
2020 VISION:
BEST PRACTICES IN 

SOCIAL MEDIA STRATEGY
Megan Garafola

@megangarafola



• WHO AM I

A LITTLE ABOUT ME…
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TODAY’S AGENDA

1| What does ”good social” look like?

2| How to build a strong social media strategy

3| Trends & Thoughtstarters

4| Social & Crisis
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WHAT IS GOOD SOCIAL?
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VALUE
PERIOD.
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IT’S NOT ABOUT YOU.
PSST…
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IT’S ABOUT WHAT
________________

YOUR AUDIENCE.

ENTERTAINS
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IT’S ABOUT WHAT
________________

your audience.

TEACHES

@MEGANGARAFOLA // 8



IT’S ABOUT WHAT
________________

your audience.

INFORMS
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IT’S ABOUT WHAT
________________

your audience.

HELPS

@MEGANGARAFOLA // 10



@MEGANGARAFOLA // 11



Thoughtstarter: who are your social media idols?

• On your own personal time, whose social 
content do you enjoy?

• What makes the content interesting?
• Is the content highly-relevant to your interests?

• How is the content adding value to your life?

• How often are you hearing from them? When?

• How is the content presented visually?

• What voice or tone does the content use?

How could you apply that thinking to 
your own social media strategy?

FOR CONSIDERATION:
Your brand’s social media idol 

might not be in your own industry –

in fact, they might not be another 

brand at all.

Brands can learn the most by 

modeling its social after anyone 

who does it well, including people, 

celebrities, and influencers. After 

all, our newsfeeds doesn’t 

separate brand and personal 

content.



BUILDING A STRONG
SOCIAL MEDIA STRATEGY
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SCIENCE ART

A GOOD STRATEGY USES BOTH:
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RESEARCH
ANALYSIS

Performance tracking

DATA & ANALYTICS

Operations & budget

AUDIENCE SEGMENTATION

DESIGN

COPYWRITING

VOICE & TONE

ILLUSTRATION

VIDEO STOP MOTION

COLOR PALETTE

PHOTOGRAPHY
TYPOGRAPHY

GIFS

HASHTAGS

OPTIMIZATION

MEMES
STORYTELLING

TARGETING

MEASUREMENT

RETURN ON INVESTMENT

WHAT
WHEN
WHERE
WHY

HOW



#GOALS
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LET’S STArT WITH #GOALS

As a general rule, goals should use the SMART framework.

SPECIFIC MEASUREABLE ATTAINABLE RELEVANT TIME-BASED
Be clear. Do you want 

to increase 

engagement? By how 

much? On which 

channels?

PRO TIP: The 

clearer you are, the 

easier you can track 

success.

We love numbers! We 

love metrics! We love 

KPIs! Numbers don’t 

lie, and they also help 

manage expectations.

PRO TIP: “Go viral” is 

never an acceptable 

goal – ever. If it were 

that easy, everyone 

would be doing it.

Goals should always 

require effort and stretch, 

but should never be 

unrealistic. Consider your 

team size and budget 

when setting goals.

PRO TIP: Benchmarking 

across your industry or 

reviewing YoY data can 

help ensure you’re being 

realistic.

Social isn’t “special” – any 

social-specific goal should 

tie back to larger marketing 

objectives.

PRO TIP: Don’t expect a 

miracle from social media. 

Set channel-specific goals 

just like you might for email, 

direct mail, digital, etc.

Deadlines keep everyone 

accountable, help with 

performance tracking and 

budget allocations.

PRO TIP: Most brands set 

goals on a yearly or 

campaign-basis, but setting 

mini-goals throughout the 

duration can help sound the 

alarm early if something has 

gone awry.
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SETTING #GOALS REQUIRE KPIS
KPIs =

Key Performance Indicators
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We want to…

INCREASE BRAND AWARENESS

Consider KPIs like:

- Number of brand mentions

- Post impressions

- Post reach

We want to…

SEE BETTER ENGAGEMENT

Consider KPIs like:

- Post engagement (likes, comments, shares)

- Engagement Rate

- Social sentiment (positive, neutral, negative)

- Share of voice

- Number of UGC posts (user-generated 

content)

We want to…

DRIVE SALES / CONVERSION

Consider KPIs like:

- Clicks / referral traffic

- Click-through-rate

- Cost-per-click (*paid media metric)

- CPM (*paid media metric)

* Examples only, not inclusive of all possible goals or metrics
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defining & understanding
your AUDIENCE



DEFINING YOUR AUDIENCE
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If you get this wrong, you will 
do nothing right.

Start with research, and then drill down:

- Who is my existing audience and who am I trying 
to reach? (they might not be the same!)

- Look at demographics, but psychographics tend 
to be more useful in social.

- Get into their psyche – what motivates them? 
What is their unfulfilled need?

- What are their social media habits? *Note, this 
might change over time due to many factors!



THOUGHTSTARTER: HOW MIGHT WE FLESH OUT THESE 
SEGMENTS?
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GOAL SEEKERS spirituals High fitness active competitiveCONSIDER:

What do they care about? What 

motivates them?

What will help them on their 

journey? What value can you 

offer?

Which social media channels 

might they use most?

Are there any adjacent 

interests or communities they 

also participate in?

This is just a start –

keep going!



REMINDERS:

• Audience segments aren’t equal. Prioritize and lean 
into 1-2 segments that make the most sense for your 
brand. (Consider your goals, competitor strategies, 
and what white space exists in your market)

• Segments are pliable and need-states shift over 
time. Consider the impact of external forces.

• Avoid the tendency of viewing segments as one-
dimensional. 
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CHANNEL STRATEGY



WHAT CHANNELS SHOULD WE BE ON?

Short answer – probably not all of them.

Long answer?

Only channels where your target audience spends 
the most time.

-AND-

Only the channels you have enough time and 
resources to do extremely well.
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Best practices in channel strategy

1. The brands with the strongest channel 
strategies are the same who understand 
their audience’s habits and preferences best. 
Know your people. Know where they 
spend time. Know what they’re looking 
for.

2. All channels are not created equal. Prepare 
to create different content and 
experiences for your customers, tailored by 
platform.

3. Never, ever try pushing customers from 
one platform to another (i.e, Facebook →
Twitter, and so on). Rate of conversion is low 
& and it’s a poor user experience. Serve 
them where they are.
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4.  Think beyond the “expected” platforms. 
Are there industry-specific or geographic-
specific platforms/communities to consider? 
Relevancy always wins-out over big names.

5. Some channels lend themselves better to 
certain goals over others. For example, if you 
care more about driving traffic and sales over 
building community, you might prioritize those 
channels.

6. Don’t set up a channel you can’t properly 
maintain with regular content and community 
moderation.



THOUGHTSTARTER: HYPER-LOCAL COMMUNITIES

One of the biggest areas of growth on organic social media is 
community groups.

What online community groups exist in your area?  
Consider Facebook Groups, Next Door, Yelp, and digital 
forums/message boards.

Would you consider forgoing an owned platform in exchange 
for a super-charged presence as a power-user on one of 
those communities?
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CONTENT STRATEGY
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Any GOOD Content 
strategy is built upon a 
strong brand identity.

SO… FIRST THINGS FIRST: IS YOUR 
ENTIRE TEAM CLEAR ON WHO YOUR 

BRAND IS AND WHAT IT STANDS FOR?



WHAT STORIES SHOULD WE BE TELLING?
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Brand Identity, 

Purpose, and 

Priorities

Cultural 

Zeitgeist

Audience 

Interests & 

Mutual Passions

The ones at the sweet spot of where your brand, your audience, and the world in which you both live intersect.

Things Like…

- Key components your 

brand identity

- What your brand 

believes in (should 

differentiate you from 

competitors)

Things Like…

Things Like…

- What key trends are we 

seeing across the world?

- Trends related to how, when, 

where people exercise?

- Broader social/societal 

movements

- What do we know about our 

audience’s interests?

- On top of running, are there any 

adjacent interests?

- What do they value in the world in 

which they live?



ArTICULATING YOUr BrAND’S STOrY
Content that expresses shared values between the brand and the audience will resonate with the audience – seeing a reflection of

something in themselves makes them think, “this brand gets me.”

High 

brand 

focus

High 

audience interest

Emotional

Rational

Tells the brand story in 

an engaging way

Building community
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ESTABLISHING CONTENT PILLARS
Content pillars sit along the spectrum of rational to emotional content.

They provide guardrails for content territories – broad enough to inspire new posts and campaigns, but strict enough so there are no 

massive, off-brand surprises along the way.

High 

brand 

focus

High 

audience interest

Emotional

Rational

Tells the brand story in 

an engaging way

Building community
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WhY CONTENT PILLARS?

Easy – it’s basic psychology.

Consumers are most comfortable when they know what to expect from brands 

(and people).

They don’t want to drink from a fire hose. @MEGANGARAFOLA // 31



A GOOD STRATEGY MAINTAINS BALANCE

Major 

Programming 

Spikes

Smaller Key 

Moments

Evergreen

Always-on Content

January December

Tentpole #1

Tentpole #2 Tentpole #3

Smaller 

brand 

moments

Steady drumbeat of always-on content
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At the start of every year, have a plan. Identifying key tentpoles where you’ll go all-in will help prioritize messaging and the effort placed against each.



LET’S TALK #HASHTAGS.

• Aggregate conversation around a 
shared #theme on platforms like 
Twitter and Instagram.

• Provide a central location for 
user-generated content

• Add wit or humor to written copy, 
when used correctly

WHAT THEY DO —
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WHAT THEY DON’T DO —

• Aggregate content on Facebook. Don’t 
use them there!

• Tie-together or serve as a focal point for 
campaigns.

• Drive significant exposure or followership 
(very rare exceptions)



BUT IF YOU MUST HASHTAG…

• Use hashtags sparingly – no more than two hashtags per post.

• Don’t create or use more than 1-2 brand hashtags, as it confuses your audience.

• Don’t create a campaign hashtag for anything that lasts less than six months, and/or isn’t 
recurring year over year.

• Use appropriate title case to increase readability.

• Research all hashtags before using – you don’t want your content discovered alongside 
some of the more unsightly views of the internet.

CONSIDER THE FOLLOWING:
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Lessons in content:
1. Your opinion doesn’t matter. Sorry. 

Data speaks – use previous performance 
to guide how content is created, not just 
what you (or your boss, or your teenager 
on TikTok) think looks nice or pretty.

2. Hopping on every single piece of pop 
culture won’t get you far. Pick one 
every so often that works for your brand –
otherwise, nobody is waiting for your take 
on the Super Bowl.

3. Always use native platform features. 
For example, maybe your IG Story 
integrates gifs/stickers, while your tweet 
with the same message uses grid photos 
or threads in an interesting way.

4. Know your platforms and “hack” them 
accordingly. For example, if you’re posting to 
IG Stories organically, try posting new content 
close to the 20-24 hour window-mark to push 
your account ”above the fold” in-feed.

5. Design content for the platform in 
which its being viewed. The creative may 
look similar, but design to platform specs for 
optimal performance.

6. Test, measure, optimize, repeat. We’re 
all figuring it out! Innovation happens when we 
try new things. Test new content types, analyze 
what worked/didn’t, and improve.
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THE CASE FOR PAID MEDIA

Over the 5-7 years, social media platforms 

have prioritized friends and family content, 

resulting in increased competition for the 

remaining in-feed space amongst brands and 

publishers. 

How do we break through? Paid media.

"The days of free social media have come and gone 

– and with the precedence Facebook is setting 

with their pay-to-play business model, it's unlikely 

the trend of slashing organic reach will slow down.”

- Inc., March 2019

"Page managers can expect from about

1% to 6% of their audience to see a given organic 

post, down from an estimated 16% in 2012.”
- Forbes, April 2019
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BUT WAIT…

WHAT IF I HAVE A SMALL PAID MEDIA BUDGET?
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A few suggestions:

No brainer:

Weight any paid 

media dollars 

toward tentpole 

campaigns. 
Consider rebalancing 

your production: paid 

ratio. As a general rule 

of thumb, you should 

spend 3x the cost of 

production on 

promotion.

Structure your strategy 

accordingly – spend 

more time in organic-

friendly spaces like 

Facebook Groups.
Get crafty and nimble 

– test new features 

and stay on top of 

algorithms to 

understand what 

content is receiving 

priority.  
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Trends & thoughtstarters
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status:
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(Thanks, Covid-19)



Thoughtstarter:

What good is social if it only exists online?
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Connecting social to the on-premise experience

No amount of “good social” can save you from 
a crappy customer experience.

In a perfect world, your target audience enjoys 
interacting with you both offline and online. 
Both should provide remarkable and 
memorable exchanges.

But… what if your online experience could 
enhance your offline, and vice versa? That’s 
value.
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FOR CONSIDERATION…

How can we reward positive social behavior offline?
* Positive social behavior might look like following brand channels, posting 

UGC tagging your handle/hashtag, or resharing your content to their 

channels

• Could we provide VIP access to special events?

• What low-cost ”swag” could we offer our loyal social 

community? It doesn’t have to be much- and if done right, could 

get you free publicity!

• Can we incorporate social activity into CRM so they can be 

recognized and thanked in-store?

• Are there ”easter eggs” or “secret passwords” we could tease 

on social to be found on-premise?

What value could we create offline that enhances our 

target’s online experience?

• Could we build an Instagrammable ”spot” on-premise?

• Can we build brand-specific online stickers, frames, or playlists?
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Thoughtstarter:

What do we meme?
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WE HAVE HIT pEAK “mEmE.”

Just like emojis and gifs became an acceptable 
part of our visual language a few years ago, 
memes are now par for the course.

The psychology of it: memes unite like-minded 
social media users around a shared interest, 
moment, or emotion. When brands are “just like 
us,” favorability increases.

And nothing says “this brand gets me” like a well-
executed meme.

@MEGANGARAFOLA // 44



A quarantine phenomenon re: memes
Quarantine and #StayHome culture has 
created more opportunities for shared 
experiences around cultural moments.

Exhibit A: The Last Dance.

Knowing that entertainment will be delayed for 
the remainder of 2020 as production is halted, 
look for a rise in large-scale “meme” moments 
on social media.

Thoughtstarter: What pop culture moments 
make sense for your brand to participate in? 
Consider hyper-local moments too!

When someone says they can run a marathon 

without training
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Social & crisis



@MEGANGARAFOLA // 47

SOCIAL MEDIA TURNED THE WORLD OF CRISIS COMMS ON ITS 
HEAD.

WHY? IT’S A mASSIVE SpOTLIGHT.



At the same time, social media can be your best friend.

The best way to manage a crisis is preparation —
ensuring readiness before it happens.

Spend more time listening than talking. Invest in 
a social listening tool that allows you to detect unrest 
before it gains momentum. The goal is to always have 
actionable information at your fingertips.

Establish a crisis protocol. What is your 
escalation process? Who are key decision 
makers/approvers? What channels might you use? 
When is proactive content a necessary response? 
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EXERCISE YOUR EMPATHY MUSCLE.



“AND IN THESE UNCErTAIN TImES…”
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THIS CrISIS IS DIFFErENT. HErE’S WHY:

“NOrmAL”
CRISIS

GLOBAL
PANDEMIC

BRAND VS CRISIS

BP VS OIL SPILL
NBA VS CHINA

Tide vs tide pods… And teenagers
CrOCKpOT VS “THIS IS US”

Pepsi vs the public (kendall jenner)

ALL THE BRANDS AND ALL 
THE PEOPLE AND THE 

GOVERNMENT AND 
LITERALLY EVERYONE VS 

COVID-19
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What your brand does now matters more now than 
ever.

1. Do not go dark.

2. Actions, not words.

3. Carve out your role in the 
new normal.
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IT WILL BE A LONG ROAD…

1
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2

3

4

Address uncertainty with what consumers need most – reliable and trustworthy direction and information.
- How are normal business operations (that directly impact consumers) being managed? Demonstrate your thoughtfulness and 

acknowledge which authority’s guidance you are following. Be clear and concise. Show them you’re “on top of it.”

- Communicate what you are doing to make your customer’s lives easier. What new protocols have you put into place?

Signal normalcy by remaining active online and creating moments of connection to soothe anxiety.
- Now is the time to get creative, and even a little crafty. With anxiety at an all-time high, how can you create outlets so that your 

community still feels connected? Think of how you can add value by playing a role in the new day-to-day and communicate it.

- Thoughtstarter: how can you own running in your community as a stress-reliever?

Once restlessness, frustration, and impatience take hold, look for opportunities to celebrate joy and uplift.
- Businesses begin opening back up in this stage, and with that new opportunities exist to demonstrate how you’re doing your part.

Offering unprecedented transparency into how you’re conducting business will be key.

- Reinvention and innovation will be key as quarantine becomes stale. Allow your audience to be part of the process as you create and 

improve.

Reflection and the new normal
There is no going back to what once existed, but crises always accelerate change and progress once society is on the other side of it. Celebrate 

our society’s resilience, but also reflect with your audience in what we’ve learned about ourselves. Continue to play a useful role in your 

audience’s lives and serve as a partner in helping reprioritize during our reset.



THANK YOU!

Feel free to reach out:
megangarafola@gmail.com
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APPENDIX
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Recommended social media tools

Creative & design
• Adobe Creative Cloud Suite -

https://www.adobe.com/creativecloud.html

• Canva – http://www.canva.com

PLANNING & SCHEDULING
• Planoly - https://www.planoly.com/

• Tweetdeck – http://tweetdeck.twitter.com

FREE STOCK PHOTOGRAPHY
• Pexels - https://www.pexels.com/

• Unsplash – http://www.unsplash.com

CONTENT TESTING
• Optimizely - https://www.optimizely.com/

• Useability Hub - https://usabilityhub.com/

• Text Overlay Tool -
https://www.facebook.com/ads/tools/text_overlay

MEASUREMENT
• Native platform (Facebook Insights, Twitter Analytics, etc)

• Unionmetrics

• Socialbakers

HOLISTIC TOOLS
• Hootsuite

• Sprout Social
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