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Build a Strategy

Power Play!



T A B L E  O F  C O N T E N T S P O W E R  P L A Y

HOW I SET 3 CLEAR 90-DAY GOALS

HOW I BUILD AN ACTION PLAN FROM THOSE GOALS

HOW I BUILD A CUSTOMER PERSONA

 HOW TO ANALYSE COMPETITORS (AND WHERE I GET THE DATA)



B U S I N E S S P O W E R  P L A Y

Setting Goals
S O C I A L  M E D I A  O N L Y  D O E S  3  T H I N G S  F O R  A  B U S I N E S S



SOC I A L P O W E R  P L A Y

Social media only does 3 things for a business:

1. Builds awareness (Reach, impressions, followers)
2. Builds trust (Saves, shares, comments, watch time) 
3.Drives action (sales, leads, bookings, link clicks, DMs)
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On a client call:

How to get the goals

Don’t Ask “What Are Your Goals?”

That question is too broad.

1.“What is the main priority for the business in the

next 3 months?”

Options might be:

Launching a new product

Increasing recurring revenue

Growing brand awareness

Filling appointments

Clearing old inventory

Entering a new market

Drive website traffic
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On a client call:

How to get the goals

Don’t Ask “What Are Your Goals?”

That question is too broad.

2.“How does Instagram currently support the

business?”

This reveals gaps.

Maybe:

It doesn’t.

It’s just for aesthetic.

It drives website traffic.

Positions me as the expert.

It brings inbound DMs.

Now you know if you’re fixing, scaling, or building

from scratch.
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On a client call:

How to get the goals

Don’t Ask “What Are Your Goals?”

That question is too broad.

3.“If Instagram worked perfectly in 90 days, what

would be different?”

Clients say things like:

“We’d have more of the right followers.”

“We’d be seen as experts.”

“People would trust us more.”

“We’d get more website traffic.”

“More brand awareness in the right countries.”

That’s your raw material. You then translate.
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Social media only does 3 things for a business:

Builds awareness - Builds trust - Drives action

Awareness Clues:
“We need more exposure.”

“People don’t know about us.”
“We want to reach more people.”

“We need brand visibility.”

Trust / Authority Clues:
“People don’t get what we do.”

“We need to educate our audience.”
“We’re not seen as experts yet.”

“Engagement is low.”

Conversion Clues:
“We need more sales.”

“We want more bookings.”
“Traffic isn’t converting.”

“Instagram isn’t bringing revenue.”



SOC I A L P O W E R  P L A Y

Awareness Metrics:
Reach

Impressions
Followers
Reel views

Profile visits

Trust / Authority Metrics:
Engagement rate

Saves
Shares

Comments
Watch time

Story replies

Conversion Metrics:
Website clicks

Landing page views
DMs

Bookings
Purchases
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Meet your client

1.“What is the main priority for the business in the

next 3 months?”

Options might be:

Launching a new product

Increasing recurring revenue

Growing brand awareness 

Filling appointments

Clearing old inventory

Entering a new market

Drive website traffic

2.“How does Instagram currently support the

business?”

This reveals gaps.

Maybe:

It doesn’t.

It’s just for aesthetic.

It drives website traffic.

Positions me as the expert.

It brings inbound DMs.

3.“If Instagram worked perfectly in 90 days, what

would be different?”

It might be things like:

“We’d have more of the right followers.”

“We’d be seen as experts.”

“People would trust us more.”

“We’d get more website traffic.”

“More brand awareness in the right places.”

Part 1 - Ask the questions
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Meet your client: Paige (PlayBook)

Every goal must contain:

Action word -  Specific metric - Current baseline - Target number - Business reason

GOAL 1 – USA Growth

Increase USA-based followers from 18% to 23% in 90 days to support expansion of PlayBook in the US market.

GOAL 2 – Brand Awareness

Increase monthly reach from 14.6% to 20% within 90 days to strengthen brand visibility in UK, AUS, and USA.

GOAL 3 – PlayBook Traffic

Increase landing page views from Instagram from 3,791 to 5,000 per month within 90 days to drive PlayBook membership growth.

Instagram analytics or Modash

Instagram analytics or Modash

Google Analytics or Link in Bio Tool

Small accounts (under 10k): 30–50% growth targets

Mid accounts (10k–50k): 20–40%

Larger accounts: 15–25%

key for understanding target number

Part 2 - Set the Goals (Tool used: Instagram data/modash)
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Meet your client
GOAL 1 – USA Growth

Increase USA-based followers from 18%

to 23% in 90 days to support expansion of

PlayBook in the US market.Part 3 - Action plan to hit the Goals

Content- create 3 reels per week speaking directly to online business owners. 

-Use Us relevant examples so usa pricing, us launch culture, usa slang, usa holidays/trends.

Copy- usa spelling, reference the usa market, slang, hooks (mentioning usa - if you’re building a business in the usa, you need this) 

Profile- bio, “for usa creatives”, pinned post -targeting usa, with a map to show where members are from. Optimising story highlights, with a location

highlight. 

Distribution- posting at a USA posting time. Geo tagging major cities or states in the usa. 

Engagement-engaging with other usa entrepreneurs, reposting usa entrepreneur, reposting content from usa founders. 



B U S I N E S S P O W E R  P L A Y

Creating a Customer Persona
I  R E C O M M E N D  C R E A T I N G  3  -  O N E  S U I T E D  T O  E A C H  G O A L
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Part 4 - Building Customer Personas
Identity

Lifestyle

Goals

Pain Points

Buying Behaviour

Identity

Age range

Location

Job / industry

Income level (rough estimate)

Modash

Lifestyle

What does their day look like?

What brands do they follow?

What do they value?

What do they spend money on?

What kind of content do they engage with?

Instagram deep dive

Goals

What are they trying to achieve?

Examples:

Grow their business

Build authority

Learn more

Increase revenue

Answer The Public

Pain Points

What frustrates them?

Examples:

Overwhelmed by information

Posting without results

Low engagement

No conversions

Answer The Public / Reddit /

Instagram Comments

Buying Behaviour

What makes them trust someone?

Do they need proof?

Do they need education first?

Do they impulse buy?

Do they research heavily?

Competitor Reviews
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Part 4 - Building Customer
Personas (Tool used: Google
Search / Instagram search)Identity:

26-38

usa

social media manager, service provider, creative

$60k - 80k

Lifestyle

consume business content

invest in courses and education

work online

solo / small team

want structure not trends. 

Goals

strong content system

strengthen authority

increasing revenue

reducing burnout

Pain Points

confused about conflicting advice

attracting wrong audience

not sing enough clients

how to scale properly

Buying Behaviour

saves on educational posts

research heavy

need proof before investing

Meet your client



B U S I N E S S P O W E R  P L A Y

Competitor Analysis
Y O U ’ R E  G O I N G  T O  A N A L Y S E  3  C O M P E T I T O R S
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How to find them

🔎 1. Instagram Search

Search keywords in your niche

Look at suggested accounts

Check who appears consistently

Look at “Suggested for You” under

similar profiles

This is the fastest method.

🔎 2. Google Search

Search:

“Best [your niche]”

“[Your niche] for small businesses”

“[Your niche] membership”

Who ranks on page 1?

Those are competitors.

🔎 3. TikTok Search

Search your niche.

See who consistently appears.

Strong creators often become

competitors.

🔎 4. Meta Ad Library

Search brand names.

Use: Meta Ad Library

If they’re running ads consistently,

they’re serious competitors.
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What to look for:

3⃣ Strengths

Examples:

High engagement

Clear messaging

Strong branding

Clear niche

Authority positioning

Consistent CTAs

4⃣ Weaknesses

Examples:

Generic captions

No differentiation

Weak hooks

Inconsistent posting

No clear funnel

Low engagement despite large

following

Weaknesses reveal opportunity.

1⃣ Positioning

Who are they for?

What do they stand for?

Are they premium? Beginner-

friendly? Aggressive?

Minimal?

Look at:

Bio

Website headline

Pinned posts

Brand visuals

2⃣ Content Patterns

What formats do they use

most? (Reels, carousels,

talking head)

What topics repeat?

What performs best?

How often do they post?

You’re looking for patterns.
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There are 3 types:
Direct competitors: Same service/product, same audience.

Indirect competitors: Different offer, same audience.

Aspirational competitors: Bigger brand, same positioning style.

You’re going to choose 1 from each
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Examples

Indirect competitors: @juliabroome

Meet your client

Direct competitors: @prettylittlemarketer

Aspirational competitors: @masterclass
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Meet your client

Direct competitors: @prettylittlemarketer

Positioning

female focused, educational focused, community driven, feminine membership focused.

Content patterns

educational reels and carousels, carousel breakdowns, speaking on reels, marketing tips, trend reports

Strengths

clear niche, strong consistent branding, easy to understand and relateable content.

Weaknesses

Engagement on reels, trends driven than systems driven

Engagement

strong comments and communtiy (replies to them), connected to her audience (people look up to her)
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Meet your client

Final Step: Turn It Into Positioning

 “Based on my competitor research, I will position myself as more

strategy led.”

After reviewing 3–5 competitors, ask:

What are they all doing?

What are none of them doing?

Where is the white space?

What feels repetitive?

What feels saturated?

This is where your differentiation comes from.

For example:

More strategy-led

More premium

More beginner-friendly

More educational

More direct
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Creating your Content Pillars
W H A T  T O  T A K E  F R O M  T H E S E  P I L L A R S



SOC I A L P O W E R  P L A Y

Content pillars come from 3 things:

Your goals

Your customer’s pain points

 Your positioning gap (from competitor analysis)

Not all of each section, just specific parts.

Where Pillars Actually Come From
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Goals tell you:

What needs to move.

Example:

Goal = Increase landing page visits

 → You need authority + conversion content.

Goal = Increase US reach

 → You need relatable + shareable + location-relevant content.

So from goals, you extract:

The type of content needed (education, proof, reach, CTA-driven)

The format direction (Reels, carousels, opinion-led)

Goals determine purpose.

From Your Goals → You Take Direction
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Persona gives you:

Pain points

Frustrations

Desires

Language they use

What they value

That becomes the actual subject matter.

Example:

If persona pain point =

 “Posting but not growing”

That becomes:

“Why your content isn’t growing”

“The 3 mistakes killing your reach”

“You don’t need more content, you need strategy”

Persona = what you talk about.

From Your Customer Persona → You Take Topics
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Competitor research tells you:

What everyone else talks about

What they ignore

What feels repetitive

What tone dominates the market

That tells you:

How you should talk about things differently.

Example:

If competitors are:

Very beginner

Very loud

Very hype-driven

You position as:

Calm

Strategic

Structured

Long-term thinking

Competitor analysis shapes:

Tone, Angle, Depth

From Competitor Analysis → You Take Differentiation
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Goals decide WHY.
 Persona decides WHAT.

 Competitor analysis decides HOW.
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Meet your client

Your Goals:

Increase US reach

Increase landing page visits

Your Persona:

Business owner struggling with strategy

Wants structure

Feels overwhelmed

Your Competitor Gap:

Market feels noisy

Lots of surface-level tips

Strategy Education

 Deep, structured breakdowns.

Industry Truths

 Opinion-led content that cuts through noise.

Behind-the-Scenes Authority

How you build strategies. Your frameworks.

PlayBook Proof + Invitation

What’s inside. Who it’s for. Results.

Pillars



Turn the Paige
A N D  C H O O S E  Y O U R  N E X T  P O W E R  P L A Y


