
THEOS DOUGHNUTS
Social Media Marketing Plan



BRIEF OVERVIEW
New Doughnut kiosk in brand new Collective OKC 
Fresh, doughnuts that have unique baking process 
First Brioche doughnut in the midwest 
In a competitive speciality Doughnut industry 
Trendy, relevant social media and position in
Collective OKC can reap big rewards 



GOALS
Increase Brand
Awareness
Increase
Engagement 
Effectively reach
Target Audiences



OBJECTIVES 
 

Increase Pre-order Sales (50% of sales) 
20 weddings in 2019 (1 per weekend of
Wedding Season) 
Catering + Events (1 per week in 2019) 
Increase e-mail subscribers from 278-1000
Rank #1 on Yelp + Google 
Business Subsciptions 



STRATEGIES
Paid Strategies
Targeted Facebook ads to increase sales to weddings and
events 
Targeted Facebook ads to get locals into the Collective and
purchasing doughnuts

Organic Strategies 
Advertise the offering exclusive content like flavor
releases and sneak peaks to e-mail subscribers
User generated content/content of customers
Heavy use of brand color and trendy content 





 
-1.9k followers 
-Average of 200 likes per post
-No current patterns of posting
-Content is heavily just Doughnut photos 
 
 
-68 followers 
-No posting pattern 
-Some captions/content are the same as
Instagram
 
 
-230 likes, 241 followers 
-One 5 star review 
 

CURRENT

SOCIAL MEDIA 
INSTAGRAM + TWITTER + FACEBOOK

INSTAGRAM

TWITTER

FACEBOOK



PERSONA

VENN

DIAGRAM
 



INSTAGRAM TACTICS
One of every nine posts will include element of Theo's
Doughnuts box 
At least one of every nine posts will include a person
eating the product 
Populate content through use of Instagram stories and
highlights 
Posting/reposting brides and venue photos when
product is used 
Consistent use of brand colors in content 
Flavor sneak peaks for customers who subscribe for e-
mails



FACEBOOK TACTICS
Primary focus on paid strategies
Targeted ads for brides/venues 
Targeted ads for local target audiences 
Use of Facebook events to promote flavor
releases/generate sales 
Provide customer rewards for subscribing
to e-mails
One post a week advertising and
promoting events



TWITTER TACTICS
Quirky and fun brand voice 
Witty and relevant tweets to
promote products
Less focused on selling, more on
brand building 
Relevant retweets
Relevant quote tweeting 



SAMPLE
CONTENT 



CONTENT
CALENDAR

MAY
JUNE
JULY

AUGUST









MONITORING
AND TUNING

Develop consistent posting strategy 
Create more engagement posts to
engage with followers 
Review what posts are performing the
best and replicate using different
content 
Review what content performs best
(doughnut content, user generated,
people eating, etc.)



BUDGET

OVERALL CONTENT BUDGET: $200/ MONTH



RETURN ON
INVESTMENT

- Estimated people reached per day: 33,000

FACEBOOK AD: WOMEN 18-35, ENGAGED, EVENT P
LANNER/COORDINATOR

 
- Estimated daily results:
- Reach: 1.1K-3.5K 
- Post engagement: 27-162

FACEBOOK AD: WOMEN 18-35, MIDTOWN OKC, MARRIED OR SINGLE

 
- Estimated daily results 
- Reach: 862-3.0K
- Post engagement: 22-136
- Brand awareness: 1.9K-12K

FACEBOOK AD TARGETING BUSINESSES TO GET BUSINESS SUBSCRIPTIONS



DOUGHNUT
MISS THIS
OPPORTUNITY!

Targeted paid ads on Facebook to
increase catering events and wedding
sales
User Generated and content of customers
Relatable and trendy contents 
Use your products as competitive
advantage in promotion 

advantage in promotion 


