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About Krista



3 Part Workshop

1. Strategy + Content Planning
2. Channel Optimization

• Grow followers
• Increase engagement
• Optimize posts

3. Workflow and Measurement
• Time savers
• Processes
• Tools



Agenda for Today

•Defining Your Strategy
• Full-funnel marketing
• Setting your strategy

•Content Planning
• Content that breaks through
• Creating content buckets
• Determining frequency
• Connecting to strategy



Digital 
Ecosystem:



Steps to Build a 
Digital Marketing 

Plan



Professional Speaker: Lack of Strategy

•Before: 
• Posting content about 

social media
• Goals/Objectives:
• Build reputation as social 

media expert
• Reach more people
• Be seen as an expert



WHY?



IDEA:
•Start with strategy
•Each post has a clear focus
•Better contribute to business goals
•Drive measurable results

This will grow your ROI.



Steps to Build a 
Digital Marketing 

Plan



•What leads to purchase?
• Traditional brand 

marketing shows the 
buyer funnel to 
purchase
•Which stage or stages 

do I want to focus on?

Defining Your Strategy



Digital Strategy: Attract

•Reach new people with your product or 
message.
• ”Awareness” in traditional marketing.
•Most traditional marketing focuses here.
•Goal = Get in front of people with your 

business/message.



Digital Strategy: Is Attract Valuable?

•We do business with people we Know, Like and Trust
• If you see someone more:
• You like them more
• You know them more
• You trust them more



What is Attract Content?

• Storefront / in context
•Community related posts
• Logo or branding present



Digital Strategy: Nurture

•Nurture people who know about you to drive 
action over time.
• ”Equity” in traditional marketing.
• “Interest” or “Desire” in traditional funnel.
•Goal = Warm up the people who know you to 

get them to buy.



Digital Strategy: Is Nurture Valuable?

• Stay in front of people with:
• Positive brand impressions
• Grow their desire to choose you

• Examples:
• Need a business banker
•Why do you choose Tide?



What is Nurture Content?

•What are you best at? 
Highlight your flowers!!!
• Bouquets/ arrangements
• Events
• How to
• Tips
• Flower pics



Digital Strategy: Convert

•Convert people into customers
• Focus on driving ACTION
•Often digital focuses too heavily on this
• Traditional marketing equivalent = direct 

response
• Coupons
• Direct response TV



Digital Strategy: Conversion

•Consumers complete purchases independently online
• Strong conversion plans consider multiple 

touchpoints to drive the conversion.



What is Convert Content?

•Product focused
• Event focused
•Holidays or special events
•Offers or deals

Clear call to action to 
purchase something 
specific.



Digital Strategy: How to Grow?

• Fedex now tries to gain 
MORE of my business.
• Emails:
• New product offers

•Onsite
• Special deals 

• Social
• Promote less-known 

products



Digital Strategy: Retain + Grow

•Most marketing, PR and 
communication plans ignore this
•Keeping customers is cheaper 

than getting new ones
• Existing customers can 

buy/spend more



What is Grow Content?

•New (unusual) products
•Additional use cases
• Subscription or incentives to 

purchase often



Digital Strategy: Advocacy

•Word of mouth (WOM)
• Can be both digital or traditional
•Most businesses want this but very 

few think to influence it
• Digital is increasing focus on this:
• Digital WOM can be seen/measured
• Consumers reach larger audiences with 

their WOM



What is Advocacy Content?

•Get them talking!!!!!!
• Talkable call to action in 

deliveries
• Asking clients to tag you 

with a pic of the flowers
• Referral incentives



Buying is a Process

•People don’t buy immediately – it is a process.
•Direct response or conversions don’t work alone.
•Consider each stage of the process.



Define Your Target 
Audience

• Be specific
• You may have a few
• Aim for 3 – 5 targets max



Strategy:
Why are we 
doing this



Implementation:
Where, how and 

when





Focus of Content Strategy

•What you say
• Your content strategy

•How you say it
• Content optimization

“Content strategy plans for the creation, publication, and 
governance of useful, usable content.”



Social Content Marketing Strategy



We have to think In terms of 

Value to 
them. 

Not just us.



Tip: Create Your Buckets

1. Determine broad topics/buckets
• In general what will you post?

2. Optimize strategy for each channel
• Certain topics work better in different channels

3. Test, learn and optimize over time
• Be fluid and learn as you go



Buckets

•A – Branded content
•N – Bouquets + flowers
•C - Promotions
•R – New products
•A – WOM content



Create Your Buckets ( 5- 7)

•Promotions
• Seasonal 
• Events
• New products
• Sales

•Branded content
• PR
• Front of store
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krista@bootcampdigital.com
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