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THE PLATFORM ROUNDUP

Instagram

Great for building community, showcasing authority, and visual storytelling.

Strengths: Reels, carousels, stories, direct messaging

Audience vibe: Creators, consumers, community-first brands

Best for: Service providers, visual brands, education + lifestyle

TikTok

 Still unmatched for reach, if you can hook attention in the first 3 seconds. Raw,

punchy, high-energy content wins.

Strengths: Viral potential, personality-driven content

Audience vibe: Trend-aware, emotionally reactive

Best for: Personal brands, educators, creatives, bold businesses

LinkedIn

A credibility-first, insight-driven platform where people want substance. It’s

professional, but not dry.

Strengths: Long-form posts, networking, thought leadership

Audience vibe: Professionals, decision-makers, corporate-leaning creatives

Best for: B2B services, high-ticket offers, authority-building

Pinterest

 The quiet converter. High intent, longer content life, strong for driving traffic to

offers.

Strengths: Visual search engine, evergreen content

Audience vibe: Planners, shoppers, DIYers

Best for: Product-based businesses, educators, content-heavy brands

Threads

 Quick thoughts, brand opinions, culture commentary. A space for showing off

your brain more than your visuals.

Strengths: Conversation-starting, opinion-led content

Audience vibe: Thinkers, entrepreneurs, marketing-savvy people

Best for: Thought leadership, hot takes, founder-led brands
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THE PLATFORM ROUNDUP

Facebook

Works best with consistent content and active engagement in groups.

Strengths: Facebook Groups, Events, targeted Ads, longer-form posts

Audience vibe: Familiar, trust-focused, loyal followers

Best for: Local businesses, service providers, community-based brands, ad-heavy strategies

YouTube

The go-to for long-form, searchable video content. Builds deep trust and strong SEO over time. Great for

educating, entertaining, or storytelling in-depth.

Strengths: Long-form content, discoverability, SEO power

Audience vibe: Curious, research-driven, loyal watchers

Best for: Educators, content-heavy brands, storytellers, evergreen marketing

Let’s dig a little deeper about audience demographics for each...
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Platform Demographics
A  S N O O P  I N T O  W H E R E  T H E  G E N E R A T I O N S  A R E
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THE DEMOGRAPHICS

Instagram

 Age: 18–34 (core), growing 35–44 audience

Gender: ~48% female / 52% male (slightly male-leaning globally)

Top locations: USA, UK, Brazil, India, Australia

Urban and trend-aware users, often engaging with visual brands, creators,

and lifestyle content

TikTok

 Age: 16–30 dominant, but growing 30–45 bracket

Gender: ~55% female / 45% male

Top locations: USA, UK, Philippines, Mexico, Canada

Mobile-first users who value authenticity and humour. Gen Z-heavy but

millennial creators are rising

LinkedIn

 Age: 25–45

Gender: ~52% male / 48% female

Top locations: USA, India, UK, Brazil, Canada

Highly educated, career-focused audience. B2B services, consultants, and

thought leaders thrive here

Pinterest

 Age: 25–44

Gender: ~70% female

Top locations: USA, Canada, UK, Germany, France

Users are planners, savers, and action-takers. High purchase intent,

especially in fashion, home, lifestyle, and education

Threads

 Age: 20–40 (early adopter professionals and creators)

Gender: Mixed, slightly male-skewed

Top locations: USA, UK, Australia

Ideal for brands with a voice — commentary, insights, and thought-led

content perform best

So what content works?
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THE DEMOGRAPHICS

Facebook

Age: 25–54 dominant, with strong usage in the 35–44 and 45–54 brackets

Gender: ~56% male / 44% female (globally)

Top locations: India, USA, Indonesia, Brazil, Mexico

 Still one of the largest platforms worldwide. Users are often family-oriented, value familiarity, and engage with community-driven

and informative content. Ideal for tapping into warm audiences, especially with ads, local reach, or community groups.

YouTube

Age: 18–49 core demographic, with increasing use among 50+

Gender: ~54% male / 46% female

Top locations: USA, India, Japan, Brazil, Russia

 Highly diverse audience. Users come for everything from tutorials and reviews to entertainment and education. Strong for long-form

storytelling, how-to content, and niche community building. High trust and retention when content is consistent.

So what content works?
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Platform-specific User Behaviour
W H A T  C O N T E N T  T H E  U S E R S  A R E  L O V I N G
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PLATFORM-SPECIFIC USER BEHAVIOUR

PLATFORM USERS COME TO... THEY EXPECT... YOUR JOB...

Instagram

TikTok

Pinterest

Threads

LinkedIn

Facebook

YouTube

Be inspired, educated, entertained

Be entertained or deeply understood

Plan, save, take action later

Think, react, converse

Learn, connect, build credibility

Stay updated, connect with
communities

Learn, binge, research or escape

High-quality visuals, quick value

Fast storytelling, relatability

Beautiful, clear ideas

Smart takes, short thoughts

Professional tone, real insights

Familiar, informative content

Valuable long-form video, depth

Build trust, keep them engaged

Hook fast, keep it real

Inspire action + offer visual solutions

Start conversations, share your voice

Show expertise, spark discussion,
build authority

Build community, share updates,
use strategic ads

Educate, entertain, build loyalty
over time
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Creating A Straegy
I T  T A K E S  T I M E  -  B U T  P O S I T I O N S  Y O U  L I K E  T H E  E X P E R T

M O D U L E  T W O
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THE CHECKLIST

1. Goals

Clear goals with a timeline and an action plan

2. Audience Definition

 Who you're targeting. It’s more than one person! (demographics + psychographics)

 Their pain points and goals

 What platforms they use and how they use them

3. Platform Selection

 Hero platform (primary focus)

 Supporting platform (repurposing or community building)

 Why these platforms make sense for your brand

4. Content Pillars

 3–5 core topics (e.g., education, personal story, testimonials, tips)

 How each pillar supports your offer and audience needs

 Example content types for each pillar (e.g., Reels, carousels, captions)

5. Tone of Voice & Brand Style

 Keywords that reflect your brand personality

 Writing style: fun, educational, serious, sarcastic, etc.

 Visual branding: templates, colours, and layout consistency

6. Posting Schedule

 Frequency per platform (realistic + sustainable)

 Days/times to post (based on insights or planned experiments)

 Scheduling tool (e.g., Planoly, Later, Metricool)

7. Hashtag & SEO Strategy

 Researched hashtag banks per pillar

 Caption keywords for SEO (TikTok, Instagram, Pinterest)

 Geo-tags or location relevance if needed

8. Engagement Plan

 Time allocated to reply to comments/DMs

 Strategy for proactive engagement (e.g., commenting on ideal clients’ posts)

 Community-building actions (polls, Q&As, etc.)

9. Content Ideas & Campaigns

 Bank of ideas mapped to pillars

 Monthly themes or promo periods

 Launches, freebies, or sales mapped in

10. Analytics & Review Process

 Metrics to track weekly/monthly (e.g., reach, saves, link clicks)

 Monthly review template or dashboard

 Notes on what’s working and what needs adjusting



S O C I A L  M E D I A

A Sneak Peek into a Clients Strategy
T H I S  I S  M I 5  S E C R E T  S E R V I C E  S T U F F . . .

M O D U L E  T W O
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To understand what the brands purpose is ON social media
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How will you write captions? What’s the vibe you want to give off?
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Identify your goal and actionable steps. I usually do 3 goals for a 3 months strategy.
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Metrics I’ll be monitoring closely which align with the goals given.

RivalIQ
Later
Hootsuite
Sprout Social
Socialinsider
Meta for Creators
YouTube Creator Academy
TikTok Creator Center
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Who are we speaking to? Break down the customer in DETAIL. - It helps!
I do 3 of these.

Answer the public
Google Trends

Instagram polls
Google Analytics
Social media analytics
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Strengths & Weaknesses.

Similarweb
Ubersuggest
Ahrefs
BuiltWith
Social Blade
HypeAuditor
Not Just Analytics
Facebook Ad Library
TikTok Creative Center
Milanote
Notion
Google Alerts
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How we’re going to do better!
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PERSONALISED content pillars that speak to your audience. (the next module will cover how to create these!)
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Content ideas for each pillar
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Content that is evergreen
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The purpose of each content pillar and what it will bring to the strategy
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You can add hashtags too for some platforms. 
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Holidays in the clients country
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Social media holidays that relate
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Feed design, branding overview (which the client should give you)
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Template designs (I usally create about 8 different templates)
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Story templates (I usually create 8 different templates
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Bio optimisation (this one is specific to Instagram) 
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Posting schedule using the content pillars.
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The Overview
N O W ,  D O N ’ T  F O R G E T  T H I S . . .
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Goals
UNDERSTANDING YOUR

Gives you direction &
purpose to show up. Why are
you even here? What do you
want from social media?

Customer
UNDERSTANDING YOUR Helps you finalise your tone,

aesthetics, messaging,
platforms/posting times, to
then go on to build
connections and resonate.

Content pillars
UNDERSTANDING YOUR Creates consistency and

makes you set themes that
relate to your goals and
customer.

Competitors
UNDERSTANDING YOUR Keeps you relevant, seeing

what your audience already
responds to, spotting gaps,
and finding inspiration to
make it your own.
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Your PlayBook Practice
A C T I O N  T A S K
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YOUR PLAYBOOK PRACTICE

Take 10–15 minutes to answer these prompts in your notes or a journal:

1.What topics naturally come up in your business again and again? (These are

content ideas!)

2.What do you want to be known for?

3.What type of content does your audience need, and what type do they

enjoy/engage with right now?
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THE TEMPLATE VAULT
My recommended downloads for this module

Social Media Strategy Template

It’s now your turn to build a social media strategy



Turn the Paige
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