
Content Optimization

Get Better Results from Your Social Media



About Krista



What We’ll Cover

•Content Strategy

•Copywriting tips

• Image optimization

•Video optimization

•Social channel tips and best practices



Content Marketing Strategy

Create Outstanding Content for Your Organization



People are distracted in

 8 seconds.



People form their first impression in 

 50 Milliseconds



You are in an Attention Battle

•People can be exposed to over 1,000 updates on 
Facebook every day.

•You need to stand out and get their attention.

•Your content MUST ADD VALUE!!!



Strategy Creates



Content Strategy

•WHY – What do you want to achieve?

•WHAT – What is your main point or idea?

•HOW – How do you say it in a compelling way?



Increase the Purpose

•NOT: Post about ABC on social media

• INSTEAD:
• Grow brand awareness

• Be seen as ABC (perception)

• Drive people to take action



Define the GOAL of the 
Communication

• What is the business goal?

• What is the marketing 
strategy?

• EG: 
• Sell Certification -> Build 

Awareness 

• Sell Product X -> Be Famous 
for Benefit Y



Start with the GOAL of the Content

•NOT to share all the 
details

•What is the single 
outcome you want to 
achieve?



What you say

•Business goal

•Key communication point 
• SINGLE point

ONE PIECE OF CONTENT = ONE GOAL + ONE 
POINT





























Main Message = Consumer 
Centric

•What is in it for the audience?

•Why do they care?

•How does your main message influence their 
needs?

What are you actually trying to show?

What is the idea you are implanting in their 
head?



Content Creation Tips



Keep in mind…..

•Don’t recreate marketing every time

•You can say the same thing in MANY different 
ways
• Repurpose your winners

•Don’t reinvent the wheel - Greatest HITS
• Always on / Evergreen content

•OPTIMIZE – 50% of my marketing doesn’t work



Why Content Optimization?



Thumb Stopping Power



Position Your Content 
Interestingly
• Stand out with thumb-stopping power to capture 

attention
• 4 Us

• Unique 
• Urgent
• Ultra-specific
• Useful

• Entertainment

• WOW stats
• Newsjack / popular concept
• Story telling



Mobile Newsfeed is FAST



Don’t 
Make me 

THINK



Digital Content Optimization

•Short

•Bite-Sized

•Well Organized

•Grab Attention Early 
• Thumb Stopping 

Power

•Clear Call to Action!



Short

•As short as possible 
when appropriate

Note: Longer content still 
has a place, but doesn’t 
typically perform well.



For example….



Which Message Would You Respond 
To?



Well Organized

• Line breaks

•Headers

•Bullets

•Emojis ;-)

Organize for SCANNERS, 

not readers.





Which is Easier to Read?



Facebook Optimization



Anatomy of a Post

• In priority order (based on eye-
tracking data):
• Creative:

• Image
• Video
• Link

• Text
• Account
• Social sharing



What Makes Copy BAD?

NOT SAYING 
ANYTHING

TOO MANY 
MESSAGES

FEATURES 
DRIVEN

LACK OF 
FOCUS

MARKETING 
SPEAK



What is the

Message?





What is the

Message?





BEFORE YOU CREATE!!!!

What is my 
objective?

What do I want 
them to do, think 

or feel

What is my point? 
(communication 

objective)

What is the ONE 
THING I am really 

trying to say



PRO TIP: Read out loud

•Difficult to say = difficult to read



PRO TIP: No Marketing Speak

•Don’t talk about yourself in the third person

•Businesses don’t emote

•People don’t care that you are excited

•Avoid jargon



Write with your Eraser



Focus on THEM



Active Voice



Consider Subtlety + Story



Be Specific



Write how you talk



Clarity



Scannable



First Line Matters Most



Inspire Action





Social Text

• Content should be consistent with 

brand visuals and personality/tone

• Single clear communication point

• Let the visual do the heavy lifting

• Attention spans are short – create 

“bite sized” messages



Social Text
• Keep it short - eliminate unnecessary text

• Grab attention with interesting content 

that draws people in

• Focus on the first sentence

• Hashtags increase reach

• Tag other accounts

• Emojis drive visual appeal



Social Images
• Visuals should have a single clear focal 

point.

• Apply the rule of thirds for the focal point.

• Visual consistent with brand. 

• Incorporate product or brand in a natural 

& relevant way.

• Don’t over brand every post, but try to 

include the brand in context.



Social Images
• Less is more. Reduce text and visual 

clutter.

• Color contrast captures attention.

• Authentic photos stand out more in social 

newsfeeds.

• A Picture is Worth 1,000 Words – Let the 

image tell your story. Choose images that 

are relevant and communicate visually 

what you are trying to say, instead of 

text.



Social Videos
• NEVER start with a logo build – get 

straight to the point

• Branding + key communication 

message in three seconds

• Square video (or vertical)

• Brand in first three seconds

• Works without audio (captions)



Social Videos
• Fast cut/fast moving images & scenes

• Brand visible for over half duration

• Product integrated into video concept in a 

relevant way

• Reveal message in first ten seconds

• Consistent with brand visual image, tone 

and personality

• Integrate the product or brand into the 

video 

• Single, clear message (don’t explain too 

much)



Let’s Connect!

krista@bootcampdigital.com

Krista Neher

@KristaNeher

Training

Strategy

Speaking

Consulting
Krista 
Neher

Boot Camp Digital

#BootCampDigital

Boot Camp Digital

@BootCampDigital

mailto:krista@bootcampdigital.com
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