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What is Social Media?



Websites and applications 
that enable users to 
create and share content 
or to engage in social 
networking



Why should I use Social Media?







UK



Planning ahead
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SOME EXAMPLES

Generate traffic? – measure unique visitors where your campaigns sit

Create a following? – measure subscribers & followers

Generate engagement? – measure quantity & type of commentary

Generate revenue and convert leads? – pound value of every lead generated





Who are your target audiences?
What do you want them to 
know?
How much resource can you 
justify?



Which platform?





CONSIDERATIONS
How much time can you justify?

What do you want from your time on social?

How visual is your product or service?

Are you B2B or B2C?

Should you consider more than one platform for different purposes?

What do your audience look like? 





● No character limit
● Very visual
● Users don’t tend to be 

in the ‘purchase’ 
mindset

● Great targeting 
functionalities

● Low organic reach
● ‘Groups’



● 240 character limit
● Less visual, lower 

barriers to entry
● Much more 

news-focused, and 
things move very 
quickly

● Better organic reach, 
especially through 
‘hashtags’ and 
‘Trending’



● Very visual
● Shop functionality
● Overlap with 

influencers & brand 
ambassadors

● ‘Stories’
● Great targeting 

functionalities
● Low organic reach - 

limited use of 
‘Discover’



● No character limit
● Very professional
● Quite a different 

mindset to other 
platforms

● Good organic reach
● ‘Groups’



… something else?



Build relationships





CONSIDERATIONS
Especially with social advertising, relationships can become transactional and 
one-sided

What kind of content offers value beyond the initial purchase or donation?

How can you build up a digital community of engaged people?

Where possible, ‘Groups’



Compelling visuals









“We know that 65% 
of people who 
watch the first 
three seconds of a 
video will watch for 
at least ten seconds 
and 45% continue 
watching for thirty 
seconds.”



CONSIDERATIONS
Clear, high quality imagery

Owned where possible, credited where not

User-generated content and imagery

ROI - is it really worth investing in videos and animations?

2--second audition

Brand colours & imagery 



Quality over quantity





GUIDELINES & TONE OF VOICE
What topics will you talk about, and which will you avoid?

How will you use hashtags or Trending events, if at all?

Does your brand voice use emojis?

How many sentences will you stick to?

How do you sound on each platform?

Does someone need to sign off your posts?

Don’t post for the sake of it!



WHAT SHOULD I SAY?

Be interesting
Be expert
Be relevant
Be original and stimulating
Create an evolving narrative through your content and activity 



Reply to all brand mentions



GUIDELINES
Who is monitoring and responding to comments?

Respond within an hour

Have a plan - for good or bad 

Draft responses

Track everything

Be friendly & personable



Schedule content



SCHEDULING
Free up time for other things

Make use of free tools first

Plan 30 days in advance if possible

Allocate a time to write and schedule posts each week

Split the workload out between a team

Plan forward-looking content - and see where you have shortages!

Look out for key events and awareness days





Track & refine performance
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WHAT TO INCLUDE
Depends on your goals, but some ideas:

● Number of posts
● Net followers gain or loss
● Number of likes
● Post reach
● Number of comments
● Number of shares
● Number of page/profile views
● Number of clicks on post links
● Number of clicks on the link in your bio
● Number of story views
● Number of video views
● Top performing post(s)



FACEBOOK INSIGHTS



TWITTER ANALYTICS



TWITTER ANALYTICS



INSTAGRAM INSIGHTS



What’s the context?
Add analysis
How do you action this?



Advertising



Thank you.
rachel.besenyei@gmail.com
@rachelbesenyei


