
 
 

SOCIAL MEDIA BRAND WORKBOOK 

Brand consistency across all marketing touchpoints is a challenge for every company, let alone each 
social network. How do you make sure that you’re writing in a similar tone in your email marketing, 
one that matches your brand’s vibe on social media or offline marketing? How do you differentiate 
between how you speak to those two audiences, if at all? How do you ensure that customers can 
recognise your brand even if it’s their first time seeing you on social media? 

A brand is more than a logo or set of colours, and it’s so much more than a cover photo. A brand is 
how you make your customers feel, and it’s built by taking a consistent approach across every 
interaction they have with your brand. Basically, it’s what people say about you when you’re not in 
the room. Use this guide to help you uncover strategies to ensure you have a consistent brand 
across your digital marketing. 

1. The Digital Brand Basics 

In your January review you looked at ensuring your brand look and tone was consistent so we won’t 
go into the minute details of a basic branding, but what you do want to make sure is that you have is 
a consistent logo, colour palette, bio, look and handle.   

Your Actions 

• Perform a social media audit across all of your accounts. 
• Ensure logos, banners, bios, cover photos and handles are consistent with your brand 

guidelines, and audit these regularly. 
• Make sure you’re posting on a consistent schedule consistently and that your content aligns 

with the look and feel of the branding you’ve established. 

Use your social media audit from January for this action.  

 

2. Extend your visual branding 

So now that you have a consistent visual brand across network accounts, it’s time to enhance that 
even further. What does that mean? It means ensuring you have the same colours and fonts 
reflected in your images, graphics and videos. When someone visits your Instagram page, is the filter 
or pop of colour immediately apparent to them? When a video is published, are the overlay text 
fonts similar to those that you use for your blog post’s featured image? 

Over time, your customers will see the consistency in posts and begin to recognize when a post is 
from you without seeing your brand’s logo or social media handle. This type of brand recognition is 
the ultimate goal for your social media branding efforts. 
 

 

 

https://sproutsocial.com/insights/social-media-audit/
https://sproutsocial.com/insights/best-times-to-post-on-social-media/
https://sproutsocial.com/insights/social-media-calendar/


 
 

Action steps 

• Write out your visual brand guide (see below) to include fonts, their uses and colours. 
• Create graphic templates in Canva for the same type of announcement (e.g. new product 

announcement has a similar font, colour and design). 
• Create photos and videos that keep your brand’s aesthetic and colour choices in mind. The 

posts should flow seamlessly into each other. 

YOUR VISUAL BRAND GUIDE SHOULD INCLUDE 

• Logo specifics 
- A primary logo: The core logo design that every other design will be based on. It’s the 

identifying mark that’s unique to your business, like Nike’s swoosh. 
- Secondary logo: This takes your primary logo and arranges it so it’s more flexible for use 

in a wide array of contexts. Maybe it’s a simplified logo, or a vertical one instead of 
horizontal, or one that fits your social media profiles. 

• Clearspace & sizing 
• Usage 
• Improper usage 
• Logo mark 
• Social icons 
• Brand colour palette 
• Brand fonts 
• Sub-brands 
 

3. Develop your marketing personas 

Your marketing personas are going to vary between the networks. Audiences on TikTok are younger 
than audiences on Facebook. This is the reality and if you use the same content across both 
networks, it’s possible that it won’t resonate the same way. To this end, it’s best to create multiple 
personas for your own marketing efforts. 

Start with the company’s customer base and then map them to the different social media networks 
you use. Check out our Social Demographics for the audiences for each platform.  Having these 
established personas per network helps you narrow down your content ideas and maybe even 
adjust your voice. 

Action steps 

• Create multiple marketing personas and assign the social media networks that match. 
• Examine your networks’ different demographics through social media data. 
• Create content to match the personas 

To help with these action steps download our Guide, Creating Your Customer Avatar 

 

 

https://sproutsocial.com/insights/always-on-olivia-jepson/
https://connectplus.nz/blogs/toolkits/social-media-demographics-to-drive-your-brand-s-online-presence
https://sproutsocial.com/insights/new-social-media-demographics/


 
 

4. Establish your brand voice & tone 

After visuals, captions and related copy are the next important piece of branding your social media 
posts. Company social media accounts tend to have some personality. For some, it’s sarcastic or 
snarky and for others, it’s informative. You might already have a brand voice established for your 
other marketing focuses. Extending that to social media, and cultivating a specific approach by social 
platform, is highly recommended. 

A voice and tone guide should include details like brand persona, company catchphrases, personality 
traits and vocabulary. The smallest details, like whether you use the term “clients” or “customers” 
will help you keep your writing consistent. If you have multiple people managing your accounts, 
having a guide to reference keeps your team aligned so it doesn’t seem like your company is writing 
from disparate perspectives. 

Mailchimp’s style guide covers several areas including social media and newsletters. It’s easy to 
navigate and is direct in its approach and examples. While your own guide may only be for internal 
use, having it accessible to everyone in the company allows for people to refer to it when writing 
anything from marketing copy to sales emails. Everyone is on the same page and that cuts down on 
repetitive work. 

 

Action steps 

• Fully develop and write out your voice and tone guide. Better yet, use data to validate some 
of your writing style decisions. You’ll have this from your January Digital Audit. 

• Audit your own social media posts to see where you can improve in voice and tone 
• Share the guide and educate teams that write copy. Ensure that your social team, including 

customer support, is writing new posts with this voice and tone guide. 

https://sproutsocial.com/insights/brand-voice/
https://styleguide.mailchimp.com/voice-and-tone/
https://sproutsocial.com/social-listening/


 
 

5. Create multiple accounts for different areas of focus 

If your company is large enough or has a diverse set of products and/or services, it’s sometimes best 
to have multiple accounts. The advantages of having these different accounts include being able to 
hyper-focus your branding, cater to a specific audience and serve up relevant content. 

Some different ways you can approach this include: 

• An account per location: This is most popular on Facebook because it offers a location 
feature for Pages. 

• Separate marketing and customer service Twitter accounts for those that receive a high 
number of inquiries. 

• Accounts by audience such as Nike for every sport they work with. 
• A mascot account like some popular sports teams have. 
• Department-specific accounts for higher education. 

Action steps 

• Take a look at your offerings and see where it would be best to divide up focus. 
• For each account, repeat your branding steps to ensure consistency across them all. For 

example, one location may want to be a little more sassy than another to fit its customer 
profile. 

 

Measuring the impact of your branding efforts 

Increasing your brand awareness across social media is a common goal. Actually, executing the 
strategies to reach that goal is the more difficult part. These strategies, business examples and 
actionable steps should get you started in the right direction to establishing your brand on social 
media. 

Branding is no longer limited to logos and colours. It’s about your voice, your imagery and even your 
targeted audience. Because it’s more qualitative, it can make measuring its success a little tricky. But 
as you start on improving your branding on social media, you can see the impacts by paying close 
attention to engagement, mentions and share of voice. You can also use techniques like regular 
surveys of your audience to understand their level of brand recognition, learn what audiences you’re 
effectively reaching and find out if how they see your brand is what you’re aiming for. 

It takes time to build brand recognition on social media. The most recognisable brands today like 
Coca-Cola and Nike are recognisable because they have time and consistency on their side. While 
you certainly don’t need decades for social media branding, some patience is required. Utilising the 
strategies above will set you on the path for improving your brand online. 

 

https://www.facebook.com/business/help/167222830549113?id=153845951953267
https://www.facebook.com/business/help/167222830549113?id=153845951953267
https://sproutsocial.com/insights/higher-education-marketing/
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