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10 Step Social Media
Marketing Plan

Step 3
Step 4
Step 5

‘Define youn objectives
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10 Step Social Media
Marketing Plan

VACUUM k

SINTERING

SINTEHING
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Choose youn plotjoums

WHAI ARE THE MOST EFFECTIVE SOCIAL
CHANNELS FOR YOUR BRAND? (CHOOSETOP 3)

10 Step Social Media
Marketing Plan

LinkedIn

Facebook

Twitter
Instagram

YouTube

Pinterest

3%
6% Other

L I L
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Chief Marketer 2019 B2B Marketing Outlook Report
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10 Step Social Media
Marketing Plan

Business
training &
support for

small

businesses

Every Wed nesday
9am - 12pm
SiGNAL. Bordon

N
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‘Boost youn, followers and engogement

10 Step Social Media Don’t just POST!
Marketing Plan

Like

Share
Retweet
Comment
Recommend
Ask questions
Congratulate
Use Hashtags
Compliment
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10 Step Social Media
Marketing Plan

FRANCE 2915
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Cuente 0. Sociol Medio. Contert
Calendon
10 Step Social Media

SRR ok Joly &

Happy July ! world UFO Hump Day Plastic free
Giphy day #ufoday -image/video July-blog
Daysoftheyear.com
Giphy.com
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Find youn Hﬂsldngs

10 Step Social Media
Marketing Plan

Hashtagify
Keyhole
-lverr

#hampshirehour
y #surreychat
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Cwnate! Find,things youn customers will enjoy
10 Step Social Media Whe is pubﬁslﬁug intenesting contewt in youn spoce?

Marketing Plan

Feedly

Buffer

Twitter

Other people’s blogs
Local news
Community news
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Scheduling contont 2

10 Step Social Media
Marketing Plan

\ Hootsuite-

Buffer app
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10 Step Social Media
Marketing Plan

Top Tip

Social Media Scheduler
Buffer will curate content
based on your audiences’
interests and pull through
posts from your favourite
online feeds and blogs
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Jest , Tnack, Tweak

10 Step Social Media
Marketing Plan

GOOSIC Analytics -
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Jest . Tnack, Tweok

G most effectiveness b2b social me X I G GAgetfor PC- Google Search X ™ GAget - Google Analytics data = X +

- X
. . & - C @& https//gagetapp.com g Paused @ = :

10 Ste p S OC I a | M ed Ia 355 Apps Platform & Admin console Platform Welcome to Platform

2 i _an -
Marketing Plan
Google Analytics data simplified
GAget gives you a quick glance at your metrics &
notifies you of the changes that are important to you.

€@ insta hashtags.webp N Show all X
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Jest , Tnack, Tweak

W Login on Twitter x | [ (2) Loma Smith Cert CIl | Links % | ActiveCampaign - Contact Vie: X | ActiveCampaign - Contact Vie. X 3] Analytics x  + - X

&« > C 8 https://analytics.google.com/analytics/web/?pli=1&authuser=1#/report/acquisition-channels/a129728509w188997665p 185415578/ _u.date00=201905018 u.date01=20... ¥¢ Paused % H

10 Step SOCIal M ed Ia B Apps Platform G Admin console Platform Welcome to Platform

Introducing Google signals BETA

M a rketl ng P | a n Unlock new cross-device capabil esandmom.m
All accounts > Signalberdon ‘
- . -y L -m M
.ll Analytlcs All Web Site Data ~ Q Try searching “Worst pages by load speed A am e H %
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Strategic posting — post with the result you want in mind

- ‘_/- A\ : SINTERING -:lr ;

b8 \4 | S
Always remember

your Call to Action

10 Step Social Media
Marketing Plan

Step 3
Step 4
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Key Content

Social Video Success

Module Lead-Magnets-02-07-19



1. Video Boosts Sales

Unbounce found adding a product video on a

Key CO nte nt landing page increased conversions by 80%.

Social Video Success

74% of users who watched a product
explainer-video subsequently bought it.

Adding video to your content strategy WILL
show a great ROI.

o
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2.Video Shows Great ROI

Video production costs more than other forms of

Key Content [t

SocialVideo Success 83% of businesses say video provides good return on
investment.

Video technology and video editing tools are
constantly improving and becoming more affordable
and easier to use so the DIY approach is achievable for
people on modest budgets.

Smartphones can make pretty decent videos already
and some even include editing capability.

o
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2.Video Shows Great ROI

Videos don’t have to be perfect. It's the content that

Key CO nte nt matters!

SocialVideo Success Research showed users are mostly put off by videos
that don't explain the product or service clearly.

Low quality and poor design didn’t matter nearly as
much as how useful the content was.

Make sure the audio quality is good. People will watch
poor video quality with bad editing but won't watch
something which has bad audio quality.

o
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2.Video Shows Great ROI

For brands, video content is preferred

Ke y C O n t e n t What kind of content do you want to see from a brand or business you support?

Social Video Success

54%

Videos Emails / Socialimages  Social videos Blog articles Content in
newsletters PDF form to
download

and read later

Base: 3,010 consumers in the US, Germany, Colombia, and Mexico

Sost
Source: HubSpot Content Trends Survey, Q3 2017 -

o
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3. Video Builds Trust

Building trust in your business or brand builds sales.

Key Content

Social Video Success

Content marketing is ALL about trust and creating
long-term relationships.

Providing prospects with interesting and useful
content builds trust.

Promotional videos build trust, 57% of consumers say
that videos gave them more confidence to purchase
online.

o
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4. Google Loves Videos

Since Google acquired YouTube video has become
more important to get good rankings.

Key Content

Social Video Success Videos allow you to increase the time spent by visitors

on your site. Longer exposure builds trust and signals
search engines that your site has good content.

Forrester Consulting did some in-depth research;
You're 53x more likely show up on page 1 of Google
if you have a video embedded on your website.

o
Module Lead-Magnets-02-07-19 bo)rglg&:
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4. Google Loves Videos

Key Content

Social Video Success

The presence of a video on the landing
page leadsto
more time spent on page

S.E.O. Signal to Google is time on page, increasing it
is a sign that your content is relevant for search intent.

® .
. the
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5. Video Appeals to Mobile Users

90% of consumers watch videos on their mobile.

Key CO nte nt YouTube reports mobile video consumption rises

Social Video Success 100% every year.

Google tells us that smartphone users are twice as
likely than TV viewers and 1.4 times more likely as
desktop viewers to feel a sense of personal connection
to brands that show video content or ads on their

devices.

.\)ﬁe
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4. Google Loves Videos

Global mobile video traffic from 2016 to 2021 (in terabytes per
month)
50,000,000

Key Content

Social Video Success

c
& 20,000,000
o

17,564,661

11,415,329

10,000,000
7,225,123

4,375,000

2016 2017* 2018* 2019* 2020 2021%*

Give viewers a personal experience on their smart
phones. Give them a better choice in the video content
1@ .
@
.E. More content, more frequently @

bordon)®
D
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Key Content

Social Video Success

Module Lead-Magnets-02-07-19

6. Twelve Ways to Use Video

1. DemoVideos
Demo videos showcase how your product works.

2. Brand Videos

Builds awareness, intrigues & attracts your audience.

3. EventVideos
Produce a highlight reel, showcase interesting
interviews and share useful presentations & talks.

4. Expert Interviews
Find influencers, interview them & share with your
audience.

ot
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6. Twelve Ways to Use Video

5. Educational or How-To Videos
Videos for sales & service teams to show customers.

Key Content

Social Video Success

6. Explainer Videos
Helps your audience understand why they need your
product or service.

7. Animated Videos
Useful to share hard-to-grasp concepts or abstract
services or products.

8. Case Study and Customer Testimonial Videos
Case study videos featuring satisfied customers help
builds trust in your business. o:j-

the
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6. Twelve Ways to Use Video

9. LiveVideos
Live-stream encourage viewers to engage with you.

Key CO nte nt Viewers spend 8X longer watching live video than

Social Video Success

video-on-demand.

10. 360° & Virtual Reality Videos
A spherical video gives your viewers an immersive
experience of a location or event.

11. Augmented Reality (AR) Videos
AR allows your customers to see the world post sale or
experience how your products look in their space.\

12. Personalized Messages
Video to share your personalized recommendations .

. : (P
Module Lead-Magnets-02-07-19 for the customer helping to engage and build trust. b@'




6. Twelve Ways to Use Video

68%

Key Content 0o
Social Video Success would prefer watching an 6
EXPLAINER

ﬂ to solve any product
related problem.

Wyzowl

AdéljeﬁSmdios Copyright ® 2017 | All Rights Reserved adeliestudios.com

Share your expertise using video and benefit from

. 1@ .
better engagement online. &@.
hub ®

® o
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7. Ten Steps to Perfect Video

Plan your video

Script your ideas

Key Content

Social Video Success

Assemble your kit
Set up your studio
Prepare the "talent"
Shoot for the edit
Organize footage
Edit video

Choose music

© O N oYV F W N oH

10. Record voiceover

o
Module Lead-Magnets-02-07-19 b°®'
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8. Tell a Story

1. Why Should | Watch?

KEY CO nte nt Make the video relevant to your ideal customer.

_ _ 2. Why Should | Continue to Watch?
Social Video Success Within the first ten seconds engage the viewer with an

Intriguing proposition.

3. Remind People Why They Are Watching
Give viewers a reminder of why they are watching.

4. Use a Clear Call to Action
Tell the viewer what to do next...

5. DON'T BE BORING...
STAY WATCHING FOR MORE ABOUT THIS TOPIC! b’:ﬂ_}
ordl%
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9. Show Your Personality
aka... Don’t Be Boring

Key Content

Social Video Success

.\)ﬁe
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9. Show Your Personality
aka... Don’t Be Boring

Make your videos interesting, don't just show a video

Key CO nte nt of your products, show a video of your products...
Social Video Success Y /- |

- ~ N

Being Dismantled o %
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Key Content

Social Video Success

Module Lead-Magnets-02-07-19

9. Show Your Personality
aka... Don’t Be Boring

Make your videos interesting, don't just show a video
of your products, show a video of your products...

g"“l' " .

| B W
N . 4 2 \ \
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Key Content

SocialVideo Success
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9. Show Your Personality
aka... Don’t Be Boring

Make your videos interesting, don't just show a video
of your products, show a video of your products...
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9. Show Your Personality
aka... Don’t Be Boring

Make your videos interesting, don't just show a video

Key CO nte nt of your products, show a video of your products...

SocialVideo Success

Used to Destruction o X
Module Lead-Magnets-02-07-19 bordon



9. Show Your Personality
aka... Don’t Be Boring

Key Content

Social Video Success

If you have a service then why not show customers
how quickly or efficiently you can do possibly whilst

. oL
Module Lead-Magnets-02-07-19 dressed as a giant cartoon character? bo@O
® o




Key Content

Social Video Success

Module Lead-Magnets-02-07-19

9. Show Your Personality
aka... Don’t Be Boring

Who wants to watch a boring video?

It goes without saying, if you want your business’s
videos to be viewed, shared and go viral then you
need them to be:

* Interesting
* Fun
* Engaging.

ot
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10. Brand Your Video

* Not all videos need titles, credits and end cards

Key CO ntent (although they can be useful)

SIVid but
Social Video Success * Remember to mention your website address or

share your website address as an onscreen
caption or watermark at the very least.

* You do not want a website to go viral that then
has nothing about your business or how to get in
touch with you, what a waste!

.\)he
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10. Brand Your Video

Also, remember, 85 percent of Facebook video is

Key CO nte nt watched without sound so whatever you say think

Social Video Success

about sharing your wisdom as subtitles!

o
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11. Proof it Works
Recent Hub Video Marketing

Event Reach

Key C O nte nt HR & GDPR - Rebecca Labram 2248

Social Video Success

Secure Data - Ben Fielding 3247
Ts & Cs - RHW Solicitors 4985
Blogging - Jane Woodyer 3898
Power of PR - Kat Suppiah 3980
Photos with Matthew Burch 3056
Local Paper - Colin Channon 2535
Building a Brand - Rob Fryer 4273

Excel Talk - Suzanne Driver 5036

Pricing Talk-Vanessa Lanham Day 5496

o 1%
Module Lead-Magnets-02-07-19 Know Your Numbers - Andy Tree 9216 bo@'
® o




Questions?

Please ask!

Key Content

Social Video Success

Module Lead-Magnets-02-07-19



