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Social Media Strategy & Implementation Worksheet
Organisation: ______________________    Date: ______________________
1. Strategic Objectives
What are your organisation’s communications priorities for the next 12 months?
	Objective
	How Social Media Can Support This

	
	

	
	

	
	


2. Target Audience Segmentation
Identify and describe your key audience groups.
	Audience Segment
	Needs / Interests
	Preferred Channels
	Priority Level (High/Med/Low)

	
	
	
	

	
	
	
	

	
	
	
	


3. Channel Strategy
Decide which channels you will use and how they serve your strategy.
	Channel
	Purpose / Role
	Primary Audience
	Content Type
	Frequency

	Facebook
	
	
	
	

	Instagram
	
	
	
	

	LinkedIn
	
	
	
	

	X
	
	
	
	

	TikTok
	
	
	
	

	YouTube
	
	
	
	

	Bluesky
	
	
	
	






1. Leverage platform-specific trends.
· Use Stories to keep followers engaged.
· Use Reels to reach new followers.
· Carousels can increase engagement.
· Go live for important announcements.
· Use WhatsApp and Messenger for customer service.
· Post video content across Shorts, LinkedIn, X, Facebook, Instagram, and TikTok for an omnipresence.
2. Weekly Social Media Posting Schedule
· Monday: Post an informative carousel or infographic on a trending industry topic.
· Tuesday: Publish a short-form video (Reel or TikTok) with an engaging hook and a clear CTA.
· Wednesday: Share a long-form post (LinkedIn article, blog, or educational video) to establish authority.
· Thursday: Go live or share a story focusing on behind-the-scenes content or real-time updates.
· Friday: Post user-generated content or a testimonial to build trust.
· Saturday: Engage followers with a casual, interactive post (polls, questions, or fun facts).
· Sunday: Share a weekly recap or thought-provoking quote to drive engagement and reflection.
Posting Frequency per Network:
· Instagram: 5 posts per week (including 2 Reels, 1 Carousel, and 2 Stories).
· Facebook: 4 posts per week (1 Story, 2 feed posts, and 1 live session).
· LinkedIn: 3 posts per week (1 article, 1 carousel, and 1 short video).
· X: 5 posts per week (including daily updates, retweets, and engagement with followers).
· TikTok: 2 posts per week (focused on short, engaging videos).
· YouTube (if applicable): 1 long-form video per week, repurposed into short clips for Shorts.
· Bluesky: 5 posts per week (including daily updates, retweets, and engagement with followers).

4. Content Pillars & Themes
Define the 3–5 core themes your content will revolve around.
	Pillar Name
	Description / Example Content

	
	

	
	

	
	

	
	

	
	


5. 12-Month Goals & KPIs
List SMART goals with clear metrics and timeframes.
	Goal Description
	KPI / Metric
	Platform(s)
	Deadline

	
	
	
	

	
	
	
	

	
	
	
	


6. Video Marketing Strategy
Adopt these practices in your 2025 strategy:
3. Lean into short-form portrait video.
· Video is the preferred content type for social media users.
· Videos achieve higher reach.
· Social networks are adjusting metrics to prioritise views.
· Video raises awareness, encourages engagement, and leads to conversions.
· Apps and tools make video creation faster (e.g., Canva Pro, Instagram Reels Video Camera, Opus Clips).
4. Get your team in front of the screen.
· Use yourself as a social reporter to tell the story, incorporating voice-over.
· Involve subject matter experts who hold relevant knowledge.
· Utilise user-generated content (e.g., from a panel of followers, stakeholders, service users, or customers).
· Curate content by engaging with trending topics.
5. Produce long-form content once and repurpose it into multiple short-form pieces.
· Use Streamyard for long-form video interviews.
· Repurpose with Opus Clips.
· Use ChatGPT to transcribe content into articles, website copy, email copy, and social media posts.
6. Identify content pillars.
· List 12 main topics.
· Create 3 sub-topics for each main topic.
· You now have a quarterly content calendar with 36 videos (3 videos per week).
· Repurpose these short videos into carousels using your Canva templates.
7. Build emotion and personal appeal.
· Use the viral video method to create short-form videos: Hook, Action, Pairing Your Message, Value, Call to Action (CTA).
· HOOK: Ever wondered what happens to your food waste?
· ACTION: Show someone at an anaerobic digester, demonstrating the process.
· PAIRING YOUR MESSAGE: Address common resistance to food recycling, such as misconceptions that it all goes to landfill and hygiene concerns.
· VALUE: For example, 6 tea bags create enough energy to boil a kettle again, 8 banana skins can power a laptop for 2 hours, and a full food waste caddy can charge your TV for four hours.
· CTA: Can we count on you to start recycling your food waste and help us harness that valuable energy?
8. Measure What Matters.
· Export monthly reports from your social media management tool.
· Upload them to ChatGPT for analysis to understand what’s working and identify new strategies to employ.
9. Test and Learn.
· Continue to improve your skills.
· Build your confidence.
· Strive to be a super social media marketer by implementing what works!

7. Analytics & Reporting Plan
	What You’ll Track
	Tool Used
	Review Frequency
	Who’s Responsible

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


8. Governance & Risk Preparedness
Roles & Responsibilities:
Social media lead: __________________________
Content creators: __________________________
Approvals: _________________________________
Do you have the following in place?
✅ Crisis Comms Plan
✅ Content Sign-Off Process
✅ Accessibility Checklist
✅ Escalation Procedure
✅ Misinformation Reporting Guide
9. Quarterly Optimisation Plan
	Quarter
	Key Insight
	Action to Take

	Q1
	
	

	Q2
	
	

	Q3
	
	

	Q4
	
	


10. Final Notes & Follow-Ups
- What quick wins can you implement next week?
- Who do you need buy-in from internally?
- What additional support or training is needed?
Any questions?
Email Joanne  joanne@digitaltraining.ie 
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