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HeLa Ventures: 
Social Media Plan



Introduction
HeLa Ventures has three social media accounts, two of which (Instagram and 
Facebook), have a decent following (around 1.5K followers). However, I believe that 
these accounts, along with their YouTube channel, could be used more effectively to 
promote HeLa Ventures and appeal to the target audience. Making the content on the 
Facebook and Instagram pages more personalized and less just about the adventure 
part of HeLa could greatly benefit the company. This would showcase HeLa’s 
dedication to more than just outdoor adventure. The YouTube channel could also pose 
as a great asset due to the excitement of HeLa’s MAS and promotional videos. The 
following social media plan outlines social media audits of HeLa’s current presence as 
well as the social media presence of their biggest competitors. A posting schedule is 
outlined, as well as other general rules for any posts made on the social media 
platforms. Audience and troll/hate engagement policies are outlined, and last, but not 
least, some SMART goals are outlined for HeLa Ventures’ overall social media 
marketing plan. Implementing these changes and staying dedicated to these 
additions will likely bring in new followers and subscribers, therefore increasing 
HeLa’s overall reach and opportunity for advertisement and promotion. 
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Social Media Audit 

HeLa Uses 3 Main Platforms: 
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Instagram
Handle: @helaventures

Mission Statement: Share videos and pictures, 
announcements, job postings, everything 
promotional and hit the most influential target 
audience in the most effective way 

Numbers & Engagement: 1.1K followers, 
Following 225, 248 posts, 100-250 likes on 
exciting content, 30-80 likes on job postings, 
text posts, Between 250 and 500 views on 
videos 

Audience Demographic: Alberta high school 
students that would come to camp in school 
groups and for MAS sessions



Handle: HeLa Ventures

Mission Statement: Share information, pictures, 
& videos about the camp while the kids are at 
camp, helps parents to feel like their kids are 
safe, reassured about what their kids are 
doing, keeps the camp continuously 
accountable 

Numbers & Engagement: Typically 5-25 
reactions per post, usually around 10 
1.5K likes on the page 
1.5K followers on the page 

Audience Demographic: parents and teachers 
of the students… maybe some students 
themselves 
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Facebook



Handle: HeLa Ventures

Mission Statement: Share videos, both 
promotional and otherwise, to showcase the 
excitement and safety of the outdoor 
adventure activities at HeLa 

Numbers & Engagement: 14 subscribers, 945 
views on 2 year old video, 45 views on 1 
month old video, 3 likes at most, 1 dislike at 
most 

Audience Demographic: parents, teachers, 
students, potential clients, and potential 
employees 
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YouTube



“
Insights: Instagram seems to be HeLa’s top platform for social 

media engagement. Therefore, making the content more 
comprehensive and engaging for the audience could be of 
great use to HeLa. In order to strengthen HeLa’s Facebook, 
curating content that is aimed more specifically at the older 

demographic of parents and teachers would likely be effective. 
The HeLa Ventures YouTube channel is fairly weak but could 

be used as an intriguing portrayal of life at camp. 
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Posting Schedule/Content Calendar
Staff Sundays 
#staffsundays

Wipeout Wednesdays 
#wipeoutwednesdays

Scenic Saturdays
#scenicsaturdays

Start with Lana, then Brett 
and Annabelle, then senior 

staff, then guides, then kitchen 

During off season, use 
throwback photos and always 
try to mention which group it is 

pictured

Photos, and/or videos of the 
beautiful views that students 

will get to see at camp

Share their name and position, 
favorite activity to do at camp, 

and a fun fact

During the summer, try to keep 
these photos updated with each 

group that comes through 

Highlights the beauty that 
nature can provide

This will make the social 
media feel more personalized, 

and help the students feel 
more connected to the staff at 

camp

This will provide an opportunity 
to make people laugh and 

showcase the exciting river days 
that people will get to participate 

in at camp

The areas where HeLa’s 
program days take place are 

stunning. Why not show them 
off on the social media? 
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Informative/Promotional 

Create graphic designs that 
communicate the important information 
but that are also aesthetically appealing 
to the audience (try not to interrupt the 
beauty of the other posts too 
drastically) 

Keep other photo and video content 
between these posts, with at least a 2:1 
ratio of photo/video content to 
informative posts 

Extra Post Ideas

YouTube Videos

Post a YouTube video every second 
Friday 

Can be MAS videos, promotional 
videos, highlight reels, etc. 

Use the hashtags set out below as 
tags and make sure to promote on the 

other social media platforms to bring 
in more views. 
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Social Media Content Rules
At the end of each week
- review reach, likes, views, 
comments, reactions, etc. on 
each post 
- discuss & record what worked 
& what didn’t work as well 
- revisit and adjust strategy 
- ask for feedback from 
followers on Facebook & IG 
- SWOT analysis of each post 
(strengths, weaknesses, 
opportunities, and threats) 
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Cross-platform promotion
- with each post that is made, 
share & promote it across the 
other platforms in order to hit 
each of the audiences  
- use swipe up links on 
Instagram & Facebook to 
promote YouTube videos 

Hashtags to use with each 
post 
#helaventures 
#mountainadventureschool 
#gooutside #explorealberta 
#davidthompsoncountry 
#davidthompson #abrahamlake 
#northsaskatchewanriver 
#summerschool 
#youthadventurecamp #alberta 
#healthyliving #holisticlifestyle 
#clearwatercounty 
#paddlecanada #paddlealberta 
#canoeing



▪ Reply to/like comments on all posts
▪ Engage in contests & giveaways that 

encourage followers to repost/share HeLa 
content on Facebook & Instagram (win 
merch, etc.) 

▪ Make engaging Instagram & Facebook 
stories to get feedback from audience 
(polls, quizzes, outlines to fill in & repost)

23

Audience Engagement



TROLL/HATE POLICY
1. DON’T ANSWER OR REPLY, BUT ALSO DON’T DELETE

2. ONLY DELETE, BLOCK, OR REPORT, IF IT BECOMES AN 
ISSUE OF LEGALITY (HATE SPEECH, ETC.)  
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1. HELA PROVIDES AN OPPORTUNITY FOR STUDENTS TO LEARN IN A 
WHOLESOME, POSITIVE, OUTDOOR ENVIRONMENT 

2. HELA PROMOTES A HOLISTIC, HEALTHY OUTDOOR LIFESTYLE AND 
OFFERS EDUCATIONAL OPPORTUNITIES BOTH ON AN ACADEMIC 

SCALE AND ON A MORE REAL WORLD LEVEL

SOCIAL MEDIA MARKETING 
SMART GOALS 

BUSINESS OBJECTIVES: 

1. HELA PROVIDES AN OPPORTUNITY FOR STUDENTS TO LEARN IN A 
WHOLESOME, POSITIVE, OUTDOOR ENVIRONMENT 

2. HELA PROMOTES A HOLISTIC, HEALTHY OUTDOOR LIFESTYLE AND 
OFFERS EDUCATIONAL OPPORTUNITIES BOTH ON AN ACADEMIC 

SCALE AND ON A MORE REAL WORLD LEVEL
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SMART GOALS 
Use the social media 
platforms to portray 
HeLa’s dedication to 

the people, rather than 
just the outdoor 

adventure, by posting 
more about staff, 

students, and clients 
on the IG & FB pages. 

Create more of an 
aesthetic theme on the 
IG page by being more 

dedicated to the 
graphic design of 

informative posts and 
keeping at least a 2:1 
ratio of photo/video 

content to informative 
posts. 

Utilize the YouTube page 
more effectively by posting 
on it every second Friday 
(once every 2 weeks) to 
showcase the outdoor 

adventure aspects of the 
camp. Increase traffic by 
cross-platform promotion 

of these videos. 

Use the hashtags/tags on 
each post across all three 

platforms to bring in 
extra viewers and/or 
portray more brand 

consistency 

Measurement: every 
third post is more 

people oriented than 
activity oriented 

Measurement: at the 
very minimum, keep a 

2:1 ratio of photo/video 
content to informative 

posts. 
Measurement: see a 20 
like per post increase on 

informative text posts

Measurement: Post a new 
video to the HeLa channel 

every second Friday. 
Measurement: Gain 25 

subscribers after 2 months 
of this posting schedule. 
Measurement: 150 view 

increase per video. 

Measurement: See the FB 
& IG pages gain 200 

followers each after using 
these hashtags 

consistently for a month. 



Measuring Metrics
check consistently & use 
as reference 
1. Check reach on all posts 

(views, profile visits, etc.)
 

2. Check number of likes, 
comments, & reactions

3. Check IG direct 
messages & saved posts 
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Mountain 
Adventure
School 
Promotional 
Poster
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Information
Session
Night For 
Mountain 
Adventure
School
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Thank you
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