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Hello!
My goodness! I don’t think anyone will be sad to see 
the last of 2020! It certainly has been a year like no 
other. Covid-19 swept across every corner of our 
world and changed the way we live, work and do 
business.

The way people purchase goods and services has 
changed. According to Josh Martin ONS, it took 7 
years for online shopping to get from 9% to 19% of 
retail sales in the UK, but only four months to get 
from 19% to 33% in May 2020. Argos reported that 
its click and collect service increased by 32% and 
home delivery sales grew by 87% while its 573 
stores were closed. Dixons PC World also 
reported that online sales recovered about two-
thirds of lost store sales.

With the risk of Covid-19 ever present, I predict 
the move towards online shopping will continue in 
2021. Consumers will research online before making 
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cautious instore visits, click and collect will also con-
tinue to grow in popularity and home deliveries will 
be the only option for many including those cocoon-
ing. Businesses that adapt will be more successful 
than those that do not. Our world has changed, and 
we must change with it.

Social media marketing is not just a box ticking exer-
cise! It is not a “nice to have”, it is not just about 
engagement and networking, it is about using 
sophisticated advertising techniques to build brand 
awareness and generate sales. This diary will help 
you use social media more strategically. I help com-
panies use social media to grow their businesses. I 
have trained more than 16,000 people over the last 
ten years, including 8,000 online students in the last 
12 months. I am a social media author, coach and 
keynote speaker. My passion is helping individuals, 
businesses and organisations
to reach their full potential while teaching them to 
recognise their worth, differentiate themselves from 
their competitors and use social media more effec-

This  is a useful resource to guide you 
through the practical process of creating and
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implementing a social media strategy. All the topics 
discussed in this diary are explored more deeply, with 
accompanying webinars, video tutorials and down-
loadable PDFs via my SellOnSocial.Media online 
training platform. Join my Social Media Academy to 
gain access to over 93 video training tutorials cover-
ing Facebook and Instagram marketing and paid 
advertising, live monthly training and coaching as 
well as discounts on one to one coaching packages.

To your success, 
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Social Media Channels

Facebook

About Set up in 2004, Facebook pro-
vides a platform for users 
around the world to connect 
with friends, family, communi-
ties and businesses. It is also the 
biggest social networking site 
based on global reach and 
active users.

Business One of the most powerful social 
media platforms available to 
small businesses. Over 90 mil-
lions sme’s are using Facebook 
as a marketing tool.

Demographics 54% female and 46% male.

Users 2.7 billion active users.
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Facebook Business Page

Page Name
@User.name Call to Action Button

640px X 312px

170px X 170px

“Sweet Spot” which is visible on both Desktop & Mobile

820px X 312px

Size
170px x 170px
Use the company logo or a pro-
fessional headshot (for sole 
traders)

Cover Photo Size Displays at 820 pixels wide by 
312 pixels tall on your page on 
computers and 640 pixels wide 
by 360 pixels tall on smart-
phones.

Cover Video -
tion for videos covers are:
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Page Name 75 characters.
Use your company name – aim 
for consistency with your web-
site and other social media 
channels.

Username Limit 50 characters.
Aim for consistency with other 
social media channels. 

Description Limit 155 characters.
Remember to communicate 
your unique selling proposition 
here. Why should a prospective 
customer do business with you?

Cover video size: 828px by 
315px
Cover video length: Between 
20 and 90 seconds
Cover video must have a res-
olution of  1080p
Keep any text central 

a.

b.

c.

d.

Post Limit 63,206 characters.
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Facebook Group

“Sweet Spot” which is visible on both Desktop & Mobile

1640px X 856px

1640px X 664px

Facebook Event Page

820px X 312px
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Instagram

About Launched in 2010, Instagram 
allows users to share videos and 
pictures with their audience.

Business 25 million businesses use Insta-
gram.
Over 200 million users visit at 

70% of shoppers look to Insta-
gram for product discovery.

Demographics 54% female and 46% male.

Users 2.7 billion active users.

Trends for 2021 Instagram reels (Similar to 
Tiktok)

Shopping directly on the plat-
form.
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Size
110 px x 110 px.
Use the company logo or a pro-
fessional headshot (for sole 
traders).

Username Limit 30 characters.
Aim for consistency across other 
social media platforms.

Biography Limit 150 characters.
Explain why people should 
follow your account and what 
they can expect. Why should 
potential customers do busi-
ness with you? Use emojis to 
brighten up your bio!

Post Caption
Limit

2200 characters.

Square Newsfeed
Photo

1080px  x  1080px.

Instagram Stories 1080px  x  1920px.
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Twitter

About Founded in 2006, Twitter is a 
‘microblogging’ platform that 
allows users to send and receive 
short posts called tweets. It is 
estimated that 500 million 
tweets are sent daily. 

Business 67% of B2B businesses are using 
Twitter as a marketing tool. 77% 
of Twitter users have a better 
impression of a brand when 
they respond to a tweet. 

Demographics 34% female and 66% male.

Users 330 million.
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Cover Photo Size
(Header)

1500 px  x  1500 px.

Page Name
@User name

1500px X 500px

400px X 400px

Size (Icon)
400 x 400px
Use the company logo or a pro-
fessional headshot (for sole 
traders).

Username Limit 15 characters.
Aim for consistency across other 
social media platforms.
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Biography Limit 160 characters.
Explain why people should 
follow your account and what 
they can expect. Include a com-
pany hashtag if you have one.

Tweet Limit 280 characters.
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LinkedIn

About

Demographics

Users 

Business

LinkedIn was set up in 2003 to 
allow users to network with 
other professionals and further 
develop their careers and repu-
tations. 

675 million.

43% female and 57% male. 

 
LinkedIn is the number one 
social networking site that B2B 
marketers use to distrib-ute 
content.

1584px X 396px

400px X 400px
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Size
400 px  x  400 px.

Cover Image 1584 px  x  396 px.

Your name (and maiden name 
if relevant)

Headline 120 characters including spaces.
Has a really prominent position 

searches.

Summary 2000 characters that have a very 
prominent position.
Strikes a balance between 
being general enough to cover 

to show up on search engines. 
Include keyword phrases – rein-
force what is in your headline. 

-
ters are immediately visible, 
with the rest requiring a user 
click on “View More”.
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300 px  x  300px.

Cover Image Size 1128 px  x  191 px.

Company Name 100 characters.

Company
Description

2000 characters.

Page Tagline 120 Characters.
Explain why people should 
follow your business page. What 
makes your business different 
from others. What can you say 
to stand out.

-
ters are immediately visible.

LinkedIn Company Page

Page Name
Page Category & Address

Page tagline

1128px X 191px

300px X 300px
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TikTok

About Originally launched in 2014 as 
Musical.ly, TikTok is quickly 
becoming a popular form of 
user-generated content. Users 
can create, share and discover 
short videos such as singing, 
dancing and comedy content.

Business In June of 2020, TikTok 
announced its extended plat-
form ‘TikTok for business’ that 
allows businesses to market and 
push branding on the site.
Users spend an average of 52 
minutes per day on the app. 

Demographics 44% female and 56% male.

Users 800 million.

Status Update
Limit

700 characters.
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Size
100 px  x  100 px.

Video Size 1080 px  x  1920 px.

Username Limit 24 characters.

Caption Limit 150 characters including 
hashtags.
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YouTube

About YouTube was founded in 2005 
and has since seen 50 million 
users create, upload and share 
original video content. The plat-
form also allows users to create 

other videos and subscribe to 
their favourite YouTubers.

Demographics 32% female and 68% male.

Users 2 billion.

YouTube Channel

Channel Name

800px X 800px

2560px X 1440px
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Size
800 px  x  800 px.

Channel Cover
Image

2560 px  x  1440 px.

Username Limit 20 characters.

Channel
description

1000 characters.

Video Title Limit 100 characters.

Video Description
Limit

5000 characters.
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Business

Demographics

Users 

Pinterest 

About

Size

Pinterest was set up in 2010 and 
is described as being a visual 
discovery engine that allows 
users to search for ideas and 
inspiration.

416 million.

71% female and 29% male.

Pinterest is an excellent SEO 
(Search Engine Optimisation) 
tool  Increases brand awareness.

160 px  x  160 px.

Post Picture Size 600 px  x  900 px.

Username Limit 30 characters.

Picture
Description Limit

500 characters.
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Fail to plan is a plan to fail!
Businesses that spend time planning their social 
media strategy are more successful. I meet so many 
businesses that literally create content on the go, run 
ads sporadically (or not at all) and then are
frustrated with their results. If you are doing this, you 
are not using your time effectively, you are missing 
opportunities and you are more than likely spending 
good money after bad on social media ads.
Here is a very simple guide to help you plan your 
social media content and ads more effectively. I guar-
antee it will save you time and money. You will pro-
duce more effective, strategic content which will in 
turn enable you to run higher converting ad cam-
paigns. 

How to Create a Social Media Strategy

Step 1 – Set Your SMART Goals

-
ence your social media content and ads. Failure to 
set goals often results in you wasting time and 
money on social media. If you do not know what you 
want to achieve you will simply meander along, with 
no purpose, direction and you may not make any 
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progress. Setting SMART Goals enables you to identi-

on track and accountable. 

What are your business goals for 2021? Break 
these down by product/service/territory and also 
by month/quarter.
What are your social media goals for 2021?

1.

2.

Other metrics to tune into are3.

Reach – the number of people seeing your 
social media posts on a weekly/monthly 
basis. Reach is a more important metric 
than followers as it is also an indication of 
how active your social media channels are 
as well as being a gauge of the quality of 
your content

a.

2021 followers 

Facebook

Instagram

Twitter

LinkedIn

Other

Other

Q1 Q2 Q3 Q4
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b.

c.

Engagement – The way in which people are 
reacting to your social media content. 
People can engage by reacting/liking, com-
menting, sharing, clicking or viewing (a 
video). Engagement is directly related to 
the quality of your content.
Post engagements are like “votes” for your 
content. The more people engage (or vote) 
the more the algorithm (on whatever social 
media platform you are using) will show 
your content to a wider audience. 

Enquiries – We market online but we sell 

around the number of enquiries generated 
from social media will encourage posts 
which will encourage people to reach out by 
direct message, email or other means.
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d.

e.

Sales – Integrating a shop with your Face-
book and Instagram channels as well as 
other online booking systems means that 
sales can be generated directly from social 
media. 

social media channels.

Goals
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Do you know why customers choose your products/-
services over your competitors? Often, when I ask 
this question, I get a look…. The look that says “of 
course I know!” But closer examination of websites, 
brochures, signage and other marketing tools tells a 
different story.
Developing a unique selling proposition (USP) for 
your company, products or services takes time and 
careful consideration. Once developed it must be 
used by everyone in the company as part of the mar-
keting and sales strategy. It must be consistent, 
accurate and realistic.
So how do you uncover your USP?

Step 2 – Why Should Someone Do
Business with You?

Write down all the reasons your customers
choose to buy from you. What do they like about

are you solving? And why do they consistently
choose you over your competitors? The answer
may be relating to quality, location, convenience,
reliability, customer service, cleanliness or avail-
ability. Remember, price is rarely the sole factor

1. Walk in Your Customers Shoes:
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why customers choose one product over another. 
If you’re unsure – ask them!
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Go beyond your product features and think more
-

them? How are their lives or situation better from
doing business with you?

2. Understand What Motivates your Customers:

34



Listen to customer feedback and encourage your 
staff to do likewise. Ask your best customers.

3. Identify Why Customers Choose You
Over Competitors:
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everyone in your organisation is clear on what they 
are. They should be used on all marketing material, 
on your website, in the descriptions on your social 
media channels, in your sales proposals and presen-
tations. They should also be used to create a tag line 
that becomes closely associated with your business.
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The reasons you should do business with me/us 
is that

I/We have expertise in

I am/We are the only company that can

My/Our promise to you is that 

I/We will make your life easier by

Complete the following sentences
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Understanding your customers is the key to planning 
a social media campaign. It will enable you to identify 
key audiences, create content that will appeal to 
them and run more successful social media paid ad 
campaigns.
Customers are the lifeline of every business. Without 
customers there is no business. Businesses that 
understand their customers needs, wants and moti-
vations have more of a chance of succeeding than 
those that do not. Businesses that understand their 
customers are better at product development, 
selecting distribution channels, pricing and market-
ing. In order to understand our customer, we need to 
ask ourselves the following questions :

Who are our customers?  
What are their needs?
Do I meet those needs?

-
ing?
How can I reach my customers?
What will I say to them to encourage them to 
buy (more) from me?
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When people hear what you do, what question 
do they ask you?
What are the top questions you get asked all the 
time by your clients?
What does your ideal customer complain 
about?
What are the goals of your target audience?
What do they talk about continually?

1.

2.

3.

4.
5.

Here are some questions to consider as a group:

1. Have a staff brain storming session

What do you like about us?
What bugs you about our business?
What might put you off coming in?
What can we do to make your life easier?

1.
2.
3.
4.

Here are some questions to consider using:

2. Chat to at least 2/3 Customers
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Age
Gender
Where do they live?
Where do they work?
Do they work?
What is going on in their lives?
What do they worry about?
What takes up their time?
What do they do to de-stress?
Where do they hang out?
What do they read?

3. Create customer personas for all your customer 
groups

Use the information you have gathered from your 
research (brainstorming, customer chats, customer 
survey) along with the information from your Face-
book Insights and Facebook Advertising Audience 
Insights to start creating your customer personas. If 
you feel out of your depth with Facebook Ads and 
Audiences, check out my Six Step System to Success  

for you on www.sellonsocial.media.
Use the following questions to help you to create the 

40



What radio station do they listen to?
What social networks do they use?
What would make life easier?
How can you make their lives easier?

Step 4: Creating a Content Plan

Understanding your customers is the key to success-
ful content creation on Social Media, your website 
and in all your marketing materials. In the last sec-
tion we investigated who  customers are. We also 
considered the reasons that they choose to do busi-
ness with us. Having done some research into 
customer demo-graphics and psychographics we 
created customer personas. In this section we 
are going to start “having conversations” with 
our personas. We are going to visualize our typical 
customers and what we would say to them if they 
were sitting in front of us. Social media is about 
connecting with our audience and consistently 
communicating our core  to them. You 
need to consider your social media chan-nels as a 
radio station where your customers can tune in. 
What would you broadcast to keep your listeners 
tuned in? Would you tune into a radio 
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station where it broadcast one advertisement after 
another?…. What if the advertisements were not of 
great quality …. I doubt you would
and your customers won’t either….. If you use your 
social media channels to publish one advertisement 
after another your audience will tune out and they 
will stop engaging with your posts. If people stop 
interacting with your social media posts, it will have a 
negative impact on reach. The most important 
advice I can offer when it comes to creating 
social media content is  it is not about what you 
want to say, it is about what your customer 
wants to hear about from you.
It is not about you. It is about them. If you publish 
content that is useful to your customer they are 
much more likely to engage. 

Create engaging sociable content that your fans will 
interact with. It is not about selling it is about getting 
your brand in front of customers and potential cus-
tomers. Brand impressions are the aim here – how 
many times someone sees your logo, brand colours 
etc. The quality of your content and how much it 
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Behind the scenes
Out and out
Business milestones
Memes
Throwback images, etc. 

appeals to your audiences will determine how they 
engage with it (likes, comment, tag friends, share). 
Make your audience feel like they know you. This 
helps build trust.
Examples of awareness content include:

List at least 3 different examples of posts from
behind the scenes in your business.

1.

2.

3.
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List any business or indu try milestones

1.

2.

3.

List any memes or inspirational quotes you can

plan around key dates (see the Calendar at the

back of this Planner for inspiration).

1.

2.

3.

Top Tip:

Feature you and your staff as much as possible in 
images and videos as this helps build brand 
awareness.
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Consideration Content

This type of content enables your customers to con-
nect with your brand in a more meaningful way. Con-
sideration posts often offer advice or can be educa-
tional. How can you help your ideal customer right 
now? What advice can you give? Think about how 
you can position your company as an expert in the 
eyes of a potential customer.

List at least 3 different examples of posts that
solve a problem for your customers:

1.

2.

3.

List at least 3 different examples of posts that
offer tips/advice for your clients:

1.

2.

3.
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Notes

Conversion or Sales Content

These are posts where you sell a product or service. 
Sales posts should have a clear call to action (call 
now, email here, PM my page etc.) and should be 
directed at your warmest audiences. Use paid ads to 
get sales posts in front of people that have previously 
visited your website, watched your social media 
video content and follow you on
Facebook & Instagram.
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Advocate Content

This is content produced by your most loyal custom-
ers. It is really valuable content as potential custom-
ers are more likely to believe what people say about 
you rather than your own claims.
Encourage customers to post reviews/recommenda-
tions on your Facebook page. Set up a system to 
encourage as many reviews as possible. Hand pick 
people that you know will leave you a positive review. 
And… also ask for video reviews! You can use them as 
stand alone content or create a collage of multiple 
testimonials.
Encourage customers to post reviews/recommenda-
tions on your Facebook page. 

Who will you ask to post a review on your
Facebook page?

1.

2.

3.
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1.

2.

3.

Who will you ask to do a video testimonial?
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Facebook and Instagram Ads

Facebook Ads can be run across Facebook, Insta-
gram and Messenger. They enable businesses both 
large and small to reach people that are most likely 
to become customers. Anyone who has a Facebook 
Business page or business Instagram account can 
use Facebook Ads. This offers small businesses the 
same opportunity as large multinationals. Business-
es set their own budget and spend as much or as 
little as they wish. Facebook will guide you through 
the steps to optimise your budget.
Facebook offers us the opportunity to create differ-
ent audiences for our ads. The audience is who we 
want Facebook to show our ads to. You can select a 
different audience for every ad including au iences 
using demographics or remarket  audiences.

Please list below “Custom” audiences that you can
potentially create.

Examples of custom audiences include people that 
have been on your website, people on your mailing 
list, people who have spent time watching videos on 
Facebook and Instagram and people who have inte-
reacted with your Facebbok page or Instagram busi-
ness account.
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Please list below “Lookalike” audiences that you
can potentially create.

Lookalike audiences are cold a diences that “look 
like” any of your custom audiences.
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Can you produce a simple ebook, cheat sheet, indus-
try report - something that your ideal customer will 
value enough that they will provide you with their 
email address or phone number in exchange for 
what you are offering? 

Can you think of a lead magnet you can offer
cold prospects?

What “Saved” audiences can you create?

Use your customer persona or avatar to create saved 
audiences based on demographics and interests.
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Can you email them, text them or use Facebook Ads 
to remarket to them? Use your warmest audiences 
here. Think also about Messenger ads.

How can you keep the lines of communication
open?
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Can you offer a free trial, a tester, a free consultation 
or a money back guarantee?

What is the easiest way to draw in the warmest
prospects?

Once prospects have used their free trial/consulta-
tion etc – how can you get them to purchase? What 
conversion ads will you run?

How can you convert the warmest prospects?
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What will appeal to your target audience?
How can you capture their attention?
What is important and will resonate with your 
audience over the lifetime of your ad?
What is the most important aspect of the ad 
that will be useful to your ideal customer?
What problem are you solving? What need are 

Can you incentivise the reader to act quickly by 
offering an early bird offer or limited availability?
Can you add credibility by including examples of 
awards, accolades or social proof?
Use local town names if relevant
Use month references too if relevant
It is always advisable to include a “call to action” 
button – This tells the reader what you want 
them to do next (call now, email now, shop now 
etc.).

Creating Ads That Convert 

It is so important when creating your ad to choose 
your headline and ad description well.
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Creating Your Ad Text

words. Tell your audience what problem you are solv-
ing. What social proof can you offer? How can you 
incentivise your targets to act sooner rather than 
later?
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Reach The number of people that saw 
your ad.

Impressions The number of times your ad 
was viewed.

Cost The average cost you paid for 
each action or result (the action 
related to the campaign objec-
tive. For example, if the cam-
paign objective is to grow page 
likes, the action is the number 
of new page likes)

Budget The amount you are willing to 
pay for each ad set.

Clicks Clicks on the ad.

Reviewing Ad Performance

It is possible to see a breakdown of how each ad is 
performing in terms of its result, reach, cost and rele-
vance score through Facebook.
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CTR Click through rate (clicks/im-
pressions).

CPC Cost per click.

For more detail visit www.SellOnSocial.Media and 
view my course on “Measuring the Success of Face-
book and Instagram ads”.
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This space is for planning your year in themes, 
concepts and seasons – use the prompts or 
come up with your own!

Content Calendar - Get Real About 2021

Q1

You have lots 
of options – 

choose a
seasonal or 
monthly or 

even annual 
theme as an 
anchor for 

your market-
ing efforts.

Q
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