Social Media
Marketing Plan:
From Goals
to Execution

- A written plan beats ad-hoc posting:
clarity, consistency, and measurable results

- Full arc: business objectives -
content - measurement and optimization

- For operators, growth teams,
and content marketers
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Why Structure Beats

Spontaneity in Social Media

- Planned programs outperform
reactive posting in consistency,
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engagement, and conversion

- A plan aligns social operations
with growth and content goals

- Hidden costs of unstructured
work: inconsistent voice, missed
opportunities, team burnout

- Workflow, approvals, and
calendars reduce daily

scrambling / -




From Business
Objectives to
Social Media Goals

» Map company priorities to
platform-appropriate goals

» Choose goal types: awareness,
engagement, conversion,
retention, advocacy

» Use SMART goals with
mapped KPlIs, not vanity metrics

» Align team incentives with
goal ownership and
quarterly review




Audience, Competition,

AUDIENCE PERSONAS -

and Positioning

p ‘ - Build lightweight personas

Q from real behavioral data

- Audit competitors by audience,
content, community, and brand
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- Focus on positioning gaps,
not copying competitors

POSITIONING GAP MAP
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Platform Selection and Channel Strategy

- O Lo SALULE . 000 \ | ® Choose by audience
) Know Your Audience @) fit, not popularity;
J focus on 2-3 platforms
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and exit criteria for
each channel

Define Entry, Watchlist, .
R s e > and Exit Criteria for Small, committed
Each Channel platforms beat a thin
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Content Pillars and
Sustainably Repeatable Formats

ﬁ. O - Turn themes into 3-5
repeatable content pillars

EDUCATE ENTERTAIN INSPIRE

(/ é—_l_—é ‘ - Balance the mix:

\ educate, entertain, inspire, promote
:i @ Recommended ratio:
"*%\§ ~80% value, ~20% promotional
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' Building the
Execution Calendar and Workflow

THU FRI

TUE WED THU FRI NEXT MON TUE

PLAN & cﬁm‘ﬁ | REVIEW & APPROVE
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® Plan 2-4 weeks ahead: reserve 10-20% of
slots for reactive content

® Define roles, deadlines, and approval stages;

set SLAs and escalation paths

® Use 70/20/10: planned, reactive, and
experimental content mix

® Batch content creation and templated
formats reduce weekly production load
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Measurement, Reporting, and Learning Loops

@ - Tie every KPI back to ‘ — LAGGING BUSINESS OUTCOMES —
b the original SMART goal =
- Report what informs | = "'@
decisions, not just activity
o Kl —J'
deep dives: quarterly | — LEADING CONTENT SIGNALS —
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ongoing execution
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Budget, Tools,
and Team Capabilites
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- Assess people, time,
tools, and paid spend needs

- Choose tools by team
maturity, not feature lists

- Identify skill gaps across
content, growth, and operations

- Sequence investmentsas

the program matures




Launch, Governance, -

and Rapid Response

@: Start with a pilot, not a big-bang rollout
@ Set approval tiers: routine vs. sensitive content

@3 Define brand voice guardrails and compliance basics

@r Prep for comments, backlash, and platform incidents

ﬂ\! ) Use a pause protocol for scheduled posts during crises
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SENSITIVE CONTENT
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Turning the Plan

int o a REVIEW GATE
Repeatable '
Operating Rhythm

P Establish weekly and monthly

operating cadences ﬂILXJ\]I]

P Review and recalibrate

goals quarterly QUARTERLY
REVIEW GATE
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QUARTERLY
REVIEW GATE

P Treat the strategy as a
living document

» Provide a post-training
checklist for operators

» Use weekly checks and
monthly deep dives

QUARTERLY
REVIEW GATE
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Action Plan for
Social Media Operators

- Own the content calendar, publishing
workflow, and engagement SLAs

a - Use pre-approved templates for
routine posts to speed approvals

@ - Maintain a rapid-response playbook
for comments, DMs, and incidents

M - Track quality signals: time-to-publish,
approval delays, repurposing velocity




Action Plan WINNING ORGANIC POSTS
for Growth Teams [E]][D J[M]

* Connect social KPIs to pipeline,
trial, and revenue via UTMs and
first-party events

@ PIPELINE

@ TRIAL
@ REVENUE

e |dentify winning organic posts
for paid amplification and
retargeting

* Run monthly experiments on
format, hook, and offer; scale
validated winners only

* Build a dashboard separating q,
leading indicators from lagging

business outcomes /
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Action Plan for
Content Marketers

e Build content pillar systems " S 48 .
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tied to audience needs and {:&; ) ¥ ) ( ! ) @" )
business goals Q@ @O @&V W
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® Create repurposing ,_ v
workflows: one core asset —— i = >
becomes many platform- T i ]
native formats ‘ L \ —> y OLJO
. . .o'-') EVERGREEN ) e
¢ Maintain an evergreen : CONTENT LIBRARY = @

library with a seasonal/
campaign layer

® Review performance data
monthly to refine themes,
hooks, and format mix
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PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A
personwise.ai/t/0f55edc8/public


https://personwise.ai/t/0f55edc8/public?entry_surface=public_courseware_pdf

