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The goal of this document is to give you an idea of how to leverage several social media 
platforms to gain more investors to reach your fundraising goals, and to interact with 
your fans effectively. 

	  

	  

	  

	  

	  

	  

	  

	  

	  

	  

	  

	  

	  

	  

	  



Blog Strategy 
 
Blog Basics 
A blog gives a company the opportunity to create its own content and have a place to 
speak their mind and give an opinion. It goes beyond a simple Facebook update or a 
tweet on Twitter. The goal of a blog is to spark conversation and get consumers as 
interested as possible to your company. Think of it as an opportunity to be as creative 
with your words as possible in the world of social media. 
 
You can integrate your blog with your Facebook and Twitter profiles to cross-promote 
with these platforms and give people an opportunity to read what you have to say as a 
company. 
 
A blog is a great opportunity for people to understand why you do what you do and why 
it is so important to you. It helps make a case for why people should invest with you. 
 
Blog Format 
There are a few possible formats for a company’s blog. Here is a compiled list of the 
formats. 

• CEO Blog  - Although it is not the most common type of company blog, it gives 
the CEO of a company the opportunity to communicate with everyone who has 
an interest in your company. It’s important to have a voice and style that is 
relevant to your company, however, your tone cannot be too serious. You also 
cannot be too informal. 

o Example: Bob Parson’s CEO of GoDaddy.com’s personal blog 
• Executive Blog - Similar to a CEO blog, except that it showcases the entire 

management team’s views and opinions. Don’t forget to build blog content 
around topics, and not people. Each person involved in writing for a company 
blog should have a theme or meaning behind their posts. It shouldn’t be all about 
themselves. 

o Example: Edelman’s Blog 
(http://www.edelmanfellows.com/pages/home.asp) 

• Group Blog – This offers a lot of flexibility and variety for a company blog. A 
select group or team of employees writes blog posts, either on a fixed or flexible 
schedule. This can provide a variety of content with each employee focusing on 
something interesting and relevant. However, it requires a lot of communication. 
You need to make sure every contributor understands the goals of the 
company’s blog. 

o Example: Google blog http://googleblog.blogspot.com/ 
• Topical Blog – Keep one main focus of the blog related to your business. For 

example, you might have an event planning focused blog with tips and tricks for 
its readers. 

o Example: Road Warrior Tips Blog http://www.roadwarriortips.com 
• Company Blog – Allow employees to create their own blogs on a company 

branded site. This requires much more planning and development on the part of 
the company. However, it allows every employee and opportunity to create their 
own content in a way that will increase traffic, not only for them, but also for the 
company. 



o Example: Microsoft Blog 
http://www.microsoft.com/communities/blogs/portalhome.mspx 

• Advocacy Blog - This type of blog format addresses the public policy or agenda 
behind a company and their initiatives. Not a common blog format, but it’s good 
for non-profit companies who want to take a stand for what they believe in. 

o Example: McDonald’s Value in Practice Blog 
http://www.aboutmcdonalds.com/mcd/csr/blog.htm 

• Promotional Blog - Although you don’t want to be strictly promotional in the world 
of social media, there is a time when content and promotion can mix effectively to 
promote a company while informing consumers. The most common way that 
promotional blogs are used is for events.  

o Example: BlogHer Conference http://www.blogher.com/conferences 
 
 
Rules of Blogging 
There are a lot of different rules and methods when it comes to blogging. Here are a few 
basic ideas that everyone needs to remember when blogging. 

• Succinct – Make your point. Blog entries should be around 500 words; anything 
more will cause readers to lose interest. Make sure the most pressing and 
interesting information is the beginning for users skimming posts through an RSS 
reader. 

• Transparent – Be honest and don’t try to fool anyone. If you try and be dishonest, 
someone will catch you and make sure that everyone knows about it. 

• Responsive – If someone comments, comment back quickly, honestly and 
thoughtfully. You want people to know that you care about their ideas, thoughts 
and opinions. 

• Accepting – Not everyone is going to like what you do, and you need to know 
how to handle negative feedback. If someone is trying to be malicious, you can 
ignore it. If someone has a legitimate concern, be sure to address it, but 
remember that you can’t keep everyone happy. 

• Insightful – Create content that someone hasn’t read before, or show your own 
unique perspective. If you don’t offer anything new, people will become 
disinterested. 

• Genuine – Show readers exactly who you are, and don’t try and be any different. 
Connect with them, use personal anecdotes and give them insight into your life. 

• Humorous – Don’t take your company too seriously. People enjoy a joke every 
now and then, even if you aren’t a humor blog. 

• Timely – Be current and relevant. Respond quickly. 
 
 
Content Calendar 
 
It’s important to create a content calendar so that everyone is aware of when they will be 
writing, how often and on what topics. You don’t need to update the blog everyday, but if 
a few people are writing for the blog, you can have a few posts a week. 
First, you want to start with figuring out who will be writing the blog. Each person writing 
for the blog should have a focus or beat for their posts to keep the blog consistent. 
 



This is an example of a content calendar for a technology start-up company: 
 
Monday April 4 
 
Rachael - 
Introduction to the 
company 

Tues. April 5 Wed. 
April 6 

Thurs. April 7 
 
Kyle - Social 
media case 
study 

Friday April 8 

Monday April 11 
 
 

Tues. April 12 
 
Elvira - Impacts 
of social gaming 

Wed. 
April 
13 

Thurs. April 14 Friday April 15 
 
Heather - Useful 
applications for 
traveling 

Monday April 18 
 
Rachael - Story 
behind why the 
company began 
 

Tues. April 17 Wed. 
April 
18 

Thurs. April 19 
 
Kyle - Impacts of 
social media on 
learning 

Friday April 20 

Monday April 25 
 
 

Tues. April 26 
 
Elvira - New 
social gaming 
platforms 

Wed. 
April 
27 

Thurs. April 28 Friday April 29 
 
Heather - Technology 
that helps keep you 
organized 

 
 
Evaluation and Measurement 
Evaluating, and analyzing a blog begin with good measurement tools. 

• Google Analytics (http://www.google.com/analytics/) 
o An easy-to-use dashboard that you can set up within a blog to track the 

amount of traffic a blog gets, the amount of time spent on the site, pages 
visited, unique visitors, geographic location of visitors and more 

 Unique visitors - The number of different IP addresses that visit 
your blog 

 Hits - The number of requests for a file your blog gets from a user 
 Length of stay - The average amount of time a visitor spent on 

your blog 
• Technorati (http://technorati.com) 

o The most well-known blogging index service based on type of blog and 
content 

o You can submit your blog to Technorati and it can rank you based on the 
type of content you write about versus all the other blogs writing about the 
same things 



 
 
There are also some other things you want to take into consideration when determining 
the success of a company run blog. 

• RSS Subscriptions - It’s important to look at the number of people who subscribe 
to your RSS feed whether by email or by RSS reader. It allows people to read 
your content without actually going to your site 

• Number of Comments 
• Length of Comments - Are the people commenting on your post contributing to a 

discussion at all? Or are they there to just promote or praise? 
• Trackbacks - By monitoring who else is linking to your blog, you can see how 

they’re using your content and what value it brings to them. 
• Incoming links - Try typing “link:domainname” into Google and see the number of 

incoming links your blog has. Where can people click to visit your blog? 
• Social Bookmarking - Have any of your blog posts been submitted to Digg, 

Reddit, Stumbleupon, Delicious or other social bookmarking sites? If so, see the 
feedback and the amount of traffic you get from them. 

• Search Engine Tracking - How high does your blog rank in search engine results 
for relevant keywords? Try using Keyword Tracker 
(http://tools.digitalpoint.com/tracker.php) to help with your blog SEO. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
Twitter Strategy 
 
Overall Goals 
Your Twitter account should not only express to your followers what your company is 
about, but it should also show your companies personality. You have to consider exactly 
what the purpose of each tweet is and also what kind of reaction you want to receive 
from your following. 

• Maintain a consistent following with a streamlined Twitter presence 
• Create a company personality through your tweets 
• Engage and educate your following about what you can offer and encourage 

them to invest with you 
 
 
Twitter Basics 

• Tweet - A 140 character message sent out over Twitter, broadcasted to your 
followers. It’s a public way to communicate that allows people to subscribe to 
your feed on their own will 

• @reply - You and others can mention an account in your Tweets by preceding it 
with the @ symbol, ex: "Glad your shipment arrived @janesmith!" You can also 
use it as a way to respond to to a user’s tweet. 

• Retweet - When you see a tweet by another user that you want to share, click 
retweet below it to forward it to your followers instantly. Or, you can copy and 
paste the tweet with RT in front ex: “RT @twitter: Follow your mom in honor of 
Mother's Day! http://t.co/MJQc1CU” 

• Direct Message (DM) - If you want to privately Tweet to a particular user who's 
already following you, start your Tweet with DM or D to direct-message them, ex: 
"DM @joesmith what is your order number?" A DM can only be sent to someone 
if they’re following you. 

• Hashtag - Users often prepend # to words in their tweets to categorize them for 
others ex: "Check out our new products for the Fall: http://t.co/link2 #fallsale" 
Think of hashtags as the theme of your Tweet. Users can then click on a hashtag 
to see other similarly-themed tweets and find yours in search. 

• URL shortener - Services like bit.ly (http://bit.ly) that shorten URLs for better 
tweetability. It makes it easier to tweet a link and allow people to retweet your 
tweets. If you sign up for bit.ly, it allows you to track your URLs, create custom 
URLs and get analytics on the URLs you share. 

 
 
Rules of Tweeting 
The amazing thing about Twitter is that you can really find anything on this site and 
provide a lot of information for others to see. You want to try to get your name out there 
and the best way to do that is to have a strong and loyal following. 

• Personality- From your first tweet, you must make anyone seeing your tweet 
know who you are and be engaged with what you are tweeting. Yes, you are a 
business, but adding a personality will make your followers connect to you. 

• Streamline- Having some sort of consistency with your tweets will make it easier 
for your followers to keep up with your company. With this, you should always 
consider tweeting about features, news and updates on a weekly basis, as well 



as retweeting your followers, especially if they mention you in Twitter. If you 
create a Facebook and/or blog as well, you need to make sure your messaging is 
consistent between all your platforms. However, keep in mind that people don’t 
want to listen to you through multiple channels if they’re getting the same 
information everywhere. Vary your content across platforms. 

• Educate- Your followers will feel as if they are gaining a lot from your company if 
you are able to impress them and teach them important facts pertaining to your 
industry. Leading them to interesting articles will be a great way to teach your 
followers about your industry. 

• Timeline- Your tweets must follow some sort of timeline. Whether it be choosing 
specific topics to cover on specific days of the week, or being able to interact with 
followers who mention Quenchers on Twitter, everything should be done within a 
timely manner. Social Media, as you know, is constantly moving and changing, 
which means that your Twitter must do the same. 

 
 
Evaluation and Measurement 

• @replies - How often are people responding to your tweets or trying to interact 
with your brand? The more often people interact, the more effectively you’re 
utilizing your Twitter account 

• retweets - How often are people retweeting your content? People retweet content 
that they find interesting, and thus they’re finding value in your brand 

• Twitalyzer (http://www.twitalyzer.com/)- A useful tool that measures several 
different factors with your Twitter handle including influence, popularity and clout 

• PeerIndex (http://www.peerindex.net )- Assigns a number based on your 
influence and clout within the Twitter community. It looks at how often you tweet, 
your audience and authority. It also gives you the chance to see your influencers 
and areas of expertise 

• Trendistic (http://trendistic.com/ )- Allows you to track trends and hashtags on 
Twitter to see engagement 

• TweetStats (http://tweetstats.com/) - Looks at how often you tweet, at what times 
of day, who you communicate with and more. It’s the simplest tool to see track 
the basic Twitter evaluation tools 

• TweetEffect (http://www.tweeteffect.com/)- Tool that looks at when you gain and 
lose followers based off your timeline. It gives you an idea of what kinds of tweet 
gain you followers or lose followers 

 
 
 
 
 
 
 
 
 
 



 
Facebook Strategy 
 
Overall Goals 
A Facebook page allows you to communicate more personally and directly with your 
fans and investors than other platforms. You can create a richer experience with the 
ability to post links, pictures, questions, events and more for your fans to look at. You 
have the opportunity to really involve your investors on a deeper level. 
 
Facebook Page Format 
It is very important that you create a Facebook PAGE rather than a PROFILE. Creating 
a Facebook Page for your brand will act as an extension of the company’s website. 

• On first setup, choose from a list of categories that best fits what you want the 
Page to be used for. 

• What category you select as your Page will determine how you set up and 
present the brand information on the Page. 

• Test a few categories before you select the one you want to use in order to set 
up your Page. Once you have created your Page you cannot change the 
category so make sure to select the one that will best fit your goals 

 
 
Basic Customization 

• Static FBML: Use this app to create boxes, custom tabs in addition to the 
standard tabs already included, as well as a LANDING TAB that will explain to 
new users what you offer and encourage them to LIKE the Page.  

• Notes: This app will allow you to pull in the company’s blog feed that will 
automatically post to the Page when new blog content is created. Otherwise set 
up a separate tab that will feature an automatic RSS feed from the blog or create 
a manual note that will allow you to format how you want to display the blog 
content on the Page. 

• Social RSS: This is a great app that will allow you to create a separate full tab 
displaying your Twitter feed. This will allow you to better manage the content on 
the wall and control the amount of content that is displayed on the Page’s main 
wall. Consider creating an additional tab to display your blog just as it is on the 
site. This will allow users to view more detailed content rather than snippets on 
the wall of the blog posts. 

 
 
Applications for Page 
Facebook Page Applications will allow you to customize the Page and optimize it so that 
it is congruent with your brand and all sites the company is involved in online (company 
blog, Twitter, YouTube). Integrating applications into your Page will allow you to 
communicate the brand and develop a unique personality through customization. 

• Will allow you to promote, network, communicate, collaborate, and accomplish 
the social media goals of the brand. 

• Develop a more enhanced experience for users through your Facebook Page. 



 
 
Applications and Features to Use: 

• Publisher (http://www.facebook.com/help/?faq=15200): an application to keep 
your users updated on new content. 

• Write (http://www.facebook.com/help.php?page=415) or Import Notes: allows you 
to add content and share it with your audience, even on the go. 

• Post Photos and Videos of your events on both the wall as well as within relevant 
tabs. 

• Add Applications (http://www.facebook.com/publicprofiles) that enhance your 
Page experience. 

• Create Discussion Boards to solicit user feedback and generate brainstorms. 
• Create Groups to help people with similar interests connect with one another 
• Set up Events and have your fans RSVP 
• Check out Facebook Platform (http://developers.facebook.com/) to see how you 

can customize your presence on Facebook. 
• Learn more about the people who like your Page by exploring the new Insights 

(http://www.facebook.com/insights/) dashboard. 
• Understand how your Facebook Pages are performing by viewing this Facebook 

Insights Guide 
(http://www.facebook.com/l.php?u=http%3A%2F%2Fpub.vitrue.com%2FVFS&h=
47b94) 

 
 
Posting Schedule for Content Strategy 
For brands on Facebook, it’s important to have a schedule in mind when it comes to 
posting. On Twitter, people don’t mind how often you tweet. In fact, you can tweet as 
often as possible. Facebook users are not as receptive to brands who post too often. 
You should try not to post more than twice a day while on Facebook, and for the most 
part, try and limit it to one post a day. Also, make sure you create a variety of content 
with pictures, updates, questions, blog posts, videos and more. 

• Create automated feeds from external sites such as the blog, Twitter, and 
YouTube that will be active in the appropriate tab. 

• Make sure you still update your page manually and respond as quickly as 
possible to questions and concerns on your page. 

• Make sure to develop a relationship with users through continuous conversation 
and Page interaction. 
 

Examples 
The following are prime examples of company Facebook Pages that have successfully 
leveraged their business on Facebook and provide a good template for how you can 
best use their Page. 

• RedBull (http://www.facebook.com/redbull): Red Bull is highly in tune with their 
audience and this is evident through the use of customized apps, tabs, and 
unique content. Understanding what their users want, Red Bull created online 
games and integrated a video element into their Page that facilitates an on-going 
conversation with users. Red Bull also created an attention grabbing “welcome” 
landing page that entices non-users to “Like” their page. With a single image on 
their welcome tab, Red Bull keeps their Page simple and straightforward. Once 
you establish a presence on Facebook it may be beneficial to spend a little 



money on a creative design that will make a great first impression for non-users. 
By keeping the welcome tab clear of cluttered info, Red Bull conveys a single call 
to action that users are more likely to act upon. 

• CocaCola (http://www.facebook.com/cocacola): Coca Cola is a great example of 
how influential a highly interactive Page can be. Their Page exemplifies a great 
example of innovative promotions, and fun features. They leverage their brand 
through a great use of photos that users can interact with and post comments, 
feedback, and even take part in photo contests. Their page is successful 
because it is simple, straightforward, and allows users to share Coca Cola’s 
content, which adds a viral component to their Page. 

• Starbucks (http://www.facebook.com/Starbucks): Starbucks’ Page is an excellent 
example of how to successfully leverage your brand through videos, varied 
content, and active engagement with fans. Starbucks also is a prime example of 
an exceptional use of status updates. Status updates provide an on-going two-
way communication with company and user, and also keeps the Page fresh with 
new content and information. Starbucks shares something new every few days 
through their status updates, which includes everything from videos to blog 
posts. The key to their success is to keep content informational, casual, and 
varied, which ultimately makes users want to come back to the Page and stay 
engaged with the company. 

 
Evaluation & Measurement 
Useful tools in evaluating, analyzing, and gauging the success of your Facebook 
Page: 
• Facebook Page Insights: 

o This is a free service provided through Facebook that allows Page 
Administrators to track Page effectiveness and view critical metric data 
and visitor statistics around your Page content. 

o Get statistics on page views, unique views, total interactions, wall posts, 
discussion topics, Fans, New Fans, Removed Fans, Reviews, Photo 
Views, Audio Plays, and Video Plays. 

o Provides information on trends within user growth and demographics, 
consumption of content, and creation of content. 

• Klout: 
o Useful tool in measuring the online influence of your Facebook Page. 
o Assesses how conversations and content generate engagement. 

• Google Analytics: 
o Make sure that they are consistently promoting the company’s home sight 

to the Facebook network and fan base. 
o Use Google Analytics to measure how many people click through from 

Facebook page to home site. 
o Statistics will help determine how engaged your audience is and how 

effective your Facebook content is. 
• Other areas to consider in order to successfully monitor and evaluate the your 

Facebook Page are the following: 
o The number of Likes on wall posts and content shared through Page. 
o Comments on photos, wall posts, status updates, and shared content. 
o Number of daily fan posts on wall 
o Number of daily “Likes” from new users 

	  


