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Remember to think BIG. Think long-term. At every point in a campaign, everything 
must look both back to its foundation (brand positioning) but also forward in order to 
evolve within the consistency of a brand. 

Social media is too important to overlook in any marketing strategy, especially for an 
ongoing brand presence and to have constant knowledge of its reputation within  
specific “communities”. 

Follow the steps on the Social Media Plan form. They are introduced and described 
below, but the form has specific directions. Answer all questions regarding research and 
record all images of profiles and posts online. Keep all of these to hand in for credit, as 
well as including all of the process within the brand book.

AUDIT:
Research what is already out there in social media with your brand name (could be your 
actual name). If somebody is using a name that is similar, please see Prof. Nikki. 

SOCIAL MEDIA PLATFORMS:
REQUIRED: Twitter, LinkedIn, Instagram

OPTIONAL: Facebook, Pinterest; blogging (Blogger,Tumblr) site if 
you’re a strong writer.
OTHERS: Talk to Prof. Nikki with ideas. (Note: Snapchat is not allowed 
unless you have a really impressive argument.)
You will create a new profile on each of these that has nothing to do with 
previously existing personal sites. If you already are conducting business 
on these sites, please speak with Prof. Nikki. 
 
The goal for you in this case is to create awareness of you/your work/your 
brand. This means becoming a source of information and conversation 
that will build and/or complement an existing community. Think 
SOURCE instead trying to get things from others. Also forget about 
random personal comments that have little to do with your professional 
life. You want people to follow you. From this, you also hope to find 
work, whether that be freelance gigs or job openings at shops, etc. 

Follow steps, including mission statements for each. Understand what 
the medium is for and how others similar to you are using it. Then decide 
what you want to do with it to market yourself. 
(Image from http://i1.wp.com/www.jeffhester.net/wp-content/uploads/2013/03/social-media-
explained.png?resize=474%2C685)

PROFILE(S) and VOICE:
See steps. Be sure your profiles are consistent in their visuals and bios. See guidelines 
for writing bios. Remember that though it’s your achievements, the point is what you can 
do for “them” (readers). Be sure your tone is consistent with your initial brand strategy. 
Remember that you are “yourself” - you as your professional, career self. Be the adult 
version of you. Be the employed version of you. But also be the human, approachable, 
colorful version of you. 
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Also cross-reference platforms. At a minimum, place a link to your website. Once all of 
your social media is set up, create links on as much as you can. At its conclusion, everything 
should connect to everything else and then continue to grow and stay alive. Be sure you 
finish this step before you go on to the next.

SOCIAL MEDIA CONTENT CALENDAR:
See steps provided and do them in order.
• First consider only content and setting up a framework within which to work:  

Daily, Weekly, Monthly.
• Then consider how a week would look for content and how this relates to the social 

media platform you would use to post this. Think general topics (see examples).
• For extra credit, bring this week out to a month view. Most of it will be repeated with a 

few special monthly only posts.
• Finally, put this into action with Hootsuite’s Free dashboard to help you schedule your 

posts for (at least) one week in the three required social media platforms. 

Extra Credit: INTERACTION PLAN
Though you are being yourself instead of a sterile corporate “thing”, you must still be 
professional. Therefore, have a plan of action when people engage with your posts. 
Create an Interaction Plan imitating something similar to the Crisis Response Flowchart.

More Extra Credit: 
There is extra credit available for Creating Content (see Form). Also consider the following to 
grow your presence: Identity Influencer Networks, Brand Outposts, Reputation Management, 
Conversation and Engagement Activity, Social Media Community.

Self-Promo sketches due Wed Nov 4th
Job Hunt Journal PDF due Fri Nov 6th
Self-Promo dummy (prototype) first round due Fri Nov 13th
Working file of website due Mon Nov 16th (also begin Brand Book)
Fall Break Nov 21st through 29th
Website live due Mon Nov 30th
Final Self-Promo prototype and Brand Book due Wed Dec 2nd
Branded 2015 Fri Dec 4th

Information from your audit. Type a small paragraph explaining your research results. Check 
your spelling and grammar before you hand it in to me or I will give you an F. 
Typed page DUE MON Nov 9th, 8:10am

Typed sheet of the information for each of the 3 (minimum) social media platforms. 
Screen shots of completed profiles. 
Typed page with images DUE Wed Nov 18th
Typed information for Step 1 of Social Media Content Calendar (content for Daily, Weekly, 
Monthly). Design it so you have less to do for your Brand Book!
Printed page DUE Wed Nov 18th 

Steps 2 and 3 of Social Media Content Calendar in a week calendar format. 
Printed page and Screen Shot PNG to post on FB page DUE Fri Nov 20th

Begin next step now or over break!  You must have a FULL WEEK OF POSTING  
by the time this is due on Wed Dec 2nd!
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Step 4 of Social Media Content Calendar. 
Printed Screen Shot PNG of dashboard. Show Prof. Nikki (can be in process so that full week 
is done for Brand Book). DUE Mon Nov 30th

Any extra credit.. 
Show to me some time before you put it in your Brand Book. Print it out so that I can make 
comments and return to you.

All of this will be due in your Brand Book on Wed. Dec 2nd!!!!

You will be graded on the following: 
• Directions were followed accurately with absolutely no errors. 
 > This includes all required steps of the process.
 > ALL deadlines met.
• Verbal and/or visual communication skills displayed in order to persuade in an intelligent and  
   compelling manner in bio and posts.
• No misspellings or grammatical errors.
• Materials support brand positioning statement.
• Social Media Calendar has AT LEAST the minimum number of posts.
• Ambition - How much did you challenge yourself? Did you plan your time well? 
• Cleanliness and Presentation.
• Extra credit for any of the following:
 > More than the 3 required social media platforms carried at least all the way through  
      until the free dashboard (only allows 3).
 > Monthly Social Media Content Calendar
 > Interaction Plan completed.
 > Creating Content (YouTube channel, blogging platform, etc.)
 > Any further research completed.
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1SOCIAL MEDIA PLAN
Name (or Company Name, then Name)
The following will need to be part of your final Brand Book. Keep this in mind.

AUDIT:
Other social media profiles share name?
What is the name? What is the type of social media?

Influencer Networks?
Brand Outposts? 
Social Media Community?

Any other relevant information?

SOCIAL MEDIA MISSION STATEMENT:
Example (you may reword this or use something similar):
“I (or “We”, then continue with plural throughout statement) use social networks to connect with like-minded professionals, inform 
and inspire my community of leaders, build my personal brand and grow my business. Through social media, I will find like minded 
designers who see value in our services, promote me to others, and join with me in using social media to spread good news. To 
accomplish this, I showcase my personal brand online by being authentic and true to my personality, interests and values.” 
(paraphrased from http://www.american-pixel.com/blog/2012/12/04/mission-possible-what-is-a-social-media-mission-statement/)

SOCIAL MEDIA PLATFORMS; PROFILE(S) AND VOICE:
• Note: Avoid making your birthday public on any social media platform.  
• For help in writing a bio, see Huffington Post link on our FB page or research on your own. 

Remember to be consistent!
• For each Mission Statement, think “I (or “we”) will use [social network] for [purpose of this social network] in order to help 

[business goal].” (see for more information: http://blog.hootsuite.com/the-purpose-of-each-social-media-profile/)

Twitter:
Handle (Username): @  can be your company name or your real name with company elsewhere)
Profile Image: (show, could be logo or picture of you)
Location: 
Bio:
Other information listed:
Mission Statement:

Twitter sample mission statement: “We will use Twitter for customer service in order to increase customer  
happiness and promote customer loyalty.”

Tone/Voice:

LinkedIn:
Profile Name:(use your real name)
Company: 
Profile Image: (show, I suggest your actual picture)
Address: City and State only (or find another solution)
Current (employer, clients, job, etc.): 
Previous (employer, clients, job, etc.):
Education:
Skills:
Other information listed:
Mission Statement:

LinkedIn sample mission statement: “We will use LinkedIn for building our company’s professional network to help establish 
our brand as experts in the field.

Tone/Voice:



2Instagram:
Profile Name:
Profile Image: (show, could be logo or picture of you)
Bio:
Other information listed:
Mission Statement:

Instagram sample mission statement: “We will use Instagram for promoting and sharing our company culture to help with 
recruitment and employee happiness.”

Tone/Voice:

Fill out similar for optional Facebook, Pinterest, or any other social media platform you’ve had approved.
Facebook sample mission statement:  
“We will use Facebook for advertising to target a specific audience in order to help increase sales.”
Pinterest sample mission statement:  
“We will use Pinterest for sharing high-quality images to help promote our products and increase sales.”

SOCIAL MEDIA CONTENT CALENDAR
First set up your content. Use Content Calendar template shown below or create something similar. 
(image from http://blog.socialsourcecommons.org/)

STEP 1: Diagram general plans for Daily, Weekly, Monthly. 
(The following example is not necessarily one that is fitting for a designer.)  

Content:
5 basic categories of updates:
• Links
• Images
• Quotes
• Updates
• Reshares
Content ideas; Also see Extra Credit Creating Content:
• Share any of your new work!
• Reshare fellow designers’ new work, creating a community. (Always give credit where it’s due)
• Post a link to your latest blog post with an image and teaser sentences.
• Ask a question about the industry. (Be clear in your question - don’t leave open-ended.)
• Post pictures of events, behind the scenes, work. (or cross-promote your Instagram feed)
• Customer tutorials.
• How to’s.
• Links to blogs you’ve written (if you are a talented writer and make it habit to check your spelling and grammar).
• Other tips and news. 
• Have something that happens weekly on a certain day (equivalent to Throwback Thursday, etc.)
• Promote a local event in which you are participating (helps that it’s relative to the industry). Be careful of posts that have to do 

with religion or political views UNLESS you feel strongly about them to the point your job depends on it.
• Cover such an event.
• Give your opinion about something in the industry, news, etc.
• Look at blogs in the industry and share an article or idea.



3• Run a poll.
• Announce an upcoming promotion, contest, giveaway.
• Post company news.
• Fun and entertaining posts to make someone laugh.
• Infographic
• Share a quote.

STEP 2 & 3: Then do a more exact weekly calendar of how content could be shared. Use the contents, observing how you can set up 
a system of repeating subject posts. Now assign a platform and time(s) for the posts. Use icons to signify platform.
“This should include all of the social media messaging you’ll be using to promote your content, organized by date and time. Though 
social media engagement can’t be preplanned, social media promotion can be, which is where this calendar comes in handy. The 
calendar may also help shape your editorial strategy, by showing you where there are holes and what themes you might be missing.
This calendar will solve some of the biggest issues faced by social media users. These include continuing to post badly-performing 
content, ignoring certain accounts and overwhelming others, and missing important dates or events.” - Hootsuite 

Optimal posting times (research others; all of the following are EST - Eastern Standard Time) and amount:
• Twitter: 1-3pm weekdays; 5-6 times/day   

MINIMUM: 5 times/day, every weekday
• LinkedIn: 7-8:30am and 5-6pm Tuesday, Wednesday, and Thursday; check daily and suggested post (1/day is ok) 

MINIMUM: 1/day TWR
• Instagram: 5-6pm weekdays , Mondays also 8pm with a sweet spot at 6pm; 3/day  

MINIMUM: 2/day, every weekday
• Facebook: 1-4pm and 2-5pm weekdays; 1-2/day
• Pinterest: 2-4pm and 8-11pm weekdays with weekends being the best; 3/day 

Information above compiled from multiple sources, one of which is https://blog.bufferapp.com/social-media-marketing-plan.
 
Don’t forget to set aside time to reply to posts!
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NOTE 1: Icons are available online to insert as an image. The example shown uses a font on DaFont.com. There is one called 
Social Shapes and another Social Logos. 

NOTE 2: Many experts say only a novice posts the same thing on different social media platforms, as there are often similar 
followers. Don’t take that too literally. Just don’t continuously post the same thing on all of them over and over again. But DO 
cross-promote where possible. There is a difference between posting the same image/article link/etc. and using one to reference 
the other. For example, I will tweet an Instagram post with a further quick comment and link back to the feed.

NOTE 3: Remember that what you post on social media is technically of public record, as shown in legal precedent. 

NOTE 4: Bringing this out to a month is easy from the solid weekly plan, as the routine is most likely repeated. This is not 
boring. Consistency in timing and frequency will attract followers. When creating a monthly plan, one would also include the 
monthly or bimonthly content you thought of earlier. 

STEP 4: Now do it for at least one week straight. Use Hoosuite’s FREE dashboard. With this dependable dashboard, you may set 
up 3 social media platforms for free. https://hootsuite.com/plans/free  Remember you can SCHEDULE  the majority of your posts! 
And you can post to all three platforms from one space. 

You may achieve this same objective other ways including using a social media platform’s internal systems (sometimes referred to 
colloquially as “API”, though that’s not technically what API is). Note: TweetDeck is still ok, but not nearly as reliable (according to 
avid users) as it was before Twitter bought them. If you would like to do this instead of using Hootsuite, please speak with  
Prof. Nikki.
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Extra Credit: Create a MONTHLY Social Media Calendar similar to your weekly. Does not need to be applied yet.

Extra Credit: INTERACTION PLAN
“Social media requires engagement, too. When people talk to you, talk back. Set aside time during your day to follow up with 
conversations that are happening on social media. These are conversations with potential customers, references, friends, and 
colleagues. They’re too important to ignore.” - Ibid. 

Create an Interaction Plan diagram so that you have a framework of reference in which to work while you get used to using social 
media in this way. Remember that one bad response can hurt you terribly. Not responding at all and leaving your site blank can also 
kill you. The proactive chart displays understanding of social media and its business uses/consequences. This is very valuable for 
your brand book. 

Extra Credit: CREATING CONTENT
You can also go through the same process (consistent visuals, bio, name, etc. in profiles) for YouTube, Blogger (or Tumblr, 
WordPress, etc.), or any other type of site.

https://inbuzztech.files.wordpress.com/2015/04/social-media-crisis-plan-diversified-stamp.png



6Extra Credit: Research any of the following and write information to use in the future. This is also very valuable for your  
brand book.
 
Influencer Networks?
Brand Outposts? 
Reputation Management? 
Conversation and Engagement Activity? 
Social Media Community?

https://c1.staticflickr.com/3/2508/3820524986_97f630d05f_o.png


