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Nala Marketing is a boutique f irm in
the Pittsburgh Region whose mission is
“Connecting The Dots” for large and
small  organizations with digital
marketing.

Who we are



Social  Media Marketing
Brand Photography & Videography
Graphic Design
Strategic Marketing with Analytic Review
Event Marketing
Web Design & Support
Connections!  

What we do



Content planning
Best practices
Platforms
Analytics
Video Marketing

Today



Content Planning
Define your Marketing Objectives

SMART Goals-  Specif ic ,  Measurable,
Attainable,  Real ist ic ,  T ime-Bound

Define your Target Audience
Create Indiv idual/Company

Name, Age,  Occupation,  Income,
Goals ,  What they enjoy in their  f ree
t ime,  Pain Points  etc.

Content Pi l lars
3-5 topics your brand wi l l  consistent ly
discuss
Establ ishes you as an expert

Scheduling
Resources -  Later  Media



Best Practices
Timing & Frequency
Photos & Graphics

Variety of  content types
Face forward
Balance between faces,  graphics ,
products etc.
Compl iancy and clearances

Hashtags
Organic Reach
Determining #’s

Tagging
Appropr iate v .  Spamming
Industry  Specif ic

Post Posting
Send to Story & Engage

Engagement & # Engagement



Platforms
Starting from Scratch Established Social

L I ,  FB,  TT ,  GMB, X
Brand across the board with
consistent username & main
hashtag (Even i f  you don’t  end
up focusing on that platform,
th is  secures your handle.)

The major i ty  of  the content can
be the same across platforms to
begin whi le you’ re test ing the
waters.
Don’t  spam. Be mindful  of  the
frequency with which you post
when start ing out.

Unify ing usernames across
platforms i f  poss ible
Shar ing your social  handles on
other market ing documents 
Your audience

Ex:  NAIOP - young
profess ionals  so IG & L I ,  but
there is  a lso an older
demographic and var ious
industr ies represented that
reveal  FB as benef ic ial

How to decide which
platform to focus on/be
act ive on

What content types work
best  on each platform

Ex:  Carousels  on IG,
adjust  design for  L I  & FB



Analytics
Cyclical  Nature

look at  these to inform strategy & always come back to adjust
Monthly,  90 Day,  Annual

outs ide of specif ic campaigns,  90 day analyt ics wi l l  g ive you the
greatest  ins ight into the health of  an account

Consistency is the name of the game 
Ex:  BCCC growing after  2 years

Keep the industry in mind
Ex:  InSkin -  h igh reach,  but more personal  engagement over publ ic
s ince users don’t  want their  serv ice use publ ic

Key analytics to look for:
Reach
Impress ions
Engagement- L ikes ,  Comments ,  Shares,  Saves
Audience

SMART  Goals- Specif ic ,  Measurable,  Attainable,  Real ist ic ,  T ime-Bound



Analytics
90 Day Nala Marketing Analytics
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Video
BY THE NUMBERS:

76% of consumers use social  media to discover a new product
69% have fol lowed through on a purchase based on something they found on
social  media
44% of people prefer  to learn about a new product or  serv ice v ia short  v ideo
content
87% of marketers say v ideo market ing has di rect ly  increased sales
Short-form v ideo offers  marketers the highest  ROI of  any social  media market ing
strategy,  with 30-60 sec v ideos seeing the most success.
56. 1% of internet users purchase a product onl ine at least  once a week
81% of consumers want to see more short-form v ideos f rom brands
66% of v iewers wi l l  watch the ent i rety of  a v ideo i f  i t ’ s  less than 60 seconds long
DYK users wil l  retain 95% of a message watched on video as opposed to only
10% read in text?

Sprout Social, 2024: https://sproutsocial.com/insights/social-media-statistics/

https://sproutsocial.com/insights/social-media-statistics/


Video
BY THE NUMBERS:

TikTok is  the fastest  growing platforms with a stagger ing 100% user growth
rate
2 bi l l ion people use Instagram every month 
IG reels  generate twice as much reach on IG compared to other post  types
IG & FB t ied as the social  media platforms with the highest  ROI
Facebook users spend 50% of their  t ime on the app watching v ideos
74% of Facebook v ideos are watched without sound- consider capt ions,
hooks and CTAs
Average American spends about 31  minutes per day on Facebook (not just  on
social  media,  on th is  one platform)
YouTube users spend an average of 28hrs on the app each month
Near ly  90% of al l  v is i ts  to YouTube come from a mobi le device

Sprout Social, 2024: https://sproutsocial.com/insights/social-media-statistics/

https://sproutsocial.com/insights/social-media-statistics/






Video
Reels made their  origin as Toks on TikTok.  Now this short  form
content is  highly beneficial  for businesses on IG & FB as well .
Short  v.  Long Form Content

Short  form= under 10min,  ideal ly  15 ,  30 or  60 seconds
Hooks New Audience

quick engagement;  wide reach;  creates brand awareness
Long form= 10+min

Meat/Value for  exist ing fol lowers
SEO opt imizat ion;  bui lds deeper connect ions;  share more
comprehensive information
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Just do it OUTSOURCE Share 
the LoveDon’t let this workshop

just be a workshop. Put
what you’ve learned into

action! You’ll make
mistakes along the way.

We all do ! Everyone
starts as a beginner.

Just get started. 

We’re here for you! If
you’d rather place your

energies elsewhere,
outsourcing this aspect
of your business can be

a great investment!

Found value in this? Tell
a friend. Follow us for
more tips and keep up

on upcoming workshops.
We want to grow

alongside you!
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