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Chapter 1: Develop Your Social Media Marketing Plan
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So you want to build a massive brand and believe social media is the way to do it?

Good news is, you're on the right track! Social media is a powerful tool for building a massive audience and connecting with that audience in ways that many brands and companies never will.

However, before you can begin posting media and content, you must first develop a plan. What, you thought you could just jump in without a strategy?

Your social marketing strategy is essentially the strategy and series of steps you intend to take in order to transform your website or business from a small name or tiny blog into a massive, self-sustaining, professional organization.

Many people believe it is impossible, but the truth is that it has worked for countless brands before yours.

Take a look at any of the biggest names in your industry, and you can almost guarantee that they started where you are now, and that they used social media – possibly in conjunction with other tools – to grow and become something bigger.

Many people will fail to replicate that success story because they chose the wrong path – or because they had no strategy to begin with.

That's what we'll be looking at here. We'll look not only at how to create a blueprint based on other highly successful sites, but also at how to tailor that strategy to your brand, mission statement, and audience.

The plan is the most crucial aspect of your entire campaign. So, get ready, and let's do this!
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Objectives And Goals
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The first step is to determine what your social media plan's goal is. You'd be surprised how many brands launch into social media marketing without even considering this fundamental concept!

If you ask a lot of creators and businesses what their plan is, they will either look at you blankly or answer that it is 'to be more successful.'

This isn't helpful because it doesn't give us a destination, so we can't create a road map.

Instead, consider what success means for your company. Maybe you're just trying to make a lot of sales in a short period of time.

Perhaps you want to establish yourself as an authority within a narrow sphere of influence?

Or perhaps you want to reach a massive audience and be recognized as a thought leader in a specific niche.

Whatever the case may be, this will have a subtle impact on how you go about things. Similarly, you should consider your budget, timeframe, and the number of hours you can devote to this plan.

If you can create an entire social media department in-house as part of your business, that's fantastic.

However, if you're only going to post one or two status updates per day, be honest about it and factor it into your plan.

It is preferable to have a moderate plan and stick to it than to have a highly ambitious plan and then abandon it on day one!
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Branding
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The next thing you should consider is your branding.

And I'm going to be brutally honest with you: there's a very good chance that your website and business require a complete rebrand. Sorry!

The truth is that your social media success will be heavily reliant on your branding. You will not be able to win over your followers and visitors if your branding is poor.

The entire purpose of your social media is to create positive interactions with an audience so that they will consider signing up and subscribing, and so that you will build their trust and they will consider purchasing from you in the future.

If you post frequently and with high-quality content, but your page has an ugly logo or no real branding at all, you will lose visitors.

A strong brand will immediately instill trust and authority. People should be able to tell just by looking at your logo what your site or channel is about and whether or not they are likely to like it. At the same time, they should notice your branding and get the impression that you are a professional organization that they can rely on to produce high-quality products and content.

That is why you should hire someone to design a logo for you and then make sure that you use it consistently across all of your channels, as this will help to increase synergy between your various accounts.
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Target Audience
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Your target audience should have a direct influence on your branding. What exactly do I mean by this?

Essentially, you will have a specific target audience depending on your brand and business. This could include middle-aged businessmen, pizza shop owners, young, fashionable women, or martial artists.

Knowing and understanding your target audience, whoever they are, is critical to your success.

In the end, if you try to create messages and branding that appeal to everyone, you will unintentionally end up appealing to no one. It will be too generic and brand-specific. It's always better to target a small portion of the web but ensure that they completely agree with everything you're saying and selling.

And in order to do so, you must first identify them.

This is something that market research can help you with. Ideally, this would entail surveying your current audience or customers to learn how old they are, what their hobbies and interests are, what their beliefs are, what their passions are, where they spend their time...

All of this information will assist you in developing a picture of someone and determining precisely who you will be marketing to.

You can also do this by researching your competition. Who spends time on their websites and social media pages? Who are they aiming for? What can you take away from them?

Once you've determined this, you can decide how to design your logo and other aspects of your brand to best appeal to that audience. The same is true for writing any copy that will appear on your page, such as your 'about' section.

Now that you know who you're trying to reach out to, you can figure out how to reach out to them in the most effective way.
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A Personal brand
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Using a personal brand is something that more and more businesses should consider.

A personal brand implies that you will not create a traditional logo or name for your business. Even if you do, it will be overshadowed by your own name and face, which will become your brand.

This can be extremely effective because having a personal brand allows your visitors and followers to feel as if they can get to know you. This, in turn, contributes to the development of trust and familiarity. Would you rather buy from a friend or a stranger on the street? Using a personal brand allows you to position yourself somewhere in the middle of those two extremes.

Simultaneously, a personal brand can be used to promote a value proposition, a lifestyle, or a 'dream.' The idea is that you live the lifestyle that you promote.

If your fitness brand is all about eating well, feeling confident, and breaking personal records, you can post images of yourself training, go live on Facebook Live, and do other things that your audience wants to see.

When done correctly, this can be very inspiring and can motivate more people to follow you, consider following your brand, and buy from you! This also provides you with an almost infinite supply of images, videos, and other content to share on social media.
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