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Lesson Goal: Outline how to plan your social media marketing strategy 

For all exercises in this module, you can use your current company or a company you know and have 

an interest in. 

You want to build your resources map for the upcoming year. It will detail the essential components 

of your strategy and what resources are required to complete it.  

This may include your hours, ad spend, production and training costs. Add any others you find 

appropriate. 

Begin by opening a blank spreadsheet. List all your social media channels in the top row,  and your 

resources in the first column. For each resource, have a row for ‘estimate required’ and for ‘available’, 

such as the example below: 

 

Now, taking into account everything you have learned throughout this program, fill in the fields with 

your best estimates.  
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Lesson Goal: Recognize how you can conduct research for your social media 

marketing campaign 

For all exercises in this module, you can use your current company or a company you know and have 

an interest in. 

Part 1 

Start by opening a blank spreadsheet and listing ten of your main competitors in the first column. 

You can use accessed research to add details about your competitors by searching for them and 

finding out about their product ranges, size, revenues etc., and to build a picture of the competitive 

landscape. In the top row, list all the main social networks. 

See an example of a blank table below: 

 

Now fill in all the fields with the number of followers, identifying whether the competitor is active on 

each network, and how much presence they have built across social media. 

Then, answer the following questions: 

 Who is the leader? 

 How do you compare to these numbers overall? 

 Is there a channel that your competitors are mainly focusing on? 

 Are there any channels that are not utilized? 

 If yes, are these channels relevant to your audience and is there an opportunity for you to fill 

the gap? 
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Part 2 

Next, in another blank spreadsheet, fill in the first column with the same competitors as above.  

In the top row, list the types of social media posts, such as static image, video, blog, site link, sales, 

and brand. 

See an example of a blank table below: 

 

Now, fill in all the fields with numbers from 1 to 5, 1 being the least frequently used post and 5 the 

most frequently used post. 

Then, answer the following questions: 

 What content is the audience predominantly exposed to? 

 What is the leader (identified in Part 1) doing? 

 Is there a balance between formats? 

 Do your competitors sell or engage? 

 Do they have a balance between these formats? 

 Is there a popular format being under-utilized? 

 If yes, is it relevant to your audience and is there an opportunity for you to fill the gap? 

Once you have completed these two parts, make a list of actions based on your answers that will 

have the most positive impact on your business through these channels. 

Part 3 

To understand more about your competitor’s audience, you can use social listening tools to find out 

what people are saying about them.  

Begin by using Twitter. Go to each competitor’s Twitter account and scan through the replies and 

mentions section at the start of their timelines to see what people are talking to them about.  
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This form of social listening is essential in order to determine their strategy. Note any common 

themes that occur again and again to derive insights from your social listening activity. 

Part 4 

With all of this information, now consider your objectives and how these creative formats can help 

deliver on your objectives, should you decide to fill your creative pipeline from the Gap analysis. This 

will form the basis of your creative brief to help develop your assets and campaign plan. In this brief, 

you can outline your target audience, objective, creative assets, timing, and production budget.  
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Lesson Goal: Recognize how you can learn key lessons from your current social 

media marketing strategy 

For all exercises in this module, you can use your current company or a company you know and have 

an interest in. 

In a new blank spreadsheet, list all of your main channels in the top row. For example, this could be 

Facebook, Twitter, Instagram, website, and footfall (in case there is a physical business, too).  

On the right-hand side of each of these fields, add another column for your scoring of each of the 

data points within these channels. 

Now, under each channel, add a list of all the data points you are measuring. For example, for 

Facebook, that may be likes, comments, organic impressions, paid impressions; for Twitter, that may 

be hashtag mentions, follows, site clicks, and so on. 

See an example of a blank data map: 

 

Once you have listed all the metrics for each channel, in the column next to them score each metric 

from 1 to 5, 1 being the most important for your goals and 5 being the least important.  

Now highlight those data points with the score 1 (the most important ones), and make a list of actions 

for your social media strategy that will significantly impact these metrics.  

Consider how effective your performance has been in relation to your creative brief and objectives 

document from the last exercise. Did it meet the target, what worked? What was less effective? 

What can you do again, what can you improve? Interrogating the results in relation to your brief is an 

essential part of the strategic measurement process. 

  

  



Copyright © 2020 digitalmarketinginstitute.com  7 

Lesson Goal: Describe how to execute a social media marketing strategy 

For all exercises in this module, you can use your current company or a company you know and have 

an interest in. 

Now that you have mapped out your resources, competitor activities, and your most important data 

points, you can build a media plan that will define your focus on paid advertising across social media 

for six months. 

Start out with a new, blank spreadsheet where you list out all the channels and the appropriate 

creative formats in the first column, and list the 6 months in the top row. Keep one column for the 

total amounts. 

See an example of a blank media plan table: 

 

Now fill in your budget per month for each channel based on your learnings from this program, your 

overall goals, and your target audience. Then, divide this monthly channel budget across the various 

formats you listed in the first column. 

Media Plan 
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