Social Media Strategy Template
Before you begin

Before you begin developing a social media strategy it is important to answer these questions:

1. Who are your target audiences and do they use social media? If so, which social media channels do they use? Understanding your audience is central to the success of any communications and marketing strategy, including a social media strategy.

2. What are your communications objectives and how will social media achieve these in a way that compliments or enhances your traditional marketing channels (such as print, tv, and radio)? Social media should complement your traditional channels, rather than replace them.
3. Do you have the resources to maintain your social media page over the long term? Neglecting your page could do more harm to your program or initiative than not having one at all.
By answering these questions, you can gauge whether social media will benefit your audiences and your project or initiative. You will need to invest time, resources and effort into your social media strategy, so it’s vital that you know it will deliver results.
Overview of social media channels

The range of social media channels that can be used to achieve a communication objective or gather intelligence will continue to change and evolve rapidly with time. The list below identifies some of the social media channels currently available:

· Microblogs: Twitter is the best known micro-blogging platform. It allows you to post updates (called tweets) as often as you want. The limit for each tweet is 140 characters, which presents certain challenges when using Twitter as a communications channel. This can be overcome to some degree by using short URL’s to link off to more detailed information. Twitter also keeps a public record of all updates, which can be mined with Twitter Search.

· Social networking: Facebook is the best known social networking platform. Facebook connects people to other individuals, as well as brands and organisations. It allows users to share content (e.g. news stories, photos and videos, links to websites and information, event listings etc), ask questions and solicit feedback. 

· Professional networking communities: LinkedIn is the best known professional networking platform. Professional networking communities focus solely on interactions and relationships of a business nature rather than including personal, nonbusiness interactions. They provide a way to either find work or get ahead in your career, as well as gain resources and opportunities for networking.
· Visual content communities: such as YouTube, Instagram, Flickr, Pinterest, and Tumblr. These social media channels allow users to upload and share their photographs and/or videos. 

· Podcasts: are digital media files that can be distributed over the internet for playback on portable media players (e.g. iPods and MP3 players) and computers. A podcast is distinguished from other digital media formats by its ability to be syndicated, subscribed to, and downloaded automatically when new content is added.

· Web blogs and discussion forums: provide online space where people or organisations can tell stories, share insights and opinions about a topic, or inform clients about business/project successes. There are thousands of blogs and discussion forums, such as Blog or Wordpress. 
· Instant messaging/VoIP: allows users to message instantly and make calls over the Internet to other users free of charge, such as Skype.

· Recommendation and review websites: allow people to post reviews about businesses, products, or services. Some of the best known review sites are TripAdvisor, UrbanSpoon and Foursquare.

· Wikis: are group-edited sites for knowledge management and storage. The best known wiki is Wikipedia.
Tip:  Try social media channels as a personal user before adopting a particular channel for professional purposes. Follow other accounts to see how they are managed, listen to social conversations and ask friends or colleagues who are already users of a channel for their insights. This will help you better gauge if social media is right for your communications objectives and give you some ideas as to how you might use social media to meet those objectives.
Developing a social media strategy
If you have identified that there are benefits of using social media for your target audiences and your project or initiative, you will need to develop a social media strategy. You can use this template to develop your strategy.
Here are a few principles of social media that will help inform your strategy and your content going forward:

· Social media is about conversations, community, connecting with personalities and building relationships. It is not just a broadcast channel or a sales and marketing tool.

· Authenticity, honesty and open dialogue are key because you want to build trust with your target audiences.
· Social media not only allows you to hear what people say about you, but enables you to respond. Listen first, speak second.
· Be compelling, useful, relevant, engaging. Don’t be afraid to try new things, but think through your ideas before kicking them off. 

Social media channels facilitate engagement, feedback and discussion with target audiences. They allow a conversation, rather than a traditional one-way movement of information. Social media is not an appropriate communication channel if you only want to push messages out.
What to be prepared for
Social media is a very different environment to traditional media such as print and television. It moves very quickly and issues can arise with very little warning e.g. an inappropriate post on your Facebook wall.  You’ll need to respond in a timely manner, but whatever you do, don’t panic. Take the time to read back through your social media strategy – that’s what it’s there for. Look at your processes for responding to inappropriate comments and your risk management strategies and follow these. You can also run your approach/response by a colleague or your manager.

Always remember to review the approach you took, and if you learn anything from it, make sure you update your strategy so that you can take the same action next time it happens.

Who can help you?

Your agency Communications Manager is the first person to talk to (after your direct manager) when you are considering a new campaign – whether it includes social media, or more traditional media. The Communications Manager will be able to advise you on process and building a business case, and can put you in touch with other people in your department undertaking similar tasks.

This will also help you identify local champions who are passionate about social media and have expertise in using it to achieve their business objectives.

The Communications Manager also works closely with the DPAC Communications and Marketing Unit and can advise you on whole-of-Government protocols and requirements.

Note: Social media strategies must be approved by your agency Communications and Marketing Manager (the same as communications strategies) before your page/account is made live.

Strategy Template
Because your social media channels should complement your traditional marketing channels, it is recommended that your social media strategy sits as an appendix to your broader communications strategy. You can alter this template to suit your needs.
Situation Analysis
(An overview of the project, including any communication problems and opportunities. Include the reasoning for using social media and how it will complement and enhance your traditional marketing channels)
Measurable Objectives
(What do you want to achieve by using social media? For example, build awareness, build engagement, inform, create a community for a specific audience, promote a program or event? Keep in mind that the objectives in a social media strategy will not necessarily be the same as the objectives for your broader project/program, however, you must understand your business level objectives, and how social media can support them. How will you measure your objectives – it is important to set measureable targets)
Target Audiences
(Who are they and why would they want to visit your social media page? Are they internal or external to your organisation? What do you want your audiences to think/feel/do – sometimes you may want them to engage in discussion, other times attend events etc?) 
The key groups of people to communicate with are:
	Internal
	External

	Examples:
· Project Steering Committee or Reference Groups

· Agency employees generally

· Employee representatives, including union officials and workplace representatives


	Examples:

· Tasmanian youth – aged between 14 and 24 

· University of Tasmania

· Local Government providers

· Community organisations

· Media


Social media channels
(Which social media are appropriate to achieve your objectives and reach your target audience/s, and why? Think about what your audiences want to know from you, what their likes and dislikes are and where they congregate in the online world in order to determine which social media channels are most appropriate. How will you use these channels e.g. to promote events, upload photos, provide information etc. If you are using more than one social media channel, how will you integrate them so that the same/similar information is provided on all of them? How will your social media channels integrate with your existing website and traditional marketing channels?)
Key messages
(Key messages summarise the information that you want to communicate to your target audiences. You want your audiences to understand and act upon your key messages. Four to five key messages will do – they should be succinct and in plain English. Make sure you have at least one key message aimed at each target audience. You might also include some operational messages under this e.g. this page is only operated 9am- 5pm weekdays. Keep in mind that the key messages for social media will not necessarily be the same as the key messages for your broader project/program)
Branding
(If your brand is already established how will you translate it to social media marketing? If you don’t yet have a brand how do you plan on branding your initiative on the social media page/s? What do you want your target audiences to think and feel when they see your brand? What tone will you use in your online content – this needs to be consistent no matter who is updating the content?)
Pre-launch and promotion/building relationships
(What strategies will you use to promote your social media page/s, establish new relationships and build on existing ones in the online world e.g. e-mail marketing, print materials, publishing links/content on existing websites/intranets?)
	Activity (examples below)
	Date
	Responsible (examples below)
	Status (examples below)

	Obtain Communications Manager approval to establish a page
	
	John Smith


	Complete

	Existing website to add a ‘Like our Facebook’ page link
	
	John Smith 


	Complete

	Obtain ‘likes’ for the page on Facebook by promoting to existing networks/target audiences via email/newsletter
	
	Jane Doe
	Draft written, awaiting approval

	Develop an intranet story about the launch of the Facebook page to generate some ‘likes’ from within our Department
	
	Jane Doe


	Draft written, awaiting approval


Content planning/administration
(Who will write new content/posts, and how often? Find the frequency that makes sense for your project or initiative – quality must always trump quantity. Who will be the backup administrator/s when the regular administrator is unavailable/on leave? How quickly will you respond to questions and comments from your followers? What will your content consist of e.g. news items, trivia, questions, photos, interviews, links to relevant information, event updates – a content schedule is provided as a planning tool at Appendix 1? Consider building an ideas brainstorming session into regular team meetings to gather ideas for new posts/tweets/videos from all members of your team. Monitor the performance of your page/s to gain post-by-post feedback to inform future posting decisions e.g. favourites and retweets on Twitter are indicative of how engaged your audience is with a post, which can help you shape the type of posts you do in the future)
Budget
(Do you have a budget for social media? If so, how much and how will this be spent/monitored? Your budget should include any advertising/sponsorships to promote your social media page e.g. Facebook advertising)
Legal
(Does your new social media page/s need a disclaimer e.g. Facebook? Some social media channels provide no or limited options to include a disclaimer e.g. Twitter only allows 140 characters in the page description, so you have to choose your words wisely – you could include information such as when the page is monitored, that the page is for information only and list your webpage if you have one. If you are creating a new Facebook page you may want to include some community guidelines, like the ones in the example provided below. An example Facebook disclaimer is also provided below – your agency Communications and Marketing Unit may be able to assist with wording or direct you to the appropriate place for help)
Tip: You can also list swear words (with different versions of their spelling) that are banned under ‘Page Moderation’ on Facebook)

Example community guidelines (this can be provided along with your Facebook disclaimer)

Thank you for liking the official <insert name of your page here> page. We’re glad you’re here.
We are committed to creating a community that encourages self-expression and mirrors the values of the Tasmanian Government including respect for the rights, dignity, safety and property of others. We ask that you do your part to help us achieve the goal.

In doing that, we ask you not to post content that: ...
• is threatening, abusive, obscene, indecent, or objectionable
• is deceptive, false, or misleading
• is discriminatory or hateful towards a certain group of people or individuals
• is not relevant to the themes currently being discussed 
• violates the intellectual property rights of other people
• is illegal
• references a third party website or is self-promoting spam.

We reserve the right to remove any content or block users that violate our community guidelines, or that we determine are otherwise offensive to our community. All content must also comply with Facebook’s policies.
Example Facebook disclaimer

By using or accessing Facebook, and this page, you have agreed to the Statement of Rights and Responsibilities available at http://facebook.com/legal/terms and to the terms of the following disclaimer.

Administrators of the <insert name of your page here> Facebook page consider that the <insert name of your page here> Facebook page may be of some use to the Tasmanian community as a tool to engage in and facilitate <insert name of your project or initiative here> discussions and as a mechanism to enable the promotion of the <insert name of your project or initiative here>.

All and any comments, visuals, videos and any other type of material posted by users of Facebook on the <insert name of your page here>  Facebook page do not reflect the opinions or ideals of the <insert name of your project or initiative here>, <insert name of your Department here>, the Tasmanian State Government its employees or affiliates. The <insert name of your project or initiative here> and supporting divisions do not necessarily endorse nor are responsible for user content on this Page or accuracy of information, opinions, claims, or advice shared.  

<Insert name of your project or initiative here> administrators may remove all or any content from the <insert name of your page here> Facebook page, entirely at its discretion, with or without notice, for any reason whatsoever.

The <insert name of your project or initiative here>  administrators may, entirely at their discretion and for any reason whatsoever, block users of Facebook from using and contributing to the <insert name of your page here> Facebook page. Furthermore, the <insert name of your page here> Facebook page administrators may report to Facebook all users posting inappropriate or offensive material. 

The <insert name of your project/initiative or Department here> disclaims all and any liability and responsibility of any kind, including without limitation any liability, to any person, for all or any losses, costs, expenses or damages or disappointment whatsoever or howsoever arising or suffered as a consequence of, or in connection with, or arising out of anything done, or anything omitted to be done, relating to the use the <insert name of your page here> Facebook page, the use of the Facebook website, any error or omission on the <insert name of your page here> Facebook page or any combination of these.  

Measurement and evaluation
(Measurements should link back to your objectives and should specify targets to make them meaningful. For example, number of fans/followers, number of comments/times your initiative is mentioned in blogs and forums, ratio of positive to negative comments? Examples of analytics tools include Google Analytics, Facebook Insights, YouTube Insights, Twitalyzer, HootSuite and Radian6) 
	Objective
	Measurement
	Target

	Example:
Generate attendance at the monthly information sessions
	Example:
Number of ‘likes’ for page

Number of acceptances to invite to the event via Facebook

Number of interactions/posts
	Example:
80 likes in the first 6months
25 confirmed attendees per session
An average of 10 posts per week over the first 6months

	
	
	 

	
	
	

	
	
	

	
	
	


Record keeping
(How will you keep a record of the activity on your social media page/s? For example, take a screen shot every day/week, record comments/posts in a spread sheet, or use one of the more advanced tools e.g. Social Safe. Discuss record keeping with your agency Communications and Marketing Unit and/or your Records or Information Management Branch as they may have a preferred method)
Review

(Set a period for review of your social media strategy e.g. six months for initial review and 12 months thereafter, or after a specific project/initiative milestone. If you know your social media page/s will have a short life span e.g. if they are supporting a project or campaign that has a specific end date, include this in this section and plan how you will shut down the page/s)

Appendix 1
It is recommend that you have this appendix on hand as a quick reference for managing your social media page because social media is used so regularly.
Risks and mitigation strategies 
(While social media use can achieve important communication objectives for the organisation or a program/initiative, it is essential to plan for situations where things don’t go so well. Situations on social media evolve very rapidly so planning for things in advance can help you to respond quickly. Listing the potential risks and identifying the way you will mitigate them if/when they happen is important. You can use the Social Media Response Guide (Appendix 2) once your page is live to help you decide whether a post/question from a user is appropriate to respond to)
	Risk
	Likelihood 
(1=low 5= high)
	Severity
(1=low 5= high)
	Action/s

	
	
	
	· 

	
	
	
	· 

	
	
	
	· 

	
	
	
	· 


*As a rule of thumb, the idea of social media is to encourage and facilitate conversation. Taking down a post should be a last resort – you can use the Social Media Response Guide (Appendix 2) to help you decide whether a post/question from a user should be removed.
Content schedule
(It is recommended that you plan a minimum of one month worth of posts/tweets as part of this strategy. Your content could consist of news items, trivia, questions, photos, interviews, links to relevant information, event updates etc)
	Proposed post
	Date
	Responsible
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