leads.

Are your objectives S.M.A.R.T:  specific, measurable, 
attainable, relevant, and time-bound?

Objective is to increase traffic to the website via 
social media channels by 20% within 12 months.

Case Study Example
Brandon is the owner of an interior design studio, Sanctuary Designs, that specializes in retail and office 
decor. They have recently established a presence on social media and are looking to build a strategy in 
accordance with their overall company goals. 
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Step 2: Develop an Audience Persona
Developing an audience persona can help you understand where your audience is online and what type of content 
is going to impact them the most.

Questions to Ask Case Study Example

What would be a broad description of your ideal 
customer?

Robb is the operations manager at a restaurant 
chain, a customer of Sanctuary Designs. He is in 
charge of hiring design firms and liaising with them to 
complete the projects in their office on time.

What do they do and what do they care about? He cares about getting the most out of his budget 
as well as having good quality work completed 
according to their project deadlines.

What is important to them when conducting 
business with our company?

Catelyn is the owner of a up-and-coming small 
fashion boutique, also a customer of Sanctuary 
Designs. She is currently researching for inspirations 
to design her dream store and is very active on social 
media platforms like Pinterest?.
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Step 3: Conduct a Social Media Audit
Audits are key for benchmarking previous efforts and planning for new ones. If you’re just getting started on social 
media, begin with an initial kick off audit. This means understanding which accounts are currently linked to your 
company and what they’re being used for.

Questions to Ask Case Study Example

Which accounts are currently attached to my 
company?

Sanctuary Designs currently has a Facebook Page, 
Twitter account, Google+ Page, Flickr account and 
Pinterest account.

How are they currently being used? The Facebook, Twitter and Google+ accounts are 
currently used to communicate relevant interior 
design content. The Pinterest page is used to 
showcase projects.

Have they gone dormant/ are they being used for 
spam?

The Flickr account has gone dormant, no content has 
been posted for over 6 months.

Are your current messaging and social networks the 
best possible networks for your intended audience?

Migrating the Flickr content to Pinterest as there is 
more engagement there and we have more female 
customers on social.

How often do you post content to these accounts? Most accounts are updated 1 - 2 times per week.

How relevant is the content you are sharing with your 
audience?

Pretty relevant, as we usually publish industry-related 
content and information that our customers usually 
seek.

What are your engagement rates like? Followers and likes have not increased by very much 
since the conception of the accounts.

How does your present social media progress 
compare to the past?

Went from 50 likes on Facebook to 1,000 and 500 
Twitter followers to 1,500 in 12 months.

How is your company’s reputation online according 
to Google or Yelp?

Customers are very satisfied with their experience 
with us and a number of them would hire us again.

What are people saying about your competitors? Our main competitors, Luxury Interiors, a larger 
design firm offers lower rates but customers feel that 
our work is of better quality.

What are they doing that’s working for them? They are running a number of contests which are 
gaining them more social media traffic.
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Step 4: Set Social Media Initiatives
Where are your buyers?  Give your favorite customer a phone call, send them an email or if they’re concerned about 
their information, create an anonymous survey online for them. Find out where they are online and how best you 
can reach them.

Questions to Ask Case Study Example

Which social media networks are my customers more 
active on?

Facebook, Twitter, Instagram and Pinterest.

Which social networks should I focus on based on my 
audience profile.

Facebook, Instagram, and Pinterest.

What kind of initiatives can I take based on the 
findings from my social media audit?

�� Blogging: Guest posts on blog by respected 
interior designers and happy clients. 

�� Post behind the scenes as well as transformation 
photos and videos on Facebook.

�� Have clients pin photos of completed spaces as 
well as inspirations.

�� Follow and engage with noted interior designers 
and customers on Instagram.

Step 5: Set Tactical Steps

Questions to Ask Case Study Example

What types of content resonates with my customers 
the most?

Photos, decor inspiration ideas, how-to blog articles.

What types of content will help me drive people to 
my website?

Yelp reviews, contests, Pinterest pins of completed 
projects with link to item on website.
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Based on the findings from your Social Media Audit, create tactical steps for your 
business objectives as well as metrics to measure them.

Blogging Metric: Increase blog subscribers

1. Create a content strategy

2. Create an editorial calendar (monthly)

3. Research guest posters

4. Send 2 emails per week to prospective guest posters 
(weekly)

5. Write one blog post per week (weekly)

6. Promote new posts on Twitter and Pinterest (weekly)

Monthly Success: An increase of 10 blog 
subscribers per month

Quarterly Success: At least 40 blog 
subscribers by end of Q1

Yearly Success: At least 160 blog subscribers 
by end of the year

Facebook Metric:  Increase website traffic from 
Facebook by 5%

1. Create a content strategy

2. Create weekly content calendar

3. Post enticing photos and videos everyday according to 
content calendar

4. Review Facebook Insights every month, look at which 
posts were more engaging and build on that.

Monthly Success:  Increase traffic to the 
website via Facebook

Quarterly Success: Increase traffic to the 
website via Facebook by 15% by end of Q1

Yearly Success: Increase traffic to the website 
via Facebook by 20% by end of the year

Instagram Metric: Increase Instagram subscribers

1. Create a content strategy

2. Follow IG accounts of noted interior designers/ clients

3. Post behind the scenes snapshots of projects

4. Engage and comment on client’s IG accounts

Monthly Success: At least 75 new Instagram 
followers per month

Quarterly Success: At least 250 new Instagram 
followers at the end of Q1

Yearly Success: At least 1,100 Instagram 
followers by the end of the year

Pinterest Metric: Increase leads from Pinterest

1. Create a content strategy

2. Create boards for project galleries, behind the scenes 
snapshots and inspirations 

3. Invite clients/ influencers to pin on boards

4. Engage with clients/ community by pinning on their 
boards

Monthly Success: At least 4 leads from 
Pinterest per month

Quarterly Success: At least 12 leads from 
Pinterest by end of Q1

Yearly Success: At least 48 leads from 
Pinterest by the end of the year


