


Client 1: Emily’s Donut Shop




Emily’s Donut Shop Primary Goal for Content Strategy

The primary goal for Emily’s Donut shop content strategy is to increase online and in-store sales, grow local brand awareness, and overall drive repeat purchases. This can be done through
valuable and engaging content that will boost social media visibility. This strategy seeks to place Emily’s Donut Shop as the best local destination for individuals looking for a tasty donut or a breakfast
item essential. This is done by creating visually appealing and engaging social media content that is easily shared by others. Through this content, new and previous customers can be engaged, as well as

feel encouraged to share their great experience with Emily’s Donut shop across their social media platforms, creating earned media opportunities.

While in-store sales are important, a large goal is to boost online sales. With delivery being through the morning hours of 6 AM to 11 AM, content will highlight speed, convenience, and
limited-time offers that are perfect for an early morning rush. This includes promoting seasonal breakfast foods with a call-to-action. Examples would be “order with just a click of a button,” or “buy online

while supplies last.” Relaying simplicity, quickness, and time sensitivity will all together support sales growth.

Growing brand awareness is another major goal. Brand awareness is important to create loyalty and connection towards to the donut shop, encouraging repeat purchases. This can be
demonstrated by creating fun content highlighting breakfast items and the overall shop atmosphere, as well as creating user-generated content challenges to get customers to be socially connected with the

brand. This can build an online identity of a fun and inviting local shop that will encourage customers to regularly engage.

To reach these goals, social media visibility is important. It can drive consistent engagement across all social media platforms that Emily’s Donut Shop uses, such as Instagram, TikTok,
and Facebook. Keeping on trend, incorporating aesthetics, and using humor can reach a more diverse audiences that may have never heard of the local shop before. Driving engagement using these

elements can keep the brand on top of the mind of local consumers.

After following through with a 30-day social media plan, the shop will be able to drive in-store sales, online delivery orders, brand awareness, and repeat orders through developing an

eccentric and community-based online persona that will consistently attract customers and move them through the AIDA funnel.
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Emily’s Donut Shop
Viral Buzz and
Shareability

To create viral buzz and shareability, it is crucial to generate visually engaging,
community-based, and user-driven content. Food content organically performs well on
social media, so the content strategy will capitalize on creating tasty product photos,
behind-the-scenes baking videos, and new menu item reveals that will generate buzz and
increase shares. The strategy will use interactive content, such as polls and donut creation
challenges, to increase participation and encourage users to share with their friends.
Integrating user-generated content, such as customer photo reposts, can provide
community engagement and social proof, demonstrating real customers enjoying the
product and driving others to try it for themselves. Additionally, tying content towards
trends, seasons, and daily special can encourage customers to share posts with others, visit
the shop, and order online. Overall, creating a fun, playful, and engaging online persona

can help build community buzz towards the shop and its great food and environment.



Client 2:

Emily’'s
Emails




Primary Goal for Content Strategy

The primary goal for Emily’s Emails is to increase free trial sign-ups, grow brand awareness and authority within the email marketing industry, and educate business
owners of the company’s advantages of cost and ease. As a low-cost company built for servicing businesses of different sizes, Emily’s Emails must be able to efficiently communicate
affordability, simplicity, and accessibility. The content strategy will rely on allowing businesses of all sizes to become as successful and professional as possible without having to create
costly and heavily complicated email marketing campaigns. The content strategy will position this provider as the perfect solution for entrepreneurs, startup businesses, and established

companies looking for a cost-effective option.

A major priority of Emily’s Emails is to increase conversion rates through free trial sign ups. To increase sign ups, it is important to build trust and credibility. Trust and
credibility can come from educational content that displays how the software provider operates and the important features that make this company the perfect option for every business
owner. Many businesses who may be looking for an email software provider are seeking answers to clear up confusion, so content must be simple and helpful towards using email
marketing tools. Sharing how-to videos, quick tip infographics, and customer testimonials can help build credibility and nurture leads. Once potential customers are educated on software

benefits and proper email marketing strategies, they will feel confident about signing up for a free trial.

Another important element of the primary goal is to increase brand visibility and authority towards entrepreneurs, business owners of all sizes, or anyone looking for
simple email marketing tools. This can be achieved through consistent posting, value-based messaging, shareable content, and interactive posts (such as Q&As or social media

challenges). Increased visibility within the industry can support expansion that turns initial leads into later conversions.

After following through with a 30-day content plan, Emily’s Emails will be able to position themselves as a credible and trustworthy provider that can supply services for a variety of

businesses. Consistent posting of diverse content allows this company to engage prospects at every stage of the AIDA funnel, ultimately increasing active users and paying subscribers.
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Emily’s Emails: ** "=
Viral Buzz and \
Shareability '

To create viral buzz and shareability, Emily’s Emails will rely on
generating content that delivers value, education, and relatability towards
business owners and marketers. Shareable content will be made through
quick marketing tips, short live demos, and email marketing insights that
provide important information. It is also important to stay in-trend and
add humor to your content. Quick tip posts titled “What Makes Subject
Lines the Worst” or “Send Emails Your Audience Actually Likes” will
make content seem less stiff and adds relatability, which increases
chances of shares and saves. Content such as testimonials or customer

stories that discusses real results will boost the credibility of the provider,

while sparking conversation needed for viral buzz. Additionally,
downloadable analytics and infographics can be re-shared within

communities to quickly build visibility of the company and its credibility.




