CYNTERGY
CSociaI Media Plan + Research) CS

Weekly Times to Post 2023:

Wednesday Thursday
S-6am 6am

Tuesday
%70 am

Strategy [ Best Practices:

wg_1am

Agora Pulse
Later.com
Zoho Social
Buffer
Hootsuite
Social Pilot

N am
12-1pm

Helpful tools to look into:

Google Analytics
Canva

Semrush Social
Media Toolkit
Chat GPT for
captions

Sprout Social

Filmmaker Pro

Upheld to a certain
quality standard

Post weekly or biweekly
Should be fun and
could just be graphics
about the company or

business in general
Show Cyntergy's culture
through fun yet profes-
sional posts

J

Fun and often

Times when more than
a few people are
gathered

Fast and quality can
be lower to show ease
Play with the trends,
can use lower quality
content

- Project videos
(30 sec - 1 min)

- Parts of renders once
approved

- Show the 8 disciplines

- Reels (15 sec+)

- High quality

- Not overwhelming the
feed, but strategic
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CMaster‘ Content List : )

BTS of projects (sketches, site \ Over view of Tulsa Architecture \
visits, software photos, etc.) Polls or trivia on stories

Create department graphics that Quality photography to show off
can be the first page of a carousel your work

post or instagram reel Reference the website if it has

Day in the life of a ( one per been updated

discipline over time) Related national day of ____ posts
Get involved in local events if you such as anything for business or

can sponsor something and then industry specific

post about that Shout out people or the company
Have collaborative posts for a site for anything and everything

and have their account host the Celeb look a likes

post as well Superlatives

Huddle content - could be a reel Show off the office or any perks

if there is a game or great photos that happen

to show off the culture Time line posts that shows a
Introduce the Exects in a fun way project from start to end

on social media through a story or Typography focused posts things

a personality picture and a little to break up the feed while using
bio for clients your logo or colors

Lunch and learn content What's new in Architecture

Nice looking stories that are J
consistent (could be as simple as

your office view)

_/




33%
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Places, neighborhoods, cities, and countries

Hashtags:

Applicable Top
Hhashtags
of 2023

Campaigns, events, or your brand

Your business niche

A specific group of people
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The content of your actual post
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#design

#travel
#interiordesign
#photography
#architecture
#business
#interiors
#community

REACH AS A PERCENTAGE OF FOLLOWERS

10 20 30

NUMBER OF HASHTAGS PER POST

*Reach rate = reach a& a parcentage of follower count
*Based on 18M Instagram feed posts in 2021
“Excludes Instagram Wideos, Resls, and Storles
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Oberlo’s 1S Ways to Increase Engagement
Across all Medias

Post Content Worth Engaging With

Respond to All Comments

Encourage Readers to Comment, Like, and Share
Start a Facebook Group

Run Contests and Giveaways

Use Images in Every Post

Get More Followers

. Ask a Question

. Post Multiple Times Daily

10. Optimize Your Headlines for Engagement

11. Share Content That's Relevant to Your Audience
12. Use Two Attention Grabbing Words at the Beginning of a Post
13. Go Above and Beyond in Your Interactions

14. Host a Weekly Twitter Chat

15. Use Emojis
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LinkedIn Audience in the US | rioressionn nerworc o

L In's ¢
Linkedin reached cut to a sample & wmi::a::::::fm
of its over 50 million US members 212 willion o 3 out ﬁf 4 maost influential, sducated
to learn about who they are and business leads use Linkedi) o ke up and affluent on e Wel,
what they do an Linkedin, SesoemReeL vy SR DV D

via Linkedn, research campanis. &A&g&
Members turn to LinkedIn for a variety of reasons: A&A{%@gg

8 out of 10

Li Ixech rnernhere driva

Mgre Healy to ba colloge
arachiestes than the serags

aiult oriline.

% Following $ 86«

with sthar prafassionak thair prafasaienal idantity currant indiistey decuisans bt companiss. Avarage housabald inoome,
2% higher than the US

general population.

Linkedin members

deaply valus our brand as 73%

a meessioml' Mambers are more confident @ the
] i iy olar Lyt

trusted, and of mamisers prefer to have separate social

remarkably natwarks far their persenal and professional s, 35% 35%

different social @ 25%
environment.
|
"b— '-'i\:% # %"d

say Linkedin help: them develop
reletianahipa and grow new busioes,
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https://later.com/blog/ultimate-guide-to-using-instagram-hashtags/
https://later.com/blog/content-pillars-for-social-media/

https://www.oberlo.com/blog/social-media-engagement
https://wearesculpt.com/blog/grow-linkedin-company-page/

\https://later.com/blog/business—goaIs/













