Building a content strategy for social media that
works in real campaigns

When | started working with agencies that manage content for multiple clients, | quickly
learned that a content strategy for social media cannot be a static document. It has to be a
living system. The agencies that succeed are the ones that treat their social content as part of
a broader editorial workflow, not as a separate silo.

| remember sitting with a team that handled content for a dozen B2B clients. They had
separate spreadsheets for blog posts, separate calendars for LinkedIn, and a third system for
Instagram. Every week they scrambled to repurpose content. They were exhausted. The
problem was not the quality of their writing. It was the lack of a coherent content strategy for
social media that connected each piece of content to a clear editorial purpose.

Why a content strategy for social media needs editorial roots

At its core, a content strategy for social media is about deciding what to say, to whom, and
why. It is not just about scheduling posts. It is about building topical authority. When | look at a
client's social feed, | can tell within seconds if they have a strategy or just a calendar. A
calendar fills slots. A strategy builds trust.

The best approach | have seen is to treat social content as a downstream channel of a larger
editorial engine. That means starting with a topic cluster model. Identify the core topics your
agency's client wants to own. Then build pillar content on your own site or on WordPress, and
use social platforms to distribute and amplify that content. This is where tools like HubSpot
and Contentful shine. They let you plan a piece of pillar content and then automatically suggest
social snippets, email excerpts, and repurposing ideas.

But you cannot just publish and forget. You need to listen. Tools like BuzzSumo and
AnswerThePublic help you find what your audience is actually searching for. When we used
AnswerThePublic for a client in the logistics space, we found that people were asking very
specific questions about customs delays. That became a series of short LinkedIn posts that
drove traffic to a longer guide. The posts performed three times better than our generic
industry news shares.

Choosing the right platforms and tools

Not every social network deserves equal attention. For most B2B agencies, LinkedIn is the
primary channel. It is where decision-makers scroll during work hours. But | have also seen
strong results from Twitter (now X) for real-time industry commentary and from YouTube for
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deep explainers. Instagram and Pinterest work well for visually driven industries like interior
design or food. Facebook still has a role for community building, especially in local service
businesses. The key is to pick two or three platforms and do them well, rather than spreading
your team thin across every network.

To manage this, your editorial workflow needs structure. | have used Trello for years to manage
content calendars. Each card represents a piece of content, with checklists for writing, design,
approval, and scheduling. The team can see at a glance what stage each post is in. Slack is
essential for the quick back-and-forth that happens during the approval cycle. A quick
message like "Can you review the Canva mockup for the LinkedIn post about supply chain
trends?" keeps things moving without endless email threads.

Canva itself is a powerful ally for agencies that need to produce on-brand visuals quickly. But
be careful. | have seen agencies overuse templates, resulting in a feed that looks identical to
every other agency. The best social content has a distinct visual identity. Spend time creating a
set of custom templates in Canva that reflect your client's brand guidelines. Then use Buffer or
CoSchedule to schedule and publish. Both tools allow you to preview how posts will look on
each platform, which saves you from embarrassing formatting errors.

Measuring what matters

Vanity metrics like likes and followers are almost useless for agencies that need to
demonstrate ROl to clients. What matters is engagement that leads to action. | rely on
SEMrush and Ahrefs to track how social content influences search visibility. When a client's
social post drives traffic to a blog post, that traffic is trackable. And when that blog post earns
backlinks, you can see the full funnel from social share to search ranking.

Moz has a useful feature called MozBar that shows the domain authority of sites linking to
your content. If a social share from LinkedIn leads to a link from a high-authority site, that is a
signal that your content strategy is working. | also use Google Analytics to set up social traffic
segments. This lets me see which platforms deliver the most engaged visitors, not just the
most clicks.
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Common mistakes and how to avoid them

One mistake | see repeatedly is agencies treating all social platforms the same. A post that
works on LinkedIn can feel out of place on Instagram. The tone, format, and call to action need
to adapt. Another mistake is ignoring the conversation. Social media is meant to be social. If
you only broadcast and never reply to comments or questions, you lose trust. | have seen
agencies set up a Slack channel where the social manager alerts the content team whenever a
meaningful comment comes in. That small step turns a monologue into a dialogue.

A third mistake is failing to repurpose content efficiently. A single piece of research can
become a LinkedIn carousel, a Twitter thread, a YouTube short, and a Pinterest infographic.
The key is to plan that repurposing at the beginning, not as an afterthought. | use Trello to
create a parent card for the core asset and then child cards for each repurposed piece. The
team can see the whole ecosystem at a glance.

Creating a sustainable editorial workflow

An editorial workflow is the backbone of any content strategy. Without it, you rely on heroics.
With it, you build a system that can scale. | recommend agencies set up a weekly rhythm.
Monday morning is for reviewing performance data from the previous week. Tuesday is for
writing and design. Wednesday is for approvals and scheduling. Thursday and Friday are for
engagement and community management. Saturday and Sunday are for listening and
gathering ideas.



Tools like WordPress and Contentful make it possible to create a single source of truth for all
your content. When a blog post goes live, the social team gets an automatic notification in
Slack. They can then pull quotes, images, and stats directly from the CMS to create social
posts. This eliminates the back-and-forth of asking "Can you send me the link to that article?" It
also ensures that every social post links back to the original content, which helps with SEO.

| also recommend using AnswerThePublic and BuzzSumo at the start of each month to
generate new topic ideas. These tools surface the questions your audience is asking. If you
can answer those questions in your social content, you build authority. You also build a library
of content that can be repurposed across channels.

Putting it all together

The agencies that thrive are the ones that treat content as a strategic asset, not a checkbox. A
content strategy for social media is not a one-time project. It is a continuous cycle of planning,
creating, publishing, measuring, and refining. The tools | have mentioned - Google, HubSpot,
BuzzSumo, Canva, Trello, WordPress, SEMrush, AnswerThePublic, LinkedIn, Instagram,
Facebook, Twitter, YouTube, Pinterest, Buffer, CoSchedule, Moz, Ahrefs, Contentful, and Slack -
are all part of a modern editorial toolkit. But tools are only as good as the strategy behind
them.

Start with your audience. Understand what they need to know. Build content that answers
those needs. Distribute it where they spend their time. Measure what happens next. Adjust.
Repeat. That is the essence of a content strategy for social media that actually delivers results
for agencies and their clients.



