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Introduction 

The focus for this practicum will be to create a social media plan for The Davenport Institute 

(TDI), a multi-service firm offering executive coaching, organizational development, wellness 

coaching, and career development. TDI works in tandem with another, sister organization called 

Brand Urbanity. BU focuses on personal branding, and TDI complements that with career 

development services. The current site was created in 2011, and its social media links are non-

functioning. In addition, it does not include new services offered, and consequently needs a complete 

makeover, including a new social media marketing campaign. The first goal is to create a social media 

campaign that alerts users to the site’s reboot, provides useful information to consumers, and increases 

brand recognition for the company. The second goal is to successfully apply class-based 

communication theories to practical experience, specifically through social cognitive theory, social 

information processing theory, and attraction-selection-attrition framework, among others. I have 

included literature from various papers that include these theories, and I have found that the thing 

that connects them (and subsequently, TDI) is that they all encourage the audience to decide for 

themselves what they want to do with their lives.  

Organizational Background 

The Davenport Institute was founded by Debra B. Davenport, and currently combines 

professional image management with certified wellness consulting and obesity management 

consulting. Utilized disciplines include career development, stages of change, color psychology, 

holistic nutrition, public relations, social psychology, fitness, wellness, design and perceptual 

management, among others (Davenport, n.d.). Most of the institute’s image services have been 

transferred over to Ms. Davenport’s other company, Brand Urbanity. TDI will instead focus on career 

development and mentoring for individuals looking to make a mid-career change, as well as executive 
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coaching for organizations, a series of online courses for Certified Professional Mentoring® (CPM) 

services certification, wellness services, and other topics to be determined.  

In order for any of these services to succeed, the client needs to be encouraged to think 

critically about what they want to get out of said services. Does a business want to improve its output 

by making smarter hiring decisions? Does a client want to switch careers but not know where to start? 

Does another client want to learn about health and wellness techniques to combat work-related stress? 

All of these goals require personal agency/efficacy, and the theories I have selected lend themselves 

to helping TDI advertise itself as experts on encouraging this in the best way possible. 

Organizational Needs 

As indicated, TDI needs a makeover, including re-branding, re-designing the website, new 

content, and, of course, advertising on social media, including finding new channels to best 

research their target audience. As most of TDI’s clients are either individuals who are 

undergoing mid-career changes, or organizations in need of executive coaching, the target 

audience should roughly range in ages 35-45, and possibly older for organizations (in other words, 

older millennials, Gen-X and some Boomers). 

According to the Pew Research Center, Facebook (69%) and YouTube (73%) continue to be 

the most widely used social media platforms in America, with Instagram trailing in third place at 

37% (Pew Research Center, 2019). The TDI website (as it stands) utilizes only Facebook and 

Twitter, the latter of which came trailing in at a mere 22% in the Pew Research Center study, 

outdone by Pinterest, LinkedIn and Snapchat, in that order. Since Twitter usage is decreasing, it 

seems pointless to continue using that particular channel, unless audience members find it useful. I 

would suggest conducting a poll to ask viewers if they would prefer TDI keep its Twitter channel. 

The purpose of this campaign is to alert current and potential clients to both the site and social 

media renovations. Therefore, it is important to employ channels that have proved to be effective, 

both by statistics and TDI’s previous history. 
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 In addition, while LinkedIn is a platform that transcends generational gaps, it is utilized by 

people in all varying stages of their career. According to Sprout Social, LinkedIn is used by 29% of 

18-29-year-olds, 33% of 30-49-year-olds, and 24% of 50-64-year-olds (Sprout Social, 2019). And 

while YouTube is often associated with millennials, studies show that Gen-Xers and Boomers are 

catching up, with time spent by adults 35+ and 55+ going 40% and 80% faster than overall growth, 

respectively, in recent years (99 Firms, 2019). Finally, Fast Company released an article stressing 

the importance of CEOs utilizing social media to their companies’ advantage. While many 

companies have marketing departments that create and implement social media campaigns, 

according to Fast Company, many CEOs consider social media to be a distraction, if not an outright 

liability. However, the article argues that “Social media now gives CEOs a direct pipeline into what 

their customers are thinking and doing–in real time, with no spin from publicists or middle 

managers. Better still, it takes minimal time and effort” (Fast Company, 2016). This leads to 

building trust and rapport with customers and employees. Considering that TDI offers executive 

coaching to organizations, this is valuable information to have. 

Keeping these statistics in mind, as well as TDI’s target audiences, it would be safe to suggest 

that TDI’s future social media platforms drop Twitter and focus more on Facebook, LinkedIn and 

YouTube as the best way to promote content. However, listening to one’s audience is one of the 

only ways to guarantee success, so, as previously mentioned, I would suggest sending out a poll 

asking clients whether they believe Twitter to be useful before making any final decisions. Ultimately, 

TDI is a business, and a business has to give its clients what they want in order to remain successful. 
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Practicum Goals 

The purpose of this practicum is as follows: 

Objective 1: Create a social media campaign from the ground up to complement the reboot of the 

TDI website and develop branding that allows the company to expand their referrals and drive 

more B2C action primarily through social cognitive theory and social information processing 

theory. Further explanation and application of these theories and others will appear in the literature 

review.  Objective 2: Introduce new social media channels (Facebook, LinkedIn and YouTube) 

to TDI’s current audience by way of BU’s Facebook page, and Debra Davenport’s personal Twitter, 

LinkedIn and YouTube accounts. Inform viewers that TDI’s new website is up and running, and that 

from now on, any new information will be on TDI’s channels. Focus on rebranding the channels to 

reflect TDI’s aesthetic and purpose. 

Objective 3: Invite colleagues, fellow influencers and other experts in the field to collaborate on 

content and reciprocate. Having a separate YouTube channel specifically for collaborations might be 

an option for boosting views and PR.  

Objective 4: Alert audiences to livestreaming options and the opportunity to interact with Davenport 

herself via Facebook Live and/or YouTube vlogs, which will be recurring. Objectives one and two 

will span out for the space of three months, until viewers are aware of the changes. Awareness will be 

monitored via social media tracking systems, with metrics to be discussed later in this paper.  

Assuming the website’s rebuild and publication takes three months, it might be prudent to 

begin the first two objectives in December, to alert the audience of the changes taking place (e.g. 

“coming soon” posts). Once the site is finished (ETA mid-February, 2020, to allow for potential 

setbacks), the second and third objectives can simultaneously proceed in full-force, complete with 

content and notifications of the vlog and Facebook Live engagement opportunities. In the meantime, 
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TDI will continue to advertise its services and any new additions. Once the initial social media content 

takes off through views, interaction and collaboration, objective four can be implemented around 

April, 2020. I would like to try and increase initial views and engagement by 10% by March 31st, 2020, 

and to continue increasing numbers by 20% by June 30th, 2020. TDI should continue assessing this 

timeline and overall goals when appropriate. 

Personal Goals 

 The first goal is to create a model of a social media advertising campaign that can be tweaked 

as needed, and will ultimately drive a consistent call-to-action to not only interact with TDI’s new site 

and channels, but to encourage new clients to use their services. As a student who opted to specialize 

in the Digital Communications track in Johns Hopkins Masters of Communications program, I have 

written several social media campaign models before. However, this is the first one with a chance of 

being implemented by the company it was written for, and therefore my second goal is to keep a good 

working relationship with Debra Davenport, should she need my services in the future.  

Communication Theory Goals 

 TDI’s entire purpose is to provide both individuals and organizations with ways to better 

themselves, whether it be through a new career, wellness counseling, or helping an organization 

function smoother through internal strategy. All of these services require change, which does not 

come easy to most people. Therefore, this practicum seeks to apply the social cognitive theory (SCT) 

concept of self-efficacy through social media marketing in order to allow current and future clients to 

realize that they can, in fact, invoke change. SCT was developed in the 1960s by psychologist Albert 

Bandura. It emphasizes the role of observational learning, social experience, and reciprocal 

determinism (the idea that behavior is controlled or determined by the individual, through cognitive 
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processes, and by the environment, through external social stimulus events) in developing one’s 

personality (Bandura, 1989). Self-efficacy is arguably SCT’s ultimate goal:  

 “Among the mechanisms of personal agency, none is more central or pervasive than people's beliefs about their 

capabilities to exercise control over events that affect their lives” (Bandura, 1989). 

  

In order to invoke change, a person has to believe they are capable of it. This is the heart of 

self-efficacy. SCT gives the tools to make it possible. Therefore, it seems only natural that TDI use 

this theory as part of its marketing campaign. Indeed, self-efficacy and SCT are theories that can be 

used in virtually any strategy or campaign, regardless of the organization’s purpose, simply because it 

exists as a call-to-action for change in and of itself.   

 

 

 

 

Figure 1 Bandura (2004) Social Cognitive Theory model. 
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Literature Review 

Alternative Measurement Approaches to Consumer Values: The List of Values (LOV) 

and Values and Life Style (VALS). This article explains and illustrates two value methodology 

systems whose impact covers everything from employee satisfaction to deciding on career changes 

and more (Kahle, Beatty and Homer, 2019).  The authors sent a survey of 34 questions to 193 

students enrolled at the University of Oregon to classify the various VALS and LOV categories. The 

VALS statistical results were as follows: survivors (3%), sustainers (8%), belongers (9%), 

emulators (5%), achievers (10%), I-am-me (58%), experiential (5%), and societally conscious (2%). 

According to the researchers, “The shortage of belongers and achievers and the excess of I-am-

me probably results primarily from the youth of this sample.” (Kahle, Beatty and Homer, 2019). The 

LOV results included the following: self-respect (17%), security (10%), warm relationships with 

others (17%), sense of accomplishment (12%), self- fulfillment (25%), sense of belonging (7%), 

and other (12%). Kahle, Beatty and Homer concluded with the opinion that “LOV has greater 

predictive utility than does VALS in consumer behavior trends. The evidence does not 

contradict that hypothesis. In fact, a pattern of LOV accounting for more variance in these 

consumer behaviors emerges” (Kahle, Beatty and Homer, 2019).  

One could argue that taking the VALS or LOV questionnaire allows participants to achieve 

self-efficacy, which is the goal of social cognitive theory (SCT): “when people observe someone 

performing a behavior, and the consequences of that behavior, they use this information to guide their 

own behaviors” (Bandura, 2004). This is useful information to have when trying to determine a career 

change, as it can help TDI clients assess their values, look at what previous clients have done to change 

their behavior and land a dream job, and subsequently find a career that compliments their own values, 

all of which can be covered in a social media campaign. SCT and self-efficacy also help with achieving 
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fitness and wellness goals, two other services that TDI offers, in that it allows clients to set realistic 

goals for change to diet and exercise, and to accomplish them.  

Social Information Processing. SIP theory proposes that, “…given time and opportunity 

to interact, relationships between individuals can form in online environments. The power of the SIP 

theory lies within its ability to foster communication between individuals through communicative 

behavior that is valued by the other’s culture. Therefore, Social Information Processing has the 

potential to aid the development of trust between virtual team members, establishing group cohesion, 

and accentuating cross-communication within international work groups” (Olaniran, Rodriguez and 

Williams, 2012).  

Since any news about TDI has been transferred to BU’s social media sites, SIP would serve 

two purposes: to create a new social media team that works on the new channels exclusively 

(establishing development of trust and cross-communication), and to create group cohesion through 

letting current and future clients know that TDI’s internet presence is now a separate entity from BU. 

Knowledge-Sharing and Influence in Online Social Networks via Viral Marketing. As 

stated by authors Subramani and Rajagopalan, “Social information-processing theory provides a useful 

lens to examine the interpersonal influence processes that are the hallmark of viral marketing since it 

views the social network as an important source of information and cues for behavior and action for 

individuals” (Subramani and Rajagopalan, 2003). Unlike word-of-mouth and referrals, sending 

messages by computer, whether through email, social media, blog or other forms, expands the scope 

of one’s audience, as well as ability to connect individuals synchronously (for example, using instant 

messaging), as well as asynchronously (through email). This around-the-clock access also provides 

instant, real-time feedback for customers and clients, allowing them to immediately praise or critique 

how a company is doing in terms of outreach. The authors argue that there are two factors that 
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ultimately determine the success or virality of a campaign: influencers and network externalities. 

Network externalities are “benefits, in addition to those directly derived from usage, that accrue 

broadly to the set of all adopters” (Subramani and Rajagopalan, 2003).  

For example, when a corporation elects to hire TDI for executive coaching, the CEO or other 

higher-ups might have questions as to what the process entails, where to go post-coaching, whether 

to have one-on-one mentoring for employees, or other queries. The knowledge that they can address 

these questions to TDI and get answers is a network externality—a reassurance that they will not 

be without resources to answer any inquiries they may have. This is very valuable for new companies 

that may not understand the breadth of TDI’s services, and something to consider when writing 

social media content. Also, TDI has a number of potential influencers, based off of its excellent 

record in gaining new clients through word-of-mouth and referrals. The people referring the 

organization are essentially influencers, and their esteem can easily be transferred into social media 

content as well.   

Effect of Social Media Connectivity on Success of Crowdfunding Campaigns. 

Authors Kaur and Gera analyzed data from 4,121 campaigns launched over Kickstarter platforms in 

the month of April 2014 through the campaigns’ respective Twitter and Facebook platforms.  

Categories included subject, currency, goal amount, pledged amount, number of rewards, duration 

in days etc. of the campaign available on the campaign page (Kaur and Gera, 2017). The authors 

stated that there are three categories of people that contribute to a campaign’s success: backers 

(those who contribute funds for a campaign and may tweet/post about their contribution), 

promoters (those who share about the campaign and ask others to contribute and spread the 

word), and communicators (those who simply shares the link or title of campaign on the Kickstarter 

platform, usually the creator). 

Kaur and Gera included predictor models for both social media platforms, including variables 

such as the number of backer, communicator and promoter messages, number of Facebook and 
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Twitter accounts per campaign, accounts created on other websites, and final outcome states, among 

others. Out of 4,121 projects, 1,899 (46%) were successful and 2,232 (54%) were unsuccessful, due 

fragmentation and lack of communication within the three categories. They concluded that the success 

of a campaign largely depends on the creator’s ability to employ a network to mobilize donators and 

social media presence/responses, which ties into the SIP theory’s argument that fostering 

communication (and subsequent trust) between all parties is essential for a campaign’s success. While 

this paper covers Kickstarter in particular, the cohesiveness of the three-category structure its ability 

to communicate is crucial to any type of social media campaign. TDI needs to be able to not only 

advertise itself through platform content, but also through creating and growing a network of reliable 

backers and promoters through communication and trust.  

Person–organization fit: Testing socialization and attraction–selection–attrition 

hypotheses. The authors conducted a study featuring graduates from nine Flemish non-profit teacher 

training institutes about their work values and their perception of person-to-organization (P-O) fit, 

using a two-stage interview process. Specifically, they asked if the graduates felt that their values 

aligned with those of their employers/employees in their respective jobs. At time 1 (November 2004) 

they questioned young men and women, graduated as a teacher during summer 2004, while in the first 

months of their job. A total of 241 young graduates (response rate: 34%) completed a postal 

questionnaire about their work values and demographics in the context of a research on teachers’ 

vocational interest. Approximately two years later (February 2007), 142 of these respondents 

completed a follow-up questionnaire in response either to a telephone or mail contact. The hypothesis 

stated that work values held at the beginning of one’s employment at an organization would differ 

from those held after two years at the organization, and that the P-O fit is higher after said two years. 

In addition, the likelihood of an individual leaving relates inversely to the perceived P-O fit when 
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entering. The authors’ conclusions proved their hypotheses correct: “after entry, additional 

organizational forces, namely socialization practices, served to enhance value congruence. The 

personal work values underwent small changes and the perception of fit with the organization grew. 

Yet, when individuals’ initial fit was rather low, they were more likely to leave the organization” (De 

Cooman, De Gieter, Pepermans, Hermans, Du Bois, Caers and Jegers, 2009).  

Considering that the whole point of TDI’s existence is to provide mid-career change services, 

as well as executive organizational services (including HR procedures), this is a very valuable 

conclusion to consider when helping individuals and organizations change their practices. 

SOCIAL MEDIA BACKGROUND 

Social Media Monitoring 

 Hubspot Academy's lesson titled "Social media listening and monitoring" defines social media 

listening as "how you track, analyze, and respond to conversations across the internet", and the 

importance of listening to your customers in order to learn about what your audience wants to hear 

(Peters, 2018). This is where TDI can play into emotions. The organization isn’t dealing with impassive 

issues; many people who want to change careers or improve their company’s reputation and results 

have a plethora of mixed feelings, including fear and resistance to change, even if they want that change. 

Prior to launching a social media campaign, one of the first things TDI needs to do to promote its 

services and its new website is to tap into those emotions. I recommend polling previous and current 

customers of both the Davenport Institute and Brand Urbanity, to ask them what they would like to 

see or know about how both organizations can help them achieve their goals. Include what social 

media platforms they use and why, and then implement content on those platforms. While I have 

previously suggested that Facebook, LinkedIn and YouTube might be the best channels to use, my 
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suggestion is based on statistical speculation. Polling the actual target audience would provide a 

concrete strategy. This is what it means to listen to your audience.  

Emotional Appeal 

 Social media is more than just clicking “like” on Facebook, or using a hashtag, especially when 

it comes to marketing. Social media marketing enables word-of-mouth advertising campaigns, 

inducing brand awareness and increasing sales revenue, and also helps accurately target consumers. 

The question then becomes how can social media influence emotions and attachments to brands, and 

can social media-based relationships lead to positive referrals? In “The effects of social media on 

emotions, brand relationship quality, and word of mouth: An empirical study of music festival 

attendees”, authors Hudson, Roth, Madden and Hudson (2015) state: 

“Human behavior is heavily influenced by emotions, not solely by reason. Consumers are often highly emotional 

and intuitive in their behavior, operating through the emotional centers of the brain, dictated by their ‘heart’ or ‘gut feel’ 

and often independent of conscious control.” 

The authors cite a U.K. study that interviewed 2000 consumers to determine exactly how they 

form emotional relationships with brands. The consumers were asked to measure 100 leading brands 

on seven emotional principles: contentment, 

belonging, compassion, pride, enjoyment, 

excitement, and desire. The results revealed that 

very few brands have succeeded in building a 

strong emotional attachment with customers. 

Interestingly, when respondents were asked how 

important they felt each emotional principle was, 

contentment, belonging and compassion took the top three spots, not excitement and desire, which 

Figure 2 Hudson, Roth, Madden and Hudson (2015) 
Conceptual model. 
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is what the companies initially assumed. Finally, the authors referred to “lovemarks”, which are 

“‘super-evolved brands’ which maximize their connection with consumers by creating strong 

emotional bonds. A strong emotional bond reinvigorates loyalty and creates advocacy” (Hudson, 

Roth, Madden and Hudson, 2015). While fads attract love via infatuation and brands attract respect, 

lovemarks attract both love and respect, and therefore lasting bonds between company and consumer. 

TDI also creates a strong emotional reaction in its clients, whether they are aware of it or not, 

simply because the whole point of the company’s services is to improve the careers of others. 

Therefore, it is safe to assume that, since TDI has already established itself over the last decade or so, 

it clearly has a strong foundation to evolve into a lovemark by way of encouraging past and current 

clients to post their word-of-mouth recommendations and written referrals to its respective social 

media channels, and to inspire future clients to do the same.  

Influence Advertising 

As previously stated, emotions play a key part in a successful campaign, and influencers may have 

more power than traditional advertising. In May 2019, a study was conducted by influencer agency 

Whalar and neuroanalytics firm Neuro-Insight to analyze “emotional intensity” reactions to influencer 

ads from UK social media users ages 18 to 65. The research showed that influencer ads generated 

277% greater emotional intensity in participants than TV ads did. Influencer ads were also similarly 

more effective than Facebook and YouTube ads (eMarketer, 2019). But what is influencer advertising, 

and how does it differ from traditional marketing? Influencing has been around for far longer than 

digital media. The most familiar form is that of a sponsored ad; a product that is championed by 

someone of significant status, often a celebrity. While “influencer” has become a social media 

buzzword in the last decade or so, the concept remains unchanged. Whether through sponsorship, 

repurposed influencer ads, reviews, co-creation, or other means, having a product or service 
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represented by a well-known expert can make a campaign go a long way. According to a study by CPC 

Strategy, almost 70% of consumers are most likely to learn about new products, services, and events 

from accounts they follow on Facebook. And 44.2% also say that they would trust a paid influencer 

recommendation if they already trust the influencer (CPC Strategy, 2018).  

 Debra Davenport has over 20 years of C-level experience in the field of career development, 

with appearances on FOX Television, Dr. Phil, “Career Clinic”, and is a syndicated career columnist 

for both national and international publications, among other accomplishments. She has been called 

an expert in career development, and while she has been published online repeatedly as an influencer 

in her field, she can easily use social media marketing to her advantage to grow TDI’s business further.  

OBJECTIVES AND ACTIVITIES 

Objectives 

As previously stated, the purpose of this practicum is to create a social media campaign for 

The Davenport Institute’s rebranding project. This will require practical application of the 

aforementioned communications theories, as well as the steps for building the campaign itself. The 

existing website serves to inform viewers of TDI’s many services and products. The website includes 

currently non-functional links to a Facebook page and a Twitter page. The original site itself is rather 

dated, which makes sense given that it stems from 2011. The reboot will include new social media 

channels as deemed appropriate for TDI’s purposes. The difficulty in creating this plan is that the 

TDI website is so old that there is no way to determine the audience numbers for the Facebook and 

Twitter pages. We can perhaps speculate future audience numbers based off of the Brand Urbanity 

social media platform numbers, but this is no guarantee. The best way to determine which media 

channels will best suit TDI’s purposes is twofold. First, look at TDI’s services and match the best 

channels for advertising said services.  Second, listen to the TDI audience. Since TDI’s services are 
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currently being covered through Brand Urbanity, it would be best to conduct a poll on BU’s 

website/social media channels to determine what viewers would want to see in TDI’s channels. Third, 

Ms. Davenport can use her expertise as an influencer to collaborate with other experts in the field to 

create new content based off of their experiences with what their respective audiences want and need. 

Ultimately, the objective is to construct a research-based campaign that expresses what TDI 

does well, in a manner that is easy to use, clearly understood, and inspires people to contact the 

organization for more information on their services.  

Activities 

Although TDI’s current website is defunct, it can still gather data from Brand Urbanity’s (BU) 

social media sites and predict how future TDI audiences might respond to different channels. The 

only downside to this is that BU’s social media appears to be lacking as well: the links on the company 

page do not link to social media sites, but rather back to the organization. In addition, I was only able 

to find BU on Facebook, with only 35 followers. The CEO, Debra Davenport appears on Twitter and 

LinkedIn, with 397 followers/143 likes for Twitter, and over 500 connections and 880 followers on 

LinkedIn. And finally, Ms. Davenport has her own YouTube channel, with four videos ranking 302 

views total, despite not having any new material in the last four years. Still, even with this limited 

material, it is clear that LinkedIn is potentially the best channel to promote TDI. This is not surprising, 

considering TDI’s purpose is to help people change careers, and organizations be more successful. 

Ms. Davenport could conceivably further promote TDI’s content on Twitter, since she already has a 

large following, but I believe the content she has written could easily translate to Facebook and 

LinkedIn as well. BU does have a few videos on its site, and while CEO Debra Davenport does have 

two separate YouTube channels, they are not easy to find, and it would be prudent to simply include 

them in TDI’s information. Given the content that TDI wants to promote, creating and loading a new 
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YouTube channel would provide yet another means of letting audiences know about TDI’s reboot. 

And, as outlined above, Ms. Davenport can and should collaborate with other experts to advertise 

TDI’s reboot, whether it be as a guest speaker on another influencer’s channel, or having a well-known 

former client mention and link the website and respective social media channels on their channels (and, 

of course, returning the favor).  

With that being said, another section that needs to be addressed is the company’s search engine 

optimization. SEO is every bit as important on social media channels as it is for a website. The first 

thing to remember is that keywords are not just for organic rankings. They are user-driven, meaning 

they are generated based on what real human beings are typing into Google’s search box. The best 

way to determine what potential audiences are asking is to use keyword research tools such as 

SECockpit or Moz (Backlinko, 2019). The TDI website relaunch will be run on Wordpress, which has 

an abundancy of SEO plugins at its disposal. TDI will need to use its SEO keyword findings, 

preferably as headers in articles and social media posts, because search engines optimize headers on 

webpage crawls.  

However, it is not really only about keyword matching any more, but rather finding topics and 

questions that make your target audience tick. Questions inspire more creative and engaging social 

media content ideas, like polls, surveys, case studies and interviews. User interaction with your site 

offers a great deal of insight into what your audience is mostly looking for and what engages them 

best. Who are my readers? How do my site users interact with my content section? Which should be 

the primary call-to-action for my social media referrals? Should I use this call-to-action on my social 

media landing page too? These are queries to consider when reaching out to customers on polls. 

In order to fulfill TDI’s social media goals, I propose the following:  
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• Interviewing the CEO to ascertain her needs/clients’ needs, and the general purpose 

behind the site, as well as any aesthetic preferences. 

• Compiling data and writing a SWOT that looks at competition. 

• Create polls for current and past TDI and BU clients, asking what they would like to 

see more of on the website and on social media channels, and what they look for when 

entering information in search engines.  

• Contact fellow influencers and experts in the field to invite them to speak about TDI’s 

reboot, and return the favor.  

• Evaluating old content and creating new content. 

• Researching keywords for metatags, URLs, social media and SEO. 

• Researching former advertising efforts (necessary for future announcements 

introducing TDI’s re-launch).  

• Creating a moodboard, drafts of potential graphics, typography and icons/logos. 

• Creating social media graphics and logos.  

• Create social media plan and content with a clear call-to-action theme, so as to redirect 

audience members and let them know about TDI’s revamped website and services. 

• Create SEO plan. 

• Measure and analyze social media metrics. 

In addition, I recommend the following for the website’s redesign: 

• Creating a moodboard, drafts of potential graphics, typography and icons/logos. 

• Researching User Experience (UX), User Interface (UI) and Contextual Design (CD) 

to determine the best format for the company website. 
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• Researching Usability Test Elements and prototypes. 

• Coming up with further text/service additions to the new site as needed. 

• Continue with calls-to-action both on the website and the social media channels.  

Once a clear SEO/social media plan is created, TDI’s marketing team can start sourcing 

content to fill their social media calendar. Since the TDI channels are essentially defunct, and there is 

limited information on the BU channels, it might be prudent to look at competing firms in the 

Phoenix/LA area to draw inspiration and mold it to fit TDI’s needs. Author Lee Odden (2012) has 

referred to this as “newsjacking”, and has suggested the following options as potential sources: 

• Blogs, news, training, tips, networking and industry events. 

• Content created by influencers to the target audience. 

• Statistics, research and reports. 

• Compelling industry news. 

• Videos (YouTube, Vimeo). 

• White papers, case studies and e-books. 

• Infographics. 

• Tips, how-tos and best practices. 

• Creating short lists according to keyword themes. 

• “Day-In-The-Life” posts (shows the personal side of the company) 

All of these can easily be researched by TDI’s marketing team and tweaked to apply to the 

organization’s needs.   
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Communication Purposes 

According to Marie Ennis-O'Connor’s article, “How To Set SMART Social Media Marketing 

Goals For Your Business”, for a goal to become a reality, it needs to be specific, measurable, attainable, 

and realistic, as well as time specific  (O’Connor, 2018). Ultimately, TDI’s goal is to increase brand 

awareness and membership. However, it doesn’t quite capitalize on its social media channels as well 

as it could. The site uses Facebook and Twitter, but actual interaction of readers is limited. One of the 

reasons that YouTube is so popular is that it is a visual source of information. According to Social 

Media Today, “People remember visual information six times better than the information they have 

read or heard. Tweets with images receive 18% more clicks and 150% more retweets than tweets 

without images. Facebook posts with images get over 3.2x more engagement than those without 

images, while LinkedIn posts with images generate a 98% higher comment rate. Finally, video 

generates 80% more conversions” (Social Media Today, 2019).  

In addition to creating a streamlined YouTube presence, I would like to propose the inclusion 

of Facebook Live. Livestreaming is a trend that is not going anywhere anytime soon, and many 

businesses have capitalized on it as a means of promoting content. It also allows readers to interact 

with the company, which is crucial both for engagement, and increasing the amount of Facebook 

followers.  

CAMPAIGN TARGETS 

Activity Goals 

Grow social following and fan base 

Growing a following and fan base will help increase social media activity, as well as the 

potential for viral posts. Examples include tips, calls-to-action and real-life success stories (have 

former clients volunteer to post their reviews for social media publishing). 
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Increase engagement 

Curate and plan an appropriate mix of promotional versus informative posts. Take inspiration 

from competition: what are their highest-ranking posts, and why? What emotionally-engaging words 

are they using? What type of posts are they, promotional or informative? Is one better than the other? 

Convert fans into leads 

Sometimes fans aren’t ready to sign up just yet, but encouraging them to register for a blog, 

free download, or event can grow your leads and increase your options for contacting them later. 

Always promote lead generation pages on social media.  

Get sales 

Converting from readers to customers is the ultimate goal. Start including special coupon 

promotions or sales, and encourage clients to share purchase activities in social media reviews. on 

social media can lead to immediate purchases. Better yet, when people share their purchase activity, 

sales can escalate. Make sure to track results.  

Curation 

Curating content isn’t as simple as copying and pasting a link. Showing and sharing what’s 

important helps create more influencer credibility, which is why it’s vital for TDI to be deliberate 

about what type of content it selects, as that represents what fans and followers will associate with the 

brand. First, what percentage of content will be original, and how much be curated from somewhere 

else? It’s also worth thinking about figuring out this ratio per network; it might be more valuable use 

of time and space to curate more content on LinkedIn than Facebook, particularly for a corporation 

involved in career influence. According to Curata (2016), a good starting point is 65% originally 

created content, 25% curated content and 10% syndicated content (information pulled from current 
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websites that make their feed available to other sites). For inspiration, look at the “newsjacking” 

bulletins on page 19 of this white paper.  

Timing 

 Timing is an incredibly important factor in promoting a successful campaign. Social media 

bombards people with messages every day, and trying to pick the perfect time to send a campaign 

message can be overwhelming. In the “Practicum Goals” section, I discussed the monthly timeline 

for achieving each objective. This section covers the timeline for when to post content to what 

channel. In “How Often To Post On Social Media? [Proven Research From 14 Studies]”, author 

Nathan Ellering (n.d.) comes up with an easy guide to determining a posting schedule by channel. 

First and foremost, adhere to the maxim “less is more”. Frequent posts in the same day can come off 

as “spammy”, and subsequently turn readers off. The best time of day to post is roughly mid-

morning/early-mid afternoon, as people are more likely to check their social media pages during a 

break at work. Ellering suggests the following as a starting point for time scheduling: 

Facebook: 

• High: 2 posts per day 

• Low: 1 post per day 

• Recommended: 1 post per day 

Time: 

1. Post #1: 11-1 p.m. 

2. Post #2: 1–4 p.m. 

Curation: 

• Curate or re-share a post every other day 

• Set maximum number of Facebook posts to 10 times per week 
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LinkedIn: 

• High: 1 post per day 

• Low: 0 posts per day 

• Recommended: 1 post per day 

Time: 

1. Post #1: 10–11 a.m. 

Curation: 

• Curate or re-share a post every other day 

• LinkedIn’s own recommendations state the ideal posting frequency of 20 times a 

month, which is about once every business day (LinkedIn, n.d.) 

YouTube:  

YouTube is very different from other forms of social media in that video content is much 

more time-demanding to produce, edit and post than, say, writing a tweet. Add to this the fact that 

TDI will have two other channels, plus a website to run. Planning a regular YouTube blog needs to 

be precise and realistic to what Ms. Davenport’s schedule will allow, since she will be the one vlogging. 

Keeping to a consistent schedule is best, as viewers come to expect new videos at a certain time. 

Unlike Facebook and LinkedIn, YouTube should be utilized a little more sparingly to accommodate 

for shooting and editing. Using Ellering’s model, a starting schedule would look like this: 

YouTube: 

• High: 1 posts every other week 

• Low: 1 post per week 

• Recommended: 1 post per week 

Factor in the best times to post on YouTube: 
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3. Post #1: 1–4 p.m. 

Factor in curation: 

• Curate or re-share a post every other week 

• Set maximum number of Facebook posts to 1 times per week/every other week 
 

If time, success metrics and Ms. Davenport’s inspiration permits, start increasing number of vlog 

posts to twice a week. 

Metrics 

 Metrics aren’t just numbers; they’re vital data that informs a company of not just how well it’s 

doing, but why. Analyzing metric outputs provides a detailed source of information for what a company 

is doing wrong with its campaign, and what it’s succeeding at. When most people think of metrics, 

they think of “vanity” metrics: likes, retweets and shares, among others. But for a business, there are 

four major categories that represent a stage in the client journey: 

• Awareness: illuminates current and potential audiences. 

• Engagement: shows how audiences are interacting with content. 

• Conversion: demonstrates the effectiveness of social engagement. 

• Consumer: reflects how active customers think and feel about a brand. 

Using social media tracking systems make it easier to track data on various channels. I would 

recommend Sprout Social or Hootsuite as a one-stop-shop for keeping track of all TDI’s social media 

channels in one place. Additionally, Google Analytics allows for UTM (Urchin Tracking Module) 

parameters, the query strings added to a URL, to track success outside of each social network. Last, 

but not least, I would suggest using Matomo (formerly Piwik) to track and display online visits to the 

TDI website itself. Matomo is a free and open source web analytics application, and unlike Google 

Analytics, it is customizable so that TDI’s data will remain completely private.  
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Establishing Roles and Workflow 

  

In any social media plan, there needs to be clearly defined roles, whether there is one team 

member or multiple. 

 

 

 

 

 

 

 

 

Figure 3 Big Bang Social (2017) Conceptual model. 
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There also needs to be an efficient workflow plan to create and curate content for posting, 

schedule posts, monitor and engage, and create promotional campaigns, allowing for quality, 

timeliness, and efficiency. Posts can be organized into categories such as company promotional, 

educational, informative, and humor. TDI’s marketing team will also need to create a posting schedule 

for timing and frequency of posts across multiple channels. Sprout Social and Hootsuite are two of 

the top performing sites for post scheduling, so TDI may want to invest in one if it hasn’t already. 

 

 

 

 

 

 

 

 

 

 

 

 

•Prepare Drafts

Content 
Creator

•Approve drafts

•Or give 
feedback

Subject 
Matter Expert

•Edit/Finalize 
drafts

Content 
Creator

•Schedule final 
approved posts

Community 
Manager

Figure 4 Big Bang Social (2017) Conceptual model. 

 



The Davenport Institute: A Comprehensive Social Media Campaign Plan 

 

28 

Sample Social Media Calendars (Use hashtags #TheDavenportInstitute, #TDI) 

◄ November December 2019 January ► 

Sun Mon Tue Wed Thu Fri Sat 

1  
 

2  
Announce TDI 
website reboot date 
on all BU channels. 
Set up TDI social 
media channels. 
(10:00 am LinkedIn, 
1:00 pm Facebook) 

3  
Facebook/LinkedIn 
post: Forbes article 
hiring over holidays 

(site reboot 
reminder)   

(10:00 am LinkedIn, 
1:00 pm Facebook) 

4  
Holiday Special: 
20% Certified 
Professional 
Mentoring classes  

 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

5  
Facebook/LinkedIn 

post: Client success 
story 

(site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

6  
YouTube vlog: 
Why are you 
unhappy in your 
career? 
(repost to FB and 
LinkedIn, site 
reboot reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook, 
3:00 YouTube) 

7  
 

8  
 

9  
Facebook/LinkedIn 
post:  

Coping with stress 
during the holidays 
(site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

10  
Announce TDI 
website reboot date 
on all BU/TDI 
channels.  

(10:00 am LinkedIn, 
1:00 pm Facebook) 

11  
Facebook/LinkedIn 
post: Day In the 
Life post  

(site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

12  
Holiday Special: 
20% Certified 
Professional 
Mentoring classes 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

13  
YouTube vlog: 
How Ballroom 
Dancing Can Make 
You A Better 
Leader 
(repost to FB and 
LinkedIn, site 
reboot reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook, 
3:00 YouTube) 

14  
 

15  
 

16  
Announce TDI 
website reboot date 
on all BU/TDI 
channels 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

17  
Holiday Special: 
20% Certified 
Professional 
Mentoring classes 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

18  
Facebook/LinkedIn 
post: Monthly 
Echelon Meeting 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

19  
Facebook/LinkedIn 
post: Client success 
story 

(site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

 

20  
YouTube vlog: 

5 Ways to Highlight 
Occupational 
Wellness in Your 
Company 

(repost to FB and 
LinkedIn, site 
reboot reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook, 
3:00 YouTube) 

21  
 

22  
 

23 
Facebook/LinkedIn 

post: 

10 tips for getting 
hired after the 
holidays (site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

24  
Christmas Eve 

25  
Christmas Day 

 26 
Facebook/LinkedIn 
post: Forbes 
mentoring news 
article  

(site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

27  
YouTube vlog: 

 (repost to FB and 
LinkedIn, site 
reboot reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook, 
3:00 YouTube) 

28  
 

29  
 

30  
Facebook/LinkedIn 

post: colors and 
branding—why are 
they important? 

(site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

31  
New Year’s Eve 

 

https://www.wincalendar.com/Holiday-Calendar/November-2019
https://www.wincalendar.com/Holiday-Calendar/January-2020
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◄ December January 2020 February ► 

Sun Mon Tue Wed Thu Fri Sat 

   1  
New Year’s Day 

2  
Facebook/LinkedIn 
post: 9 Perfect Jobs 
for Career Changers 

(site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

3  
YouTube vlog: 

Health, Wellness 
and Holiday 
Recuperation 

(repost to FB and 
LinkedIn, site 
reboot reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook, 
3:00 YouTube) 

4  
 

5  
 

6  
Announce TDI 
website reboot date 
on all BU/TDI 
channels. 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

7  
Facebook/LinkedIn 
post:  

Case study on 
attraction–
selection–attrition  
theory (site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

8  
Announce TDI 
website reboot date 
on all BU/TDI 
channels. 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

9  
Facebook/LinkedIn 

post: Client success 
story 

(site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

10  
YouTube vlog: 

The Reinvention of 
You 

 (repost to FB and 
LinkedIn, site 
reboot reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook, 
3:00 YouTube) 

11  
 

12  
 

13  
Case study on 
VALS system for 
careers (site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

14  
Announce TDI 
website reboot date 
on all BU/TDI 
channels. 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

15  
Facebook/LinkedIn 
post: Monthly 
Echelon Meeting 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

16  
Announce TDI 
website reboot date 
on all BU/TDI 
channels. 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

17  
 YouTube vlog: 

 Resolve to make 
this your best year 
yet! 
(repost to FB and 
LinkedIn, site 
reboot reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook, 
3:00 YouTube) 

18  
 

19  
 

20  
MLK 
Announce TDI 
website reboot date 
on all BU/TDI 
channels. 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

21  
Facebook/LinkedIn 
post:  

Client success story 

(site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

22  
Announce TDI 
website reboot date 
on all BU/TDI 
channels. 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

23  
Facebook/LinkedIn 
post:  

BioSpace press 
release on career 
change (site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

24  
YouTube vlog: 

Use Your Résumé 
to Promote Your 
Brand  

(repost to FB and 
LinkedIn, site 
reboot reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook, 
3:00 YouTube) 

 

25  
 

26  
 

27  
Facebook/LinkedIn 
post: “Six Tips to a 
Sustainable Career 
(blog entry)” 
(site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

28  
Announce TDI 
website reboot date 
on all BU/TDI 
channels. 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

29  
Facebook/LinkedIn 
post: “Why HR 
Leaders Should 
Consider Taking A 
Coaching 
Approach” (Forbes) 
(site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

30  
Announce TDI 
website reboot date 
on all BU/TDI 
channels. 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

31  
YouTube vlog: 

Don’t Waste Years 
in the Wrong Career 
(repost to FB and 
LinkedIn, site 
reboot 
reminder)(10:00 am 
LinkedIn, 1:00 pm 
Facebook, 3:00 
YouTube) 

 

https://www.wincalendar.com/Holiday-Calendar/December-2019
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◄ January February 2020 March ► 

Sun Mon Tue Wed Thu Fri Sat 

      1  
 

2  
 

3  
Announce TDI 
website countdown on 
all BU/TDI channels. 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

4  
Facebook/LinkedIn 
post:  

Practice hygge at 
work 

(site reboot 
countdown) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

5  
Announce TDI 
website countdown 
on all BU/TDI 
channels. 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

6  
Facebook/LinkedIn 
post:  

Infograph on steps 
for career change 

(site reboot 
countdown) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

7  
YouTube vlog: 

Health and High 
Heels 

 (repost to FB and 
LinkedIn, site 
reboot reminder) 

(10:00 am 
LinkedIn, 1:00 pm 
Facebook, 3:00 
YouTube) 

8  
 

9  
 

10  
Facebook/LinkedIn 
post:  

Client success story 

(site reboot reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

11  
Announce TDI 
website countdown 
on all BU/TDI 
channels. 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

12  
Facebook/LinkedIn 
post: Case study on 
social information 
processing  

(site reboot 
reminder) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

13  
Announce TDI 
website countdown 
on all BU/TDI 
channels. 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

14  
YouTube vlog: 

Balancing Work 
Life and Love Life 

(repost to FB and 
LinkedIn, site 
reboot reminder) 

(10:00 am 
LinkedIn, 1:00 pm 
Facebook, 3:00 
YouTube) 

15  
 

16  
 

17  
President’s Day 

SITE IS LIVE!!! 
POST 
ANNOUNCEMENTS 
ON ALL MEDIA!!! 

(10:00 am LinkedIn, 
1:00 pm Facebook, 
3:00 YouTube) 

18  
Facebook/LinkedIn 
post: Sign up for 
new courses! 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

19  
Facebook/LinkedIn 
post: Monthly 
Echelon Meeting 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

20  
Facebook/LinkedIn 
post:  

“What is Certified 
Professional 
Mentoring?”  

(10:00 am LinkedIn, 
1:00 pm Facebook) 

21  
YouTube vlog: 

Work Ethic in 
American History 

repost to FB and 
LinkedIn) 
(10:00 am 
LinkedIn, 1:00 pm 
Facebook, 3:00 
YouTube) 
 

22  
 

23  
 

24  
Facebook/LinkedIn 
post:  

Emporium seminar 
meetings 2020 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

25  
Facebook/LinkedIn 
post:  

Here’s How You 
Get Past the Fear 
of a Career Change 
(Fortune) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

26  
Facebook/LinkedIn 
post:  

Client success story 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

 

27  
Facebook/LinkedIn 
post: Sign up for 
new courses! 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

28  

YouTube vlog: 

What is the 
“Echelon”? 

 (repost to FB and 
LinkedIn)  

(10:00 am 
LinkedIn, 1:00 pm 
Facebook, 3:00 
YouTube) 

29  
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◄ February March 2020 April ► 

Sun Mon Tue Wed Thu Fri Sat 

1  
 

2  
Facebook/LinkedIn 
post:  

Teleworking when 
sick? 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

3  
Facebook/LinkedIn 
post: Sign up for 
new courses! 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

4  
Facebook/LinkedIn 
post:  

Infographic on best 
careers to switch to 
(10:00 am LinkedIn, 
1:00 pm Facebook) 

5  
Facebook/LinkedIn 
post: How empathy 
became the new 
CEO status symbol 
(Fast Company) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

 

6  
YouTube vlog: 

How do you define 
“you”? 

 (repost to FB and 
LinkedIn) 

(10:00 am LinkedIn, 
1:00 pm Facebook, 
3:00 YouTube) 

7  
 

8  
 

9  
Facebook/LinkedIn 
post: Career 
Mapping: How to 
Build A Custom-
Made Team 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

10  
Facebook/LinkedIn 
post:  

Client success story 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

 

11  
Facebook/LinkedIn 
post: How to 
successfully change 
careers (at any age) 
(Fortune) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

12  
Facebook/LinkedIn 
post: Sign up for 
new courses! 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

13  
YouTube vlog: 

Attorneys Using 
Image Consultants 
to Hone the Art of 
Rainmaking  

(repost to FB and 
LinkedIn) 

(10:00 am LinkedIn, 
1:00 pm Facebook, 
3:00 YouTube) 

14  
 

15  
 

16  
Facebook/LinkedIn 
post: The Best 
Mentors Ask These 
8 Questions (Fast 
Company) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

17  
Facebook/LinkedIn 
post: Buzzwords for 
Success: Emotional 
Intelligence 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

18  
Facebook/LinkedIn 
post: Monthly 
Echelon Meeting 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

19  
Facebook/LinkedIn 
post: Case study on 
career development 
theory 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

20  
YouTube vlog: 

Clean your (mental) 
filters 

(repost to FB and 
LinkedIn) 
(10:00 am LinkedIn, 
1:00 pm Facebook, 
3:00 YouTube) 

 
 

21  
 

22  
 

23  
Facebook/LinkedIn 
post: Be Prudent 
When Hiring 
Employees 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

 

24  
Facebook/LinkedIn 
post: Sign up for 
new courses! 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

25  
Facebook/LinkedIn 
post:  

Client success story 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

 

26  
Facebook/LinkedIn 
post: Have we 
finally outgrown 
HR? (Fast 
Company) 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

27  
YouTube vlog: 

Career Mapping: 
The Right Path to 
Success  

(repost to FB and 
LinkedIn) 

(10:00 am LinkedIn, 
1:00 pm Facebook, 
3:00 YouTube) 

28  
 

29  
 

30  
Facebook/LinkedIn 
post: In Between 
Jobs? Make Your 
Time Work for You 

(10:00 am LinkedIn, 
1:00 pm Facebook) 

31  
Facebook/LinkedIn 
post: The Fine Art 
of Networking 

(10:00 am LinkedIn, 
1:00 pm Facebook) 
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Sample Social Media Designs 

 

 

 

 

 

 

 

 

Figure 5 Facebook Design Sample (2019) 
Simone McKitterick 

Hashtags and site promotion reminders to 
be put in the body content. 
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Figure 6 LinkedIn Design Sample (2019) Simone 
McKitterick 

Hashtags and site promotion reminders to be put in 
the body content. 
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Figure 7 YouTube Channel Art Design Sample (2019) 
Simone McKitterick 

Hashtags and site promotion reminders to be put in 
the body content. 
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Future Steps 

 Below are recommended next steps for TDI: 

1. Establish a measurement plan to track, document and analyze quarterly using the above 

mentioned software, as well as Facebook Insights, LinkedIn Insights, and YouTube Insights. 

  

2. Continue to learn about social media content creation and marketing techniques through 

sites such as Hootsuite Academy, Google’s Academy for Ads, and Facebook Blueprint. 

Certifications such as Hootsuite Platform and Udemy’s Social Media Marketing go a long 

way to adding credibility to a company’s marketing team, and can be posted to the company 

LinkedIn page.  

3. Cross-promote other brands through posts on infographics, quotes, white papers, and other 

information. Cross-promotion can also be done through guest blogging and collaborative 

posts.  

4. Consider creating ROI through pay-per-clicks and partnerships with other career influencers. 

More followers equal more pay-per-clicks, so the ROI would be the number pay-per-clicks 

combined with the number of interested partners and/or clickthroughs/purchases from 

partners mentioned in comments.  

5. Expand vlog posts to create a collaborative channel where Ms. Davenport and other experts 

weigh in on commonly-asked questions. Example categories can include career change, 

executive organization, health and wellness, branding, and mentorship. 

6. Develop CTAs for vlog post signups, seminars, discounts, emails and social media posts. 
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Conclusion 

 My practicum experience has been rather interesting, to say the least. After a massive setback 

due to technical issues, I went from planning and building a website to planning and building a social 

media campaign proposal, with the hopes of continuing work on the website now that the problem 

has been resolved. This exercise has been one of fortitude and fairly creative problem-solving, but I 

would like to believe I persevered and made something of the experience. And of course, I have to 

credit my professor, Debra Davenport, for her endless patience and understanding, not to mention 

her unbelievable generosity in allowing me the privilege of using her company to complete my 

practicum. I couldn’t have done it without you, Dr. D.! Thank you so much! 

 I am also lucky in that I was allowed the freedom to design and plan as I saw fit, and that I 

had a terrific background to rely on. The communications program at JHU is only 18 months, but I 

obtained a wealth of information that will serve me very well in the working world. Perhaps the most 

surprising thing was my decision to switch track specialties. I applied to this program wanting to focus 

on health communications, since that’s my background, but I became really interested in social media 

marketing and branding after taking an elective course. After consulting with my advisor, Dr. Hahn, I 

opted to switch to the digital communications track, and haven’t looked back. The digital track allows 

me to become a sort of jack-of-all trades, dabbling in different communication fields, all while 

continuing to improve my social media marketing skills. In addition, I am no longer bound to federal 

work, or the DC area; I can work anywhere. Without my experience at JHU, I would not have been 

able to advance to the point where I’m at now, and for that I am extremely grateful. I have found a 

specialty that keeps in line with my passion for communications (and will earn a living wage to boot), 

and the foundations to continue to improve myself and hone my skills in the future. Thank you to Dr. 

Hahn, Dr. Davenport, and the other professors who have helped me on this journey.   
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