What Does a
Social Media Marketer Do

- Plans, creates, publishes, and
measures content that supports
brand and business goals

- Sits at the intersection of brand,
content, customer service, and
performance marketing

- Scope varies widely by company
size, industry, and team maturity

- By the end: core responsibilities,
skills, team structures, and
career paths




| The Modern Role:
' More Than Posting

» Drives awareness, engagement,
leads, retention, and brand reputation

® No longer "just posting": strategic
ownership and data-informed decisions ﬁ@
%

* Collaborates cross-functionally with
content, design, PR, sales, support

* Tactical execution vs. strategic
leadership: knowing why, not just how

* Growing focus on social commerce
and creator partnerships
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Where the Role Sits in the Marketing Team
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- Solo manager at small
businesses; specialist pods at
growth-stage companies

- Enterprise: central brand
strategy with regional teams
adapting locally

- In-house for daily control;
agency for speed; freelance for
niche skills

- Social connects with content,
design, PR, support, sales, and
paid media

- Shift from platform specialists
to cross-functional content pods




A Realistic Week
in the Life

= Weekly cycle: planning, creating,
| scheduling, engaging, reporting,
! coordinating

|- Time split: content creation
30-40%, community 20-25%,
strategy 15-20%

‘ - Morning: scan notifications,
reply to comments and DMs

‘ - Afternoon: produce content,
schedule posts, pull analytics

| - Balance reactive work (comments,
! trends) with proactive strategy
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Core Responsibilities

in Depth

® Ten core responsibilities span strategy,
content, community, and analytics

® Content strategy, copywriting, and
community management form the
daily base

® Analytics, paid social, and influencer
work tie effort to outcomes

® Junior roles execute; senior roles set
strategy and make trade-offs

® Goal is relevant, brand-aligned,
outcome-driven content—not volume

® Audience insights feed content
creation, which feeds performance data
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* Content creation: short-form video is
the top skill, worth a 20-35% salary premium

* Analytical: data literacy, social SEO,
and Al tool fluency now set candidates apart

* Strategic: judgment on trends,
algorithm shifts, and what to stop doing

* Interpersonal: community empathy,
brand voice, and cross-team communication

¢ Video production, paid social,
and social search pay the most




' Platforms, Formats,
and Content Types

SHORT-FORM VISUAL
VIDEO PROFESSIONAL DISCOVERY COMMUNITY m

Quick, vertical, Credible, insightful, Inspiring, aesthetic, Relatable, interactive, Direct, personal,
attention-grabbing career-focused idea-driven belonging-focused conversation-led
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Five platform categories: short-form video, professional, visual discovery, community, messaging
Formats serve different goals: Reels for reach, carousels for saves and shares

Instagram: 3-5 Reels weekly; TikTok: 4-7 videos weekly

LinkedIn: 3-5 posts weekly; YouTube: 1-2 videos weekly; Pinterest: 5-15 pins weekly

Native, creator-style content wins as social search behavior grows
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'Metrics, Tools, and Data-Driven Decisions

e Operational metrics:
impressions, reach,
engagement

OPERATIONAL SIGNALS

@ ® @ |

Impressions Reach Engagement

e Business metrics: traffic,
leads, conversions,
retention

® Six KPI categories:
awareness, engagement,
conversion, ROI, care,
content

 BUSINESSOUTCOMES
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Traffic Leads Conversions Retention ® Tool stack: scheduling,

listening, design,
analytics, reporting

® Data guides content
choices, posting
frequency, platform

investment




- Common roles: coordinator — specialist - manager — head of social

- Related paths: community manager, content strategist, paid social specialist

- Entry routes: internships, freelance gigs, personal projects, portfolio, lateral moves

- Typical 2026 US ranges: entry ~$45k—$55k, mid ~$60k-$82k, senior $90k+

‘ - Agency: faster progression and broader exposure; in-house: better pay and balance



The Manager’'s View:
Hiring and Evaluation

EVALUATE FOR IMPACT

- Managers hire for judgment,
brand voice, speed, and

measurement literacy—not
follower counts.

° - Evaluation favors paid test
tasks, live analytics

conversations, and verified
portfolios.

0 - Hiring paths: generalist,
platform specialist, or
creator-style marketer—
match to the scope.

| RED FLAGS TO WATCH

- Red flags: guaranteed
virality, vanity-metric
obsession, identical
cross-posting, vague
strategy talk.




Building Your Portfolio
ﬂd Readiness Checklist

O - Readiness check: create native content,
read analytics, write in brand voice,
handle community

Build 3-5 detailed case studies with
real metrics and visual examples

Show context, strategy, execution,
results, and key learnings

9-grid rebrand, 30-day calendar,
crisis response 30-DAY PLAN

Keep portfolio current; review
monthly when job searching

30-day plan: one creative skill,

One creative One analytical
one analytical skill, one project

skill skill
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0 - Permissionless projects: social audit,
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One project




Common Misconceptions
About the Role

STRATEGIC
THINKING

= Myth: the job is just posting,
chasing trends, moderating
comments

BUSINESS

- Reality: it requires strategy, AWARENESS

business awareness,
creative execution, and
measurement

/ CREATIVE

EXECUTION

- Being great at personal
social media # running a
brand account

- Audience size is not proof
of business impact

@ - Relevance and conversion
matter more than follower
counts
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One Actionable Definition of the Role

A social media marketer is a
distribution strategist, content
director, community steward,
and analyst

Value comes from linking content
decisions to awareness, leads,
retention, and revenue

Interview-ready summary:
"I turn audience attention into
measurable business results”

The role is evolving toward
social intelligence and
cross-functional leadership

Strategy, storytelling, analytics,
and community building
rolled into one profession




Next Steps and

Learning Resources

___

Q = \ < CREATE IMPACT
> 3 Deliver value and
g open new doors.
?f;\.

BUILD PORTFOLIO -
Showcase your work -
and impact.

BUILD SKILLS

Practice, learn,
and refine. CONNECT &
NETWORK
Engage, share,
and grow.

START HERE

Choose a skill
and take action.

Start a portfolio: 3-5 case studies
with metrics and before/after data

Build free-tool practice: CapCut,
Canva, native analytics dashboards

Earn certifications: HubSpot Social
Media, Google Al, analytics courses

Practice Al prompting for captions,
hooks, and comment templates

Network: engage Heads of Social
on LinkedIn, join creator communities

This week: pick one skill and one
portfolio project, then start
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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/19f03f03/public


https://personwise.ai/t/19f03f03/public?entry_surface=public_courseware_pdf

