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Set SMART goals
from business goals

Impressions/Reach

Views
Traffic

Followers

Engagement

Lead generation

Sales




Competitors analysis

Analyze audience
presence on social
media Tools
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Current results of the brand

Customers feedback







Decide
on social
media
channels




Facebook

 Pages (Posts — Lives — Stories -
Reels)

® Groups (Posts — Lives)
e Individuals

Channels:

Successful [T
types o) * Funny posts
content: e Video content

Usually
suitable
for:

* Most businesses in Egypt — Gulf
region
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0 * Accounts (Posts —Lives— W& * Reels e Most consumer and b2c

Stories — Reels — Messages) ~ o Collective posts | businesses around the
e Individuals B . Stories | world




Channels: Successful types of content:

e Pages (Posts — Lives — Articles — e Personal branding , ' e B2b businesses. Business
Slides) e Collective posts ) related businesses. Courses. All

e Groups (not so successful) e Motivational posts f  around the world
e Individuals SR




e Tweets (limited characters)

Successful types of content:

T\Nltte r (X) e Links to interesting things (your blog)
and Threads : Siljajgort tweets

e Personal branding. Communicating with target
segments. Not so good for sales (so far)







Youtube

 Channels:

* Videos
e Shorts
e Posts (no body cares)

e Successful types of content:
* Consistently posted video content
* Inclusive videos with all needed points ggs

e Usually suitable for:
* Long term content plans

* Businesses with strong video production
capabilities
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Snapchat

Do your own slide about it
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Set up your accounts and your tools

* Social media accounts

* Ads accounts

* Social media calendar

e Content repository

* Buyer persona documentation

e Campaigns documentation



Plan, execute, and analyze
your social media campaigns
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