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T H E  C O N S U M E R  R E V O L U T I O N

K E I T H  A .  Q U E S E N B E R R Y
“Finally, the book on social media we’ve all been waiting for! Quesenberry covers everything 

from native advertising to geo-location, crowdsourcing, and more. Remarkably, he provides 

an excellent framework for students to learn about social media strategy and for companies 

to use in their strategic planning.” — C H A R L E S  R .  TAY L O R ,  V I L L A N O V A  U N I V E R S I T Y

“This comprehensive and clear overview will serve as an introduction for students as well as 

a guide for professionals. Quesenberry combines solid marketing tenets with practical steps, 

and authoritatively walks readers through the various social media platforms, what works, 

and why.” — A N N  M A R I E  K E R W I N ,  A D V E R T I S I N G  A G E

“The balance showcased in Social Media Strategy—adapted from both research and practice—

is refreshing to see.” — K A R E N  F R E B E R G ,  U N I V E R S I T Y  O F  L O U I S V I L L E

“While becoming a Social Media Expert is as elusive as becoming a unicorn, you will be much more 

knowledgeable after reading Quesenberry’s insightful, well-researched book.” — R O B  S C H N A P P,  C O Y N E  P R

S O C I A L  M E D I A  S T R A T E G Y  I S  Y O U R  B E S T- P R A C T I C E S  G U I D E  T O  M A R K E T I N G ,  A D V E R T I S I N G ,  A N D  P U B L I C  R E L A T I O N S  I N  T O D AY ’ S 

competitive and socially-engaged consumer marketplace. 

In this book, Quesenberry shifts the perspective from an outdated “communications control” 

marketing model to more effective methods grounded in consumer engagement. He systemat-

ically explores how companies can integrate the new consumer-oriented landscape through a 

well-balanced mix of key concepts, theory, industry statistics, and real-world examples. Through-

out, he emphasizes the need to apply proven marketing principles to social media. Exercises and 

step-by-step worksheets serve as hands-on guidance for crafting a comprehensive and unique 

social media plan.

K E I T H  A .  Q U E S E N B E R R Y, assistant professor of marketing at Messiah College, is a con-

tributing author to MarketingProfs and Social Media Examiner. As an industry professional, his 

social media campaigns have earned industry recognitions including a PRSA Bronze Anvil and 

an OMMA Award. 
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YSOCIAL MEDIA METRICS TEMPLATE
Place social media plan objectives across the top with objectives such as increasing awareness, increasing 
engagement, or improving customer service. Quantify SMART (specific, measurable, achievable, relevant, time 
bound) objectives like “Increase awareness by 20% in 6 months.” List social media channels down left column. 
For each objective and corresponding social channel, list the specific metric that will measure each objective 
such as likes, favs, favorites, hearts, shares, views, unique views, completions, sentiment, comments, etc.  
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