#5WH SOCIAL MEDIA STRATEGY
WORKSHEET TEMPLATE
5WH stands for Who, What, Where, When, Why & How. It is a very simple,

straight forward and effective method for developing a social media strategy.
The following worksheet is to help you get started off on the right foot!

WHO
WHO AM I?

It is critical to your social media strategy to have a
clearly deﬁned vision/mission and an idea of your
company or brand’s voice.

WHO IS MY AUDIENCE?

It is imperative you know your target audience, which
not only includes your existing and potential new
customers or clients, but also leaders in your ﬁeld and
your competitors. What’s their age? Marital status?
Income level? Are they college educated? Do they
own a home? What kind of TV shows do they watch?
Are they heavy Internet users? Etc.

PRO TIP: Create an Ideal Customer Proﬁle(s) to ensure
everyone in your organization understands your target
audience.
Resource: Ideal Customer Proﬁle Worksheet & Nielsen
PRIZM Consumer Segments

WHAT
WHAT DOES MY AUDIENCE WANT?

This is one of the most important questions for you to answer. If
you have a clear picture of who your audience is and what they
want you are already ahead of 90% of your competition. What is
important to them? Do they want useful tips on how to use your
products? Do they want discounts? Do they want to be part of a
like-minded community? Do they want to feel important? Do
they want to be able to interact with your brand? Etc.

WHERE
WHERE SHOULD I FOCUS MY TIME?

These might not be the only social media platforms
you focus on, but they are the highest priority for your
business. I wouldn’t recommend focusing on more
than 3-5 social platforms initially.
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The social media platforms that you decide to focus on
should be based on a combination of your audience or
demographic along with the type of content you plan
on sharing.
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WHEN
While the table to the right gives examples of some of the
best and worst times to post on different social
platforms, it is critical that you understand that this
information stems from their entire user base. This is not
necessarily representative of your users.
Analyze your Facebook insights to see when your users
are online or use tools like followerwonk to get insight
into when your competitor’s followers are online.

WHEN IS THE BEST TIME TO REACH MY
AUDIENCE?

It is important that your audience gets your message. If
you’re posting when they are not online the probability
that they will see your post decreases greatly. Take the
time to understand when your audience is more active on
each of the social networks.

GOOD TIME

BAD TIME

1PM-4PM

8PM-8AM

9AM-11AM

6PM-8AM

7AM-9AM & 5PM-6PM

10PM-6AM

1PM-3PM

8PM-9AM

2PM-4PM & 8PM-1AM

5PM-7PM

SOCIAL SITE

BEST TIME TO POST

WHY
DETERMINE YOUR BUSINESS GOALS
Do you want to create brand awareness, increase
website trafﬁc, offer real-time customer service, or
generate new leads? Whatever your social media
goals are, make sure they are S.M.A.R.T. (Speciﬁc,
Measurable, Attainable, Realistic and Timely).
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HOW ARE YOU GOING TO MEASURE SUCCESS?
GOAL
1.

METRICS
1.
2.
3.

2.

1.
2.
3.

3.

1.
2.
3.

NEXT: HOW

HOW
This section focuses on your “action plan” and the day-to-day questions that
you need to answer before you get started. Preparing your plan ahead of
time rather than on-the-ﬂy, will keep you on a straighter path to success.
Consider the following thoughts and questions.
Decide how many times per week and per day you will post
content.
What time of the day is best for posting on your targeted
networks?
What kind of mixture of content do you plan to share (which
should fall in line with your content strategy or editorial calendar)?
What tone will you take when you reply to comment?. This is
something you should deﬁnitely go over thoroughly if you have a
cross-functional team working together to help you succeed.
PRO TIP: Do your best to reply to every comment and tweet.

ACTION PLAN
What are the ﬁrst 5 steps you’re going to take this week? These could be
things like setting up your social proﬁles (making sure to upload a proﬁle
photo and background as well as ﬁlling them out thoroughly), deciding on
how often you’re going to post, what times you’re going to post, determining
which tools you use or hiring a company like ours to help with your overall
strategy/efforts.

1
2
3
4
5

PRO TIP: Protect your brand! Use a tool like Knowem.com to
see if your username has already been claimed on over 500
social networks. If not, claim it right away.

TACTICS
What are you going to do with your primary social platforms?
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CONTENT
What content do you have available/can you generate to fuel your social media efforts?
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PRO TIP: At least 80% of your posts should be entertaining,
engaging and/or useful. The other 20% (or less) can be
self-promotional.

TOOLS
What tools are you going to leverage?
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INTEGRATED STRATEGY
Social media is a great channel on its own, but it is even better when you can
use it as part of an integrated marketing strategy. What other channels will you
utilize and how will they beneﬁt your social media efforts and/or how will your
social media efforts beneﬁt them?

CHANNEL

HOW SOCIAL WILL
BENEFIT THIS CHANNEL

HOW THIS CHANNEL WILL
BENEFIT SOCIAL

NEED HELP DEVELOPING OR IMPLEMENTING
YOUR SOCIAL MEDIA STRATEGY?
CONTACT US TODAY. WE'D LOVE TO HELP!
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