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Brands We’ve 
Worked 

With.



“
Social media marketing at its best, is the oldest form 
of marketing, word of mouth, using the newest form 

of technology.
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The Foundation For 
Strategy.

Business Objectives

Marketing Objectives

Role of Social Media



- Low Barrier to Entry

- Trackable Results

- Omni-channel Approach

- Integrates well with other media

- Quickly build brand equity

- Data Driven
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Why Invest 
In Social 
Media?
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Brands should create and distribute engaging content to build a coherent brand which 
allows them to generate positive sentiment between the audience and the business. 

Building an instantly recognisable brand and ethos significantly helps reduce the cost of 
user acquisition as brand equity has already been established.

Using an omni-channel approach and by leveraging owned media brands can create an 
ecosystem to educate and inspire prospects, while building a business case as to why 

they should utilise the product or service.

The Approach.
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Front Loading 
Investment.

Industry Averages:

CPC: £0.20

5TP: £1.00

What’s achievable:

CPV: £0.001

5TP: £0.005
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Front Loading 
Investment.
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Content Sequencing.

Hero film Paid media 
Amplification

90% View 
Rate

75% View 
Rate

50% View 
Rate

Direct 
Response Ad

Additional 
Video

Additional 
Video

Direct 
Response Ad
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Since its inception social media has often been used as a transactional platform and a 
huge reach tool for brands to sell directly to consumers with offers and discounts.

Whereas, one of the key trends moving forward will be nurturing your existing audience 
and rewarding them with insightful or engaging content which makes them feel 

something, before asking them to purchase.

Businesses need to develop a wraparound ecosystem of content and communication 
which will create multiple touchpoints and a meaningful connection with prospects 

allowing brands to nurture them through the purchase journey rather than focussing on 
the transaction. 

Maximising The 
Channel.



Distribution & 
Performance Channels.
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Facebook Instagram YouTube Twitter LinkedIn Snapchat
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Strategically Investing 
in Content.

Content Title

Blog Post

Explainer Video

Performance Assets 
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The best type of acquisition strategy distributes risk by constantly testing and optimising new content, 
audiences, channels & destinations.

By creating a wrap-around ecosystem and curating a community brands are able to ensure that their 
social & digital channels work for them, rather than against them.

Marketers tend to be romantic about channels they understand, which can put your business at risk. 

Acquisition Strategy.

Acquisition 
Strategy

Organic 
Social

Performance 
Marketing



Destination Optimisation
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Comparison 
Site

Offer 
Specific 
Landing 

Page 

Blog Lead 
Magnet

AppstoreWebsite
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In the advertising industry we’ve grown up with this one size fits all mentality when it 
comes to content. 

The key on social media is tailoring the message to the consumer AND to where they are 
on the purchase journey. 

Performance marketing has a finite existence if you don’t have consistent top-of-funnel 
activity.

You need to plan for long term results, retention and reputation over short term CPA 
metrics.

Messaging should consist of a wide variation of angles including; Offers, Value-focussed 
copy, list-based copy, reviews & testimonials. 

Upper Funnel 
Communication.
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Typically brands understand the concept of prospecting and remarketing, (Upper Funnel 
activity & Lower Funnel activity). 

This leaves a huge opportunity cost as businesses are failing to nurture prospects who 
have had initial interaction with the brand, but haven’t gone as far as researching the 

offering.

The middle funnel from both an acquisition and an awareness standpoint is fundamental 
in lowering CPA’s and increasing retention.

Messaging at this stage can be focussed on adding value to prospects, highlighting niche 
USPs and trying to acquire an email or landing page view, rather than a sale.

Middle Funnel 
Communication.
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What’s important to remember is that your lower funnel advertising should provide the 
best ROAS, but it isn’t sustainable to solely focus on this layer of the funnel.

Prospects who receive this layer of advertising will be well educated and hopefully 
inspired by the brand, meaning they are primed for a more direct approach as they are 

more likely to purchase.

Messaging can be more direct at this stage of the funnel, however brands often 
experience improved results if they maintain a consistent TOV.

Lower Funnel 
Communication.



Any questions?

You can find me at
@timwillhyde

www.timwillhyde.com
tim@timwillhyde.com

http://www.timwillhyde.com
mailto:tim@timwillhyde.com

