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EXECUTIVE SUMMARY

Our major goal is to increase the awareness of the brand/bakery while also 
improving relationships with current customers thus leading to a better 
relationship with the community. 

We will focus on increasing traffic in store and online through greater audience 
engagement online and by sharing content online that is relevant to what our 
customers want. 

Major Strategies: 

1) Publish content that exemplifies our product and establishment 

2) Publish complementary content that our audience will enjoy 

3) Build a rapport with our audience and strengthening relationships through 
greater interaction online



SOCIAL MEDIA AUDIT
Social Media Assessment

Social Network URL Follower Count Average Weekly 
Activity

Average 
Engagement 

Rate 

Facebook
https://

www.facebook.com
/VineGainesville/

3,043
2 Posts per 

week
0.33%

Instagram
https://

www.instagram.co
m/vinegainesville/

1,240 4 Posts per 
week

4.84%

From this information and the data made available to me, there is very little personal interaction across both mediums of social 
media. The most interactions came from Instagram in the form of likes. There were few comments from audience

https://www.facebook.com/VineGainesville/
https://www.instagram.com/vinegainesville/


SOCIAL MEDIA AUDIT
Audience Assessment

Age 
Distribution

Gender 
Distribution

Primary Social 
Network

Secondary 
Social Network Primary Need Secondary 

Need 

65% 18-30
Male      
55%

Instagram 
60%

Instagram 
30%

Looking for fresh 
bread, pastries, and 

pastas

Looking for local, 
organic, and GMO-
free baked goods.

25% 31-40
Female  

45%
Facebook 

20%
Facebook 

20%

5%   41-55

5%   56-75

The majority of people interested in this establishment is between the ages of 18 and 30. They 
key medium are Facebook and Instagram with motivators being fresh baked goods that are 

local, GMO-free, and organic.



SOCIAL MEDIA AUDIT
Competitor Assessment

Competitor Name Social Media Profile Strengths Weaknesses 

Panera Bread
FB: https://www.facebook.com/

Panera-
Bread-276447652421086/

Huge interaction rate; 
strength of marketing 

from rest of chain.

Small media 
following

Publix Bakery 
(Esplande Plaza)

FB: https://www.facebook.com/
Publix680/

Huge interaction rate; 
strength of marketing 

from rest of chain.

Small media 
following

Both main competitors are strong in interactions and have an established rapport from the rest of the 
chain of establishments. The local branches do lack a large population of followers.

https://www.facebook.com/Panera-Bread-276447652421086/
https://www.facebook.com/Publix680/


SOCIAL MEDIA OBJECTIVES
Business Goals: Our overall goal for 2017 is to 
increase in-store traffic and revenue while also building 
a stronger community presence. 

Social Media Objectives to Support Business Goals: 
Our focus to achieve our goals is to increase in-store 
traffic through our social media platforms. We will 
accomplish this by increasing following and 
engagement with posts that call for action from 
followers. 

KPI’s:  

1) Quantitative: Number of Instagram followers and 
likes, Number of posts on both Facebook and 
Instagram 

2) Qualitative: The types of interactions with 
customers due to posts on both Instagram and 
Facebook 

Key Supporting Messages: Local and organic fresh-
baked breads, pastries, and pastas while also helping 
the community.



ONLINE BRAND PERSONA AND 
VOICE
Words that  Describe Brand: 

Community-oriented 

Fresh 

Organic 

GMO-Free 

Simple 

Healthy 

Flavorful 

Integrity 

Natural



STRATEGIES AND TOOLS

Paid: Increase Facebook reach with paid advertisements for events and 
specials held at establishment. Posts organically shared only receive a handful 
of shares or likes. 

Owned: 1) Begin using #VineFresh in social posts in all mediums. Encourage 
for current customers and followers to also include hashtag when referring to 
Vine. 2) Mention the hashtag to in-store customers and advertise with flyers. 

Earned: 1) Continue partnering with local grocery stores that sell Vine’s bread. 
Offer coupons to Vine Bakery when bread is purchased at other dealers.           
2) Offer coupons to customers who post a picture of Vine products and include 
#VineFresh. 

Approved Tools: Tweetdeck, Buffer, Hootsuite



KEY DATES AND TIMING

Key Dates: Memorial Day, Father’s Day, Thanksgiving, Christmas

Internal Events: Grace Market Place Contribution

Lead Times  (Post Times) 
Both Facebook and 
Instagram

Monday Tuesday Wednesday Thursday Friday Saturday Sunday

9:00 AM 9:00 AM 9:00 AM 9:00 AM 9:00 AM 9:00 AM 9:00 AM

8:00 PM 8:00 PM 8:00 PM 6:00 PM 6:00 PM 6:00 PM 6:00 PM

9:00 PM 9:00 PM 9:00 PM 9:00 PM



SOCIAL MEDIA ROLES

The roles of Social Media Director, Manager, and Coordinator will all 
be fulfilled by the same person since the establishment is so small.  

• Media Director Responsibilities: Creating strategy and plan while 
overseeing and creating general goals. 

• Media Manager Responsibilities: Training current employees on 
proper social media practices and mediating advertisement of Vine 
through social media and community programs. Also responsible 
for mediation between goals of management and marketing. 

• Media Coordinator Responsibilities: Deal with day to day 
postings and directly with customers support.



MEDIA POLICY

1. Be respectful 

2. Do not slander competition 

3. Refrain from using racial slurs 

4. Avoid political, religious, or other views that would cause offense 

5. Be helpful 

6. Offer aid, not criticism 

7. Be kind to everyone if they are new or strangers 

8. If you are excited or enjoy our product, feel free to share that on personal 
social media accounts



CRITICAL RESPONSE PLAN 
SCENARIO ONE (INAPPROPRIATE FACEBOOK)

1. Immediately record/screenshot post 

2. Delete post and alert the head of the social media department 

3. Coordinate with owner of Vine to determine reprimand for the employee who posted the 
inappropriate content. 

4. Post an apology to Facebook with mention that employee has been reprimanded for 
action 

5. Offer assistance and a personal interaction to anyone offended 

Pre-Approved Message(s): 

• “We apologize for the actions of a single employee and cannot stress the views of one does 
not reflect the views of our company.” 

• “The employee responsible for the inappropriate content has been properly handled and 
we apologize for any offense.”



CRITICAL RESPONSE PLAN 
SCENARIO TWO (LOCAL CRISIS)

1. Alert owner and social media manager immediately of the crisis 

2. Alert all employees of the incident 

3. Halt all automatic posts to social media (Buffer).  

4. Allow for media head to coordinate with owner.  

5. Wait for an appropriate response to be developed by media head. 

Pre-Approved Message(s): 

1. “Our hearts go out to those affected by the tragedy affecting those 
in the Gainesville area.”



MEASUREMENT AND REPORTING 
RESULTS 
SOCIAL NETWORK DATA

Social Network URL Follower Count Average Weekly 
Activity

Average 
Engagement Rate 

Instagram https://www.instagram.com/
vinegainesville/

3,000 
(141.9% 
Increase) 

13 Posts a 
week

10%

Facebook https://www.facebook.com/
VineGainesville/

5,000 (64.3% 
Increase)

13 Posts a 
week

5%

Qualitative KPI’s: After increasing overall Facebook and 
Instagram posts, there was a profound increase in positive 
feedback from our audience and a noticeable increases in 

personal posts from customers thanks to our hashtag 
implementation.

https://www.instagram.com/vinegainesville/
https://www.facebook.com/VineGainesville/

