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Creating and Implementing a Social Media 
Strategy

▪ $9,000 Total Budget

▪ $3,125 Creating Strategy – Consulting Agency
▪ $5,500 Implementing with Social Media Intern
▪ $375   Boosting Facebook Posts



Where is DSO on The Essential Journey?

▪ IDENTIFY: Adjusted our audience target to men 
and  

women age 50+ in DeKalb County

▪ SEEK: Broaden our audience within the target

▪ SPOTLIGHT

▪ BUILD



What is our Strategy?

▪ Create a “common voice” for DSO across all 
audience-facing points of contact

▪ Expand our reach through Social Media



What is our Strategy?

▪ Move from transactional messaging to 
engagement plus transactional messaging with 
current audience and potential audiences

▪ Build Awareness >> Consideration  >> Visitation



What was our previous messaging?

Come see us at [DATE] and [TIME] to 
see [GUEST ARTIST] and hear 
[PROGRAM] …



What is our current messaging?

▪ Moving from transactional messaging to 
engagement with current audience and potential 
audiences

– 70% of our posts are about Engagement

– 30% are specific to Program and Programming



How do we 
get our 
musical 
tastes?



Fun
Autumn
Playlist



Harp Focus!



Warmup Pics



Our Page Followers are up 16% this year !

492

Jan 1

569

Oct 25



How is our Reach?  Organic and Paid FB 
Boosts

What caused this spike?  
>>>>



Jonathan 
Urizar
Our new 
Concertmaster



Targeting Facebook Posts

▪ Geographic, Demographic and Lifestyle

– 10 mile radius around our concert venue at the 
GSU Clarkston campus

–Men and Women age 50+

– Enjoy symphonic music, chamber music, opera

▪ People who already like the DSO page and their 
FB friends



What Are We Learning?



What are we learning?

▪ This is a major shift for our organization

– Social Media activity is incremental to our usual staff 
activity

▪ Managed by board members and part time social media 
intern, not staff

– It is also a sea change to the DSO board status quo

▪ Before this initiative, half the board did not have a 
Facebook account



What are we learning?

▪ As a community-based organization, it’s as much 
about our players as it is about the guest artists 
and the music

▪ Starting Monthly “Meet The Players” interviews and 
posts

– Engage our Music Director in new ways

▪ Posting conductor musical nuggets in social media, not 
just in the program notes and in pre-program talks



What do we recommend to our ABR peers?

▪ Thorough due diligence when selecting an outside 
consultant

– There is value in direct knowledge of the local market

▪ Leverage peer recommendations when seeking talent

▪ When selecting an intern, make sure writing skill is at the 
top of the core competencies list, equal to technical 
social media skill

▪ Map out a social media calendar and integrate it with the 
other marketing activities



Thank you!


