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INTRODUCTION

Our 2017 Social Planning Guide is designed to give you everything you need to tackle 2017’s 

challenges and opportunities both strategically and tactically. We hope all this information 

gives you food for thought and helps you innovate and succeed in the year to come!

     In This Guide 

2017

• A roster of which trends will and won’t survive 2016

• An exploration of fresh trends you should think about in 2017

• A checklist to help you get started with your planning today

• Some examples of common social objectives and KPI’s for major brands

• A list of resources to consider as you put together your 2017 plan
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Other common titles that fall into the Social Media Manager category are Social Med Before we 

look forward, let’s take a look back and find out which 2016 trends are going strong and which 

are on their way out. 

Advertising Dollars Are Being Spent on Google and Facebook

According to the KPCB Report released earlier this year, Google and Facebook own 76% of 

Internet advertising growth in the USA — and this percentage is rising.

Why It Matters: This verifies what most digital marketers already know: that brand awareness 

grows most when effort is placed behind search and social strategies. If this correlation weren’t 

true, brands wouldn’t be putting most of their advertising dollars behind these two channels to 

increase visibility.

A LOOK BACK:  The Trends of 2016
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The same logic is true for social marketers in the non-paid space. Spend more time posting 

on Facebook and optimizing your strategy there, but also understand how to leverage your 

content (i.e. blog, product, and landing pages) on social to enhance the searchability and 

search rankings of your brand.

…And Ad-Blocker Usage Is Growing to Match

As more advertisers flock to Facebook and Google, more Internet users are turning to ad-

blocking software to shut out the noise.

A LOOK BACK:  The Trends of 2016

In 2017 

Begin by identifying which of your content – on social and on the web – performs 

best for your brand in terms of business revenue. A social attribution solution can 

help you with that, enable you to serve this content more regularly, tell you where 

to put the advertising dollars you do have, and help you create a flywheel effect by 

which your content and product pages begin to rank more highly on Google.
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Why It Matters: With more resistance to old-fashioned, forced “billboard” advertising types 

and cookies among Internet users (and tools available to block these advertising methods out), 

brands must find new, substantial ways of reaching their target audiences.

Social Media is the New TV for Brands 

Traditional TV viewership is declining, and streaming services are picking up the slack — this 

is what the numbers are showing. More specifically, the rate at which this trend is happening 

differs along generational lines, and the United States has seen an 11% decrease in time spent 

watching traditional TV from 2010 to 2016.

In 2017 

Digital marketing, and social in particular, is where your brand can get creative, 

disseminate well-made content, startle audiences into paying attention, and 

experiment with strategies on a more temporary basis. Unless your brand is clearly 

spreading spam or worthless, offensive content on social, you likely will not be 

blocked by your target users. This is the digital and social marketer’s advantage.

A LOOK BACK:  The Trends of 2016



2017 Social Marketing Planning Guide 6

Furthermore, the television industry is in a state of decline, with TV ratings down 40% among 

teenagers and younger twentysomethings.

We can see this playing out as recently as the second presidential debate from this past election 

cycle. The debate had 63 million TV viewers, whereas 124 million viewers tuned in on YouTube, 

3.2 million tuned into Twitter’s livestream, and Facebook’s Live broadcast partnership with ABC 

News garnered over 7 million views (WIRED).

Additionally, Facebook alone has 191.3 million users in the United States, while there are 

118.4 million households with TV sets. To be fair, these numbers are not an apples-to-apples 

comparison, but they do indicate the growing ubiquity of Facebook.

Why It Matters: For brands, the sheer numbers are among a variety of reasons why social media 

could become a true challenger to television to reach and engage audiences.

A LOOK BACK:  The Trends of 2016

http://www.forbes.com/forbes/welcome/?toURL=http://www.forbes.com/sites/leighsteinberg/2016/10/27/5-reasons-why-nfl-tv-ratings-have-dropped/&refURL=&referrer=#20064cab4a97
https://www.wired.com/2016/10/youtube-crushed-tv-total-debate-viewership/
https://www.statista.com/statistics/408971/number-of-us-facebook-users/
https://www.statista.com/statistics/243789/number-of-tv-households-in-the-us/
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User-Generated Content on Instagram Might Not Boost Engagement the 
Way We Thought

With 500M monthly active users and 80M photos posted per day, Instagram has given 

brands an unprecedented opportunity to connect directly with their audience. In our previous 

Instagram studies, we have seen that marketers are experimenting with a range of tactics to 

grow their audiences on the platform and generate engagement to increase brand awareness.

One of the most common tactics is reposting user-generated content. According to various 

studies, over half (51%) of Americans trust user-generated content more than other information 

on a company website, and they say that it influences what they buy and where they buy it 

from. Other research suggests that 43% of people are more likely to purchase a new product 

when they have learned about it through social channels or from friends and family.

So we checked to see how brands perform on Instagram when it comes to user-generated 

content. Using our own solution, we looked at data for 13 major brands: Qatar Airways, Red 

In 2017 

A consistent trend like this one, combined with new, cheaper, and democratized 

disruptive streaming options — like Facebook Live, Twitter, and YouTube — that 

grant brands more control of their content, a better audience experience, added 

features, studio-quality production, and direct communication with audiences 

equals a true opportunity for marketing growth.

A LOOK BACK:  The Trends of 2016

http://resources.bazaarvoice.com/rs/bazaarvoice/images/201202_Millennials_whitepaper.pdf
http://www.nielsen.com/us/en/insights/news/2013/a-multi-mix-media-approach-drives-new-product-awareness.html
http://simplymeasured.com/blog/dark-social-what-social-marketers-need-to-know/#sm.0000uylgo6k3kfsiwmv1l48jmo5gu
http://get.simplymeasured.com/2015-11-instagram-ebook.html#sm.0000uylgo6k3kfsiwmv1l48jmo5gu
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Bull, BMW, Sephora, Wayfair, Netflix, Cathay Pacific, Starbucks, Turkish Airlines, Emirates Airlines, 

Amazon Video, All Nippon Airways, and Singapore Airlines.

80% of these brands solicit content or provide guidelines for submissions, and for more 
than half, 40% or more posts were user-generated content. 

All these brands have a strong presence on Instagram and are innovators at using the platform 

to connect with their respective target audiences. However, for this data set, UGC content only 

delivers a marginally high amount of engagement (4%). 

Why It Matters: With 95M+ photos posted and 4.2B Likes daily, Instagram provides a huge 

opportunity for brands to systematically leverage this powerful source, but there is still a lot of work 

left to do when it comes to maximizing engagement from the network from user-generated content.

A LOOK BACK:  The Trends of 2016
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Instagram Stories Hit the Scene 

Recently, Instagram announced that it will now include Instagram Stories in the Explore feature:

“More than 100 million people visit Explore every day to discover photos and videos from 

people they don’t yet follow. The new suggested stories section highlights the most interesting 

stories from across Instagram’s vast global community — and like the rest of Explore, the stories 

you’ll see are personalized to your interests.” 

What this means is that the sometimes-doubted-by-experts feature (“Isn’t this basically like 

Snapchat? I already have an app for that!”) has been successful for Instagram, unlike other 

features (Instagram Zoom, Boomerang, Hyperlapse, I’m looking at you) that haven’t experienced 

the same massive adoption.

• Instagram Stories have 100 million daily active viewers. (This number will grow much,   

  much bigger as Instagram Stories debut in Explore. Side note: we’re moving towards a future    

 in which we’ll stop referring to social users altogether, and instead refer to social viewers).

• This is 2/3 of Snapchat’s DAU’s, after only two months.

In 2017 

Even though the amount of engagement generated from UGC was only slightly 

higher than branded content in this data set, soliciting content from your 

Instagram community and reflecting this partnership on your brand account can 

help create more captivating content and even inform your owned strategy. 

There is a lot of runway left here for brands in 2017.

A LOOK BACK:  The Trends of 2016
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Why It Matters: 

1. If you’re not using Instagram Stories already, you’re missing out on a huge opportunity 
for brand awareness. You could reach a whole new (target) audience by regularly releasing 

content on this free feature.

2. By the way, brand discovery on Instagram Stories will lead to more followers. This will 

lead to more goal completions, whether that means site visits, opt-ins, or straight-up sales 

for your brand.

3. Instagram now has another leg-up on Snapchat. While offering brands exposure with 

filters and featured content for the chosen few big brands, Snapchat makes brand discovery 

notoriously difficult. Instagram Stories on Explore makes it easy. That’s better for your 

brand.

4. Instagram Stories will only grow. Unlike a standalone app (and this is the smart move 

that Instagram made with Instagram Stories, but did not make with previous features like 

Boomerang and Hyperlapse), Instagram users are continuing to be exposed to Instagram 

Stories whether or not they’re using the feature. Featuring Instagram Stories on Explore will 

only expand this exposure and increase the likelihood of non-adopters getting on board.

5. You don’t have to give up Snapchat. You can multi-task. If you have limited time/

resources, use your saved snaps from Snapchat as Instagram Stories. Tap the Download 

button on Snapchat. Open Instagram, start a Story, and swipe down. Tap on your snap and 

post to your Instagram Story.

In 2017 

Instagram and other social networks have a unique ability to 

impact prospective customers and customers in various stages 

of the buyer’s journey, from awareness to advocacy. 

To the right are the stages of the buyer’s journey:

A LOOK BACK:  The Trends of 2016



2017 Social Marketing Planning Guide 11

Social Attribution Has Arrived 

If you’re an email marketer, you send an email, you drive action, you measure that action’s 

impact on the business, and then you figure out what you could do better and do it again.

Social doesn’t work that way. You post to Facebook, your audience interacts with it, and you 

hope that your actions equate to lift for your business.

Only recently has social become closed-loop. As software improves, we’re now able to 

quantify the results of our actions on social. But in order to do that, we need to understand a 

very important type of analysis that’s new to social marketers: Attribution.

Why It Matters: Social media is left out of most major marketing conversations, because most 

major marketing conversations focus on revenue. Senior leaders understand that social adds 

value, but they haven’t been able to quantify it. This impacts social marketers in one of two ways:

1. Budget and Growth

2. Optimization and Impact

Let’s take a look at each of these areas.

Budget and Growth

Without being able to attribute conversions, revenue, and success back to social media, social 

marketers are left without a foot to stand on when it comes to budget requests. How can you ask 

for more resources when they don’t know the value of the resources you already have access to?

In addition, social marketers are left out of conversations about performance, and this is bad for 

your career growth. If you aren’t a part of strategic conversations, how can you be a necessary 

component of strategic growth?

A LOOK BACK:  The Trends of 2016
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Optimization and Impact

If you’re measuring social’s success based purely on engagement metrics, you’re missing out 

on a lot of opportunity. As marketers, we need the complete picture, and as social marketers 

that means seeing everything from conversations to conversions. Once we have all of the 

data, we can make informed decisions.

For example, a post might drive a ton of engagement, but it isn’t driving click-throughs, and it 

isn’t driving sales. Another post might be getting zero likes and comments, but that’s because 

people are immediately inspired to take a more meaningful action like clicking through and 

visiting your site. These examples are all around us as social marketers, and we need to put 

the guessing games to rest. We need to see the complete picture.

Main Challenges

Don’t worry! It’s not all your fault. There have been a lot of barriers standing in social 

marketers’ ways when it comes to attributing value back to social. Let’s start with the biggest 

of these barriers: Dark Social.

A LOOK BACK:  The Trends of 2016
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Dark Social

Dark Social is a term that refers to the sharing we do through non-public channels like 

Facebook Messenger, Twitter DM, Slack, or even text message and email.

You may be ignoring these channels today, but that’s a mistake. This sharing is a crucial 

indicator of purchase intent, and a massive amount of the social activity you’re not getting 

credit for. Research has found that 70% of all social sharing happens through dark channels.

Dark Social is so prominent (in part) because people don’t want to share everything publicly, 

and instead are sharing with their closest friends and family via peer-to-peer channels.

Examples:

• A wife might share her desired holiday gift with her husband via SMS

• A friend might email his friends about a vacation destination for a potential upcoming trip

• A woman might email her colleagues a new product announcement

This is a problem because you, the social marketer, own dark social. Web traffic from dark social 

channels commonly gets bucketed under “Direct” and ignored by everyone but the web team, 

but this is traffic being driven by social activity, and fostered by your efforts.

It’s also a problem because understanding these behaviors is a critical step to understanding 

how social can make a bigger impact than it’s making today.

UTM Parameters

UTMs have been the default for social marketers for years. By adding UTMs to your URLs, 

you’re able to see in Google Analytics how traffic was driven via your owned social efforts.

A LOOK BACK:  The Trends of 2016
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And this works great when you’re the one sharing content, but we know that 70% of social sharing 

happens in the dark. Even when it comes to public sharing, your audience is doing most of the 

heavy lifting, and they don’t always behave the way you want them to.

You can add UTMs to your social share buttons, but how often do you share something using 

the button, especially when you’re sharing it because you or someone you know is planning on 

making a purchase? You don’t. You copy the URL and send it to your friend.

Luckily, there’s a solution: the hash fragment. With a quick bit of javascript added to your website, 

every visitor to your site is automatically tagged with a unique ID and hash fragment so you can 

track how a piece of content is shared across social, including Dark.

A LOOK BACK:  The Trends of 2016
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This allows you to finally connect social to revenue in a real, tangible way.

A LOOK BACK:  The Trends of 2016

In 2017 

     

Defining conversions and value
• Which conversions matter to your  

 business?

• Which attribution model and method  

 is right for you?

• Which financial values should you be  

 placing on the conversions you   

      care about?

Learning about your audience
• Do you have various audiences or one  

 target audience?

• Which content appeals to your   

 audience/audiences?

• What does the customer journey look  

 like for your business?

Understanding the greater landscape
• Do you understand all customer   

 touchpoints, beyond social (i.e. web,  

 display, email)?

• How can you relay the value of   

 social attribution to the rest of your   

 marketing organization?

If you’re thinking about moving forward with a social attribution solution, start 

asking these questions of yourself and other members of your organization:

http://simplymeasured.com/blog/conversations-to-conversions-why-social-needs-more-than-engagement/#sm.0000uylgo6k3kfsiwmv1l48jmo5gu
http://simplymeasured.com/blog/the-quick-guide-to-social-media-attribution-models/#sm.0000uylgo6k3kfsiwmv1l48jmo5gu
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So Over 

Social media marketing mistakes – no matter how minor – can cancel out whatever your business 

has been doing right. Don’t make these mistakes in 2017. 

Insufficient or Inaccurate Audience Research

Are you creating social media content based on what you assume your fans and followers will 

like? Or do you check out your competitor’s social channels and just do whatever they’re doing?

You know what they say about assumptions, right? They make a…well, you get the idea.

Creating social media content based on assumptions or half-assed “competitor analysis” is 

inefficient and ineffective. You need to take the time to get to know your own audience. What 

are they into? What do they care about? How old are they? Where do they live? This time spent 

reaps big rewards in the long run.

Conducting thorough audience research will ensure that all of your social media marketing efforts 

are as effective as they can be. It will help you discover the best ways to attract and connect with 

your target audience. It will give you a better understanding of how to create content that will 

resonate with them, in a tone they’ll find comfortable and approachable.

Use a Listening solution like 

Simply Measured’s to identify 

these conversations and drill 

down on deeper data like 

most well-used keywords and 

hashtags, sentiment, and 

geographic area.

LOOKING FORWARD:  So Over

http://simplymeasured.com/blog/the-benefits-of-facebooks-preferred-audience-tool/#sm.0000uylgo6k3kfsiwmv1l48jmo5gu
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There are many tools and methods for conducting audience research. One of the most direct 

ways is to use social media monitoring to find out what your audience likes and what they think 

of your brand. This can help you measure the impact of your social media marketing campaigns, 

and identify engagement and improvement opportunities.

Pizza Hut, for example, posts several pieces of content, and then monitors their audience’s 

conversations about each post. The content that generates the most buzz is then used for a 

larger campaign to ensure their marketing is as effective as possible.

When they introduced their Triple Treat Box, Pizza Hut posted two images of the product that 

were almost identical, except that one had a white background and the other had a black 

background. They monitored the resulting conversations and found that the image with the black 

background performed three times better than the one with the white background. They used 

the image with the black background for subsequent ads, which boosted their ROI.

LOOKING FORWARD:  So Over

https://www.falcon.io/insights-hub/case-stories/cs-social-media-roi/pizza-hut-social-listening-case-study/
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Wasting Time on the Wrong Platforms

Another common social media marketing mistake is wasting time (and money) on the wrong 

platforms. This may be a result of the previous mistake. If you didn’t conduct proper audience 

research, you probably don’t know which social platforms are best for finding and engaging your 

target audience.

So you spread out your marketing across several social media channels. Not only is this time-

consuming and expensive, it’s also inefficient because it prevents you from focusing your efforts 

on the platforms that are working for your brand. Instead, find out which social networks your 

target audience prefers, and concentrate your marketing efforts there.

Facebook, with 1.71 billion active monthly users, is the largest platform, and 72% of adult 

internet users in America use it. This could make it the best place for your brand to focus your 

social media marketing campaigns.

LOOKING FORWARD:  So Over

http://simplymeasured.com/blog/how-to-choose-the-best-social-network-for-your-audience/#sm.0000uylgo6k3kfsiwmv1l48jmo5gu
http://simplymeasured.com/blog/how-to-choose-the-best-social-network-for-your-audience/#sm.0000uylgo6k3kfsiwmv1l48jmo5gu
http://simplymeasured.com/blog/how-to-choose-the-best-social-network-for-your-audience/#sm.0000uylgo6k3kfsiwmv1l48jmo5gu
http://www.pewinternet.org/2015/08/19/the-demographics-of-social-media-users/
http://www.pewinternet.org/2015/08/19/the-demographics-of-social-media-users/
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Depending on your target audience, Facebook may not always be the most effective channel 

for your message. For instance, if you’re targeting American teens, Instagram may be a better 

choice. It was the most important social networking platform for this demographic at the end     

of 2015.

Too Much Automation

Automation makes everything easier for you. It allows you to regularly post updates on your 

social media profiles while you’re busy taking care of other aspects of your business. But too 

much automation can make your social media accounts feel impersonal. It also prevents you from 

interacting directly with your audience, which limits your brand’s ability to build genuine bonds 

with them.

It’s okay to schedule your posts for specific times, but make sure you also set aside a couple of 

hours every day just to monitor the activity on your posts. During this period, you can answer any 

questions people have, and respond to any issues people have reported. You can also use the 

time to thank and appreciate loyal fans, which will strengthen their bonds with your company.

Ready to Try Simply Measured? 

Request a Demo Today

LOOKING FORWARD:  So Over

http://uk.businessinsider.com/instagram-is-now-go-to-social-network-for-us-teens-2015-6?r=US&IR=T
http://get.simplymeasured.com/Demo-Simply-Measured.html?utm_source=pdf&utm_medium=doc&utm_campaign=Social-Planning-2016-11-14#sm.0000uylgo6k3kfsiwmv1l48jmo5gu
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A great example of how this can be done well is the way The Melt interacts with their followers 

on Facebook. The restaurant chain doesn’t just fill up their timeline with automated posts and 

hope for the best; instead, they take the time to reply to questions and comments on their posts.

LOOKING FORWARD:  So Over
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Too Many Salesy Posts

Sure, social media is a great place to tell people about a sale, or promote a product launch. 

But if every single post on your page is promotional, your brand may come off as too pushy or 

sales-y. Successful social media marketing is about more than just making sales. It’s also about 

building relationships with your audience.

Don’t flood your followers’ feeds with posts about what your product does and why they should 

buy it. Provide your audience with valuable content like tips, hacks, humor, or news related to 

your product or service. The goal is to ensure that each post is useful to your audience, whether 

it makes them laugh, teaches them something new, or solves a problem for them.

Republic of Tea, for example, uses their Instagram account to not only update fans about their 

products, but also to provide people with useful tea-related tips.

LOOKING FORWARD:  So Over

https://www.instagram.com/republicoftea/
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Not Enough Visuals

If you’re not sharing videos and images on your social media accounts, you’re doing it wrong. 

Visual content can significantly improve your social media marketing ROI. On Twitter, for 

example, posts with photos are retweeted 35% more than basic text posts, and posts with 

videos are retweeted 28% more.

Research conducted by Chute and Digiday also found that visual content performs 4.4 times 

better than text content.

Now, the big question is: What type of visual content should you produce? Based on the 

same Chute and Digiday study, originality and uniqueness resonate most with social media 

audiences. They also found that professional and commissioned photos, original illustrations 

and graphic designs, and user-generated visuals are the top performing types of visual 

content on social media.

Leave these five common social media marketing mistakes behind, and start 2017 with a better, 

more effective social media marketing plan. 

LOOKING FORWARD:  So Over

https://blog.twitter.com/2014/what-fuels-a-tweets-engagement
http://digiday.com/wp-content/uploads/2015/04/Chute_Digiday_SOTI.pdf
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Top LinkedIn Groups to Join

Social Media Marketing: The largest and most active social media marketing group on LinkedIn, 

with over 1,000,000 members as of October 2015, including 20 subgroups.

Digital Marketing: Group discussions cover all areas of the digital marketing landscape and 

include topics such as social media marketing and mobile marketing.

Social Media Today: The online forum and discussion group for Social Media Today. 

Advertising Age: A group for discussing social media, digital media, CMO strategies, and data-

driven marketing by the renowned publication. 

Harvard Business Review: HBR is an invaluable resource for understanding the latest marketing 

research findings and developments, and this group is the place to be if you want to stay 

up-to-date.

Social Media News & Tech: Chris Voss’s beloved group for all things social media. 

VentureBeat: A great group to join if you want to stay on the cutting edge of tech news. 

eMarketer:  eMarketer is the industry’s leading research firm, providing data, insights, and 

perspectives for marketing in a digital world. Discussions in this group will help you understand 

how consumers spend their time and money, and what you can do to reach them.

Content Marketing Institute: Social marketing and content marketing are becoming more and 

more inseparable. In this group, you can share and discuss all things Content Marketing. Post 

relevant content articles, ask questions, share experiences, and more.

Marketing Communication: A group for Marcom professionals on a broader level. 

YOUR 2017 RESOURCES:

https://www.linkedin.com/groups/66325/profile
https://www.linkedin.com/groups/62352/profile
https://www.linkedin.com/groups/66275/profile
https://www.linkedin.com/groups/2754444/profile
https://www.linkedin.com/groups/3044917/profile
https://www.linkedin.com/groups/3255188/profile
https://www.linkedin.com/groups/694577/profile
https://www.linkedin.com/groups/2003586/profile
https://www.linkedin.com/groups/4342574/profile
https://www.linkedin.com/groups/59008/profile
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Top People to Follow on LinkedIn 

Jeff Weiner, CEO at LinkedIn: Keeps his finger on the pulse of relevant developments in 

business and on social. 

Oprah, CEO, Producer, Publisher, Actress, and Innovator: Shares tales and lessons of how 

she manifested her success. 

Deepak Goel, CEO & Co-founder @ iMET and BFG Corp: Gives great advice to social 

marketers of all stripes. 

Arianna Huffington, President and Editor-in-Chief at The Huffington Post Media Group: 
Offers business advice and insight into the media industry. 

Geoffrey Colon, Communications Designer @ Microsoft, and Author  (“Disruptive 
Marketing”): Talks about social marketing metrics and authenticity.

Vincent Washington, Social Media Manager at UPS: Uses sports analogies to share insight 

about various issues in social marketing. 

Keith Ferrazzi, CEO at Ferrazzi Greenlight and Owner, Ferrazzi Greenlight: Shares 

practices that improve relationships and business success. 

Gary Vaynerchuk, Entrepreneur, Investor, Best-Selling Author, Speaker: Reveals business 

lessons from his extensive, varied careers and enterprises. 

Beth Comstock, CMO at GE: Communicates tried-and-true career advice for thriving in the 

Marcomm industry.

Clara Shih, CEO and Co-founder of Hearsay Social: Gives insight into social marketing and 

being a woman in the industry.

YOUR 2017 RESOURCES:
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Best Twitter Lists to Subscribe to

Featured in ML: CMO’s, CEO’s, strategists, marketing directors, and others who have been 

interviewed by MarketingLand.  

Top 50 RTd via Marketers: The top 50 people most retweeted by digital marketers. 

Social Media Top List: A public list by Scott Monty, Strategic Communications Consultant. 

CMO: A public list by Miles Jennings. Marketing executives and Chief Marketing Officers         

on Twitter.

Bloggers: A public list by Social Media Today. Bloggers regularly published on 

SocialMediaToday.com. 

SFE 2014 Attendees: A public list by Social Fresh.  

Influencers: A public list by LinkedIn Pulse. List of all LinkedIn influencers on Twitter. 

Brands: A public list by Digiday.

Tech News People: A public list by Robert Scoble. The journalists who make tech and media 

news. Mostly pros, but also a few bloggers who do great work.

Blogs That Deserve Your Attention in 2016 

Bits: The Business of Technology: The New York Times’ tech blog. Great, reliable resource for 

staying up-to-date with the business. 

Social Media Examiner: The world’s largest online social media magazine. 

YOUR 2017 RESOURCES:

https://twitter.com/Marketingland/lists/featured-in-ml
https://twitter.com/Lewis502/lists/top-50-rtd-via-marketers/members
https://twitter.com/ScottMonty/lists/social-media-top-list
https://twitter.com/milesj/lists/cmo
https://twitter.com/socialmedia2day/lists/bloggers
https://twitter.com/socialfresh/lists/sfe-2014-attendees
https://twitter.com/LinkedInPulse/lists/influencers
https://twitter.com/Digiday/lists/brands
https://twitter.com/Scobleizer/lists/tech-news-people
http://www.nytimes.com/column/bits
http://www.socialmediaexaminer.com/
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MarketingProfs: Trusted by 600,000 professionals globally, MarketingProfs helps marketers stay 

ahead of the curve.

Buffer: Thoughts on sharing, creating, analyzing, and converting with social. 

SocialTimes: From breaking Facebook news to the latest Twitter trends and beyond, 

SocialTimes brings you scoops and tips to keep you socially aware.

Social Fresh: A social media education blog, inspiring people to create better businesses 

through social media.

Business2Community: Breaking news and top trends in Social Media, Digital Marketing, 

Content Marketing, Social Selling, Social Business and More.

FastCompany: The world’s leading progressive business media brand, with a unique editorial 

focus on innovation in technology, ethonomics (ethical economics), leadership, and design. 

AdAge: The leading global source of news, intelligence, and conversation for the marketing and 

media community. 

Simply Measured: Social news for better decision-making and exceptional results. 

Email Lists You Should Subscribe to in 2016 

SocialMedia.Org: The Big List is the official newsletter of SocialMedia.org, the community 

for social media leaders at the world’s greatest brands. Each week, they share a hand-picked 

collection of news on social media leaders: what they’re working on, career changes, and 

conferences where they’re meeting up.

The Next Web: A free weekly digest from Editor-at-Large Martin Bryan with the latest      

industry news. 

YOUR 2017 RESOURCES:

http://www.marketingprofs.com/
https://blog.bufferapp.com/
http://www.adweek.com/socialtimes/
https://www.socialfresh.com/
http://www.business2community.com/
https://www.fastcompany.com/
http://adage.com/
http://simplymeasured.com/blog
http://socialmedia.org/subscribe/
http://thenextweb.com/notifications/
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TechCrunch Daily: The latest headlines, delivered to you daily.

Marketing Land: Keep up with the latest interactive marketing news, views, and how-to’s 

through Marketing Land’s weekly digest newsletters. Each email newsletter rounds up 

everything that Marketing Land has published on the topic in the previous week, including links 

to news stories and columns by expert practitioners.

Entrepreneur: A pupu platter of high-caliber newsletter options, including Best of the Week, 

Tech Tactics, and Sales & Marketing. 

HuffPost Social Media: All things happening right this minute in social media. 

Social Fresh Tips: Over 20,000 social marketers receive this newsletter full of expert tips, tactics, 

and tricks.

 

Content Marketzine: A social media marketing newsletter from the Brafton blog. 

Convince and Convert: Comprehensive and useful articles, .pdfs, videos, podcasts, and 

more. Each week, Convince and Convert sends four emails, and you can change the amount 

you receive at any time. Monday – Digital Marketing; Tuesday – Social Media; Wednesday – 

Content Marketing.

Simply Measured: A weekly newsletter to help you stay informed and generate better results for 

your business. 

YOUR 2017 RESOURCES:

https://techcrunch.com/
http://marketingland.com/newsletters
https://www.entrepreneur.com/newsletters
http://www.huffingtonpost.com/news/social-media/
https://www.socialfresh.com/subscribe/
http://www.brafton.com/blog/
http://www.convinceandconvert.com/newsletter/
http://simplymeasured.com/blog/
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Get Started Today Checklist 

Get Started Today Checklist. Set your objectives. For example, to increase brand 

awareness or drive web conversions

Choose your KPI’s. For example, if your objective were “brand awareness,” a KPI could 

be: generate 3,000 impressions per day by EOQ. If your objective were “drive web 

conversions,” a KPI could be: drive 2,000 visits to our campaign landing page by 3/1/16. 

2016 Social Marketing Planning Guide 26.

Pick your tools. Choose which solutions you’ll use at every stage of the REM cycle--

research, execution, and measure--and become comfortable with them.

Have lunch. Take your mentor and/or other people in your industry out to lunch and ask 

them how they’re thinking about the year ahead.

Start creating content. It’s never too early to create content for a campaign you know 

you’re beginning in 2017. If there’s a lynchpin blog post or webpage integration you’re 

going to need, contact the relevant teams to get the ball rolling.

Begin a microcampaign. If you have some innovative ideas for 2017, put together a 

microcampaign to test them before you begin executing it in 2017.

Invest in a Social Attribution solution. Finally understand how social and digital efforts 

impact your business’s bottom line.

YOUR 2017 RESOURCES:
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CONCLUSION

We’ve walked you through the latest trends and the dying ones, given you a practical 
checklist to start planning with today, and offered up some terrific resources to turn to as 
you develop your plan on social and beyond.

We hope our 2017 Social Planning Guide gave you a running start – now 
get out there and conquer.

2017



Want to try Simply Measured? 

Request a Demo Today

Copyright © 2010–2016 Simply Measured, Inc. All Rights Reserved.

ABOUT SIMPLY MEASURED 

Simply Measured is the most complete social analytics solution, empowering marketers 

with unmatched access to their social data to more clearly define their social strategy and to 

optimize their tactics for maximum impact.

Our goal is to put the tools to understand business data in the hands of business users. 

We think reporting should be simple, attractive, and accessible for everyone – not just data 

scientists. Our software streamlines the process from data to deliverables and eliminates the 

countless hours spent on everyday reporting tasks. We do this by putting cloud data sources 

at your fingertips, providing a marketplace of best practice reports, and allowing you to 

generate beautiful solutions on the web, in Excel, and in PowerPoint with a couple of clicks. 

Copyright © 2010–2016 Simply Measured, Inc. All Rights Reserved.

http://get.simplymeasured.com/Demo-Simply-Measured.html?utm_source=pdf&utm_medium=doc&utm_campaign=Social-Planning-2016-11-14#sm.0000uylgo6k3kfsiwmv1l48jmo5gu

