
Using Innovative 
Digital Content to 
Grow Your Brand

SMM HRREC SMS SMB



International Digital Marketing Experts

Some Of Our Clients

Our Accreditations & Partners



Social Media Use - UK

of adults in Great Britain 

use the internet at least 

weekly

Of the population are 

active on social 

media

Of them are mobile 

social media users 
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Social Media - A Global Phenomenon

Social media usage grew by 

288 Million people between 

2018 and 2019.

If Facebook were a country, it would be bigger than China.

The average user spends 2 

hours and 16 minutes per 

day on social media platforms

Social media users now totals 

over 3.4 Billion

DMM SB SMM SS CS HRREC CP B2B SMS Data sourced from ‘We Are Social’ 2019 report



Why Do People Use Digital to Look at Brands?

To get offers and 

promotions

To provide good or 

helpful feedback 

To learn about company 

updates and activities 

To join brand fan 

communities 

To complain about 

products and services 

To discover new 

products and services

To make purchases

Why?
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Setting Your Goals
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Where To Start?

“What do we want 

to achieve with 

our digital 

activity?”

● Make a campaign plan:

○ Objectives

○ SWOT

○ Audience

○ Product/ Subject

○ Timescales

● Be clear on your mission statement and brand values

● Keep track of who is posting on all of your channels 

● Measure and report! Starting measuring from the start!
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HRREC Use for SMM Advanced

Where Are You Now?

What are your organisation’s strengths and weaknesses online?

▪How capable are you or your team online?

▪What online resources or communities do you currently have, such as your website?

▪Do you have content that works online, such as videos or pictures?

▪Traffic to your website, store, call centre, etc.

Who are your competitors?

▪Share of voice: how many results do you get in search engines for them, compared to you?

▪Sentiment: how do people feel about you, and them, online?



How Are You Going To Get There?

Develop online objectives that are SMART: 

Specific - objectives should specify what you want to achieve 

Measurable - you should be able to measure whether you are meeting the objectives or not 

Achievable - are the objectives you set, achievable and attainable?

Realistic - can you realistically achieve the objectives with the resources you have? 

Timely - when do you want to achieve the set objectives?

Examples of objectives could be: 

Improve online sentiment

Increase traffic to your website

Increase footfall to your store

Improve local awareness

Increase PR coverage   
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Digital Content 
Strategy
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*Source – Click Consult

Digital Marketing Channels
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Persona – Who is Your Super Customer?

Name:

Age:

Location:

Job Title:

Industry:

Salary:

Recreational activities:

Family:

Other information:

CP



Your Objectives

Your overall objectives will inform what you do in terms of:
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Who you want to connect with

What content you will share

How you will interact with people

How often you need to interact with people

How you want to influence people to act



Content Strategy

A strategy document allows anyone to understand what is going on and when

Key dates

National holidays

Sales

Self promotion

Engaging with your audience

Day of the week

Hour of the day

Social Channel

Engaging with users

Tone of voice

Personality

Types of content

Imagery

Videos

Competitions

Informative Posts
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Digital Strategy
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Content Management

HootSuite – social media management tool

Manage all your profiles in one place. It’s a godsend if you’re trying to keep 

on top of multiple tweets.  Another useful option is the pre-schedule button, 

letting you stagger your messages throughout the day
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Driving Engagement

Share articles/blog 

posts/expertise

Product-centric with engaging 

and interesting content

Upload product images 

and videos (encourage 

your audience to do this 

as well as even more 

valuable)

Link to social networks 

(i.e. survey on Facebook)
Offer Q&A sessions 

relevant to your industry

Start discussions and ask 

questions to encourage 

interaction
Create surveys/polls to encourage 

participation from visitors

Share positive product 

reviews / client 

testimonials

DON’T just duplicate content across social media platforms 
– each platform operates differently
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HRREC

Monthly Reports

Monthly marketing reports are critical to the analysis and 

success of your ongoing marketing efforts.



Maintaining Your Digital Strategy

Every Month

- Report on the performance of all digital data from each platform and each campaign

- What performed well? What didn’t perform well?

Every Quarter

- Review the performance of the previous quarters strategy

- Update the next quarter

- Plan for any upcoming events, launches, activities

- Staff, budgets, locations, technology

DMM



Creating Content

Use picture editing tools such as Adobe Photoshop or free

tools like Canva (used to create this image)

add your logo 

and social 

media info

Mission statement

twitter.com/socialbuk
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Creating Content

Infographics are a great and creative way to get a lot of information across and 

they are very shareable due to this!

(Source: visual.ly)
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Content Production

Gone are the days of turning up to events and taking some 
interesting photos.  ‘Freestyling’ your social media activity is not an 
option!

Always have a plan in place before events, promotions and shows 
so you know when and what you want to capture. 

It’s important to do 2-3 elements really well rather than 5-6 poor 
attempts

DMM



Cross-Posting Content 

Sharing the same content across different channels is okay
BUT you can’t just cut and paste!

Considerations

▪ Facebook, Twitter & Instagram have different text lengths

and use a different language  - tailor the messaging to the channel.

▪ Track URLs using custom links from each so you can track the effectiveness.

▪ Plan ahead and understand what media you have at your disposal – images, 
videos, documents.
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Video Content

Video content can be reused and is a great way of creating additional content from the media 
you already have to use across your digital marketing

Consider:

▪ Anniversary dates – 1 year ago, on this day, #TBT

▪ Did you see our video on… Not everyone will see your video when you first post it – post it 2-
3 times

▪ Encourage fans to share it – try and expand the reach

▪ Measure video views before & after posting
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Posting Video Content

Maximum Video Lengths

Facebook – 240 minutes

Twitter – 2 minutes 20 seconds

Instagram – 60 seconds

DMM



Case Study – Iced Jems

Iced Jems is a retail and online store 
based in the West Midlands.  

They have gained a massive and 
engaged following  on Facebook and 
Instagram through their creative content 
which drives traffic to their e-commerce 
website.
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Case Study – Iced Jems

SB



Special Offers 

Influencer Marketing Course
17 Oct 2019 Manchester 

28 Nov 2019 London 

Normally: £329+VAT

Autumn Fair Price: £279.65

Visit www.socialb.co.uk to book!

Limited Spaces

Enter code Autumn15 at checkout!

‘AUTUMN15’ FOR 15% OFF

PSST! 

Take a 

photo of 

this slide!

Mini Website Audit 
Normally £350

Autumn Fair Price £300

Contact amy@socialb.co.uk to 

book, and mention Autumn15 in 

the email

https://socialb.co.uk/training/manchester
https://socialb.co.uk/training/london
http://www.socialb.co.uk/
mailto:Amy@socialb.co.uk


Thank You For Attending!

info@socialb.co.uk

www.socialb.co.uk
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