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On average we all spend 144 minutes a 
day on social media*

www.wagada.co.uk

*https://www.broadbandsearch.net/blog/average-daily-time-on-social-media





A strong social media post should 
pique interest and take people up the 
engagement ladder. 



“Why bother?
No-one’s going to buy from 

me on social media.”



How does it work?

• Social media is a technique to raise awareness for a product 
or service through brand marketing. 

• This is not the place for a sales message.
• Social media prepares the customer and lays the ground 

work for the sales message found in direct marketing 
activities



A strong social media 
post should pique 
interest and take people 
up the engagement 
ladder. 



Social Media = Brand Marketing





A strong social media 
post should pique 
interest and take people 
up the engagement 
ladder. 



S K I L L  # 1  
T H I N K  S T R A T E G I C A L L Y
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Our Approach – The 
Wagada Way

Strategy-Led



Our Approach – The 
Wagada Way

Strategy-Led

How to create a social media 
marketing strategy:
https://bit.ly/312f3je



Our Approach – The 
Wagada Way

Strategy-Led

• Planning your campaigns around a story idea
• Creating goals
• Developing a tone of voice
• Identifying the target audience and researching 

the topics that will engage them
• Creating a clear message thread that runs through 

your campaign
• Picking the right platforms for your message
• Review effectiveness



Our Approach – The 
Wagada Way

Strategy-Led

Create a mission statement for each of your channels, 
for example:
• Facebook is best for acquiring new customers via 

paid advertising. 
• Instagram is where you build brand affinity with 

existing customers. 
• Twitter is where you engage press and industry 

influencers.
• LinkedIn is where you engage existing employees 

and attract new talent. 
• YouTube is where you support existing customers 

with education and video help content



Our Approach – The 
Wagada Way Develop an engaging message



Develop an 
engaging
message

• It should promote engagement
• Drive a conversation
• Help you to gain PR organically 
• Are your customers showing an interest in your message? Are 

they reflecting it back to you? 
• People you meet face-to-face – do they seem to understand 

your message? Have they already heard it
• Are you staff engaging with the message, using it, replicating 

it, repurposing it, communicating it effectively?
• Do new clients implicitly understand the message and what 

you offer? Or is there confusion?



Don’t be bland!

Everybody likes:

But some people love…



“ B u i l d  s o m e t h i n g  1 0 0  p e o p l e  
l o v e ,  n o t  s o m e t h i n g  1  m i l l i o n  

p e o p l e  k i n d  o f  l i k e ”  

B r i a n  C h e s k y ,  
c o f o u n d e r  o f  A i r b n b



Our Approach – The 
Wagada Way

Research Skills

• Best time of day to post.
• The target audience, their likes and dislikes, their 

pain points, the key messages that they respond 
to.

• Industry news – set up Google Alerts!
• Company information – quotes from customers 

and staff, stats to share.
• Tying in seasonal events.
• Other accounts to engage with.
• Influencers.
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B E  O R G A N I S E D  –

P L A N  P O S T S  I N  A D V A N C E
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U S E  A  S O C I A L  M E D I A  C A L E N D A R



Our Approach – The 
Wagada Way

Why use a 
Calendar

• Allows you to be more organised and productive
• Improve focus, reduce distractions
• Batch tasks to save time – do research, generate 

ideas, write posts
• Avoid mistakes and typos – planning in advance 

allows reflection.
• Ensures that you always have content to go out, 

even when you are really busy
• Rather than acting reactively to situations, you are 

planning and preparing in advance
• Never forget a seasonal event again!



What is a 
Scheduler?



Our Approach – The 
Wagada Way
Why use a Scheduler

• Uploading the content in batches is quicker
• Allows you to check it before it goes and reflect on it
• Makes sure there is always content ready to go
• Allows you to post content at the times when your 

followers are present, even if this is the middle of the 
night

• Makes it easier to experiment with different times to 
schedule. 

• You can use it to create a workflow, whereas a junior 
member of staff can create the content and a more 
experienced manager can check it.
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T H I N K  C R E A T I V E L Y  –

S E L L I N G  W I T H O U T  S E L L I N G
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Our Approach – The 
Wagada Way

What Makes a Great 
Social Media 
Post

Does it tell a story

Does it help people to get to know 
the brand

Does it sell?

Does it present the product 
positively?



Our Approach – The 
Wagada Way

What Makes a Great 
Social Media 
Post

Does it build trust?

Is it one opportunity amongst 
many for the customer to 
encounter the product?

Does it allow the customer to 
‘experience’ the product?



Our Approach – The 
Wagada Way

What Makes a Great 
Social Media 
Post

Does it demonstrate the 
personality of the brand?

Does it lay the groundwork for 
direct marketing?



Our Approach – The 
Wagada Way
Non-salesy Calls to 
Action

• Download our ebook
• View our blog article
• Watch our video
• Learn more..
• Register now!
• Take part in our quiz
• Start a free trial
• Avoid these mistakes
• CTAs which drive conversations, such as ‘What do 

you think?’



https://coschedule.com/blog/social-
media-post-ideas/



Share blog 
articles



Company culture



Share a video



Customer reviews



Ask a question!



Share tips!



Funny 
memes



Seasonal
posts



What’s happening 
in-house
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How?
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S A V E  Y O U R S E L F  T I M E
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Use Content 
Curation

Repurpose 
Content



What is Content 
Curation

• Content curation is the process of finding relevant content 
from external sources and sharing it with your audience

• It helps your audience find the best content online
• Limit yourself around 25% of your content curated.
• Promotes you as the expert, sharing quality content.



Why Curate 
Content

• Save time – why reinvent the wheel?
• Fill up your content calendar
• Show yourself as a thought leader 
• Stay relevant and show you are up to date
• Connect with influencers



Content 
Repurposing

• When you’re writing content, think about how it could be 
shared on other channels.

• Take blog articles you have already written and think about 
how they could be repurposed. 



What is Content 
Repurposing?

• Take a long article and break it up into smaller chunks for 
posts

• Pull out stats for Tweets
• Take out quotes and then link to the full article
• Turn the content into an animation for Facebook – can be 

done with PPT pulling out the key facts
• Record a video with you talking about the content
• Turn it into an infographic…
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S K I L L S
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T I P  # 1 0  
T H I N K  P E O P L E  – B U I L D I N G  A  

C O M M U N I T Y  O N L I N E
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Building a 
Community

• Engaging with the target audience using the right tone 
and the right content.

• Tact, diplomacy and accuracy – your social media staff 
are holding your company’s reputation in their hands. 

• Knowing how much personal information to share.
• Patience! It takes time.
• Welcome new followers and nurture old timers.
• Knowing when to lead the conversation and when to 

follow.
• Ability to drive a conversation.
• Wit and fast thinking!
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Social Media 
Measurement

• Engagement: likes, comments, shares and clicks
• Impressions
• Reach
• Conversions
• Referrals



Social Media 
Measurement

• Google Analytics
• Each channel’s own insights tools
• A scheduler tool such as Hootsuite or Sprout Social
• Or use a social media reporting tool such as Klipfolio
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Value
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@wagada_stalbans

www.facebook.com/wagada

www.linkedin.com/wagada 

info@wagada.co.uk

www.instagram.com/wagadahq


