
Social Media 
Strategy 

WORKBOOK 

Get clear on your social goals 
and grow your online presence



ORGANISATIONAL GOALS

SOCIAL MEDIA STRATEGY

Who is your target audience? This is key when creating content because it is your guide on 
what and how to write. 

Why does social media matter to your bottom line? What about it carries meaning and 
significance in your business and to your marketing efforts? 

List the name, role, and any other necessary identifiers (part-time, contractor, specific skill, 
etc.) of your team members or the different hats you will wear. 
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TARGET AUDIENCE

O
V

E
R

V
IE

W



TOP 3  STRENGTHS + OPPORTUNITIES 

SOCIAL MEDIA STRATEGY

Identify what tools, software, and additional programs you’ll implement to help you 
execute planning, posting, and analyzing content (i.e: Buffer, Planoly, etc.). 

This list will keep things in perspective, giving you confidence for what you’re doing well 
and reminding you what you’re trying to improve upon. 

Which social media platforms are you going to focus on? There is no shame in not showing 
up on all of them. 
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DIGITAL PRESENCE

TOOLS & SOFTWARE
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CONTENT + FORM EXECUTION

SOCIAL MEDIA STRATEGY

Identify the 3-5 general content categories you’ll be posting about consistently. Drill it 
down to what speaks the most to your brand and stay within those realms. 

Which platforms? 

GIRLNATIVE .COM |  PAGE 4  

POSTING DETAILSC
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Tone (i.e: encouraging, educational; OR deep, emotional, etc.) 

Frequency (i.e: 4-5x week) | Days & times (i.e: M, W, F at 10am, Tu, Th at 5pm) 

Name of the team member responsible for executing 
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BUDGET

SOCIAL MEDIA STRATEGY

What’s your budget? Consider staff/freelancers, software/tools/technology subscriptions, 
paid photography/stock photos, and/or any paid advertising. 

Make a list of open-ended questions you can review month to month. For example: What’s 
work- ing and in what sense? 
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ONGOING PERFORMANCE ANALYSIS
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