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COMM 330 – EFFECTIVE USE OF SOCIAL MEDIA FOR PUBLIC RELATIONS 

Syllabus – Spring 2016 Term 

CAC BUILDING 239 • 11 a.m.-12:15 p.m., Monday/Wed.  

Instructor:  Kit Kiefer 

Office: CAC 305 • E-mail: kkiefer@uwsp.edu • Phone: 715-432-3201 (mobile) 

Office hours: 10:15 a.m.-11 a.m. Monday-Wed. (definitely) 

Virtual office hours via Facebook (Kit Kiefer), Twitter (@KitKatUWSP), LinkedIn, and email 

 
 

 

Course Objective 
After taking this class, you should have a working knowledge of the social-media forms currently being used by 
organizations to public relations, how they’re being used, and how to formulate general rules of use that you can 
apply to future social-media tools. You’ll also learn how public relations is being changed by social media, and the 
best practices for using social PR in a variety of special settings, like healthcare, the arts, non-profits, and in crises. 
Finally, you’ll learn how to best use social media to further your own personal brand. The focus of this class is real-
world preparation and applications. 

 
Required Text 
Solis, B., & Breakenridge, D. (2010). Putting the public back in public relations. Upper Saddle River, NJ: FT Press. The 
text does a reasonable job with overarching themes, despite its rather advanced age. Because of that, the text will be 
supplemented. You will be sent electronically a list of links more than 100 articles on social media. Many of them are 
news items; almost all of them are short. You should read them, even the ones that aren’t specifically assigned, since 
they will either appear on the test or will be useful to you in your classwork. You aren’t required to read them all, but 
if you don’t you may not like the consequences.  

 
Attendance & Timeliness 
One-quarter of your grade will be based on in-class participation, so get here on time, be ready to participate, and 
get your assignments done. This class is not going to ask a lot out of you outside of class, but classes are going to 
be run like business meetings, and you don’t get anywhere in business meetings if you don’t show up on time, 
aren’t prepared, and don’t speak up. Along those lines, if you are 10 minutes late for class, you receive a 
participation grade of 0 for that day. Finally, please leave the cell phones and tablets in your bags unless you’re 
asked to use them for an assignment (which may happen). 

 
Grading Scale 

Final grades for COMM 330 are based on the following percentages (subject to modification at the instructor’s 
discretion): 

 

A B C D F 

100-96% = A 92-90% = B+ 82-80% = C+ 72-67% = D 66-00% = F 

95-93% =  A- 89-86% = B 79-76% = C   

 85-83% = B- 75-73% = C-   

 

 

 

Class Assignments – There are 1,000 points available in COMM 330, allocated as follows (and subject to change): 

 
Assignment Total Points Available 

Class participation 300 points 

mailto:AStoner@uwsp.edu
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Social-media introductory presentation 100 points 
In-class assignments 50 points 
Personal-branding exercises 150 points 
Midterm 100 points 
Capstone social media assignment – Social Media Plan 150 points 
Final Exam 100 points 
Arbitrary and capricious whims of the instructor 50 points 
TOTAL POINTS AVAILABLE FOR SEMESTER 1,000 points 

 

More on Class Assignments 

Assignments should be approached as if you were in charge of social media at an organization and your boss asked you 
to do a project. If it wouldn’t cut it in the business world, it’s not going to cut it in class. If you have any questions on 
what that entails, ask me.  

It goes without saying (yet I’m saying it) that all assignments should be completed on time, should be relatively 
attractive, and should be well-written, with attention paid to grammar, spelling, and wordiness. I’m a professional 
writer and a grammar freak, and while I’ll cut you some slack, I don’t have much tolerance for needlessly sloppy writing. 
Any graphics-related assignments should be clean and attractive. Videos should be functional first, fancy second. 

Remember: You’re trying to sell your boss (a/k/a me) on whatever you’ve been assigned. If you’ve been assigned an 
overview on a social-media channel, you want to convince me to allow you to use that channel for public relations, or 
convince me not to use a given channel. Before turning in an assignment, ask yourself, “Would I go along with what I’m 
saying based on what I’m turning in?” 

 

More on Personal Branding 

One of the things you will learn in this class is that the most important brand you will represent throughout your 
marketing, journalism, and PR career is your own – you. As such, your personal-branding process through social media 
starts now. We will discuss the aspects of your personal brand in class, and then you will be assigned a social-media 
channel or channels to use to build that brand. For your personal-branding exercise, you will be asked to create new 
accounts in the channels you’re assigned. While most of you have been engaging in personal branding via social media 
for some time, the accounts you’re using now are off-limits for our exercise. The only accounts you’ll be grade on are 
the new ones you’ve been assigned. You are expected to follow and interact with your fellow class members/branders 
on their assigned channels. You will be graded on how well you use your assigned channels to further your personal 
brand, and the hope is that you will continue this branding exercise after the class has finished. 

 
In-Class Writing – Participation 

Expect there to be assignments – I prefer to call them “social-media crises” – that will pop up at any time during any 
class period. Basically you will be given a case study with some relevance to the topic being discussed, and be asked to 
formulate a plan for addressing it in a limited amount of class time. If you are prepared and use common sense you will 
do well. And just to be very clear: Being prepared means bringing paper and a writing instrument to every class. 

 

Guests 

We will have professional guests working with the class from time to time, either live or via Skype. Some of these 
people are working at the highest levels of their professions. Please treat them with respect and give them your 
undivided attention. If you don’t, you will receive a participation grade of 0 for the day. 

 

UWSP Values Statement 
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The University of Wisconsin-Stevens Point values a safe, honest, respectful, and inviting learning environment. In order 
to ensure that each student has the opportunity to succeed, a set of expectations has been developed for all students 
and instructors. This set of expectations is known as the Rights and Responsibilities document, and is intended to help 
establish a positive living and learning environment at UWSP. To view a copy of the document, click on: 
http://www.uwsp.edu/stuaffairs/Pages/rightsandresponsibilites.aspx 

 

Statement on Disabilities Services 

The Americans with Disabilities Act (ADA) is a federal law requiring educational institutions such as UWSP to provide 
reasonable accommodations for students with disabilities. For more information about UWSP’s policies, click on: 
http:www.uwsp.edu/stuaffairs/Documents/RightsRespons/ADA/rightsADAPolicyInfo.pdf 

If you have a disability and require classroom and/or exam accommodations, please register with the Disability and 
Assistive Technology Center. From there, you can share with the instructor any special accommodations that will assist 
you in being successful in this course. The Disability and Assistive Technology Center is located on the sixth floor of the 
Learning Resource Center. You may also click on: http://www4.uwsp.edu/special/disability 
  

http://www.uwsp.edu/stuaffairs/Pages/rightsandresponsibilites.aspx
http://www.uwsp.edu/stuaffairs/Documents/RightsRespons/ADA/rightsADAPolicyInfo.pdf
http://www4.uwsp.edu/special/disability
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Class Schedule (Subject to change at any time) 

WK DAY DATE TOPIC READING/ ASSIGNMENT 

1 Monday Jan. 25 
Syllabus Review – Introductions -- 
What is Social Media? 

Social-media channel assignment 
Personal-branding assignment 
Mary Meeker’s “State of the Internet” 
report 
Sree’s social-media tips 
Pew Report  

  Wed. Jan. 27 Social Media in a PR World  
Textbook Ch. 12; What Businesses Use 
Social Media For 

2  Monday Feb. 1 Social-Media Channels  
Ways you should be using LinkedIn; 
social-media infographics 

 Wed. Feb. 3 Social-Media Channels II 

How Instagram Is Driving Brands; Why 
Brands Like Instagram Better Than 
Facebook; How Brands Can And Can’t Use 
Periscope; Meerkat’s Cameo 

3 Monday Feb. 8 Social-Media Channels III 
Facebook at Work; Facebook Live; 
Facebook algorithm; Brands ditching VIne 

  Wed. Feb. 10 Social-Media Channels IV 
Textbook Chs. 2-3; History of YouTube; 
YouTube and Brands; Imgur; Kik 

4 Monday Feb. 15 SM Channels 
Millennials and Snapchat; How Snapchat 
Got Hot; Whisper; Tumblr 

  Wed. Feb. 17 SM Channels 
YouNow; Peach; Kellogg’s and Pandora; 
Spotify and the Beatles 

5 Monday Feb. 22  PR in a Social-Media World PR and Food Bloggers 

  Wed. Feb. 24 Social Media & the New Newsroom  

Textbook Chs. 8 and 17; Social-Based 
Newspaper Alternatives; News on Twitter 
and Facebook; The Changing Newsroom; 
The New Publisher 

6 Monday Feb. 29 Social Media and Politics 
Facebook and Politics; How Social Media 
Is Ruining Politics; Trump-Hillary war 

  Wed. March 2 Social Media and the Arts 
Legal Issues With Live-Streaming Comic-
Con 

7 Monday March 7 Social Media and Sports Leading Sports Social Brands 

  Wed. March 9 Social Media and Healthcare Reading list 

8 Monday March 14 MIDTERM  

http://www.kpcb.com/internet-trends
http://www.kpcb.com/internet-trends
http://www.pewinternet.org/2015/10/08/social-networking-usage-2005-2015/
http://www.mediapost.com/publications/article/254309/social-media-creates-brand-awareness-for-marketers.html#reply?utm_source=newsletter&utm_medium=email&utm_content=comment&utm_campaign=84608
http://www.mediapost.com/publications/article/254309/social-media-creates-brand-awareness-for-marketers.html#reply?utm_source=newsletter&utm_medium=email&utm_content=comment&utm_campaign=84608
http://www.adweek.com/news/technology/8-ways-you-should-be-using-linkedin-probably-arent-168749?utm_medium=email&utm_campaign=Adweek_Newsletter_2015153007&utm_source=sailthru&utm_term=AWK_TodayTech
http://issuu.com/arts_marketing/docs/13-social-media-infographics2?e=3501618/2725464
http://www.adweek.com/news/advertising-branding/how-instagram-changing-way-brands-look-photography-online-and-beyond-166385?utm_medium=email&utm_campaign=Adweek_Newsletter_2015202413&utm_source=sailthru&utm_term=AWK_TodayPress
http://www.adweek.com/news/technology/report-brands-are-now-posting-more-instagram-facebook-163406?utm_source=sailthru&utm_medium=email&utm_term=AWK_TodayTech&utm_campaign=Adweek_Newsletter_2015151210
http://www.adweek.com/news/technology/report-brands-are-now-posting-more-instagram-facebook-163406?utm_source=sailthru&utm_medium=email&utm_term=AWK_TodayTech&utm_campaign=Adweek_Newsletter_2015151210
http://www.adweek.com/news/technology/report-brands-are-now-posting-more-instagram-facebook-163406?utm_source=sailthru&utm_medium=email&utm_term=AWK_TodayTech&utm_campaign=Adweek_Newsletter_2015151210
http://adage.com/article/guest-columnists/mini-law-lesson-brands-periscope/298808/?utm_source=digital_email&utm_medium=newsletter&utm_campaign=adage&ttl=1433520295
http://adage.com/article/guest-columnists/mini-law-lesson-brands-periscope/298808/?utm_source=digital_email&utm_medium=newsletter&utm_campaign=adage&ttl=1433520295
http://www.adweek.com/news/technology/meerkats-cameo-feature-could-unite-brands-and-influencers-exciting-new-ways-165796?utm_source=sailthru&utm_medium=email&utm_term=AWK_TodayTech&utm_campaign=Adweek_Newsletter_2015151008
http://www.adweek.com/news/technology/how-facebook-work-getting-tested-its-first-global-marketing-agency-168685?utm_medium=email&utm_campaign=Adweek_Newsletter_2015151807&utm_source=sailthru&utm_term=AWK_TodayTech
http://www.socialmediaexaminer.com/facebook-live-what-marketers-need-to-know/?awt_l=Btt4Pk&awt_m=3gZWRefJBQr.ILT&utm_source=Newsletter&utm_medium=NewsletterIssue&utm_campaign=New
http://www.slate.com/articles/technology/cover_story/2016/01/how_facebook_s_news_feed_algorithm_works.html
http://www.adweek.com/news/technology/why-brands-are-ditching-twitter-s-6-second-vine-app-168433?utm_medium=email&utm_campaign=Adweek_Newsletter_2015150707&utm_source=sailthru&utm_term=AWK_TodayTech
http://www.adweek.com/adfreak/infographic-everything-you-need-know-about-youtubes-first-10-years-165044?utm_source=sailthru&utm_medium=email&utm_term=AWK_TodayTech&utm_campaign=Adweek_Newsletter_2015152908
http://adage.com/article/digital/jenna-marbles-adults-influential-youtube-star/299528/?utm_source=digital_email&utm_medium=newsletter&utm_campaign=adage&ttl=1438019496
http://www.adweek.com/news/technology/heres-how-advertisers-are-learning-market-imgurs-geeky-millennials-166201?utm_medium=email&utm_campaign=Adweek_Newsletter_2015150308&utm_source=sailthru&utm_term=AWK_TodayTech
http://www.adweek.com/news/technology/mobile-messaging-war-heats-kik-tries-win-over-marketers-gifs-166262?utm_medium=email&utm_campaign=Adweek_Newsletter_2015150615&utm_source=sailthru&utm_term=AWK_AdBrand
http://www.mediapost.com/publications/article/264546/snapchat-usage-soars-among-millennials.html?utm_source=newsletter&utm_medium=email&utm_content=headline&utm_campaign=88635
http://www.adweek.com/news/technology/heres-how-snapchat-became-such-hot-platform-digital-marketers-so-little-time-169027?utm_medium=email&utm_campaign=Adweek_Newsletter_2016151907&utm_source=sailthru&utm_term=AWK_TodayTech
http://www.adweek.com/news/technology/heres-how-snapchat-became-such-hot-platform-digital-marketers-so-little-time-169027?utm_medium=email&utm_campaign=Adweek_Newsletter_2016151907&utm_source=sailthru&utm_term=AWK_TodayTech
http://www.adweek.com/news/technology/whisper-hits-20-million-monthly-users-doubling-its-audience-6-months-168571?utm_medium=email&utm_campaign=Adweek_Newsletter_2015151407&utm_source=sailthru&utm_term=AWK_TodayTech
http://www.adweek.com/news-gallery/technology/here-are-top-25-tumblr-posts-sponsored-brands-2015-168653?utm_medium=email&utm_campaign=Adweek_Newsletter_2015001707&utm_source=sailthru&utm_term=AWK_NewDaily
http://www.slate.com/articles/technology/users/2015/12/younow_a_live_streaming_social_network_is_making_stars.html
http://digiday.com/brands/what-is-your-peach-strategy/
http://digiday.com/sponsored/visualiqtt-328-638-764-but-did-it-sell-pop-tarts-how-kelloggs-decided-if-its-pandora-campaign-was-worth-it/
http://adage.com/article/agency-news/questions-spotify-beatles-twitter-campaign/301945/?utm_source=digital_email&utm_medium=newsletter&utm_campaign=adage&ttl=1452010862
http://www.adweek.com/news/advertising-branding/food-babe-debacle-underscores-crisis-credibility-surrounding-what-we-eat-164071?utm_source=sailthru&utm_medium=email&utm_term=AWK_TodayTech&utm_campaign=Adweek_Newsletter_2015151608
http://www.adweek.com/news-gallery/technology/why-its-game-tech-companies-battle-over-breaking-news-168297?utm_medium=email&utm_campaign=Adweek_Newsletter_2015050110&utm_source=sailthru&utm_term=AWK_NewDaily
http://www.adweek.com/news-gallery/technology/why-its-game-tech-companies-battle-over-breaking-news-168297?utm_medium=email&utm_campaign=Adweek_Newsletter_2015050110&utm_source=sailthru&utm_term=AWK_NewDaily
http://www.journalism.org/2015/07/14/news-habits-on-facebook-and-twitter/
http://www.journalism.org/2015/07/14/news-habits-on-facebook-and-twitter/
http://www.mediapost.com/publications/article/245503/changing-newsrooms-shifting-media-priorities-givi.html?utm_source=newsletter&utm_medium=email&utm_content=headline&utm_campaign=80933
http://www.adweek.com/news/technology/5-things-editors-and-publishers-can-do-survive-digital-disruption-165193?utm_source=sailthru&utm_medium=email&utm_term=AWK_NewDaily&utm_campaign=Adweek_Newsletter_2015000808
http://www.mediapost.com/publications/article/246820/lessons-from-the-savviest-facebook-senators.html?utm_source=newsletter&utm_medium=email&utm_content=headline&utm_campaign=81539
http://www.politico.com/magazine/story/2015/09/2016-election-social-media-ruining-politics-213104
http://www.politico.com/magazine/story/2015/09/2016-election-social-media-ruining-politics-213104
http://www.mediapost.com/publications/article/256806/the-social-media-showdown-between-donald-trump-and.html?utm_source=newsletter&utm_medium=email&utm_content=headline&utm_campaign=85548
http://www.mediapost.com/publications/article/253764/consumers-share-comic-con-content-despite-warnings.html#reply?utm_source=newsletter&utm_medium=email&utm_content=comment&utm_campaign=84370
http://www.mediapost.com/publications/article/253764/consumers-share-comic-con-content-despite-warnings.html#reply?utm_source=newsletter&utm_medium=email&utm_content=comment&utm_campaign=84370
http://www.adweek.com/news-gallery/advertising-branding/top-10-list-sports-content-creators-shows-major-consumer-shift-165731
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  Wed. March 16 Social-Media Fails 
Race Together; “Rape Us Now”; Gawker 
and Conde Nast 

9 Monday March 28 Paid Content 
Blogger Codes of Ethics; People Can’t 
Identify Paid Content; Engagement With 
brand content 

  Wed. March 30 Brand Interaction – Real or Fallacy? 
Target FB Troll; Who Creates Great 
Branded Content? 

10 Monday April 4 
Creating Effective Social-Media 
Strategies & Programs 

How To Use Twitter Chats; Dunkin’ 
Donuts Campaign; Southwest and Social 
Media 

  Wed. April 6 
Managing Social Media in an 
Organization 

7 Habits of Highly Effective SM Managers; 
How To Recover From A Bad SM Post; 
Social-media crisis communication 

11 Monday April 11 
Social-Media Planning and 
Scheduling 

Textbook Ch. 18; Why You Need A 
Content Calendar 

  Wed. April 13 Social-Media Measurement Key Metrics For Content Marketing 

12 Monday April 18 Social-Media Measurement Tools 
 

Reading list 

  Wed. April 20 Social Media and Gender/Race 
Facebook and Empowerment; Twitter 
and Women 

13 Monday April 25 Social-Media Careers 
Social media and job applicants; 
Applicants’ social-media profiles 

  Wed. April 27 Capstone Presentations Reading list 

14 Monday May 2 Capstone Presentations   

  Wed. May 4 Capstone Presentations   

15 Monday May 9 Capstone Presentations   

 Wed. May 11 Capstone Presentations  

16 Monday May 16 10:15 a.m. to 12:15 p.m. – FINAL  

 

 

“Capstone” Assignment 

Your “capstone” assignment (used in the non-branded, non-specific sense of that term) is to create a social-media plan 
to address a scenario you will be assigned at random. Each student will be assigned a different scenario; while there 
may be a few similarities between scenarios, most will be sufficiently different that simple copying one another’s 
approach will not work. 

You will be presented with the bare essentials: a brief description of your scenario and a budget. The rest is up to you.  

As with any plan, your plan will likely want to address objectives, strategies, and tactics. You will also want to discuss 
scheduling and measurement. While you are under no obligation to spend all the money in your budget, if you decide 
not to spend a significant portion of your budget, you’ll need to explain why. 

Among the other things to keep in mind are: 

file:///C:/3:21:2015/%20The%20failure%20of%20Starbucksâ��%20â��Race%20Togetherâ��%20campaign/%20http/::www.adweek.com:adfreak:internet-united-despising-starbucks-race-together-cup-campaign-163540
http://www.adweek.com/adfreak/singapore-retailer-apologizes-writing-rape-us-now-black-friday-site-168392?utm_medium=email&utm_campaign=Adweek_Newsletter_2015150207&utm_source=sailthru&utm_term=AWK_TodayTech
http://adage.com/article/media/gawker-pulls-article-conde-nast-cfo-amid-fierce-criticism/299538/?utm_source=mediaworks&utm_medium=newsletter&utm_campaign=adage&ttl=1437768522
http://adage.com/article/media/gawker-pulls-article-conde-nast-cfo-amid-fierce-criticism/299538/?utm_source=mediaworks&utm_medium=newsletter&utm_campaign=adage&ttl=1437768522
http://www.thedrum.com/news/2015/08/19/cap-looks-clear-vloggeradvertiser-grey-areas-new-guidelines
http://www.mediapost.com/publications/article/265789/consumers-cant-tell-native-ads-from-editorial-con.html?utm_source=newsletter&utm_medium=email&utm_content=headline&utm_campaign=89110
http://www.mediapost.com/publications/article/265789/consumers-cant-tell-native-ads-from-editorial-con.html?utm_source=newsletter&utm_medium=email&utm_content=headline&utm_campaign=89110
http://adage.com/article/digital/engagement-brand-content-soared-52-quarter/299131/?utm_source=digital_email&utm_medium=newsletter&utm_campaign=adage&ttl=1435591412
http://adage.com/article/digital/engagement-brand-content-soared-52-quarter/299131/?utm_source=digital_email&utm_medium=newsletter&utm_campaign=adage&ttl=1435591412
http://www.adweek.com/adfreak/man-poses-target-facebook-trolls-haters-its-gender-neutral-move-epic-replies-166364?utm_medium=email&utm_campaign=Adweek_Newsletter_2015471314&utm_source=sailthru&utm_term=AW_Adfreak
http://www.adweek.com/news-gallery/advertising-branding/10-branded-content-masters-who-make-it-ok-love-marketing-165950?utm_source=sailthru&utm_medium=email&utm_term=AWK_NewDaily&utm_campaign=Adweek_Newsletter_2015002108
http://www.adweek.com/news-gallery/advertising-branding/10-branded-content-masters-who-make-it-ok-love-marketing-165950?utm_source=sailthru&utm_medium=email&utm_term=AWK_NewDaily&utm_campaign=Adweek_Newsletter_2015002108
http://www.socialquant.net/how-to-tweet-chat/
http://www.adweek.com/news/technology/dunkin-donuts-using-7-social-platforms-sell-iced-coffee-music-loving-millenials-166014?utm_source=sailthru&utm_medium=email&utm_term=AWK_TodayTech&utm_campaign=Adweek_Newsletter_2015152208
http://www.adweek.com/news/technology/dunkin-donuts-using-7-social-platforms-sell-iced-coffee-music-loving-millenials-166014?utm_source=sailthru&utm_medium=email&utm_term=AWK_TodayTech&utm_campaign=Adweek_Newsletter_2015152208
http://digiday.com/brands/southwest-airlines-turned-social-media-social-business/
http://digiday.com/brands/southwest-airlines-turned-social-media-social-business/
http://www.marketingprofs.com/opinions/2015/28307/seven-habits-of-highly-successful-social-media-professionals?adref=social&utm_source=SLCtwitter&utm_medium=referral&utm_campaign=basic
http://www.socialmediaexaminer.com/recover-from-a-negative-social-media-update/?utm_source=Twitter&utm_medium=TwitterPage&utm_campaign=Evergreen
http://www.mediapost.com/publications/article/255275/testing-your-cross-channel-crisis-communications-s.html
http://blog.hootsuite.com/how-to-create-a-social-media-content-calendar/?utm_source=twitter&utm_medium=owned_social&utm_campaign=social_hootsuite&hootPostID=3d30892f16b2c00ff0589f6730dec268
http://blog.hootsuite.com/how-to-create-a-social-media-content-calendar/?utm_source=twitter&utm_medium=owned_social&utm_campaign=social_hootsuite&hootPostID=3d30892f16b2c00ff0589f6730dec268
http://i.marketingprofs.com/assets/images/daily-chirp/150616-essential-content-marketing-metrics-infographic.jpg
http://www.adweek.com/news/technology/how-one-facebook-designer-made-sites-icons-subtly-more-empowering-women-165791?utm_source=sailthru&utm_medium=email&utm_term=AW_Adfreak&utm_campaign=Adweek_Newsletter_2015520815
http://www.nytimes.com/2015/12/30/technology/twitter-names-jeffrey-siminoff-as-new-diversity-chief.html?emc=edit_tu_20151230&nl=bits&nlid=69720746&ref=technology
http://www.nytimes.com/2015/12/30/technology/twitter-names-jeffrey-siminoff-as-new-diversity-chief.html?emc=edit_tu_20151230&nl=bits&nlid=69720746&ref=technology
http://www.mediapost.com/publications/article/266482/one-third-of-employers-have-rejected-candidates-ba.html?utm_source=newsletter&utm_medium=email&utm_content=headline&utm_campaign=89360
http://www.mediapost.com/publications/article/266579/more-college-admissions-officers-checking-social-m.html?utm_source=newsletter&utm_medium=email&utm_content=headline&utm_campaign=89397
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• Specify a time frame, with an absolute minimum of six months. Even those of you who are presented with a 
very short-term scenario should probably be planning out 12 months. Your budget is for 12 months; if you go 
longer, assume the same rate of spend. However, nothing says you have to spend the same amount every 
month. 

• What you do as a social-media expert has to exist with other marketing and PR efforts within this scenario. 
While you shouldn’t neglect other forms of PR and marketing in your plan, you shouldn’t focus on them so 
much that you neglect social media. The bad news is they’re not going to come to your rescue; the good news is 
that you don’t have to pay for them, 

• Be as realistic as you can about spending your budget. If you’re going to spend some of your money on boosting 
posts, know how much it costs to boost posts. If you’re going to do survey research, figure on $25,000 for each 
survey. If you’re doing video, understand video-production costs. Even if you say you’re going to do it in-house 
you need to budget for the time and resources of the people who are going to do it in-house. If you don’t take 
all your photos, come up with a photo budget. Most of this information can be gleaned online. If you hit a wall 
let me know and I’ll help. 

• Be realistic about your outcomes. A 100 percent engagement rate probably isn’t realistic; a 1 percent 
engagement rate is more likely. Expect that not everyone will see everything you do, and plan for that. 

• It’s okay to say you’re not going to “solve” your particular scenario. If you’ve been given a crisis, the crisis may 
not go away at the end of your plan. That’s all right, as long as you’ve laid out a plan for controlling it. 

What are your deliverables? 

• A plan document, with: 

o An executive summary; 

o A description of your scenario, outlining challenges and opportunities; 

o A description of your chosen objectives, strategies, and tactics; 

o A calendar of campaigns and channels; 

o A budget plan; and  

o A measurement plan; and  

• A presentation of no longer than 15 minutes (and I’m gonna hold you to that) describing your scenario and 
how you plan to address it. 

One final thought: For this particular assignment, it’s better to be detailed than grandiose. You’re probably not going 
to break the internet. A series of small victories are a more realistic – and in many ways, a better – expected 
outcome. 

 


