SAMPLE PLANNING TEMPLATE

*Note that many of the examples within this template are based on a Twitter account. The same sections can be applied to social media plans for any tool.
Background on your unit:

What does your unit or faculty do? What is your mission? Writing this out here will help you later on when you’re trying to think up meaningful goals and objectives.

Do you already communicate to your audiences? List the ways you currently share information. Do you email them? Do you refer them to websites?

Target audiences
What are the groups you communicate to on a regular basis? You can break this into a list of primary and secondary audiences as well if you’ve identified many groups.

Primary audiences
· Current undergraduate students

· All students

· Carleton community
Secondary audiences

· Media
What else do you know about your target audience? Where do they spend their time? How do they currently connect with you?
Monitoring
Using social media tools allows you told conversations with your audiences where they already are but it takes time. Before launching an account, it’s important that you lay out the expectations for monitoring the tools. Students don’t operate on an 8:30-4:30 schedule so if you don’t plan on monitoring outside those hours, it’s important you let your audiences know.

· One primary content provider (tweeting or posting) for the account.

· Multiple people in OAVP (SE) will have access to the password in case the primary person is unable to monitor/respond.

· Will be monitored 24/7 but more sporadically in the evenings unless we’re aware of events students might be tweeting about (strike etc)

· Continuity

Tools that can be used for monitoring:

· Hootsuite

Minimum usage
This will vary from group to group and will even vary throughout your time using social media. Still, it’s good to set some expectations for yourself on how often you’ll be posting content to your accounts. Accounts that don’t post at least weekly aren’t as engaging as those that are posting a variety of different material. People may not answer/like/share your material early on but stick to the schedule you set out for yourself.

· Five tweets per day during the school year

· Daily use throughout the summer months.
Approvals?

· Does anyone in your department need to approve the creation of your social media account before you launch? 

· Does anyone need to see tweets before they are sent?

· Time

Name your page:
I know this is on the website, but do we need it in the planning template?? 

Content ideas:
Thinking of the types of content you can share with your audiences helps you keep up with the frequency of posts you set for yourself. Don’t just share links to stories from your website. Add contests, pictures, ask questions.

· Dates and deadlines

· Events

· Carleton student success stories

· Random Carleton musings

· Learning Log posts

· Contests

· Answering questions from the Carleton community

· Content strategy (more detailed)

Goals:

What do you think social media can do to further your mission?

· Get students sharing tips with one another
· Get urgent messages out to students in a timely manner

· Drive awareness of the services offered for students

· Drive awareness of extracurricular opportunities for students

· Foster a sense of pride amongst current Carleton students

How do we achieve our goals?

For each goal you need to think out a plan for how you plan to achieve them. What are the actions you will take and what are the measures you plan to use to evaluate success?
Examples of actions:

· Continued daily posting of content to the account.

· We need to continue to monitor the account 24/7 and respond to students as they have questions.

· Must have a mix of tweets promoting our support services, events going on at Carleton and profiles of work students are doing.

· Must not simply push content to followers. The majority of our tweeting will be responding to questions from our audiences.

· Refer students to other offices if we don’t have the right answer.

· Twitter contests that get students sharing information with one another
· #FF of other Twitter account at Carleton University

· Weekly feature
Examples of measures:

· 20 per cent increase in students using our walk-in service
· Increase in shares of social shares of our services

· Growth of social audience

Complete example:

Goal 

· Drive awareness of the services offered for students

Actions

· Profile one employee a week on Facebook outlining how they can help students.
· Hold giveaways for students who come in to the office and show they’ve liked our SM accounts.

Measures

· 5 per cent Increase in students using our walk in services.
