Social Media Agency Social Media Strategy Worksheet

1. Business Business

Objectives Overview
Products/
Services

Competitive
Advantage

Business
Success
Metrics

The agency will help businesses manage and grow
their social media presence, offering services like
content creation, scheduling, social media audits,
growth strategies, and paid advertising. The goal is to
be a one-stop solution for social media marketing.

Core services include social media management,
content creation, strategy development, paid
advertising (Facebook, Instagram, Google Ads), and
analytics/reporting.

Personalized service with a focus on data-driven
results and ROI, as well as creative storytelling
tailored to each client's brand voice. The agency also
offers Al-driven insights and automation tools to
optimize efficiency.

Success is measured through client retention,
campaign performance (engagement, leads, sales),
and growth in client portfolios.
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2. Target Ideal
Audience Customer

Pain Points/
Needs

Customer
Personas

Small to medium-sized businesses (SMBs), startups,
and entrepreneurs in the e-commerce, retail, and
service industries, looking to outsource their social
media marketing. They are businesses that lack the
time or expertise to handle social media in-house.

Clients are often overwhelmed by the demands of
social media, uncertain about what content to post,
and lack the resources to keep up with platform
trends and algorithms. They also struggle with
converting followers into paying customers.

1. Retail Business Owner: Mid-40s, running a brick-
and-mortar shop, lacks time for social media and
struggles with digital marketing. 2. E-commerce
Entrepreneur: Late 20s, tech-savvy but needs
professional help to scale social media efforts. 3.
Service Provider: Early 50s, owner of a small service-
based business, unsure about using social media for
lead generation.
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Audience
Platforms
Secondary
Audiences
3.
Competitor Main
Analysis Competitors

Competitor
Strategy

Facebook, Instagram, LinkedIn, and TikTok are the
primary platforms, with YouTube and Pinterest as
secondary platforms for clients that benefit from
visual content.

Larger brands looking for specialized social media
campaigns or influencer marketing partnerships.

Competitors include smaller boutique social media
agencies, freelancers, and larger marketing firms that
offer full-service digital marketing. Some key
competitors: Agency A, Freelancer X, Digital
Marketing Firm Y.

Competitors often rely heavily on paid advertising
and generic content scheduling. Larger firms focus on
one-size-fits-all approaches. Many don't emphasize
personalization or building long-term strategies
around organic growth.
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Market
Gaps/
Opportunitie
s

Brand
Positioning

4. Social

Media Platforms
Channels Used

Opportunity to fill the gap by offering more
tailored services with a focus on community
engagement, influencer marketing, and
personalized content strategies. Leveraging Al
tools to provide competitive insights faster and
cheaper than larger firms

Position the agency as the go-to partner for SMBs
seeking a cost-effective, data-driven, and creative
approach to social media marketing.

The agency will use Facebook, Instagram, LinkedIn,
and TikTok as primary platforms. Secondary
platforms include Pinterest and YouTube for clients in
visual-heavy industries (e.g., fashion, design).
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Platform
Goals

Platform
Engagement

Underperform
ing Platforms

Facebook: Lead generation and brand awareness;
Instagram: Visual storytelling, brand building, and
community engagement; LinkedIn: B2B client
acquisition and professional networking; TikTok:
Viral content and trend participation for youthful
audiences

Instagram and TikTok are expected to perform
best for engagement, with LinkedIn excelling for
B2B lead generation.

Twitter may underperform due to low focus and
shifting trends toward more visual and interactive
platforms.
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5. Content Brand
Strategy Voice
Key
Messages
Emotional

Connection

Content
Formats

The agency will adopt a professional yet
approachable tone. For SMB clients, the messaging
will be authoritative but conversational. For B2B
clients, the tone will lean more formal with industry-
specific terminology.

Helping businesses thrive on social media through
tailored strategies, creativity, and smart data usage.
The focus is on simplifying social media for busy
business owners and offering measurable results.

Make clients feel relieved, empowered, and
confident that their social media is in expert
hands.

Primary formats: Videos (especially reels and short-
form TikToks), educational posts, case studies,
infographics, and testimonials. Secondary formats:
Blogs, long-form educational content (e.g., LinkedIn
articles), live Q&A sessions, and webinars.
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Content
Mix

Content
Pillars

6.
Engagement
Strategy

Audience
Engagement

Interaction
Methods

50% Educational, 30% Promotional, 20%
Engaging/Interactive. Educational content will
focus on industry trends, how-to guides, and case
studies.

1. Social media tips and strategies. 2. Client success
stories. 3. Industry insights and trends. 4. Educational
content on using specific tools or features (e.g,,
Instagram Stories, TikTok trends). 5. Product/service
promotions.

Encourage engagement through interactive content
(polls, quizzes), live sessions, and prompt responses
to comments. Run occasional giveaways and
contests to incentivize participation.

Weekly live sessions on Instagram and Facebook,
regular polls on stories, and responding within 24
hours to comments and DMs. Leverage direct
outreach on LinkedIn for lead generation.
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Community
Management

Negative
Feedback
Plan

7. Paid

Social Advertising
Strategy Budget

Advertising
Platforms

Build communities around shared interests (e.g.,
Facebook groups for entrepreneurs), regularly
interact with followers, and ensure clients
maintain a consistent presence in their niches.

Respond promptly and professionally to negative
comments, seek to resolve issues privately when
necessary, and monitor social sentiment with tools
like Hootsuite.

Initial budget: $3,000 per month (scalable based
on results and client onboarding). Focus on
getting leads and conversions for both the agency
and client campaigns.

Primarily Facebook Ads, Instagram Ads, and
LinkedIn Ads for B2B clients. Google Ads will also
be used for clients with larger budgets targeting
search intent.
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Audience
Targeting

Campaign
Types

8. Success

Metrics Key
Performance

Indicators

Analytics
Tools

Facebook/Instagram: Target local businesses, small
business owners, and entrepreneurs by age, interest,
and geography. LinkedIn: Focus on industry leaders,
decision-makers, and B2B professionals in service
industries.

Brand awareness campaigns for new clients, lead
generation campaigns for potential new clients (e.g.,
free social media audits), and retargeting for website
visitors.

For clients: engagement rate (likes, shares,
comments), follower growth, conversion rate (leads or
sales), ad performance (CTR, ROI). For the agency:
client acquisition rate, revenue growth, client
retention rate.

Tools: Hootsuite, Sprout Social, Google Analytics,
Facebook Ads Manager, Instagram Insights.
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Reporting
Frequency

Adjustments
Based on
Data

9.
Implementat
ion Timeline

Phases of
Rollout

Content
Calendar

Monthly reports for clients, with weekly updates on
performance trends. Quarterly review meetings with
clients to reassess strategy.

Adjust campaign goals and strategies based on
monthly data analysis (e.g., changing target audience,
testing new ad formats, shifting content focus).

Phase 1: Initial strategy and onboarding (1-2 weeks).
Phase 2: Content creation and scheduling (weeks 3-
4). Phase 3: Paid campaigns and community
engagement efforts (ongoing, starting in month 2).

Weekly content calendar for each platform, with
daily posts on Instagram and TikTok, 3x weekly on
Facebook, and 2x weekly on LinkedIn. Quarterly
reviews to update calendar based on new trends.
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Resource
Allocation

10. Funnel

Journey

Lead
Generation
Methods

Conversion
Optimization

Dedicated content creators, ad specialists, and a
community manager. Tools: Canva for design,
Buffer/Hootsuite for scheduling, Loomly for
collaboration.

Awareness Stage: Educational social media tips and
case studies on Instagram/TikTok. Consideration
Stage: Offering free social media audits or
consultations. Decision Stage: Paid services and
contracts.

Social media ads, lead magnets (e.g., free guides,
webinars), email marketing drip campaigns
targeting social media audit requesters.

A/B testing on ad copy and landing pages,
retargeting site visitors, optimizing forms for
mobile users.
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11. Growth & Audience
Optimization Growth
Tactics

Experimentat
ion & Testing

Social
Media
Trends

Regularly collaborate with influencers, run client
success campaigns, and optimize hashtags and
keyword strategies for organic discovery.

Monthly A/B tests on content formats (e.g., videos vs.
static images), different ad copies, CTA variations,
and target audiences. Test new platform features
(e.g. Instagram Reels, TikTok trends) regularly.

Stay updated with platform changes (e.g., algorithm
updates), explore emerging platforms (e.g., Threads
or Mastodon), and monitor competitor strategies.
Adapt to new features like Instagram Guides or
TikTok Shopping.
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Scaling
Strategies

Potential

12. Risk Risks
Management

Risk
Mitigation
Strategies

As the agency gains clients, scale by automating
content scheduling, outsourcing to freelance
creators for certain content needs, and investing
in more robust analytics tools. Leverage Al-driven
tools for insights and reporting.

Platform algorithm changes, ad policy updates (e.g.,
Facebook), client dissatisfaction due to unrealistic
expectations, lack of engagement on platforms, or
underperforming campaigns.

Set clear expectations with clients regarding
timelines for success. Have a proactive
communication plan for when platforms change
algorithms or performance dips. Keep experimenting
with new content formats and ad strategies to
maintain engagement.



