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ACT 1
INTRODUCTION /
EXPOSITION

ACT 2
CONFLICT /
RISING ACTION

ACT 3
CLIMAX /
TURNING POINT

ACT 4
RESULTS /
FALLING ACTION

ACT 5
RESOLVE /
RELEASE TENSION

CHARACTERS
(POV: BRAND /
CONSUMER)

SETTTING
(BACKGROUND
/ CONTEXT)

CONFLICT
(PROBLEM /
SOLUTION)

THEME
(MORAL /
LESSON)
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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In this book, Quesenberry shifts the perspective from an outdated “communications control” 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 STORY TEMPLATE
In advertising brands interrupt stories people want to see with paid promotions. In content marketing & social 
media marketing the brand must create the content people want to see. Successful social media strategy 
depends on producing content that grabs people’s attention, holds their interest and invites engagement. 
Research has proven it is story that draws interest, attention and engagement. What makes a good story? 
Leverage all five acts of storytelling in your social media content by following the story act template below.
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