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Social Media Marketing

Section 1. Introduction to Social Media Marketing

Social media marketing (SMM) refers to the strategic use of social media platforms to increase brand visibility,
drive customer engagement, and achieve measurable business objectives such as sales or lead generation. It
involves creating and sharing targeted content that aligns with audience interests, interacting directly with users,
and utilizing platform-specific tools (e.g., paid ads, analytics dashboard s, recommendation algorithm, influencer
collaborations) to optimize marketing performance.

Categorization and Evolution of Social Media
Social media is a dynamic and rapidly evolving domain. New platforms are continuously emerging, while existing

platforms must innovate or face obsolescence. For marketers to develop effective strategies, it is essential to
understand the different categories of social media platforms and the key trends shaping their development and
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I. Early Phase: Preference and Resource Sharing Platforms
The initial phase of social media centered around the exchange of online resources and personal preferences.
During this period, several platform categories emerged to facilitate content curation and discovery:
e Bookmarking Sites: Platforms such as Delicious and Diigo allowed users to save, annotate, and share web
links, enabling personalized collections of online resources.
e Social Event Platforms: Services like Eventful and Eventbrite provided tools for discovering and organizing
local events, simplifying event promotion and attendance.
e Social News Sites: Platforms including Digg, Reddit, and Newsvine empowered users to post, vote on, and
comment on news stories, shaping how communities engaged with current events and trending topics.



https://www.diigo.com/
https://www.audacy.com/eventful
https://www.eventbrite.ca/
https://digg.com/
https://www.reddit.com/
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Il. User-Generated Content and Content Sharing Platforms
As users became content creators, the focus shifted to platforms that supported User-Generated Content (UGC).
These platforms are typically categorized by the type of content shared:

P
User-Generated Content

(UGC): UGC refers to
original content created
and published by
individuals, rather than by
the brand itself, such as
customers, brand

L advocates, or employees.

e Forums and Message Boards: Platforms such as Quora and Zhihu (China's
equivalent to Quora) facilitate community-based question-and-answer
exchanges.

e Blogs and Wikis: Blogging platforms support personal and professional
content sharing. Wikis enable collaborative content development,
offering dynamic, user-driven information repositories.

e Microblogging and Social Networking: Twitter and Facebook exemplify
microblogging and networking, respectively. Facebook's acquisition of

Instagram further blurred these boundaries, integrating social
connectivity with visual content sharing.

e Photo and Video Sharing: Platforms such as Instagram and YouTube specialize in visual media, such as
photo, short-form video, and long-form video.

[ll. Social Commerce-Driven Platforms
More recently, social media has integrated e-commerce functionality. Social commerce platforms are designed
to promote brands and facilitate online transactions directly through the platform interface:
e Live-streaming and Commerce Integration: TikTok and LittleRed (also known as Xiaohongshu in China)
combine entertainment with product promotion, leveraging influencer marketing to drive purchases.
e E-Tailing Integration: Platforms like Etsy, TikTok Shop and Amazon Live enable sellers to showcase and sell
products directly to consumers, turning social engagement into commercial activity.

The Power of Social Media and Social Media Marketing
Transformative Influence on Society and Communication

Social media platforms are not simply channels for exchanging information and entertainment. As they become
increasingly integrated into daily life, social media have reshaped community structures, redefined interpersonal
communication, and significantly influenced how individuals perceive and understand the world around them.

Role of Facebook during the 2016 U.S. Presidential Election: In the final week leading up to the election, all major
traditional media polls forecasted Hillary Clinton as the clear frontrunner. However, Facebook analytics—based
on real-time user engagement data such as likes, shares, and content interactions—predicted a different
outcome: a victory for Donald Trump.

This marked the first time in history that insights derived from a social media platform proved to be more accurate
than traditional mass media forecasting. The event drew global attention to the growing influence of social media
analytics and algorithms. Concerns emerged about the spread of misinformation, the amplification of biased
content through algorithmic curation, and the broader implications of platform-driven information ecosystems.
Social media platforms, including Facebook, came under scrutiny for their significant role in shaping public
narratives and user perceptions.


https://www.quora.com/
https://www.zhihu.com/
https://x.com/
https://www.facebook.com/
https://www.instagram.com/
https://www.youtube.com/
https://www.tiktok.com/
https://www.xiaohongshu.com/
https://www.etsy.com/
http://www.tiktok.com/shop
https://www.amazon.com/live
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The episode underscored the immense power—and corresponding responsibility—social media platforms now
carry. Unlike traditional media, which prioritize journalistic standards of accuracy and editorial oversight, user-
driven platforms prioritize speed, personalization, and engagement. As a result, the processes by which
individuals create, distribute, receive, and interpret information have been fundamentally transformed. Today,
social media has become one of the primary sources through which people access news, form opinions, and
understand the world.

Viral Marketing and Brand Exposure

One of the most distinctive powers of social media lies in its ability to make content go viral. Viral marketing refers
to the rapid and widespread sharing of content across networks, often without direct intervention from the brand.
Unlike traditional campaigns that require substantial budgets for distribution, viral content can achieve massive
reach organically through shares, reposts, and online conversations.

EepyBird campaign million visits. By the end of that year, it surpassed 20
Two creators posted a video titled "Extreme Diet Coke  million views.

and Mentos Experiments" in 2006. The video The impact on the brands involved was remarkable.
showcased a playful experiment in which Mentos Mentos received an estimated $10 million worth of
candies were dropped into bottles of publicity in the first ten days, and
Diet Coke, causing dramatic eruptions. sales increased by 20% in the U.S.—
Initially shared on a small website and the largest spike in company history.
later picked up by online communities, Diet Coke also saw a 5-10% increase in
the video quickly spread across the sales. Moreover, the campaign
internet. Within days, mainstream media triggered over 10,000 imitation
invited the creators to appear on videos uploaded by users worldwide,
television programs, and within nine further extending brand visibility at no
days, the video had generated over two additional cost to the companies.

Extreme Mentos & Diet Coke 4
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This illustrates how user-generated content, when creatively executed and socially distributed, can outperform
conventional marketing in both reach and influence. It also highlights that consumers themselves can become
key drivers of brand storytelling and visibility.
More importantly, the EepyBird case demonstrates two major benefits of social media marketing:
1. UGC: User-generated content can serve as a powerful asset for firms by enhancing brand visibility and
engagement.
2. Goviral: Successful campaigns often rely on viral distribution across platforms, driven by word-of-mouth
dynamics, which enables firms to achieve wide exposure while saving substantial marketing expenses.

Benefits and Challenges of Social Media Marketing

Ideally, social media marketing (SMM) enables businesses to leverage User-Generated Content (UGC) and Word-
of-Mouth (WOM) to expand brand visibility, engage customers, and obtain real-time feedback. However, in
practice, SMM also entails substantial risks and challenges. Recognizing these pitfalls is essential for designing
resilient and effective SMM strategies. The key risks and challenges are as follows:
e Poor Content Moderation: Insufficient or careless oversight of a company’s social media posts can
trigger backlash if the content is perceived as insensitive or inappropriate.

In April 2019, Chase Bank received widespread criticism for a #MondayMotivation tweet that implied
customers with low balances were irresponsible spenders. The post was condemned as “poor-shaming,”
particularly given the bank’s history of receiving a taxpayer bailout and criticism for low wages. Although
the tweet was quickly deleted and Chase acknowledged the feedback, the backlash continued to spread
as users amplified the perceived insensitivity and hypocrisy of the message.

@ Chase & Elizabeth Warren & P§
o @SenWarren .

‘You: why is my balance so low ; :
Bark account: make coffes at home .@Chase: why aren’t customers saving money? )
Bank account: eat the food that's already in Taxpayers: we lost our jobs/homes/savings but gave you a $25b bailout .@Chase, this isn’t #Monday]‘\/]ot\'vat'\on. Unless
the fridge Workers: employers don’t pay living wages . . N P
Economists: rising costs + stagnant wages = O savings this condescension reflects Mr. Dimon'’s view of
his customers, I'd suggest an apology. We can
call it #ToneDeafTuesday.

Bank account: you don't need a cab, it's only
Chase: guess we'll never know
3:09 p. m.- 29 abr. 2019

Falow )

Rep. Katie Porter &
@RepKatiePorter

three blocks

You: | guess we'll never know Everyone: seriously?
Bank account: seriously?
#hondayMotivation

#MoneyMotivation

3:01p. m.- 29 abr. 2019

e Risk of Unexpected Backlash: Even well-intentioned campaigns can misfire and generate viral criticism.

Gap’s 2020 “unity sweatshirt” tweet, posted
immediately after the U. S. election, was
perceived as tone-deaf in a highly charged
environment.

Burger King’s 2021 tweet on International
Women’s Day—intended to promote a culinary
scholarship program—was widely condemned
for reinforcing stereotypes.

Burger King @ @BurgerkingUk

Women belong in the kitchen

(2R ] ) 8K ) 953k A
Burger King @ @BurgerkingUk
If they want to, of course. Yet only 20% of chefs are women. We're on a
mission to change the gender ratio in the restaurant industry by
empowering female employees with the opportunity to pursue a culinary
career. #|W

v

out and no one from Communications was wildly
waving their arms NO NO NO in the background over
it.

@ chissy teigen @

epending on the city

Glad to see we're all united in our hatred of this tweet.
twitter.com/Gap/status/132

@ Sara Benincasa @
@SarajBenincass

Girl WHAT twitter.com/Gap/status/132...
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Lack of Control over Word-of-Mouth: Conversations about brands often unfold independently of
company input, making it difficult to manage reputation effectively.

McDonald’s launched the #McDStories hashtag in 2012 to encourage positive engagement, the
campaign was quickly overtaken by negative stories from customers, forcing th e company to retreat.

[} McDonald's ¥ Folow A~
Meet some of the hard-working people dedicated to
providing McDs with quality food every day

McDStories med.to/zEckNn

» . ¥ NSNS MDB

@Alice_2112

Hospitalized for food poisoning after
eating McDonalds in 1989. Never ate there
again and became a Vegetarian. Should
have sued. #McDStories

Uncertain ROI: Measuring the return on social media efforts is complex. Engagement metrics such as
likes, shares, or impressions do not always translate directly into sales or long-term loyalty. This makes it
difficult for firms to justify substantial investments in SMM without clear performance indicators.

Common Social Media Marketing Practices

Firms’ social media marketing strategies have evolved substantially as platforms, user behaviors, and
advertising technologies have changed. In current practice, the following five forms of social media marketing
are widely used.

Organic Social Media Marketing (Brand-
Owned Presence): Firms manage their official

social media accounts to publish content, grow

followers, and maintain ongoing engagement.
Organic social media marketing primarily
reaches account followers, who are often
existing customers and committed brand fans.
Accordingly, this approach functions as an
efficient customer relationship management
(CRM) tool for building brand image,
increasing customer engagement, and
maintaining long-term relationships. However,
it is frequently less effective for increasing
brand awareness or generating sales. In the
early years of social media, companies often
used promotions or giveaways to grow their
follower base and increase exposure.

Paid Social Media Advertising (Sponsored
Media): Firms pay platforms like Facebook,
Instagram, or TikTok to display their ads to
targeted users. These ads can appear in many
formats, such as in-feed posts, Stories, video
ads, or clickable lead forms.

Paid social media advertising allows firms to
reach new customers based on age, location,
interests, or past online behaviors. It is
effective for increasing brand awareness. It
also supports retargeting (e.g., site visitors,
cart abandoners, video viewers, and engaged
followers), which can further contribute to
sales generation. In addition, the rich formats
and interactive features of social media
advertising can elicit higher engagement than
many other advertising formats.
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Influencer Marketing and Sponsorship: Firms
partner with influencers to promote a product,
service, or campaign to their audiences.
Influencer marketing leverage influencers’
social influence and drive awareness and sales
among influencers’ followers. Firms
commonly pay influencers with a flat fee for
creating and posting content. More recently,
some firms have adopted commission-based
compensation tied to measurable outcomes
(e.g., sales or business leads), an approach
that is usually referred to as affiliate
marketing.

Livestream Shopping: influencers or brand
representatives promote and sell products
during a live video broadcast. Viewers can ask
guestions, see live demonstrations, and
purchase items in real time.

Livestream shopping is an emerging business
model that integrates social influence with e-
tailing. It enables firms to create a highly
interactive and engaging shopping experience,
often stimulating impulse purchases and
generate significant short-term sales. Popular
livestream shopping platforms include Douyin,
Taobao, TikTok Shop, Amazon Live, and
YouTube.

Most firms use these practices as a portfolio. A common pattern is to build credibility and community
through organic social media and UGC, use paid social to scale reach and conversions and rely on

influencers to penetrate niche segments.


https://www.douyin.com/
https://www.taobao.com/
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Section 2: Essentials of Social Network and Implications in Social Media Marketing

Social media platforms operate as virtual social networks that connect individuals through shared content,
interactions, and relationships. Successful social media marketing leverages these networks to achieve business
objectives by facilitating communication, amplifying reach, and shaping influence.

To develop effective strategies, it is essential to understand how users interact and influence one another within
these networks. This section introduces four core features that underpin social media marketing:

e Social Network Structure

¢ Influential Nodes

e Diffusion Patterns

e User-Generated Content (UGC)

Social Network Structure

The structure of a social network plays a critical role in determining how quickly and widely information, content,
or even diseases spread. In a social network, network structure refers to the way individuals (nodes) are
connected to each other through relationships (links). These connections form patterns that shape the flow of
messages and influence across the network.

In tightly connected networks, where many users are directly linked to one another, information can spread
quickly within a small group — but may struggle to reach

outside communities. In contrast, networks that include NETWORK STRUCTURE & INFORMATION FLOW

key bridge connections between different groups allow
messages to travel farther, reaching more diverse
audiences. This concept applies to both viral marketing
and public health. Just as a virus spreads more easily in a
densely connected population, a viral video or hashtag :
can gain momentum if it reaches users who are well- Quickspread WITHIN group; Fast fr spread

slow BETWEEN groups BETWEEN diverse groups

connected across different parts of the network. y

TIGHTLY CONNECTED NETWORK NETWORK WITH BRIDGE CONNECTIONS \/
. - ) iy

(%)

For marketers, understanding the structure of the network is essential for maximizing the reach and impact of a
campaign. Simply putting content online is not enough — it matters where and through whom the content enters
the network.

Different platforms are built on different network structures:

e Facebook and LinkedIn are based on mutual connections, where both users must agree to connect. This
leads to more tightly knit, clustered networks. These platforms are especially effective for trust-building,
peer influence, and word-of-mouth marketing. Campaigns on these platforms often focus on community
engagement and sharing within personal or professional circles.
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e [nstagram, TikTok, and YouTube operate on a follower- or subscriber-based model, where users can follow
or subscribe to public accounts without reciprocation. These platforms tend to have hub-and-spoke
structures, where influencers serve as central hubs with large audiences. Therefore, it is often more
effective to collaborate with influencers who can quickly broadcast messages to a massive audience.

FACEBOOK / LINKEDIN #*% . INSTAGRAM / TIKTMOK / YOUTUBE
< N—"" @ g
(!?\ /E " ‘:.} ! ..
@y N
)} 1 e e o
o\ N - —~a
®}:,\ /:'li:'} @ \V,Vlr'
@} S) y ‘ AR e ®
> L]
Mutual connections > Mutual connections > Clusted Follower model > Follower model >
Clustred networks. networks, Good for trust, Hub-and-spoke, Good for bos, viral
word o-mouth, community. Good for broating, viral
reach.

Influential Nodes in Social Networks
In any social network, certain individuals have more power to influence others. These individuals — known as
influential nodes — play a key role in the flow of information, shaping public opinion, sparking behavior change,

and accelerating the spread of content. Understanding who these nodes are and how they function is essential
for designing effective social media marketing strategies.

Historical Example: The Medici Family in Renaissance Florence Ruu7alsmsm )
In the 1430s, social scientists mapped the marriage ties between Amm A—

16 major families in Florence. Although the Medici family was =
neither the wealthiest nor the most politically powerful at the \

time, it occupied a central position in the network. Specifically,
the Medici family sat on the shortest connection paths between
other key families, such as Barbadori and Guadagni. This gave

the Medici high betweenness centrality, meaning other families eruco smm.\
/ ACCIAIUOLI
PAZZI

RIDOLFI ‘ORNABUONI
MEDICI

had to go through the Medici to reach one another. Cosimo de’
Medici successfully leveraged this centrality to consolidate
power, becoming one of the most influential figures of the
Renaissance.
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What Makes a Node Influential?

Influence is not just about having a large number of followers. An influential user holds a strategic position within
the network, enabling them to reach many others or connect otherwise separated groups. Several network
theories help explain these positions:

Degree Centrality: Measures how many direct connections (or followers) a person has. Users with a large
audience can broadcast messages widely and instantly.

Betweenness Centrality: Refers to users who sit on the shortest paths between other users. These
individuals act as bridges between communities and are crucial for spreading content across the network.
Closeness Centrality: Captures how quickly a user can reach others in the network. Users with high
closeness centrality are well-positioned to access and share information efficiently.

Types of Influential Nodes in Social Media

1.

Mega-Influencers and Celebrities: These users often have millions of followers. They act as mass
broadcasters, ideal for high-reach branding and product launch campaigns.

Macro-influencers: (100,000 to 1 million followers) often have reach and some level of specialization.
Micro-influencers: (10,000 to 100,000 followers) usually engage deeply with niche audiences and are
more relatable to everyday users.

Nano-Influencers: These users have fewer than 10,000 followers, often limited to friends, family, or local
communities. However, they typically have very high engagem ent rates and strong personal credibility.
Brands use nano-influencers for hyper-local campaigns, product sampling, or peer-to-peer
recommendations.

Example: A local café may partner with student nano-influencers on Instagram to promote seasonal drinks
through personal storytelling and visually appealing content.

Bridge Users: These individuals connect different communities or platforms. They may not have massive
followings, but their cross-group access gives them unique influence.

Example: A bilingual tech blogger who posts tutorials in English on YouTube and actively shares translated
summaries on LinkedIn can serve as a bridge between global tech learners and local professional
communities.

Their content moves between distinct social clusters, expanding reach and relevance.
Platform-Specific Creators: Each platform favors different types of influencers:

e YouTube: Long-form video creators with engaged subscribers.

e TikTok: Short-form video influencers driven by viral trends and hashtags.

e Instagram: Visual storytellers focused on lifestyle, fashion, or wellness.

e LinkedIn: Professional voices, thought leaders, and B2B specialists.

e Twitter/X: Real-time commentators in politics, news, and culture.
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Diffusion Patterns in Social Media Networks

The spread of content, behaviors, or innovations through a social network is known as diffusion. In social media
marketing, understanding how content spreads is essential for creating strategies that maximize visibility,
engagement, and conversions.

Social media content spreads in diverse ways, depending on factors such as the content creator’s popularity, the
design and appeal of the content, audience characteristics, influencer involvement, and platform settings (e.g.,
algorithmic promotion or trending feeds).

Case: Gangnam Style on YouTube (2012)

Released on July 15, 2012, by South Korean artist PSY, Gangnam Style gained over 3 million views within its first
week on YouTube. The platform responded by promoting the video as the "world’s most popular song" — a label
that further accelerated its spread. The promotion by YouTube and wide sharing by influencers triggered a viral
diffusion cascade. The video followed an exponential growth trajectory and reached 1 billion views by December
21, 2012 — just 159 days after launch. It became the first video in YouTube history to surpass the 1 billion mark
and remains a landmark example of how content can spread rapidly through both user sharing and platform
amplification. This example illustrates how social diffusion is not only driven by user behavior but also influenced
by platform algorithms and early engagement dynamics.

Growth of ‘Gangnam Style' YouTube Viewership (First Year)

Time Period Date Viewership (Approx.) 7
1 Week July 22,2012 3,410,994 -:
1 Month August 15, 2012 32,004,193 ?(::
6 Months January 15, 2013 1,136,601,923 S :
1 Year July 15, 2013 1,740,000,000
4

The Bass Model of Diffusion

The Bass diffusion model is a widely used framework to describe how new products, content, or behaviors are
adopted over time. It separates adoptions into two categories:

e Natural Adoption (Innovation Effect): Some individuals adopt independently, without relying on peer
influence. These early adopters are often driven by curiosity, media exposure, platform recommendation.

e Influenced Adoption (Imitation Effect): Other individuals adopt because they are influenced by early
adopters. This involves peer influence, social proof, and network effects. These are often referred to as
influenced adopters.
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The Bass model is mathematically represented as:
dc = P'(E—Qt) +7"'(%) : (E_Qt) , where

® . isthe number of new adopters at time t

. 6 is the total market size

e (Q.is the number of existing adopters by time t

e pis the coefficient of innovation (natural adoption rate).
p reflects the likelihood that a person will adopt without social influence. A higher p indicates
stronger independent adoption, often associated with advertising, media exposure, platform
recommendation, and content/product features.

e 1 is the coefficient of imitation (influenced adoption rate).
r captures how likely people are influenced by others' adoption. A higher r indicates that word-
of-mouth and peer behavior play a stronger role in the diffusion process. Content/product
features also affect the imitation coefficient.

Key Factors That Influence Diffusion Outcomes

Based on the Bass model and social network theory, three core factors determine how widely and quickly content
spreads:

1.

2.

3.

The Scale of Initial Adopters The number and quality of people who engage early with content can
determine whether it gains traction or fizzles out. A large group of early adopters, or a small but highly
influential segment, can ignite a strong diffusion wave.

Marketing Practice: Brands often seed content through influencers or niche communities to generate
early traction. Product samples, exclusive previews, or limited-access campaigns are common tactics.
The Efficiency of Natural Adoption (p) This refers to how easily users adopt content on their own, without
being influenced by others. It depends on content quality, platform exposure, and user interest.
Marketing Practice: Marketers can increase natural adoption by investing in platform ads, homepage
features, PR, and search optimiz ation, which put the content directly in front of potential viewers.

The Efficiency of Influenced Adoption (7) This reflects how effectively social influence encourages
adoption. It depends on both the viral features of the content (e.g., humor, shareability, emotional appeal)
and social psychology factors, such as social validation and FOMO (fear of missing out).

Marketing Practice: Brands can increase influenced adoption by highlighting popularity metrics (e.g., view
counts, shares), enabling UGC participation (e.g., challenges), and encouraging social sharing via
incentives or calls to action.

Key Takeaway: Content diffusion on social media is not random. It follows predictable patterns influenced by
initial adopters, individual behavior, and network dynamics. The Bass model offers a clear way to understand and
shape this process. Successful campaigns combine strong content with a strategic approach to seeding and
amplification—just as the rise of Gangnam Style demonstrates.
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User-Generated Content (UGC)

User-Generated Content (UGC) refers to original, brand-relevant content created by users rather than by the
brand itself. In social media environments, UGC can take many forms—including images, short-form videos,
product reviews, testimonials, unboxing clips, and podcasts. It plays a central role in shaping perceptions,
promoting engagement, and amplifying word-of-mouth marketing.

Example: GoPro is widely recognized for integrating UGC into its marketing strategy. It regularly features
customer-shot videos and photos on its social media platforms, showcasing product use in real-world adventures.
This reinforces the brand’s identity while highlighting product performance in an authentic and cost-effective

way.

GoPro
-

=== Cameras Apps Accessories

GoPro Subscription

Shop by Activity QBv

MILLIONS OF ADVENTURES CAPTURED ON #GOPRO

Benefits of UGC for Marketers

Firms actively encourage UGC because of its strategic advantages:

1.

Trust and Credibility: Consumers tend to trust
peer content more than branded content. Seeing
others use and endorse a product increases
social proof and reduces perceived risk.
Enhanced Brand Loyalty: When customers create
content for a brand, they feel more connected
and invested. UGC deepens customer
engagement and fosters a stronger brand
community.

Low-Cost Content Creation: UGC allows firms to
scale content production without the costs
associated with hiring agencies or internal
creators. In many cases, UGC also reflects
creative interpretations of the brand that
marketers may not have envisioned.

Practical Tip: Use UGC in retargeting ads or
product pages to showcase real people using the
product, which can boost conversion rates.

Practical Tip: Run monthly contests where
selected UGC entries are featured and rewarded.
This builds an active contributor base.

Practical Tip: Build a UGC submission pipeline
using branded hashtags or forms, and schedule
UGC into your content calendar alongside
professional content.
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4.

Improved Reach and Discoverability: UGC often
reaches audiences the brand would not have
accessed on its own, especially when shared by
influencers or niche communities.

Risks and Challenges of UGC

Practical Tip: Encourage users to tag the brand
and use shareable formats (e.g., Instagram
Stories, TikTok sounds) that spread easily
through their networks.

Despite its advantages, UGC is not without risk. Because firms do not control this content, several challenges may

arise:
1.

Negative or Off-Brand Content: Dissatisfied
customers may post complaints, harsh reviews,
or criticisms that can go viral and damage brand
reputation.

Low-Quality or Inappropriate Content: Poorly
produced or offensive content can harm the
brand image if amplified unintentionally.

Legal and IP Issues: Sharing UGC without proper
permissions may violate copyright or privacy
rights.

Practical Tip: Use social listening tools and
automated alerts to track brand mentions.
Respond professionally and guide users toward
correct information.

Practical Tip: Establish clear content guidelines
and create a UGC approval workflow before
resharing any user content from the brand
account.

Practical Tip: Always obtain explicit permission to
reuse UGC and provide proper attribution to the
content creator.

N -
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Section 3: Organic Social Media Marketing Strategy

Organic social media marketing refers to brand activities on social platforms that are not directly paid for. This
includes posting content, engaging with followers, and building communities through a brand’s official accounts.
While it does not involve media buying, organic social marketing plays a foundational role in brand building,
customer engagement, and trust development.

Objectives of Organic Social Media Marketing

Due to various constraints, such as limited labor capacity, content resources, and users’ attention, a firm can
publish only a limited number of organic posts within a given week or month. Given this scarcity of posting
opportunities, it is critical for firms to clearly define the objectives of their organic social media marketing
activities before designing content.

Organic social media marketing is typically used to achieve the following objectives:

e Strengthening customer relationships through ongoing interaction
Reinforcing brand values and brand personality

Supporting customer service and two-way communication
Building brand communities around shared interests or lifestyles
Generating trust and fostering long-term customer loyalty

A firm may pursue multiple objectives simultaneously; however, these objectives should be clearly prioritized.
The relative priority of objectives directly influences the content schedule, content mix, and design strategy of
organic social media postings.

Traditionally, organic social media content primarily reaches existing followers or users who actively search for
the brand. Compared with paid social media advertising, organic reach is typically more limited but is often
perceived as more authentic, relationship-oriented, and sustainable over the long run.

In recent years, however, social media platforms such as TikTok and Instagram have increasingly pushed organic
content to non-follower audiences through algorithmic recommendation systems. This shift has created new
opportunities for firms to expand reach and enhance brand awareness through organic content alone. In
response, some firms have begun adjusting their organic social media strategies to emphasize reach maximization
and content virality. Nevertheless, both platform mechanisms and brand practices in this area are still evolving
and largely experimental.

Content Pillars and Strategy Design

A successful organic social media strategy begins with identifying content pillars—core themes that represent the
intersection between the brand’s identity and the audience’s interests. These pillars serve as the foundation for
content planning, ensuring consistency, variety, and strategic alignment with marketing objectives.

Each content pillar should be directly linked to one or more of the brand’s organic marketing goals (e.g.,
relationship building, brand storytelling, community development). This alignment allows firms to maximize the
limited posting opportunities by delivering content that is both purposeful and engaging.
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Common Content Pillars

Below are five widely adopted content pillars, along with their strategic functions:

1.

Product or Service Education: Posts that explain product features, demonstrate usage, or offer how-to
tutorials. These support customer satisfaction and reduce service inquiries.

Brand Storytelling and Personality: Posts that convey the brand’s values, history, tone, or culture.
Common formats include founder stories, employee highlights, or behind-the-scenes content. These help
reinforce brand identity and emotional connection.

Lifestyle and Community Relevance: Content that reflects the audience’s everyday interests, values, or
aspirations—such as wellness tips, seasonal moments, or cultural events. These posts strengthen
community bonds and increase shareability.

User-Generated Content (UGC) and Social Proof: Reposting photos, videos, or testimonials created by
customers. This pillar builds trust, validates the brand, and encourages further engagement from
followers.

Interactive and Engagement-Driven Content: Posts designed to spark two-way interaction, including polls,
quizzes, Q&A sessions, countdowns, and comment prompts. These formats drive algorithmic visibility and
deepen engagement.

Example: A fitness brand may structure its content around the following pillars:

1) Workout tutorials (education),

2) Customer transformations (UGC),
3) Brand values like discipline and community (storytelling),
4) Wellness tips (lifestyle), and

)

Ul

“Which workout type are you?” polls (interactive).

Table: Mapping Content Pillars to Organic Marketing Objectives

Content Pillar Primary Objectives Supported

. . S 1 t i d icati

Product or Service Education e Support customer service én cgmmumca ion

e Strengthen customer relationships

. ) Reinforce brand values and personalit

Brand Storytelling and Personality ° . i ) P , ¥ )
e Build emotional connection - Build community

e Build community around shared interests

e Generate long-term loyalty

e Strengthen trust through peer validation

e Increase engagement - Build customer loyalty

Lifestyle and Community Relevance

User-Generated Content (UGC)

e Foster two-way communication - Improve visibility via
Interactive and Engagement Content algorithmic engagement
e Strengthen relationships
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Actionable Practice: Content Planning Framework

To manage content production efficiently and ensure strategic balance, many firms adopt a monthly content
calendar. A well-structured calendar should specify:

Posting frequency and platform allocation

The mix of content pillars across weeks
Integration of time-sensitive campaigns or events
Responsible team members or content creators

Practical Tip: Aim for a diverse yet consistent mix across content pillars. Repetition of tone and themes builds
brand familiarity, while variation in format keeps content engaging.

4
| Key Takeaway: Content strategy in organic social media marketing is not random. It requires intentional design
1 around clear objectives, content pillars, and platform best practices. A disciplined approach to content planning
| ensures that limited posting opportunities deliver maximum strategic value.

1

Platform Strategy: Choosing and Adapting to the Right Channels

An effective organic social media strategy must consider platform-specific characteristics. Each platform has its
own user demographics, content formats, algorithmic behaviors, and cultural norms. A successful brand adapts
its content strategy to fit each platform’s strengths, rather than applying a one-size-fits-all approach.

Choosing the right platform(s) is a strategic decision that should align with the firm’s target audience, marketing
objectives, and content resources.

Platform Differences in Structure and Usage

The structure of social interaction and content flow differs across platforms. These structural differences
influence how easily organic content can spread and how users engage with brand accounts.

Platform Connection Model Content Flow Discovery Mechanism
Facebook Mutual (friend-based) Feed + group discussions Algorithmic feed, groups, shares
Instagram Follower-based Feed + stories + reels Algorithmic feed, Explore page

. ,
TikTok Eilkl)(:i\ger algorithm Infinite vertical video feed "For You" feed (strong algorithm)
Subscription + search- Channel-based long-form Search, recommendations,
YouTube .
driven content homepage
LinkedIn Mutual or follower-based Professional feed and posts Algorithmic feed, professional tags
X (formerly Follower-based with Text-forward, real-time

Twitter) resharing updates Trending topics, reposts, threads

N -
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Strategic Platform Roles

Each platform can serve a distinct role in the organic marketing mix:

Platform Strategic Role in Organic Marketing
TikTok Reach non-followers quickly through viral formats and trends
Instagram Build brand image through visuals, stories, and user-generated content
Facebook Strengthen existing community and drive traffic to external sites
LinkedIn Position the brand for thought leadership and B2B engagement
YouTube Educate and engage through long-form content with long shelf-life
X/Twitter Monitor real-time conversation, provide updates, and engage in thought dialogue

Example: Many direct-to-consumer brands use TikTok for viral exposure, Instagram for brand expression, and
YouTube for product education and reviews—each platform playing a complementary role in the organic funnel.

Choosing the Right Platforms
When selecting platforms for organic activity, firms should evaluate:

e Audience fit: Where is the target demographic most active?

e Content compatibility: Can the firm consistently produce the format that performs best on this platform
(e.g., video for TikTok or YouTube)?

e Engagement opportunity: Does the platform support interaction, feedback, or community-building?

e Brand relevance: Is the brand contextually appropriate or expected on this platform?

Adapting Content Across Platforms

While maintaining consistent brand voice and identity, content must be tailored to platform norms. For instance,
a behind-the-scenes post may work as a short video on TikTok, a story on Instagram, a photo album on Facebook,
and a blog-style post on LinkedIn. A single campaign may require repackaging across platforms to match user
expectations and content flow.

Practical Tip: Reuse concepts, not formats. Repurpose the same message (e.g., sustainability initiative) into
platform-native formats: TikTok video, LinkedIn article, Instagram carousel, and YouTube explainer.

_______________________________________________________________________________

Key Takeaway: Platform strategy is not about being present on every channel—it is about being strategically
active on the right platforms with the right content. Effective organic marketing requires tailoring content to
platform structures, aligning usage with brand objectives, and leveraging each channel’s strengths to build a
cohesive presence.

e e e e e e e e e e e e e Em e e e e mm e e e mm e mm e e e e Em e e e e e Em e e e e e M e e e e e M e e e e e e e e e e e e e e e e

——— e —————
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Follower Development and Community Building

In organic social media marketing, gaining followers is not an end goal, but a foundational step toward building
long-term brand relationships. A brand’s follower base represents a potential community of customers,
advocates, and co-creators. Successful follower development focuses not only on quantity but also on the quality
and engagement level of those followers.

Strategies for Attracting Quality Followers

Rather than relying on mass follower acquisition tactics (e.g., giveaways with loose targeting), marketers should
focus on attracting users who align with the brand’s values, identity, and offerings.

Recommended Practices:

e Optimize profile and bio: Clearly communicate brand positioning and value proposition in the profile
section. Include branded keywords and a compelling CTA (e.g., “Join our wellness journey”).

e |Leverage cross-channel promotion: Encourage existing audiences from email newsletters, websites, and
other social platforms to follow the brand’s official accounts.

e Use relevant hashtags and geotags: Help users discover the brand organically by tagging content with
popular, targeted, or location-based hashtags.

e Collaborate with aligned creators or influencers: Partnerships with creators who share similar audiences
can expose the brand to high-intent followers.

Encouraging Ongoing Follower Engagement

Once users follow a brand account, it is essential to keep them engaged through valuable, timely, and interactive
content.

Tactics to Sustain Engagement:

e Two-way communication: Respond to comments and DMs, acknowledge followers by name, and ask for
their opinions in posts or stories.

e Routine posting cadence: Establish a predictable rhythm of content delivery to maintain interest and
platform relevance.

e Platform-specific features: Use features like Instagram Stories, TikTok Stitch/Duet, LinkedIn polls, and
YouTube Community posts to increase interaction.

e Interactive formats: Encourage users to participate in quizzes, countdowns, or challenges that invite direct
input.

Example: A cosmetics brand may post a “This or That” product comparison in Stories, encouraging
followers to vote. This not only increases interaction but also provides real-time feedback on customer
preferences.

Building a Brand Community

A well-managed social media presence can evolve into a community, where followers interact not only with the
brand but also with each other. This level of social cohesion deepens loyalty and transforms users into brand
advocates.
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Community-Building Strategies:

e Feature followers: Repost customer photos, reviews, or content created with branded hashtags. Public
recognition increases loyalty and encourages others to participate.

e Create a shared identity: Use consistent brand tone, insider language, or rituals that reinforce belonging.
For example, refer to your community with a unique name (e.g., “Nike Run Club”).

e Host live events or AMAs (Ask Me Anything): Use livestreams or Q&A sessions to humanize the brand and
invite authentic interaction.

e Launch branded challenges: Encourage users to create and share content around a specific theme or
prompt, using a dedicated hashtag.

Case Example: The lifestyle brand Alo Yoga developed a strong digital community by consistently featuring
customer content, hosting live classes, and engaging with followers through meditation challenges and
wellness events.

GIO WOMEN MEN SHOES BAGS " Q2 sienmToceTmewaros O [

ALO WELLNESS CLUB + 1 HOTEL ALO WELLNESS CLUB + 1 HOTEL ALO RUNNERS CLUB + 1 HOTEL
BROOKLYN BRIDGE MORNING SOUTH BEACH MORNING RESET SEATTLE MORNING RESET WEST HOLLYWOOD
RESET RITUAL RITUAL RITUAL West Hollywood, CA
Brooklyn, NY South Beach, FL Seattle, WA 9:00am
®
e .

1 Key Takeaway: Follower growth is only valuable when it supports deeper engagement and brand affinity. Effective
1

organic strategies invest in attracting aligned followers, sustaining interactive engagement, and cultivating a
sense of community that supports long-term loyalty.

«%ﬂ) Figure 3.2: The Follower Development Funnel

1. ATTRACT FOL R Q- Profie optimization

o * Hasttags & discoverability
« Cross-channel promotion
* Creator collaborations

2. ENGAGE FOLL! D + Consistent posting cadence

* Interactive content
« Comments & DMS
* Platform-native features

3. BUILD COM &) * Feature user content (UGC)
 Shared language & rituals

* Live sessions & AMAS
« Branded challenges

4. ACTIVATE A £, * Encourige sharing

* Reward contributions

* Ambasador-peer influence
Figure 3.2 illustrates the follower development process in organic social media marketing. Rather rtrating treating
foingle obrows a single objective guide guide theogtets guide users thram sequeial stages—from atraction and engagement

orational value. )
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Engagement and Algorithm Visibility

Social media platforms use algorithmic ranking systems to determine which content is shown to users. In organic
social media marketing, engagement—such as likes, comments, shares, and saves—is a key signal that platforms
use to evaluate the relevance and quality of content. For brands, this means that improving engagement is not
just about connecting with followers—it directly impacts content visibility and reach. Understanding how
algorithms prioritize content helps marketers design posts that perform better organically.

How Engagement Affects Visibility

Most platforms no longer show content in strict chronological order. Instead, content is ranked based on multiple
signals, with engagement metrics playing a central role. Key Algorithmic Signals Include:

Engagement rate (likes, shares, comments, saves relative to impressions)
Recency of post

Relationship strength (e.g., how often the user interacts with the brand)
Content type and format preferences (e.g., video, carousel, story)

Watch time or completion rate (especially for videos and stories)

Example: On Instagram and TikTok, posts that generate early engagement (within the first 30—60 minutes) are
more likely to be boosted to a wider audience via the Explore or For You pages.

Types of Engagement and Their Strategic Roles

Not all engagement is equal. Some actions carry more weight in algorithmic ranking or marketing impact.

Engagement Type Platform Impact Marketing Value

Likes Basic relevance signal Measures initial appeal

Strong signal of interest or emotional

Comments Opens two-way dialogue, builds community
response

Shares/Reposts Amplifies reach to new users Acts as digital word-of-mouth

Saves Indicates future intent Signals depth of interest (e.g., purchase intent)

Clicks or Swipe-Ups | Drives traffic Moves users further down the funnel

Video Completion Retention metric Boosts visibility and indicates content quality

Practical Tip: Posts that invite comments (“What do you think?”, “Tag a friend”) or provoke a reaction tend to
outperform passive posts in both engagement and reach.
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Strategies to Maximize Organic Engagement

Brands must design content not only for visual appeal, but also for interaction. High-performing organic content
encourages users to respond, react, and participate. The following are common practices:

e Use call-to-actions (CTAs): Prompt users to
comment, vote, or share their opinions.

e Design for conversation: Pose questions, run polls,
or invite story replies.

o Leverage platform tools: Use Instagram Stories
stickers (polls, quizzes, sliders), TikTok trends, or
LinkedIn reactions.

e Post at optimal times: Schedule content when
your audience is most active (based on insights).

e Encourage UGC and mentions: Invite followers to
create and tag content using branded hashtags or
templates.

e Respond promptly: Show appreciation and

stimulate continued conversation by replying to
comments or DMs.

. danielwellington ® + Follow

S P S e danielwellington @ Its time to play
m‘\-u: ' s :

#WheresWellington! Do you know where
t 0 was taken? If so, leave a
below! (Photo via @dotzsoh
fellington

®

’ schonhage Gardens at the bay in
Singapore!

mats.travelgram What an awesome

photo. & & O

Qv Al

43,286 likes

T J

Engagement-Driven Content Formats

Some content formats naturally elicit more interaction. Brands can use these formats to improve algorithmic

favorability.

Format
Polls and quizzes
Contests and giveaways
Story Q&A boxes
Duets or video responses
Carousel posts

User challenges

Best For
Quick interaction and participation

Driving comments, shares, and mentions

Building dialogue and gathering customer feedback

Stimulating peer-to-peer engagement
Increasing saves and swipe-through rates

Generating UGC and viral participation

Key Takeaway: Engagement is both a signal to social media algorithms and a valuable customer behavior in its
own right. Marketers must design content with intentional interaction in mind to maximize visibility, foster

relationships, and support long-term brand growth.
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Performance Metrics and Optimization

In organic social media marketing, success depends not only on content creation but also on systematic
performance evaluation. Given the limited resources available for organic posting, firms must regularly assess
how their content performs and use these insights to guide strategy refinement and content optimization.

Why Performance Tracking Matters

Unlike paid media, where outcomes are directly tied to spend, organic performance is shaped by content quality,

engagement behavior, and algorithmic visibility. By tracking the right metrics, firms can:

Practical Tip: Performance evaluation should be conducted on a recurring basis (e.g., weekly or monthly) and

Identify high-performing content and replicate its success
Detect underperforming areas and adjust strategy

Justify investments in content production or platform focus
Align content strategy with evolving business objectives

always linked to specific marketing goals.

Core Metrics for Organic Social Media

Metric
Reach
Impressions
Engagement Rate
Saves / Shares

Follower Growth Rate

Click-Through Rate
(CTR)

Story or Video
Completion Rate

Example: If an Instagram carousel has high saves but low likes, this may indicate that the content is perceived as

What It Measures

Number of unique users who saw a post

Total number of times content was
displayed

% of users who interacted with the post
(likes, comments, shares)

Number of users who saved or shared
the post

% change in follower count over time

% of users who clicked on a link or
profile after viewing content

% of users who watched the full story or
video

informative or useful—ideal for evergreen or reference-style posts.

Why It Matters

Indicates content visibility and audience
exposure

Reflects repetition and algorithmic
distribution

Measures relevance and resonance with
the audience

Indicates depth of interest and potential
for viral amplification

Signals growing (or declining) audience
base

Reflects effectiveness at driving traffic
or deeper engagement

Measures retention and content quality
for time-based formats
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Aligning Metrics with Objectives

Not all metrics are equally important for every brand or campaign. The relevance of a metric depends on the
specific strategic objective.

Objective
Build awareness
Foster engagement and loyalty
Support product education
Drive community participation

Enhance customer service visibility

Priority Metrics

Reach, Impressions, Follower Growth

Engagement Rate, Comments, Shares, Saves

Video Completion Rate, Clicks, Saves

Mentions, UGC volume, Tagged posts, Poll responses

Response rate, Comment sentiment, DM volume

Practical Tip: Always interpret metrics in context. A post with fewer likes but more shares and saves may be more
strategically valuable than a high-like post with no deeper interaction.

Optimization Practices

Ongoing optimization requires data-driven adjustments to content strategy. Brands should test and refine their
content based on performance insights.

A/B Test Content Variations: Experiment with
different headlines, formats, visuals, or CTAs to
determine what performs best.

Analyze by Content Pillar: Review performance
by category (e.g., product, lifestyle, UGC) to see
which themes resonate most.

Adjust Posting Time and Frequency: Test
different posting schedules to identify audience
activity peaks.

Identify Top Performers: Repurpose or extend
content that consistently drives engagement or
reach.

Review Platform Benchmarks: Compare results
to  platform averages and historical
performance, not just isolated metrics.

Example: A brand finds that product tips in carousel format drive higher saves and lower drop-off rates compared
to static product images. As a result, it increases the frequency of educational carousel posts in its calendar.

Key Takeaway: Metrics are more than vanity numbers—they are strategic signals. By continuously monitoring

efficiency, engagement, and alignment with long-term business goals.

4
1
1
1
! and interpreting key performance indicators, brands can fine-tune their organic content strategy to improve
|
\
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Common Mistakes in Organic Strategy

Despite the low direct cost of organic social media marketing, poor execution can result in wasted resources,
missed opportunities, and even reputational damage. Many brands invest time and effort into creating content
but fail to achieve meaningful results because of strategic misalignment or executional gaps. In the following, we
highlight the most common mistakes in organic social media strategy—and how to avoid them.

1.

Posting Without Strategic Alignment: Some brands treat social media as a content dumping ground—
sharing content without a clear connection to business objectives.

Why It’s a Problem: Unfocused content dilutes
brand identity and fails to move users through
the marketing funnel.

Solution: Define your primary objectives and
content pillars. Every post should serve a specific
purpose (e.g., engage, educate, drive traffic) and
align with strategic goals.

Inconsistent Brand Voice or Visual Identity: Changing tone, inconsistent imagery, or mismatched
messaging across posts or platforms confuses followers and weakens brand recognition.

Why It’s a Problem: Lack of consistency erodes
trust and makes it harder for followers to
remember or relate to the brand.

Solution: Develop a brand style guide for voice,
tone, colors, typography, and content structure.
Apply it consistently across all channels and posts.

Over-Promotion Without Value: Brands that use their organic feed only to push products or promotions

often see declining engagement.

Why It's a Problem: Audiences expect a mix of
entertainment, education, and inspiration—not
just sales messaging.

Solution: Follow the 80/20 rule: roughly 80% of
content should be non-promotional (value-
adding), while 20% can be focused on product or
conversion goals.

Ignoring Engagement Opportunities: Some firms fail to reply to comments, questions, or DMs—or delay

responses for days.

Why It’s a Problem: Lack of interaction weakens
community building and signals disinterest to
followers.

Solution: Treat social media as a two-way
channel. Allocate resources to monitor and
respond to followers promptly. Use replies to
reinforce brand personality and  build
relationships.

Copying Trends Without Adaptation: Jumping on viral trends without adapting them to brand relevance

can appear inauthentic or forced.

Why It’s a Problem: Trend-based content that
feels off-brand may generate attention but not
loyalty—or may even backfire.

Solution: Evaluate whether a trend aligns with
your audience and brand voice before
participating. Adapt it meaningfully rather than
imitating it superficially.
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6. Focusing Solely on Vanity Metrics: Chasing likes and follower counts without considering deeper
engagement, reach quality, or conversion impact leads to shallow results.

Why It’s a Problem: High surface-level metrics Solution: Monitor a balanced set of metrics (e.g.,
may not translate to actual business value. saves, shares, CTRs, video completions) and
interpret them in the context of strategic goals.

7. Failing to Learn from Data: Some brands publish content repeatedly without reviewing what works and
what does not.

Why It’s a Problem: Without feedback loops, Solution: Establish regular performance reviews.

teams waste effort on low-impact content and Analyze top- and bottom-performing posts, test

miss growth opportunities. variations, and apply findings to guide future
planning.

-~

! Key Takeaway: Avoiding common pitfalls requires discipline, self-awareness, and continuous learning. Effective
! organic strategy is not just about posting more, but about posting better—with a clear purpose, brand alignment,
' and measurable results.
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Section 4: Paid Social Media Advertising Strategy

Paid social media advertising is a core component of modern digital marketing. Unlike organic content, which
primarily reaches existing followers, paid advertising allows brands to scale visibility, target specific audiences,
and drive measurable outcomes across the marketing funnel—from awareness to conversion.

This chapter introduces the strategic planning process for paid social campaigns, compares them to display ads,
explains targeting methods, explores platform ad formats, and outlines key success factors.

Why Use Paid Social Advertising?
Paid social media advertising offers distinct advantages over other forms of digital advertising:

e Higher engagement: Paid social ads often achieve 8-9 times higher click-through rates (CTR) than
standard display ads, with 1-3% greater engagement rates.

e Advanced targeting: Platforms like Facebook, Instagram, LinkedIn, TikTok, and X (formerly Twitter) offer
highly refined targeting based on both user data and behavioral signals.

e Persuasive formats: Social media ads support interactive, multimedia-rich formats that are more likely to
drive user response and engagement than static display ads.

Example: Facebook Ads can target users by demographics, interests, behavior, or past interactions. LinkedIn
allows targeting based on job title, industry, or company size—making it ideal for B2B campaigns.

Key Components of a Paid Social Media Campaign

Effective paid social media advertising is not just about spending money on impressions—it is about designing
campaigns that match objectives, resonate with the right audiences, and deliver measurable business outcomes.

The following five-step framework helps marketers plan and execute campaigns effectively:

1. Define Objectives: Every paid campaign must begin with a clear objective, which determines not only
how success is measured but also how ads are designed, targeted, and delivered. Social platforms allow
advertisers to choose from several goal categories, including:

e Awareness: Reach, impressions, video views
e Consideration: Traffic, engagement, app installs, lead generation
e Conversion: Online sales, catalog purchases, form submissions

Practical Tip: Avoid trying to achieve too many goals in one campaign. For example, if the primary goal is
lead generation, prioritize form-based ad formats and optimize for lead quality—not for likes or views.
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2. Audience Targeting: One of the greatest strengths of paid social is its precision targeting capabilities.
Advertisers can reach specific audiences based on a combination of demographic, behavioral, contextual,
and historical data. Common targeting options include:

e Demographics: Age, gender, location, language

¢ Interests: Hobbies, lifestyle, page likes, followed creators

e Behaviors: Device usage, shopping habits, travel frequency

e Custom audiences: Upload customer lists (e.g. email list, app users, event attendees) for matching
e Retargeting: Reach users who previously visited your site or interacted with content

e Lookalike audiences: Target users similar to your most valuable customers

Practical Tip:

e Use layered targeting (combining interests with demographics or behaviors) to improve efficiency.
For example, instead of targeting all men aged 25-35, target “men aged 25—-35 who have recently
searched for gym memberships and follow fitness influencers.”

e Use pixel-based retargeting to show ads to users who viewed product pages but did not complete
purchases.

3. Ad Formats and Creative Design: Ad creative plays a central role in campaign performance. Social
platforms offer diverse ad formats, each suited to different goals and user behaviors. The common ad
formats are as follows:

e Image or Video Ads: Simple and versatile; ideal for quick product highlights.

e Carousel Ads: Swipeable series of images or videos; useful for storytelling or product catalogs.

e Story Ads / Reels / Shorts: Full-screen, vertical video optimized for mobile and quick consumption.

e Lead Form Ads: In-app forms that reduce friction in capturing sign-ups or inquiries.

e Shopping Ads: Integrated product tiles that allow browsing and purchasing directly from the feed.

Practical Tip: Match format to objective. Use short-form video for awareness, carousels for product
exploration, and lead forms for conversions. Always include a clear call to action (CTA) (e.g., “Shop Now,”
“Get Offer,” “Learn More”).

4. Bidding and Budget Allocation: Ad platforms use automated auctions to determine which ads are shown
to which users. Advertisers must decide how to bid for attention and how much to invest. The key
considerations that marketers must choose include:

e Bidding strategy: CPC, CPM, CPA

e Maximum bid limits

e Daily and total budget caps

e Bid adjustments for device, time of day, or audience segment

Practical Tip: Start with automatic bidding if unsure, then test manual bidding strategies once you gather
performance data. Allocate more budget to high-performing audiences and creatives (based on A/B
testing).
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5. Monitor and Optimize: Paid social is highly iterative. Ongoing analysis and optimization are essential to
maximize return on ad spend (ROAS). Suggest practices include:
e Run A/B tests on different creatives, messaging, or audience segments.
e Track key metrics (e.g., CTR, conversion rate, cost per result) in real time.
e Refresh ad creatives every 2—3 weeks to avoid fatigue.
e Use learning phase insights: Platforms like Meta and TikTok provide “learning” status to indicate
when enough data has been gathered to optimize delivery.

Practical Tip: Don’t assume initial results are final. Campaign performance often improves after
refinement. Use analytics dashboards and platform insights to guide data-driven adjustments.

Figure 4.1: Paid Social Media Campaign Planning Decision Tree
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How to Use This Tree:
Follow each question sequentially to build a structured campaign plan. Use as a framework for class discussions, assignments, or client planning.
Reinforce the idea that successful campaigns require integration of objective, audience, creative, budget, and optimization. /

Retargeting Strategies in Paid Social Media Advertising

Retargeting (in some cases also known as remarketing) is a strategy that allows advertisers to reach users who
have previously interacted with their brand, including visiting a website, watching a video, engaging with a post,
or abandoning a cart. These users are already familiar with the brand, making them more likely to convert than
cold audiences.

Retargeting supports multi-stage customer journeys, reminding users at different points in the funnel.
Accordingly, retargeted users are often 5-10 times more likely to convert than first-time viewers.

Example: A travel website can retarget users who searched for a specific destination but did not book, showing
them flight deals or hotel offers for the same location.
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Common Retargeting Audiences

Retargeting Group Behavior Tracked Typical Use Case

Users who visited any page of your

website

Users who viewed specific product or

service pages

Users who added items to cart but did .

Cart Abandoners Recover potential lost sales
not purchase

Users who watched part or all of a

video ad

Users who liked, commented, or

shared a post

Website Visitors General awareness or loyalty campaigns

Product/Page Viewers Remind about products they explored
Video Viewers

Nurture interest with deeper content

Social Engagers Move from interest to conversion

Lead Form Openers Users who clicked but didn’t complete = Encourage form submission with follow-
(Non-submitters) a form up
Past Converters /

Users who have purchased previously Encourage repurchase or upsell
Customers

Practical Tip: Customize messaging based on user behavior.

For example, a cart abandoner might receive a limited-time discount, while a video viewer could be shown a
product demo.

Retargeting Creative Strategy

Successful retargeting campaigns adapt the creative message to reflect the user’s prior action. This relevance
increases click-through and conversion rates.

User Action Retargeting Message
Visited product page “Still thinking it over? Here’s what our customers say.”
Abandoned cart “Complete your purchase and get 10% off —today only.”
Watched a video “Want to learn more? See how it works in action.”
Purchased before “Welcome back. Here’s what’s new for you.”

Retargeting Frequency and Timing

Retargeting should be timely but not intrusive. Showing the same ad too many times can lead to ad fatigue or
annoyance. Most platforms allow advertisers to control frequency caps (e.g., 2 impressions per day) and
retargeting windows (e.g., within 7, 14, or 30 days of the last interaction).

Practical Tip: Use shorter windows for high-intent actions like cart abandonment, and longer windows for
awareness-stage interactions like video views.
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Integrating Retargeting into the Funnel

Retargeting should be viewed as a mid- to bottom-funnel strategy. It works best when paired with broader
awareness campaigns that introduce the brand to new audiences. For example,

1. Awareness Campaign: Broad targeting, video ad introducing the brand.

2. Retargeting #1: Video viewers shown testimonials or case studies.

3. Retargeting #2: Product page visitors shown carousel ads with promotions.
4. Retargeting #3: Cart abandoners receive a limited-time discount ad.

4
1
' Key Takeaway: Retargeting is one of the most efficient ways to improve campaign ROI. By delivering personalized
! content to users who have already shown interest, brands can increase conversions, reduce acquisition costs,
I and build a more responsive audience.

Common Challenges and How to Address Them

Even with precise targeting and creative design, paid social media campaigns often face practical challenges that
affect their efficiency and effectiveness. Understanding these common pitfalls and knowing how to respond helps
marketers improve performance and optimize return on ad spend (ROAS). Below are four frequently
encountered challenges and recommended solutions:

1. Ad Fatigue: When users see the same ad repeatedly, they become less responsive. This leads to lower click-
through rates (CTR), reduced engagement, and wasted budget.
Solution:

Refresh ad creatives regularly (e.g., every 2—3 weeks).

Rotate visuals, headlines, and formats to keep content fresh.

Use frequency capping to limit how often the same person sees the ad.

Test multiple versions of the same message using A/B testing.

Practical Tip: Monitor relevance scores or engagement rates—sudden drops may signal ad fatigue.

2. Low Engagement or CTR: Your ad is being shown, but users are not clicking, watching, or interacting.
Possible Causes:
e Weak creative (unclear message, poor design)
e Targeting is too broad or irrelevant
e Ad copy does not align with user interest or intent
Solution:
e Improve creative with stronger CTAs and clearer value propositions.
e Narrow the audience to better match your ideal customer profile.
e Test new formats (e.g., switch from static image to video or carousel).

Example: An apparel brand noticed low engagement with product shots but higher CTR when showcasing
customer lifestyle photos with the same products.
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3. Poor Conversion Rate: Users are clicking on the ad, but few are completing the desired action (e.g., purchase,

form fill).
Possible Causes:
e landing page mismatch (disconnect between ad and destination)
e Slow load time or poor mobile experience
e lack of trust signals (e.g., reviews, guarantees)
Solution:
e Ensure consistency between ad content and landing page.
e Optimize landing pages for mobile, speed, and simplicity.
e Add social proof or limited-time offers to drive urgency.
Practical Tip: Use retargeting to bring back users who dropped off before completing the action.

High CPC or CPM: The cost of reaching or engaging users is too high, making the campaign inefficient.
Possible Causes:
e Overly competitive audience segments
e Poor ad relevance or low engagement
e Budget spread too thin across too many ad sets
Solution:
e Test different audience segments with lower competition.
e Improve ad relevance by refining targeting and creative.
e Consolidate similar ad sets to allow better delivery optimization.
Practical Tip: Sometimes, a slightly smaller but better-targeted audience performs far more cost-effectively.

Key Takeaway: Campaign challenges are common, but solvable. Marketers should regularly monitor metrics,
diagnose issues early, and adapt strategy using performance data. Paid social success depends on continuous
testing, optimization, and refinement.



DIGITAL MARKETING TRAINING

Section 5: Influencer Marketing Strategy

Influencer marketing leverages the credibility, creativity, and reach of social media creators to influence audiences
on behalf of brands. Unlike traditional advertising, where the message comes directly from the company,
influencer marketing taps into peer-to-peer communication, allowing brands to reach consumers through
authentic, trusted voices.

When done strategically, influencer marketing can boost awareness, shape perceptions, build community, and
drive conversions across platforms. However, success depends on thoughtful planning, partnership alignment,
and consistent performance evaluation.

Objectives of Influencer Marketing

Influencer marketing can support a wide range of strategic objectives across the customer journey. Marketers
must define what they aim to achieve before selecting influencers.

Brand Awareness: Introduce the brand or product to a broader audience

Consideration & Trust: Build credibility and emotional connection

Conversion: Drive product trials, sign-ups, or purchases

Community Building: Cultivate ongoing engagement around brand values or interests

Content Amplification: Generate high-quality, shareable content for use across other channels

A common mistake is choosing influencers solely for reach. Brands should instead select influencers based on
how well their audience, tone, and content style match the specific marketing goal.

Types of Influencers

Influencers vary widely in scale, audience type, and content style. Understanding these categories helps
marketers match the right influencer to the campaign goal.

Type Follower Range Strengths Use Cases

Mega 1M+ Large reach, high visibility Brand awareness campaigns

Strong influence, broad lifestyle

Macro 100K — 1M Product launches, brand repositioning

appeal
Micro 10K - 100K High engagement, niche expertise Lead generation, community engagement
Nano <10K Fersonal trust, local or peer Hyper—.local, conversion-focused
influence campaigns
Bridge S L Diffusing content across different
Varying size Connect separate social circles .
Users communities

Example: A cosmetics brand may use a macro beauty influencer to introduce a new product line, then collaborate
with nano-influencers to drive reviews and trial in local communities.
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Influencer Collaboration Models
There are several ways to structure partnerships, each with its own cost structure and control level.

e Sponsorship (Flat-Fee)
e Influencers are paid a fixed amount for specific deliverables.
e Offers full control over messaging, visuals, and posting schedule.
e |deal for product launches or brand storytelling.
o Affiliate Marketing
e Influencers earn commission for every sale or lead they generate.
e Often tracked through referral links or promo codes.
e Best for performance-driven campaigns.
e Product Seeding / Gifting
e Brands provide free products with the hope of organic exposure.
e Low-cost method, especially with nano or micro influencers.
e Useful for generating UGC and early product buzz.
e Brand Ambassadorships
e Long-term relationships involving multiple posts over time.
e Builds familiarity and authenticity through repetition.
e I|deal for brands focused on lifestyle, wellness, or loyalty.

Practical Tip: Always use written agreements to clarify expectations, timelines, disclosure requirements (FTC
compliance), and ownership rights for content.

Platform Strategy: Choosing the Right Channel

Each platform has unique dynamics that shape influencer performance and user expectations.

Platform Influencer Strengths Best For
Instagram Visual storytelling, lifestyle influence Fashion, beauty, travel, wellness
TikTok Trend-driven, short-form creative content Entertainment, Gen Z products, virality
YouTube Long-form reviews, how-to content Tech, education, product education
X (Twitter) Real-time conversation, thought leadership News, politics, B2B influence
LinkedIn Professional credibility, niche B2B expertise SaaS, recruiting, thought leadership

Example: A fitness brand may collaborate with a TikTok creator to launch a short-form workout challenge, while
simultaneously partnering with a YouTuber to create an in-depth product review.
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Performance Measurement and ROI

Effective influencer marketing requires clear measurement of impact. Key performance metrics vary by objective:

Goal Key Metrics
Brand Awareness Impressions, reach, views
Engagement Likes, comments, shares, saves
Traffic Generation Clicks, swipe-ups, profile visits
Conversion Sales, sign-ups, coupon redemptions
Community Building Follower growth, branded hashtag usage

Practical Tip: Use tracking links, custom discount codes, and platform insights to attribute results to specific
influencers.

Common Challenges and How to Address Them

Influencer marketing presents unique opportunities, but it also comes with distinct risks. Unlike paid media,
where brands control the message and placement, influencer campaigns rely on external content creators —
making it essential to manage alignment, expectations, and performance carefully. Below are the most common
challenges marketers face, along with practical solutions and strategic guidance.

e Misaligned Voice, Tone, or Values: An influencer’s content style or values may not align with the brand,
leading to inconsistent messaging or reputational risks.

Why It Happens: Solutions:
e Poor vetting of influencers e Review past content, audience reactions,
e Over-focus on reach instead of relevance and tone before engagement
e lack of creative brief or brand guidance e Look for influencers who already express

values similar to the brand

e Provide a clear brand and tone guide before
the campaign begins

e Include approval rights for content prior to
publication

Practical Tip: Consider running a small pilot post before signing long-term deals to evaluate fit.
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e Low Engagement Despite Large Follower Count: An influencer has a large audience, but the content generates
few likes, comments, or shares—leading to poor ROI.

Why It Happens: Solutions:
e Followers are not active or not genuinely e Prioritize engagement rate over follower
interested in the content count when evaluating influencers
e Engagement may be inflated (e.g., bought e Use micro- and nano-influencers, who often
followers or bots) have stronger audience trust
e Content lacks authenticity or storytelling e Encourage influencers to use personal

stories, product experiences, or native
formats (e.g., TikTok storytelling, Instagram
Reels)

Practical Tip: Ask for screenshots of recent post analytics to verify real engagement before signing contracts.

e Limited Control Over Message: Brands may not have final control over how the influencer presents the
product or campaign, which can result in off-brand or ineffective content.

Why It Happens: Solutions:

e Qverly relaxed agreements e Use detailed creative briefs with brand tone, key
e Lack of content review steps messages, hashtags, and visual style

e Misunderstanding creative freedom e Build in approval checkpoints before publishing

e Allow influencers creative freedom, but within
structured guidelines

Practical Tip: Audiences respond better when content feels personal, not scripted—so avoid excessive control.
Instead, co-create content or give content “guardrails.”

e Compliance and Disclosure Issues: Influencers fail to disclose paid partnerships, which can lead to audience
backlash and legal penalties (e.g., FTC violations).

Why It Happens: Solutions:
e Inexperienced influencers unaware of e Require clear disclosures like #ad, #sponsored,
legal requirements or platform-specific tools (e.g., Instagram’s paid
e Ambiguous instructions from brands partnership label)

e Include disclosure requirements in the contract
e Monitor posts to ensure compliance and
request corrections if necessary

Practical Tip: Provide influencers with a quick-reference guide on disclosure rules for different platforms
(based on FTC guidelines).
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e Underwhelming ROl or Sales Impact: The campaign generates impressions or engagement but fails to convert
into meaningful business results.

Why It Happens: Solutions:
e Poor influencer—product fit e Use promo codes, affiliate links, and
e Lack of strong CTA (call to action) customized landing pages to track
e No tracking system in place (e.g., promo performance
codes, UTM links) e Test multiple influencers to identify the
e Product or price not compelling enough for highest-performing ones
impulse purchase e Retarget viewers of influencer content using

paid social ads
e Combine influencer efforts with email,
organic, or paid follow-up

Practical Tip: Measure more than vanity metrics. Focus on cost-per-engagement, cost-per-lead, or cost-per-
sale when calculating ROL.

e Inconsistent Branding Across Influencers: When working with multiple influencers, content can vary widely in
quality, tone, and brand representation.

Why It Happens: Solutions:
e No centralized briefing process e Develop an influencer onboarding kit with
e Inconsistent communication logos, messaging guidelines, sample
e Lack of brand asset library content, and campaign goals

e Appoint a campaign manager or agency to
coordinate across influencers

e Require use of campaign hashtags or
branded storytelling frameworks

-~

! Key Takeaway: Influencer marketing requires proactive management across content, compliance, performance,
! and partnerships. Strategic planning, ongoing communication, and clear contracts can prevent most common
! issues—allowing brands to benefit from the creativity and trust that influencers bring.



