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Executive Summary 

We conducted research and social media audit to propose social strategies for TRAZER. 

We feel that in adopting this campaign, it would give the organization more structure on their 

social media platforms and would lead to useful knowledge of how to best utilize social media 

platforms to engage with its audience and consumers.   

After conducting a social media audit, we discovered several key takeaways concerning 

the audience, social media strategy, and engagement. TRAZER’s target market can be broken up 

into three segments: athletes, the elderly, and people who were injured at their job, including 

those in the military. TRAZER does not currently have a formal strategy for posting or engaging 

with followers, which is one of the reasons we believe their posts have low engagement.  

We conducted a survey that was sent to audiences that are relevant to TRAZER and 

found that the average person is not aware of TRAZER with only 17 percent of participants 

indicating that they knew of the company. Even more important to note is that respondents were 

more aware of TRAZER’s competitors such as ImPACT. Our survey results indicated Instagram 

is the most used social media platform by our respondents which is one of the platforms 

TRAZER should be utilizing.  

We created two SMART goals for TRAZER that can be achieved through the 

implementation of the proposed social media plan. The first goal is to:  Increase engagement in 

the form of likes, follows, and more user comments on such as Instagram, Facebook and 

YouTube than the previous year by 10% beginning May 1st. Our second goal for TRAZER is 

to:  Increase awareness for the TRAZER technology by posting/sharing testimonies and personal 

success stories from current patients and clients once a week on Facebook beginning May 1st.  



 3 

Based on our findings, we recommend that TRAZER increase its content on Instagram. It 

should continue to post content on Twitter and Facebook in the evening in order to have a wider 

range of followers/engagement. It is crucial for TRAZER to increase its awareness, especially 

since people are aware of its main competitor and have little to no awareness about TRAZER 

itself. TRAZER should also work on increasing its following on social media platforms. Lastly, 

TRAZER needs to create more meaningful content that is more intriguing than its competitors in 

order to attract a larger audience.  

We also composed a list of the best keywords that should be incorporated into 

TRAZER’s social media content in order to gain more traffic and awareness of its social media 

platforms and posts, as people are already searching for these keywords. We based our keywords 

around the central theme of “concussion treatment.” The content that we produced utilized the 

keywords that we researched to get maximum reach across each of TRAZER’s platforms. We 

decided to implement weekly hashtags to create continuity on the sites as well as motivation for 

TRAZER to create new unique posts each week. With such a large audience, it is often difficult 

to reach out to each one. The hashtags that we have created allow for multiple audiences to be 

reached through one post.  

We have also created guidelines for TRAZER to use and follow for their future social 

media posts. A social media policy allows TRAZER to have a base to start their posts and rules 

to follow so the company’s best face will be shown at all times. In case of an incident happens on 

TRAZER’s social media, we created a set of guidelines to assist in resolving that issue. Finally, 

we have suggested a social media budget of $1,810 to hire an intern to run the social media posts 

and give the posts boosts as well. After consideration, we decided that it will be smart to have 

extra funds to be able to run contests and boost posts on social media.  
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Client Background Information 

• Mission Statement: No mission statement at this time. 

Links: 

• Website: http://www.trazer.com  

• Social Media Pages: 

o Facebook: https://www.facebook.com/PoweredByTRAZER/ 

o Twitter: https://twitter.com/PoweredByTRAZER  

o LinkedIn: https://www.linkedin.com/company/trazer  

o YouTube: https://www.youtube.com/user/Traq3Ddotcom 

o Instagram:  https://www.instagram.com/poweredbytrazer/  

Physical Address: 28901 Clemens Road, Suite 100, Westlake, OH 44145  

Client Overview: 

According to Trazer.com: “TRAZER is the revolutionary patented technology of 

TRAQ Global Ltd. that offers specialized interactive testing and training programs for 

concussion management, orthopedic rehabilitation, senior health and injury 

prevention. Clinicians, athletic trainers, and coaches are provided with data, giving them 

the ability to make strategic and confident Return-2-Play (R2P) and Return-2-Activities 

of Daily Living (R2ADL) for their patients.” 

The TRAZER Sports Simulator offers valuable and highly beneficial information 

to patients and athletes. The technology is composed of a full body sensor and 3-D 

graphics that measure and provide information about the patient’s health, specifically 

their performance capabilities. TRAZER also offers patented baseline data. This means 

that when a patient is injured, they will measure their performance ability at the start of 
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the injury, and then use it to track progress as they heal and become stronger to make sure 

they go back to sports/jobs safely. Some of TRAZER’s clients include the University of 

Georgia, Cleveland Clinic, Wounded Warrior Project and Singing River Health System.  

 

 

 

 

 

 

 

 

 

 

Problems and Aims  

1. Issues/Problems the Client is Facing:  

a. Expanding TRAZER’s social media audience. The company already has a good 

base when it comes to followers and content, but it has the ability to reach an even 

greater range of people. Our client wants to create greater awareness for the 

technology and the value it offers. 

b. One of TRAZER’s biggest problems is that it has so many different 

buckets/categories it can fit into, that it can become hard to explain. Our client 

wants to provide a simpler and more concise image of its brand so that it is easier 

to market.  
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c. TRAZER has a lot of followers on each site, but these followers aren’t very active. 

Our client wants TRAZER’s followers to actively engage on each platform. 

Agency Organization: 

• Group 1: Kate Ansel, Emily Krause, Mary Grace Monzel, Elise Zeitzheim 

• Agency Name: KEME Consulting 

• Email: kemeconsulting@gmail.com 

• Team Coordinator: Emily Krause (has worked with TRAZER and their social media) 

• Vice Coordinator: Kate Ansel  
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Social Media Audit 

1. Target audience: 

a. Since TRAZER’s technology can benefit such a diverse range of people, we 

decided it would be best to split up its target audience into three segments: 

athletes, the elderly, and people who were injured at their job. By targeting 

athletes, TRAZER would be able to reach a younger and active audience with the 

technology that it offers. According to the Brain Injury Research Institute, “An 

estimated 1.6-3.8 million sports- and recreation-related concussions occur in the 

United States each year.” This is a significant statistic, and TRAZER offers 

technology that can track injury, specifically concussion, progress to ensure that 

athletes will return safely and healthily to their sports. There are also millions of 

athletes in the United States and world. Ranging from young to old, this is a huge 

target market that TRAZER can capitalize on if the company can get its message 

and benefits to be more well-known. Targeting the elderly would greatly benefit 

TRAZER. This is because many elderly people are more prone to injuries. The 

technology that TRAZER offers would allow elderly people to track their healing 

progress, and to make sure that they are healthy. TRAZER’s care and personal 

interactions would be truly beneficial and appreciated by elderly people. It would 

also help ease the minds of concerned family members because they will know 

that their loved ones are in good hands that will track and aid in their recovery. 

The last target audience includes people who were injured at their job, including 

those who serve in the military. Companies would benefit greatly by purchasing 

and using TRAZER technology. They would be able to track their users injuries 
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to make sure that they are safe and healthy and return to the job at the most 

appropriate time. The military could also use the technology to make sure men 

and women who are injured are receiving the best help and that their progress is 

being tracked appropriately. This would benefit TRAZER by expanding its target 

audience and helping a wider variety of people. Because of this wide variety of 

the audience that TRAZER caters to, our social media strategy would be more 

focused on issues that are more broad but relevant to all three groups of 

mentioned above. 

2. Current SM Activity: 

a. TRAZER currently uses social media to post about their product. They use it 

because as social media is the new trend, they want their customers to catch on 

that TRAZER is trendy. They regularly post on Twitter, Facebook, Instagram, 

LinkedIn, and YouTube. Their website is also up-to-date with current blogs and 

posts.  

b. Platforms used by TRAZER: 
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i. Twitter:  https://twitter.com/poweredbytrazer 

1.  

 

 

 

 

 

 

 

 

 

 

2. Their Twitter is updated 3-5 times a day with tweets regarding 

what TRAZER does. Tweets are posted anywhere from 9am to 

6pm, which is the normal work day. On average, not many people 

like/favorite their posts. The people who follow TRAZER have 

interests in sports, concussion management, injury prevention and 

more. They have 477 followers 



 10 

ii. Facebook: https://www.facebook.com/PoweredByTRAZER/ 

1.  

 

 

 

 

 

 

 

 

 

 

2. Their Facebook updated 2-4 times a week, posts are lengthy and 

full of interesting posts about TRAZER and similar topics to 

TRAZER such as senior health, concussions, injury prevention tips 

and more. This is updated/posted on in the afternoon hours, 

anywhere from 12pm-4pm. On average, TRAZER gets 4-8 likes 

per post. The people that follow TRAZER seem to be in the 

Cleveland area. They are liked by 508 people. 
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iii. Instagram: https://www.instagram.com/poweredbytrazer/ 

1.  

 

 

 

 

 

 

 

 

 

2. Their Instagram has pictures or videos are posted 2-4 times a week. 

They are full of people playing the TRAZER, understanding the 

TRAZER game, and of events TRAZER is at. They get anywhere 

from 9-40 likes on a picture. The followers of TRAZER on 

Instagram seem to share a passion for health and wellness. They 

usually post in the afternoon. They have 187 followers. 
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iv. LinkedIn: https://www.linkedin.com/company/trazer/ 

1.  

 

 

 

 

 

 

 

 

2. Their LinkedIn and Facebook have very similar posts. These posts 

are articles, pictures and videos of what TRAZER is and similar 

topics to TRAZER. They are programed to be posted at the same 

time. These followers are those who are interested and familiar 

with the TRAZER product. They are more of a business following. 

They get anywhere from 2-15 likes on a picture. They post usually 

in the afternoon. They have 247 followers 
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v. YouTube: https://www.youtube.com/user/Traq3Ddotcom 

1.  

 

 

 

 

 

 

 

 

 

 

2. TRAZER only has 29 subscribers but has a lot of views because 

they avidly post their links to their other social medias. These 

videos include instructional videos and videos of famous and well-

known teams using TRAZER. 

c. The branding is consistent across the different platforms. They use the same 

logos, same lingo as well as post similar posts and articles on each of the sites.  

3. Competitors SM Activity:  

a. Two Main Competitors to TRAZER 

i. Fusionetics- “Fusionetics is a Performance Health System that integrates 

sports science, clinical application and cutting-edge technology to deliver 

efficient and effective solutions focused on decreasing injury, optimizing 
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performance, and enhancing recovery.” Fusionetics is a competitor of 

TRAZER because they both offer similar services when it comes to 

recovery from sports or athletic injuries. Similar to TRAZER, Fusionetics 

has a wide target audience including athletes and hospital patients. 

http://www.fusionetics.com/  

ii. ImPACT-ImPACT is a computerized concussion management tool that is 

utilized by schools, colleges, clinical centers and military units. They are a 

competitor to TRAZER because TRAZER also has technology that 

diagnoses and helps with recovery from concussions. 

https://www.impacttest.com/   

b. Competitors Platforms: 

i. Fusionetics: 

1. Twitter: https://twitter.com/fusionetics 

a.  

b. Tweets 1-2 times a day 
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c. Most tweets are posted between 11 am and 2 pm, but there 

are some sporadic posts in the late afternoon and even late 

at night.  

d. 9,284 followers 

e. 1,828 likes 

f. Tweets posted within the last month have an average of 

three likes 

2. Facebook: https://www.facebook.com/fusionetics 

a.  

b. Posts once a day 

c. Only consistent posting time is either 10:30 am or 10 pm, 

but most posts are sporadic when it comes to time 

d. 2,086 followers 

e. 2,104 likes 

f. Posts within the last month have an average of 2.5 likes 
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3. LinkedIn: https://www.linkedin.com/company/fusionetics/  

a.  

b. Posts once a day 

c. Unable to see exact time of posts 

d. 948 followers 

e. N/A 

f. Posts within the last month have an average of 2 likes 

4. Instagram: https://www.instagram.com/fusionetics/  

a. Posts once a week 

b. Unable to see exact time of posts 

c. 938 followers 

d. N/A 

e. Posts within the last month average 33 likes 

5. YouTube:https://www.youtube.com/channel/UCYc9SuROiMxHy

QKOl-Bq8dw/videos  
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a. Last upload was 9 months ago, before they stopped they 

were uploading videos once a week.  

b. Unable to see exact time of posts 

c. 275 subscribers 

d. N/A 

e. Most recent uploads have an average of 3 likes 

6. Notes about content: Fusionetics has identical posts across their 

Facebook, Twitter, and LinkedIn accounts. The only social media 

account that diversifies content is their Instagram account. It 

appears that they haven’t used their YouTube channel in 9 months. 

Screenshots of identical content found below.  

ii. ImPACT 

1. Twitter: https://twitter.com/impacttest 

a.  

 

 

 

 

b. Tweets 4-8 times a day  
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c. Tweets are posted sporadically throughout the day 

d. 2,020 followers 

e. 1,271 likes 

f. Tweets within the last month have an average of less than 

one like 

2. Facebook: https://www.facebook.com/ImPACT.Applications  

a. Posts 2-3 times a day 

b. No consistent posting time 

c. 4,033 followers 

d. 4,054 likes 

e. Posts within the last month average one like 

3. LinkedIn: https://www.linkedin.com/company/impact-

applications-inc-/  

a. Posts 2-4 times a day 

b. Unable to see exact time of posts 

c. 571 followers 

d. N/A 

e. Posts within the last month average less than one like 

4. YouTube: https://www.youtube.com/user/ImPACTTest 

a. Posts 1-2 times a week 

b. Unable to see exact time of posts 

c. 93 subscribers 

d. N/A 
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e. Uploads within the last month average zero likes 

5. Notes about content: Like Fusionetics, many of ImPACT’s post are 

identical across multiple platforms. They also tend to reuse photos 

which may be confusing to the followers that think they have 

already seen this content before. Screenshots of repeat posts can be  

4. Engagement: 

a. TRAZER engages with their stakeholders by posting often on their multiple social 

media accounts. However, their posts do not receive many comments, likes, 

retweets on their posts which does not allow TRAZER to engage with its 

stakeholders upfront, such as asking questions and having a unique voice, as 

much as it could. 

b. Engagement on social media, according to us, can be any way to measure and 

evaluate how audiences and stakeholders are involving themselves with the 

content posted by an organization. It can be measured through comments, likes, 

retweets, etc. For TRAZER, engagement can be shown through how often they 

are posting. They post multiple times a week to show what they must offer but do 

little to invite stakeholders to comment, like, retweet, etc. Appropriate 

engagement for TRAZER would be continuing to post often but to be more 

inviting to allow their stakeholders to like, comment, and follow them.� 

c. Overall, TRAZER does not receive much engagement from its stakeholders but 

continues to post very often.� 

d. Posts that got highest engagement in the past week or month: 

i. Facebook: 
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1. A post on January 30th, 2018 that involved a TRAZER employee 

explaining what the technology does to a client received 4 likes.  

ii. Twitter: 

1. In the past month, no tweet received more than one retweet and 

two favorites.  

iii. Instagram: 

1. A picture posted on February 5th, shows the company present at the 

Big Sky Athletic Training & Sports Medicine Conference in Big 

Sky, MT received 11 likes.  

iv. LinkedIn: 

1. A photo posted two weeks ago of TRAZER working with the 

United States Military Academy received seven likes. 

v. YouTube:  

1. The most recent video was posted two weeks ago and was a 

TRAZER presentation at Lifetime Fitness at Sky Pentation which 

received 37 views. 

e. The posts that received the highest engagements were photos or videos.� 

5. SM voice: � 

a. Character/Persona - CEO (Steve Jobs), Athletic coaches  

b. Tone - Authoritative, knowledgeable, informative 

c. Language - simple yet specific to the different target audiences. 

d. Purpose - Engage, educate, and help current/future patients 

6. Listening and monitoring:  
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a. TRAZER currently doesn’t have many social media listening tools in place. They 

use Hootsuite to plan posts on social media, but don’t use it to understand the 

engagement per post.  

b. They chose Hootsuite because it was a free tool that their President, Barry French, 

knew about and had previous experience with it.  

c. Since they don’t already have social media tools other than Hootsuite, their 

listening strategy is just listening and monitoring the posts that TRAZER is 

tagged in. Their strategy isn't engaging as they aren’t looking at the full picture of 

what is said on each social media platform. We suggest that they use the 

Hootsuite to monitor their posts as planning them in advance. 

7. SM Budget: 

a. Yes 

i. There is a social media budget that was once created recently, but it was 

never fully put into play/used. Another aspect of their budget is the salary 

the social media intern receives. The intern received ten dollars an hour 

for 35-40 hours a week during the summer and 5,010 during the school 

year. This is a budget because it is a set amount of money that TRAZER 

puts into their social media.  

8. SM Support:� 

a. Yes: � 

i. They have hired a social media intern to take over the social media 

accounts existing. The intern continues to post on the several social media 

platforms. 
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9. SM Policy: 

a. None 

10. Implications:  

 The target market can be broken up into three segments: athletes, the elderly, and 

people who were injured at their job, including those in the military. This offers 

TRAZER a wide group of consumers that will continue to grow and expand, which will 

give them significant profits. TRAZER regularly uses social media to post about their 

product so that their customers know that they are up-to-date and trendy. The branding is 

consistent across the different platforms, as they use the same logos, same lingo as well 

as post similar posts and articles on each of the sites. TRAZER’s competitors’ social 

media is not as well managed or utilized as often as TRAZER utilizes its social media. 

TRAZER engages with its stakeholders by posting often on their multiple social media 

accounts, but the posts do not receive much engagement.  

 The current social media is a good foundation for TRAZER. As explained in the 

audit, TRAZER posts around 2-3 times per week per social media platform. These posts 

do not receive much engagement. The current social media seems to foster some 

awareness, since the follower count averages to about 500 per platform, but there is still a 

lot of room for growth. The more TRAZER posts and utilizes its social media, the more 

its engagement and awareness will increase, as these posts explain the TRAZER 

technology and the benefits that TRAZER must offer, as displayed in the pictures in this 

audit. By using the staff and resources that TRAZER has recently invested in to its full 

advantage, the company will begin seeing growth and success in their goals.  

 Our client’s social media efforts are a lot more structured and targeted than those 
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of our competitors. For example, TRAZER has specific times during the day that they post 

on social media, whereas ImPACT posts social media very sporadically. As a result, we 

can see that TRAZER’s more structured and consistent posting times have led to more 

likes and engagement. TRAZER doesn’t have as many followers compared to their 

competitors, ImPACT and Fusionetics. They seem to post as much as TRAZER does, but 

still have more followers. TRAZER does not seem to engage with their stakeholders as 

much as they could but the companies do post extremely often which is good. 

 Although TRAZER does not currently have a formal social media strategy, the 

client’s current social media has a great foundation. It includes multiple social media 

outlets, such as Instagram and Facebook. Our client also has Hootsuite in place, which 

will be great once TRAZER expands its social media usage. TRAZER also has a social 

media intern who is working on expanding its content across all their different social 

media platforms. As stated previously, TRAZER does not currently have a formal social 

media plan, but its overall goal is to expand its current audience to promote awareness 

and understanding of what the company must offer.  

 Based off the current social media audit, TRAZER needs to create a stronger 

presence on social media. The company already has great resources in place, such as a 

social media intern and Hootsuite to track progress. TRAZER’s goals to increase 

engagement in the form of likes, follows, and more user comments on such as Instagram, 

Facebook and YouTube, and to increase awareness for the TRAZER technology can be 

successfully completed. TRAZER simply needs to define a clearer strategy and to 

implement all its resources that it currently has in order to accomplish its main goals.  

 



 24 

Research Report 

1. Survey: 

a. Questionnaire: 

i. Q1: What social media platform do you use most often? Check all that 

apply 

1. Twitter (1) 

Facebook (2) 

Instagram (3) 

Other (Please specify) (4) 

ii. Q2: Social media engagement is defined as liking, commenting, or sharing 

content. How often would you say you engage with content from different 

organizations on social media?  

1. Never (1) 

Sometimes (2) 

About half the time (3) 

Most of the time (4) 

Always (5) 

iii. Q3: How many hours, on average, do you spend on social media each 

day? 

1. 0-1 (1) 

2-3 (2) 

4-5 (3) 

6-7 (4) 
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8 or more (5) 

iv. Q4: What time of day do you normally use social media? 

1. Morning (1) 

Midday (2) 

Evening (3) 

Night (4) 

v. Q5: Which of the following companies have you heard of? Check all that 

apply 

1. ImPACT (1) 

Fusionetics (2) 

TRAZER (3) 

vi. Q6: Do you follow any of these companies on social media? If so which 

ones? Check all that apply 

1. ImPACT (1) 

Fusionetics (2) 

TRAZER (3) 

vii. Q7: What type of content do you like to see on TRAZER's social media? 

1. Informational text posts with pictures (1) 

Informational videos (2) 

Other (please specify) (3)  

viii. Q8: What type of content do you like to see on social media? 

1. Testimonial videos (1) 

Text posts (2) 
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Text posts with pictures (3) 

Other (please specify) (4) 

ix. Q9: How effective do you find testimonial videos? 

1. Extremely effective (1) 

Very effective (2) 

Moderately effective (3) 

Slightly effective (4) 

Not effective at all (5) 

x. Q10: Have you played any sports in your life? 

1. Yes (1) 

No (2) 

xi. Q11: Have you ever served in the military? 

1. Yes (1) 

No (2) 

xii. Q12: What is your age? 

xiii. Q13: What is your gender? 

1. Male (1) 

Female (2) 

Other (3) 

b. Survey Link: https://ohio.qualtrics.com/jfe/form/SV_bIrEmrnQX0x9c7X 

c. 13 total questions 

d. 90 participants 

e. February 15 -February 27, 2018 
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2. Findings 

a. Q1: What social media platform do you use most often? Check all that apply 

i. Graph: 

 

 

ii. Frequency: Twitter 22%, Facebook 21%, Instagram 41%, Other 13%  

iii. We received 92 responses from this question. Based on the statistics it 

appears that Instagram is the most favored platform. Some of the other 

responses included Snapchat, LinkedIN and Reddit.  

b. Q2: Social media engagement is defined as liking, commenting, or sharing 

content. How often would you say you engage with content from different 

organizations on social media?  

i. Graph: 
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ii. Frequency: Never 3%, Sometimes 35%, About half the time 32%, Most of 

the time 18%, Always 12% 

iii. We received 92 responses from this question. Based on this frequency, we 

understand that 35% of participants engage with the posts on their 

timelines and news feeds only ‘sometimes’ while 32% of participants 

engage with posts ‘about half of the time.’    

c. Q3: How many hours, on average, do you spend on social media each day? 

i. Graph: 
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ii. Frequency: 0-1 hours 21%, 2-3 hours 42%, 4-5 hours 29%, 6-7 hours 4%, 

8 or more hours 2%  

iii. We received 92 responses from this question. Based on this frequency we 

understand that most people spend 2 or more hours using social media 

each day.      

d. Q4: What time of day do you normally use social media? 

i. Graph: 

          

ii. Frequency: Morning 19%, Midday 13%, Evening 34%, Night 34% 

iii. We received 143 responses from this question. Based on this frequency, 

we understand that our users check their social media in the evening and at 

night more often than during the day or morning.   

e. Q5: Which of the following companies have you heard of? Check all that apply 
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i. Graph: 

 

ii. Frequency: ImPACT 70%, Fusionetics 11%, TRAZER 17% 

iii. We received 17 responses from this question. Based on this frequency, we 

understand that a very limited number of people are aware of the 

company.   

f. Q6: Do you follow any of these companies on social media? If so which ones? 

Check all that apply 

i. Graph: 

 

 

ii. Frequency: 50% ImPACT, 50% Fusionetics, 0% TRAZER 
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iii. We received 2 responses from this question. Based on this frequency, we 

understand that out of the two people that answered this question, neither 

of them follow TRAZER on social media. 

g. Q7: What type of content do you like to see on TRAZER's social media? 

i. Graph: 

 

ii. Frequency: No data was collected because in order to answer this question 

participants had to follow TRAZER on social media and no one who took 

the survey follow  

h. Q8: What type of content do you like to see on social media? 

i. Graph: 

 

ii. Frequency: Testimonial videos 8%, Text posts 10%, Text posts with 

pictures 75%, Other 5% 
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iii. Based on this frequency, we understand that 75% of people like to see text 

posts with pictures on social media. There was no theme in the open ended 

answer, of the five people who selected it all of their answers were 

different. 

i. Q9: How effective do you find testimonial videos? 

i. Graph: 

 

ii. Frequency: Extremely effective 2%, Very effective 15%, Moderately 

effective 44%, Slightly effective 34%, Not effective at all 5%    

iii. We received 86 responses from this question. Based on this frequency, we 

understand that testimonial videos are moderately effective to our 

audience.  

j. Q10: Have you played any sports in your life? 

i. Graph: 
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ii. Frequency: Yes 91%, No 9% 

iii. We received 86 responses from this question. Based on this frequency, we 

understand that 91% of people have played a sport in their life. 

k. Q11: Have you ever served in the military? 

i. Graph: 

 

 

ii. Frequency: Yes 1%, No 99% 

iii. We received 86 responses from this question. Based on this frequency, we 

understand that 99% of our participants have served in the military. 

l. Q12: What is your age? 

i. The average age of survey participants was 25. The minimum age was 18 

and the maximum age was 72. 
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m. Q13: What is your gender? 

i. Graph: 

 

ii. Frequency: Male 20%, Female 79%, Other 1% 

iii. We received 86 responses from this question. Based on this frequency, we 

understand that most people who took this survey was a female.  

3. Key Takeaways and Insights: 

a. The average person is not aware of TRAZER.  

i. Based off of our survey results we understand that a very limited number 

of people are aware of the company. Participants were asked about 

TRAZER and its competitors and of the 17 participants that answered that 

question only 17 percent said they had heard of TRAZER. In addition, 

when asked if they followed TRAZER on social media, of the two 

participants who answered both indicated that they did not follow 

TRAZER.  

b. People significantly use social media platforms during the evening/night.  
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i. Based off of our survey results we understand that 68 percent of 

participants indicated that they use social media platforms during the 

evening and nighttime hours.  

c. Instagram is currently the most used social media platform.  

i. Based off of our survey results, the respondents used Instagram at a 41% 

frequency. Based on these statistics it appears that Instagram is the most 

favored platform as compared to other social media platforms such as 

Facebook and Twitter. TRAZER should focus on its Instagram posts, 

which will be discussed further in the implications section.  

d. People were more aware of TRAZER’s competitors than TRAZER itself.  

i. When asked which companies they have heard of, respondents chose 

ImPACT at a 70% frequency and TRAZER at an 17% frequency. This 

shows that people are significantly more aware of TRAZER’s main 

competitor than TRAZER itself, which will be discussed further in the 

implications section. Overall, a very limited number of people are aware 

of TRAZER. 

e. People enjoy text posts with pictures most significantly when it comes to social 

media content.  

i. From the data collected, we learned that text posts with pictures received 

75% of the votes while text posts, testimonial videos received the rest of 

the votes. To increase the engagement on social media, TRAZER should 

post more pictures with text boxes. 

4. Implications: 
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a. Based on our survey findings, TRAZER should increase content on Instagram. It 

should look into getting a Snapchat following in order to connect better with 

consumers. It should continue to post content on Twitter and Facebook as well in 

order to have a wider range of followers/engagement. TRAZER should post on its 

social media during the evening/later hours of the day since people typically look 

at social media at night based off of our findings.  

b. Most people who took the survey are aware of ImPACT but not TRAZER. It is 

crucial for TRAZER to increase its awareness, especially since people are aware 

of its main competitor and have little to no awareness about TRAZER itself. 

TRAZER should also work on increasing its following on social media platforms. 

The majority of people who took this survey followed TRAZER’s competitors on 

social media but not TRAZER. This shows that people are willing to follow 

companies with similar products/services as TRAZER on social media, therefore 

TRAZER should increase its awareness in order to increase its followers. 

TRAZER could even style some of its content off of its competitors’ social media 

platforms in order to get a solid foundation on its various social media platforms.  

c. Of those who took the survey, no one had a preference or awareness of the 

content that TRAZER posts on its social media. This means that TRAZER needs 

to create more meaningful content that is more intriguing than its competitors in 

order to attract a larger audience. The majority of respondents enjoy seeing text 

posts with pictures on their social media platforms. TRAZER should increase the 

use of this format in order to attract and attain a larger audience. When it comes to 

testimonial videos, people found them to be moderately effective. TRAZER 
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should definitely produce a sample of testimonial videos and see how they are 

received by its audience, but it should still put a heavy emphasis on text posts 

with pictures.  
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SMART Goals and Strategies 

1. Increase engagement in the form of likes, follows, and more user comments on such as 

Instagram, Facebook and YouTube than the previous year by 10% beginning May 1st. 

a. The company already has a good base when it comes to followers and content, but 

it has the ability to increase engagement since the social media platforms are so 

new to the company. Our client wants to increase engagement for TRAZER and 

the technology/value it offer, and the company wants to do this through its social 

media outlets that already exist. Therefore this SMART goal will help increase 

engagement due to working to increase likes, followers, and comments on their 

social media platforms.  

i. Strategy #1: Make more engaging posts. 

1. Current posts on social media are dry and boring and don’t receive 

a lot of engagement. The posts should be more fun, for example 

pinning a cool video explaining what TRAZER does. If you can 

make the technology interesting and easy to understand, it will 

help with engagement.  

ii. Strategy #2: Reply and reach out more to potential consumers on various 

social platforms.  

1. Other brands and companies currently do this, and they have good 

engagement on social media. This tactic works because when you 

engage directly with your audience and costumers it can increase 

their positive association with the brand. Replying to current 

customers will help retain their loyalty and engagement. However, 
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we will have to talk with the client and decide how often we would 

be replying to customers and what criteria might make us reply.  

2. Increase awareness for the TRAZER technology by posting/sharing testimonies and 

personal success stories from current patients and clients once a week on Facebook 

beginning May 1st. 

a. Our client wants to create greater awareness for the technology and the value it 

offers, therefore this SMART goal will help to increase awareness for the 

technology on Facebook by showcasing individuals and personal stories that 

people can relate to.  

i. Strategy #1: Get the patients to create their own personal story  

1. We think that personal stories will go farther than scientific 

explanation of the service. When you see the emotional side of the 

story or see someone who is like you, using this service, you’re 

more likely to be open to using the service. It also lets you see the 

human side of the company and why they do what they do. When 

creating these videos, focus more on the patient’s experience and 

don’t push the product/service too much. 

ii. Strategy #2: Get the patients to share about their testimony on their own 

social media.  

1. Once these stories are created, we would want them to share on 

their own social media so they spread the awareness to their 

followers who might not currently know about the company and 

service. Then TRAZER can also retweet or re-share these posts on 
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its own social media as an incentive. The more ways these stories 

are shared, the more awareness and knowledge about the brand 

will spread.  
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Keyword Analysis 

Keyword Recommendations: 

1. Explain the step by step process undertaken to conduct keyword analysis. 

a. Search keyword planner tool in google.  

b. Login to Google AdWords using your google username. 

c. Get into your customer’s shoes and use your imagination. 

d. Think of words that relate to your company and its products and services. 

e. Try both general and specific keywords. 

f. Once you find the terms, see which ones rank highest. 

g. Look for ideal opportunities: low competition, high search volume, and relevance. 

h. Choose the best keywords and implement them into your content. 

2. 10 most useful keywords. 

a. Concussion treatment 

b. Traumatic brain injury 

c. Latest technology news 

d. Concussion return to play 

e. Concussion in sports 

f. Sports injury treatment 

g. Advanced training and rehab 

h. Brain injury symptoms 

i. Concussion test 

j. Exercises to improve balance 

3. Explain the rationale behind choosing these (e.g. high average search and low 
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competition). 

a. We chose these keywords based on the fact that each keyword had an average 

search of 1k or higher and in addition each keyword had a low competition.  

4. Explain why an organization should incorporate keywords into content. 

a. Our company TRAZER, should incorporate these keywords into its content 

because people are already searching for these terms using these words. If 

TRAZER adds these keywords into its content, it has a higher chance of 

appearing at the top of a Google search page and as a result will gain more clients 

and awareness. 
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Content Creation 

1. Goal 1: Increase awareness for the TRAZER technology by posting/sharing testimonies 

and personal success stories from current patients and clients once a week on Facebook 

beginning May 1st. 

a. Strategy 1: Make more engaging posts. 

i. Content Bucket #1: Make engaging videos about TRAZER. 

1. 3 content ideas: 

a. Video about TRAZER technology (explains how to use 

it/what it does). 

b. Video about TRAZER’s current clients (explains how 

TRAZER has helped them through their recovery). 

c. Video about TRAZER’s employees (shows TRAZER’s 

environment and gives the technology and humane/caring 

feeling). 

i. Example content per recommended platform: 

1. Instagram: 30-second video of different 

clients saying how TRAZER has changed 

their lives. 
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2. Facebook: 2-minute video explaining how 

TRAZER’s technology works. 

 

 

3. Twitter: 1-minute video introducing 

TRAZER’s employees (“behind the scenes 

look” into the company). 
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ii. Content Bucket #2: Picture-based posts.  

1. 3 content ideas: 

a. Infographics about how the technology works. 

b. Images of technology being used. 

c. Images of employees with a brief description underneath in 

order to put a face behind the technology. 

i. Example content per recommended platform: 

1. Facebook: Visit places where the clients use 

the technology and take pictures of them 

using it 
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2. Twitter: Design an infographic that explains 

how the technology works in an easy to 

understand way 
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3. Instagram: Feature one employee each 

week, taking their picture and talking about 

what they do for TRAZER 

 

 

 

 

 

 

 

2. Goal 2: Increase engagement in the form of likes, follows, and more user comments on 

such as Instagram, Facebook and YouTube than the previous year by 10% beginning 

May 1st. 

a. Strategy 1: Reply to people and reach out more to potential consumers online and 

understand and think about who we should respond to. 

i. Content Bucket #1: Do a live stream once a week on TRAZER’s social 

media platforms. 

1. 3 content ideas: 

a. Hold a live Q&A for all things related to TRAZER. 

b. Hold a livestream of people using/demonstrating the 

technology. 

c. Hold live stream interview of one of the patients who uses 

the technology and has been successfully rehabilitated. 
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More of a back story/sit down interview about the person 

and not the technology.  

i. Example content per recommended platform: 

1. Instagram: Use Instagram Live to connect 

with followers where TRAZER can explain 

their product and conduct demos on screen. 

2. Facebook: Use Facebook Live to share 

important updates with the technology. 
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3. Twitter: Use Twitter to post about the live 

streams on other platforms to allow 

followers to connect with TRAZER on 

Facebook and Instagram and learn about 

updates to tune  

into. 

 

ii. Content Bucket #2:  

1. 3 content ideas: TRAZER Shout-outs. 

a. Positive text posts on Twitter, tagging clients and 

employees. 

b. Employee of the month from different locations/clients. 

c. Hosting weekly chats on Twitter/Facebook. 

i. Example content per recommended platform: 

1. Instagram: Shoutout new customers and 

share how they use TRAZER 
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2. Facebook: Share what well known 

customers are doing and how they are using 

TRAZER to benefit their practice 

 

 

3. Twitter: Feature employee of the month and 

why they were named Employee of the 

month (should align with TRAZER’s 

mission statement) 
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Social Media Policy and Guidelines 

1. Create consistent and similar social media handles (@PoweredbyTRAZER) for each 

social platform. 

2. Personal and professional accounts should be kept separate. If you post about TRAZER 

on your personal account, know that any other posts will be a reflection of yourself and 

the company.  

3. Don’t post pictures or stories of patients without their written consent.  

4. Be accountable for what is posted on TRAZER social media accounts. 

5. If you are going to use content that is not produced by TRAZER, get prior approval and 

assure that you have the rights to the content before using it.  

6. Be responsible and transparent when posting on personal or professional accounts.  

7. Do not send friend-requests to clients on your personal social media accounts.  

8. Keep TRAZER’s mission and core values in mind when posting to social media. If the 

post wouldn’t align with those values you should not post it.  

9. If a TRAZER social media account makes a mistake in a post, be transparent and 

authentic when correcting said post.  

10. If an issue arises that isn’t covered in the above policy, use your best judgement and/or 

check with a supervisor to appropriately handle the situation.  

11. Update and revise the policy regularly.  
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Social Media Proposed Budget 

• Student Worker’s Full-time Monthly Salary: $1,600 

• Student Worker’s Part-time Monthly Salary: $160 

• Monthly Allotment for Contests and Promotions: $50.00 

• 1-2 Interns to work (if you need extra help): $0.00 

• Total Monthly Allotted Funds: $1,810 


