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1. Social Media Overview 

 

1.1 What is social media?  

 

“Social media” is used to describe the vast network of social 

interactions online. Through social networks, users can 

engage with each other in a variety of ways, including 

commentary, conversations and other user-generated 

interactions in a social context. Social media is born from the 

merger of social interaction and web-based technology. 

 

While it’s been around since the Internet got its start, social 

media has seen a spectacular rise in popularity, accessibility 

and utility beyond anything we could have expected when 

the ‘world wide web’ was formed. Publishing content is easier than ever, allowing for a “many-to-many” 

method of engagement (which differs greatly from past forms of media, revolving around “one-to-many” 

interactions). People are using social media on a massive scale for a variety of purposes, and doing so 

with ease.  

 

1.2 Social media as an amplifier 
 

Paul Gillin, author of “The New Influencers.” once noted, “conventional marketing wisdom long held that a 

dissatisfied customer tells ten people. But…in the new age of social media, he or she has the tools to tell 

ten million.” In other words, social media has the power to amplifier one’s thoughts, words and actions on 

a spectacular scale — be that for the benefit or detriment of companies, political candidates and 

societies. Whether it results in a net gain or loss for one’s reputation, social media has the undeniable 

ability to amplify the effects of what were once small-scale events.  

 

1.3 Why social media? 

 

Everyone has a target audience that they’re hoping to attract. Be it a business owner looking for 

customers, a consultant looking for clients or a political candidate looking for votes, most social media 

users have a target audience of some kind. While social media was once looked at as an option for 

acquiring a larger audience, it’s now looked to as a necessity to compete in the global marketplace. 

Companies ranging in size and scope, from sole proprietorships to multinational corporations, are using 

social media to sharpen their marketing efforts, and are developing innovative strategies to reach new 

consumer groups on a daily basis.  

 

1.4 Key social media statistics 
 

• There are 3.78 billion social media users worldwide (74% of online adults use social networking 

sites) 

• Users spend an average of 3 hours a day on social networks and messaging 
• 91% of all social media users access social platforms from mobile devices 
• YouTube reaches more U.S. adults ages 18-34 than any cable network 

• 55% of Americans 45-54 have a profile on a social networking site 
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2. The Eight Elements of a Successful Social Media Strategy 
 

While each platform has its own nuances and best 

practices, there are a number of tried and true 

tactics that lead to success across all social media 

outlets. The below list categorizes these tactics in 

the order that they should be followed, and should 

be used for every platform on which you choose to 

engage.  

 

a. Clarify and set your goals. 

 

b. Audit your current social media marketing 

efforts. 

 

c. Identify your ideal followers and develop 

personas.  

 

Background: Basic details of persona’s role, key information about the persona’s company, 

relevant background information like education and hobbies. 

 

Demographics: Age range, Gender, Income, Urbanicity (Is your persona urban, rural, suburban?). 

Keep in mind that different groups have different preferences/accessibility points for social media. 

As an example, 32% of whites prefer Pinterest, while the same can be said for only 12% of 

blacks. Meanwhile, 34% of Latinos like Instagram (as opposed to 21% of whites).  

 

d. Research Your Environment — identify 3-5 partners and peers to see which networks are used 

and which types of content are put out. 

 

e. Choose your social media channels and tactics. 

 

f. Create a content strategy and define your voice. 

 

g. Use analytics to track your progress: 

 

• Referral traffic from social: Google Analytics lets you dig deeper into numbers. 

 

• Click rates: The number of clicks that your posts receive. 

 

• Frequency: One of the best ways to get more clicks is to increase your posting 

frequency on all platforms. 

 

• Timing: To improve your click rate, timing is obviously very important. Be sure that posts 

are delivered with thoughtfulness, frequently, at the right time(s). 

 

    h.    Adjust your strategy as needed, based on results. 
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3. Social Media Best Practices 
 

3.1 Content=King, Integration=Key: While 

the ‘what’ and ‘how’ of your message is still more 

important than the ‘where,’ given that content is king, 

the integration of your messages is still a vital 

component of your social media strategy. One of the 

best things you can do for realizing success is to build 

an integrated communications strategy with 

complimentary content across multiple platforms.  

 

3.2 Tell stories: The most influential speakers tell 

memorable stories that evoke emotions. The most successful advertising campaigns use storytelling to 

make a lasting impact. The best media coverage is created by compelling stories, and the best use of 

social media for campaigns is telling stories. Campaigns can reinforce their themes by telling multiple 

stories that become your key message points, convey your real story and create the image you desire.  

 

3.3 Thou shalt do no harm with and on social media: Think before you tweet, like and post! 

Anything you say can and will be used against you in a Google search. 

 

3.4 Pay attention to video: 85% of adults visit YouTube once a month, compared to 76% for 

Facebook and 40% for Twitter. Don’t ignore what has become the most dominant form of content in social 

media. 

 

3.5 Think, then type: If you don’t say it, they can’t use it against you. But if you do say it, you better 

be prepared to defend it. Simply put, don’t post anything on social media that you’re not fully prepared to 

defend, and err on the side of caution in all circumstances.  

 

3.6 Play around: Social media is one of the most powerful tools for change in the 21st century, and 

while it’s important to strategize and plan effectively, it can also be an absolute blast. So have fun! 

 

3.7 Don’t be afraid to fail: Sometimes on social media you need to try things that are unsuccessful 

to learn more about your audience to realize greater success. 

 

3.8 Set measurable goals: Is your goal to build awareness? Increase engagement? Gain 

supporters? Know what your goals are to develop benchmarks to measure achievement.  

 

3.9 Brand your social media profiles: Does you profile have your logo and tagline? Do you 

include relevant imagery and branding? Are your pages speaking in your tone and voice? 

 

3.10 Follow your field: How are similar organizations and individuals using their social media 

platforms to communicate? Are they doing anything you can replicate? 

 

3.11 Be patient and stick with it: Social media is not like instant heat, it takes time for the 

temperature to warm and is based on growing over time. 
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3.12 Let analytics help guide you: Numbers can help tell an important story. From the most 

effective types of content to best times to post, analytics can guide you to identifying the most successful 

initiatives and efforts. 

 

3.13 Know your mission and purpose: Know the audience you’re trying to reach and design a 

communicable mission and purpose for each account. 

 

3.14 Follow back and interact: If you’ve got a healthy number of social media followers and 

you’re only following a handful back, that tells everyone that you’re not interested in what your community 

has to say. Follow back and interact. This will help grow your overall following and create goodwill within 

your community.  

 

3.15 Keep the social in social media: Social media is about building relationships, but often 

organizations sterilize their social media profiles and take the emotion out of their accounts. Emotion 

drives engagement and engagement will drive action, so make sure your social accounts stay social.  

 

3.16 Keep it short and simple: Studies show that Tweets containing less than 100 characters 

receive 17 percent higher engagement than longer Tweets. While Facebook and other networks may 

impose a character limit, a good rule of thumb is that shorter is almost always better!  

 

3.17 Don’t overshare: Focus on sharing items that are of value to your community and reflect your 

brand. Creating a content calendar can help you with this. 

 

3.18 Don’t always feel compelled to jump in: Much like oversharing, you don’t have to be a 

part of every conversation mentioning your organization. Sometimes it’s better to let your supporters, 

influencers and other members of your community interject on behalf of (or instead of) you. Determine 

what types of posts you want to respond to and which ones you want to sit out.  

 

3.19 Be as transparent as possible: Openness goes a long way in social media. It’s a big part of 

building trust with your community. Give your supporters behind the scenes access to your organization 

by creating videos, posting photos and sharing stories. 

 

3.20 Be proactive rather than reactive: Since you are following your competition, monitor 

general feeds to pick up a variety of posts that don’t mention your brand but are still valuable. This 

strategy reveals new conversations you may wish to take part in and enables you to establish new 

relationships. It’s also a great way to catch any issues before they become a potential crisis. 
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4. Should I Respond on Social Media?  
 

How do you decide what social media posts you 

should respond to and which ones you should 

ignore? BPlans created this decision tree to help 

you determine if and when you should respond 

and when you should hold your comments. 

 

 

Source: http://blog.hubspot.com/marketing/social-

media-response-flow-chart 

 

http://blog.hubspot.com/marketing/social-media-response-flow-chart
http://blog.hubspot.com/marketing/social-media-response-flow-chart
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5. Social Media Platform Analysis 
 

5.1 Facebook 

 

5.1a Facebook analytics 
 

• 2.74 billion active monthly users, 66% of which use 

Facebook daily (an increase of 12% compared to last 

year) 

• 79.9% of users only access the platform on a mobile 

phone 

• Facebook is the third-most visited website (only 

outranked by Google and YouTube) 

 

5.1b Facebook overview 
 

While engagement levels vary across the broad user spectrum of social media, Facebook is the only 

platform with widespread involvement. Largely acknowledged as the most dominant online social 

platform, Facebook offers a range of communication networks for those that wish to form professional 

connections, interact with both new and old friends, join alumni networks, connect with colleagues, and 

even form intimate, romantic relationships. Facebook has surpassed initial expectations in its ability to 

stay true to its initial mission, that being to serve as the best all-around social network, while also 

changing with new trends and innovations. The network itself now has highly customizable privacy and 

visibility settings, along with a number of malleable options for interacting with members of one’s social 

network.  

 

5.1c Facebook’s major features 
 

• Groups: Groups are created by users and have differing levels of security and privacy, much like 

individual profiles. They can be organized around any type of user-designated topic or event, and 

have served as a welcome addition to the Facebook platform over time. 

 

• Events: As opposed to groups, which allow users to organize around topics, events allow 

Facebook users to organize around a point in time. Security is fairly customizable, and events 

can be exported to other calendars. Users can also subscribe to your events on Facebook and 

receive automatic notifications any time one is added. 

 

• Business Pages: Though they’ve taken different shapes over time, business pages have 

become fairly stable and now have a variety of features that allow for more in-depth outreach 

efforts on the part of owners.  

 

• Facebook Messenger: A new method of combining Facebook messages, email and instant 

messenger, FB Messenger is the result of a Facebook-purchased app called Beluga which 

integrates across Facebook web and app experiences.  

 

• Facebook Live: Users can broadcast real-time video from their computer camera or mobile 

device on Facebook to interact with their audience and share important moments live. 

Broadcasters have the ability to choose who on Facebook can view their video footage.  
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• Facebook Stories: Similar to Snapchat, after editing photos and videos with text and drawing 

tools, the stories appear together in a slideshow format and expire after 24 hours. Instagram 

stories can be crossposted to Facebook. 

 

5.1d Facebook etiquette 

 

• Don’t spam: Spamming is a great way to reduce the impact of your message, lower the number 

of people that see your content and reduce the number of people that opt to follow your updates 

altogether. Be it through mass-event invites, invitations to like pages or posting repetitive content, 

spamming is a big no-no and should be avoided at all costs.  

 

• Respond: While optimal response times will vary based on a number of factors, timeliness as an 

overall concept needs to be respected on all social media platforms. Modern users expect things 

to happen much more quickly on social media than traditional web channels, such as email, and 

the increase in demand must be met with a similar increase in supply. Dedication to your social 

media administration matters here, and a lack of timeliness in your responses will convey a 

message of apathy to your followers.  

 

• Scheduling: For those with specific, themed content, scheduling is a great way to a) save time in 

posting content and b) ensure that proper ratios for content are adhered to. However, you’ll want 

to keep a tab for Facebook open while posts are scheduled to publish, so as to allow for timely 

engagement.  

 

• Say no to clustered updates: Even ignoring the impact that clustered updates will have on your 

algorithm, posting similar content in a short period of time will bore followers quickly and lead to 

the cannibalization of your posts.  

 

• @Name: Using @Name (notifying public Facebook users/pages by inserting the ‘@’ symbol 

before typing their name) is a helpful tool for addressing people with clarity. Using it can help 

increase response time and cleanliness in group discussions as well.  

 

• Check your messages: Fitting in with the concept of timely responses, checking your inbox is 

crucial to ensure that all avenues of communication are being kept up-to-date. The ‘Messages’ 

section in Facebook is similar to an email inbox, but allows users to see if you’re read a post or 

not. As a result, it’s generally a good idea to respond quickly after reading a message. In addition, 

also check the “Message Requests” tab, as messages from people who you aren’t currently 

friends with will sit here. 

 

• Posting: Posting directly from Facebook (as opposed to social media tools such as Hootsuite) 

may result in a greater reach, due to the Facebook algorithm’s bias towards posts that originate 

from its own interface. However, comment moderation and responses can be administered 

through social management tools without issue.  

 

• Notifications: Look to the ‘Notifications’ box for insight into the most recent likes, comments, etc. 

on your page. This can also be useful for tracking activity by your community.  
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5.1e Four tips for increasing your organic reach: 
 

• Post videos/photos instead of just text and links: Photos and videos typically reach larger 

numbers of people than text, so be sure to vary your content and lean towards image-rich 

messaging to maximize your impact.  

 

• Ask questions to engage your followers: Asking questions is a great way to pull in followers 

and get them involved with your mission. Be sure to stick around for the responses, though, in 

case some require rapid response or even comment deletion. 

 

• Involve individuals through personal accounts: Facebook now prioritizes content from 

individuals over company or organization pages. To help increase reach, encourage stakeholders 

to share your content from their personal pages. Additionally, a person maybe be more likely to 

engage with your content than a company, so prioritize tagging individuals in your post copy 

when relevant.  

 

• Share exclusive information: A great way to gain validity with followers is by providing them 

with exclusive updates related to your themed content. Try to gain access to information networks 

that have limited audiences through personal networking, so you can receive the exclusive 

information that followers clamor for.  
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5.2 Twitter  
 

5.2a Twitter analytics 
 

• 340 million active users & 166 million active daily users 

• 80% of Twitter users are on mobile 

• Journalists make up nearly 25% of verified accounts 

 

5.2b Twitter overview 
 

With a simple interface that allows for a variety of shared  

content and a 280-character cap on posts, Twitter has dramatically altered the world’s access to real-time 

information. Brands are now joining Twitter to promote their messages and address their customer’s 

needs and wants. 

 

5.2c How are people using Twitter? 
 

Twitter has become a tool for everything from showing off your newborn to facilitating the collapse of 

governments. Due to its predominantly public nature, Twitter’s most powerful use is connecting people. 

Some users may choose to essentially live-tweet their day, while others limit their contributions primarily 

to content sharing. Your goal is to identify what types of users you'll be looking for and engaging with and 

gaining an understanding of how and why they're using the tool. By understanding their motivations, you 

can target your efforts and content in meaningful ways. 

 

5.2d Twitter Strategy 

 

Your success on Twitter depends on your specific goals, of course, but there are some universally 

agreed-upon strategies that can start you off on the right track. By keeping these tactics in mind, you can 

speed your progress toward your own goals. 

 

• Branding and voice: Nail down your unique voice and stick to your brand, no matter what. Make 

sure your account name and profile are in-line with your voice as well. 

 

• Be interesting: While this may seem like an unnecessary tip, a surprisingly large number of 

Twitter users fail to incorporate interesting content into their messaging. Be sure that the content 

you tweet is not only relevant to your target audience, but framed in such a way that it captures 

their attention and brightens the quality of their feed.  

 

• Responsiveness matters: Perhaps required to a greater degree than with Facebook, timeliness 

is crucial to maintaining an active and engaged presence on Twitter. In order to maintain positive 

relationships with members of your networks, you’ll need to respond as quickly as reasonably 

possible.  

 

• Data is there, use it: There are a number of available tools that allow you to track your progress 

on Twitter, such as Simply Measured. Using these tools will allow you to nail down the types of 

content that your audience will/won’t respond to, and as a result, such tools are an integral 

component of any serious Twitter user’s toolkit.    
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5.2e Twitter etiquette/guidelines 
 

• Don’t spam: Much like with Facebook administration, avoiding spam is crucial to the 

establishment and maintenance of an effective Twitter feed. Don’t jump on irrelevant hashtags to 

increase your reach, mention every person in your feed to draw their attention or Retweet the 

same information with regularity. Keeping tweets spam-free, helpful to followers and relevant will 

do wonders for you.  

 

• Direct messages: If you need to deliver private information to people on Twitter, direct 

messaging is the way to go. Unless you have a verified account through Twitter (which would 

allow you to have anyone message you), you can only message people who follow you and vice 

versa. Don’t send automated DMs to anyone, as they aren’t engaging, won’t build relationships 

and are largely considered to be spam. If you’re going to reach out to people, do so in a personal, 

engaging way.  

 

• @ Replies: Starting a tweet with ‘@username’ will ensure that only people who are following both 

you and ‘@username’ will see the tweet. You can put a period or other marker in front of the 

username to allow other people to see it, or rephrase your sentence. 

 

• Hashtags: Using hashtags will expose your content to a wider audience, specifically to people 

that aren’t following you. The goal behind hashtags is to explain what your tweet contains or show 

that you’re part of a conversation/event. Make sure you’re actually contributing to the 

conversation if you’re using a hashtag. Your fellow NJHI grantees have used hashtags to share 

their work. Connect with them, NJHI and our partners, and join the conversation: 

#NJHISharedBeliefs, #NJLeaders2030, #NJHIUpstream, #NJHISmallCommunities. 

 

• Retweet: Retweeting allows you to build favorability with fellow Twitter users by delivering their 

content to your followers. You can also edit the tweet if so desired.  

 

• Scheduling posts: Currently you can schedule tweets ahead of time on the web-based version, 

but using a social media management tool (like Hootsuite) is a good way to keep all your social 

content in one place.  

 

• Shortened links: Twitter auto-shortens links that you insert into Tweets, but one should consider 

using a separate shortening service to allow for more in-depth analytics into the post. Services 

such as Bit.ly, Buffer and Hootsuite are all great options.   

 

• Twitter lists: If you’re trying to reach specific groups or users, consider making user lists for 

more precise targeting efforts. By and large, making private lists will avoid a number of potential 

pitfalls surrounding the alienation of followers that don’t meet your criteria for appearing on 

specific lists.  

 

• Twitter handles: Use someone’s Twitter handle if you’re talking about them on the platform, for 

the sake of politeness and boosting their ego. This will also increase the likelihood of those that 

are mentioned to share what you’ve posted down the line. 
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5.2f Twitter Features 

 

• Fleets: Similar to Facebook and Instagram Stories, your followers’ images or brief videos will 

appear at the top of your feed in a circular story icon and disappear after 24 hours. They cannot 

be retweeted or replied to publicly. 

 

• Livestreaming: Easily broadcast live events on Twitter through your mobile device by clicking 

the live video option upon composing a tweet.  

 

• Threads: When you can’t get your point across with just one tweet, using Twitter’s thread feature 

is the best option. A thread is a series of tweets connected by a line from one user, giving them 

the opportunity to expand their thought in an organized, cohesive fashion.  
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5.3 LinkedIn 
 

5.3a LinkedIn analytics 
 

• More than 722 million users 

• 310 million active monthly users 

• 40% of LinkedIn users check in daily 

• 2 new members join every second 

 

5.3b LinkedIn overview 
 

LinkedIn, as the world’s largest professional social network, connects colleagues with one another and 

businesses with both potential and current employees. In addition to providing a platform for these 

connections, LinkedIn enables community development and content sharing in unprecedented ways.  

 

5.3c How are people using LinkedIn? 
 

LinkedIn is essentially a mixture of a business card holder, Rolodex, water cooler and networking event, 

all filed under a domain name. On LinkedIn, users are able to build professional profiles, connect with 

people, leave recommendations and find new connections. LinkedIn also serves as a great place to find a 

job, given its ability to provide the utility of a job board and human connection of a networking event.  

 

In addition to its usefulness as a professional social marketplace, LinkedIn has high potential for 

recruiters, allowing hiring managers to search for talented individuals through various networks, and as a 

place for participating in useful social activities to draw further attention to one’s business.  

 

LinkedIn is also a good place to share information and spark discussion with your professional contacts. 

 

5.3d LinkedIn etiquette 
 

• Avoid cold mail: If you’d like to get in touch with someone you’ve discovered on LinkedIn, use a 

personalized approach and provide context in the email you send. Be specific as to a) who you 

are and b) why you’d like to connect (and don’t let your “why” be that you want to sell them 

something).  

 

• @responding: Using the @name in response to comments on your LinkedIn page is a good 

practice to allow for coherent, directed conversation flow.  

 

• Fix your broken windows: Be sure to clean spam from your LinkedIn Groups, as members 

often have difficulty in differentiating between spam and what you need to grow and engage your 

community. Make sure there are set rules in your group that you can cite during comment 

moderation.  

 

• Don’t be a business card crop duster: Looking to business cards as invitations to be annoying 

is a sure-fire way to result in a large number of fairly useless connections. Don’t use LinkedIn 

requests to develop large numbers of relationships with people unless you plan to also connect 

on a personal level (as an example, sending out specialized, specific emails in accompaniment 

with a LinkedIn request). 
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• Be genuine: In all of your LinkedIn interactions, be as genuinely as reasonably possible. Avoid 

sending the standard ‘I'd like to add you to my professional network on LinkedIn’ message when 

connecting with someone, to reduce the likelihood of your request being denied or, even worse, 

marked as spam. These seemingly insignificant personal interactions increase the likelihood of 

other people feeling like you create value and care about them.  

 

• Make recommendations: LinkedIn recommendations can be remarkably powerful, though you 

should only solicit said recommendations from people who know you and the work that you’ve 

done. Being specific in the goal you have for the recommendation, if done with an air of 

helpfulness, can actually make the other person’s life easier (as it develops a specific area of 

focus for them).  

 

• Sharing content: Avoid sharing any/all content you consider posting on LinkedIn, as what you 

choose to share can have a direct impact on your professional reputation (be that positive or 

negative). Given the importance of connections, you don’t want to be hidden from people’s feeds 

on LinkedIn — so be aware of what you’re sharing, and limit the amount that you post.  

 

5.3e LinkedIn best practices 

 

• Personal profile: Your personal profile should be completed thoroughly and honestly. Yes, it is 

that simple! 

 

• Find your connections and reach out: On occasion, consider picking someone you haven’t 

spoken to recently and send them a note (without any specific request) to share something 

relevant or even just say hi. 

 

• Link your profile: Link to your profile from other social media platforms to help connections on 

those mediums find your profile.  

 

• Group participation: By joining groups, you can further validate your personal and authority and 

trust, leading to a variety of new leads, connections and opportunities. Group participation is only 

available to individuals.  

 

• Ride the content train: LinkedIn is beginning to stand out as a place for high-quality content 

sharing, so be part of that movement by sharing your own quality content for better engagement.  

 

• LinkedIn Stories: Enhance relationships with your connections on LinkedIn by capturing your 

daily professional moments via the mobile app through pictures and brief videos that disappear 

after 24 hours, similar to Facebook and Instagram stories, as well as Snapchat.  
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5.4 Instagram 

5.4a Instagram analytics 

 

• 1 billion active monthly users 

• 95 million photos shared per day 

• 67% of U.S. adults between 18- 29 years use Instagram 

 

5.4b Instagram overview 

Launched in 2010, Instagram is a photo- and video-sharing platform, 

where users can snap photos and shoot video with their phone, edit with a filter and then share on the 

platform. While users can update their profile and “like” and comment on posts via a web browser, photos 

and videos can only be uploaded from a mobile device through the free app.  

 

5.4c Instagram features 

 

• Videos: Videos can be 1 minute in length (currently), up from 15 seconds.  

 

• Instagram Stories: Similar to Snapchat, after editing photos and videos with text and drawing 

tools, the stories appear together in a slideshow format and expire after 24 hours. If you want the 

story to be available longer, users also have the ability to save stories as “highlights” that are 

pinned to the profile page. 

 

• Business Profiles: Launched in 2016, the business profile is the Instagram version of a 

Facebook page that gives businesses more tools than a general profile, like “insights” and 

“promote.” (Note: If you want to update Instagram from Hootsuite, you must upgrade to a 

business profile.) 

 

• Instagram Reels: Allows users to create 15 second multi-clip videos and add audio, AR effects, 

and utilize additional editing features. Reels abide by users’ privacy settings and can be shared 

among followers or reach the Explore page if the account is public.  

 

5.4d Instagram strategy 

• Post consistently: Brands should post 1 to 2 times per day. If you don’t have enough visuals to 

post consistently, Instagram may not be the platform for you. 

 

• Use smart #hashtags: Hashtags can be an effective way to increase the reach of your 

Instagram posts by allowing users to find your content through search. Include a hashtag in your 

caption for a chance to be seen by more than just your followers. 

 

• Share the love: If your goal is to interact with your community, you need to engage with your 

followers by liking and commenting on their posts as well. Doing this strengthens your 

relationship and increases your visibility to their followers. 

 

• Use ads to extend your reach: In addition to running your Facebook ads on Instagram, 

businesses can now “boost” posts directly on the platform to extend the reach of your organic 

posts.  
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5.5 YouTube 
 

5.5a YouTube analytics 
 

• YouTube has 2 billion active users each month and 30 

million daily 

• 70% of YouTube views come from mobile, with 1 billion 

mobile video views daily 

• 5 billion videos are viewed daily on YouTube, and 3.25 

billion hours of video are watched on YouTube each month 

• The highest percent of YouTube users are between the ages of 18-29 (91%), followed by 30-49 

year olds (87%) and those between 50-64 (70%) 

 

5.5b YouTube overview 

 

After having been formed in 2005, YouTube has become the world’s second-largest search engine, an 

influencer in online culture and a platform for Internet fame. While there are still plenty of cat videos, 

YouTube is gearing up for bigger, better ideas.  

 

5.5c How do people use YouTube? 

 

Content is being uploaded onto and shared through YouTube at spectacularly high rates. Users of the 

platform can choose to follow channels, upload content, live stream and premiere content, comment on 

videos and follow content from other users. YouTube also has a degree of financial stability through its 

ability to monetize through ads, and has become a primary source of entertainment for web users as a 

result of its ability to link directly to or embed videos.  

 

5.5d YouTube strategy 
 

• Engagement: There’s a very simple rule that can be applied to monitoring comments on 

YouTube: tend the garden or get rid of it altogether. Many businesses choose to cut out the 

comment section from their videos, and while this is a great decision in a variety of situations, it’s 

recommended that you start by keeping the comment section up to get a feel for the type of 

reactions that people are having to your content.  

 

• Incentivize participation: If your community is able to create content and share it on your behalf 

across networks, you’ll be able to then draw attention to and connect stories developed by users 

and curate them around a hashtag. This type of participation is unlikely to occur without a fair 

degree of brand loyalty, which can be achieved through contests and other incentives. This will 

also reduce the amount of work you’ll need to put in for crafting content, if done effectively.   

 

• Live stream: For real-time interaction with your community, you can quickly go live from your 

computer’s webcam to broadcast events, interviews and more (your channel needs 1,000 

subscribers to live-stream from your mobile phone). The live chat feature allows you to engage 

with your viewers while you’re streaming, but consider having a moderator to ensure you’re not 

distracted or turning the chat off if you’re discussing a sensitive topic. YouTube also has 

functionality for “encoder streaming,” which allows for advanced production like multiple cameras 

and microphones. Get started live streaming with these tips from YouTube. 

 

https://support.google.com/youtube/answer/2474026?hl=en&ref_topic=9257984


 
taftcommunications.com  18 
@TaftComms  

 

5.5e YouTube etiquette 

 

• Comment wisely: Regardless of your decision to allow commenting on your videos, you will 

inevitably need to comment on someone else’s video(s). Be sure to do so with class: double-

check for proper spelling and grammar, use your personal voice and don’t spam.  

 

• Uploading videos: While uploading a video is a fairly easy task (YouTube accepts just about 

every video format), filling out information for your videos is time-consuming and requires 

diligence. Make sure that descriptions are user and SEO-optimized, videos are categorized 

properly, titles and keywords are on point and transcripts are provided for each video (if possible).  

 

• Advertise safely: While it may be tempting to take every advertising offer that crosses your path, 

it’s important to allow advertising only when it is in line with your personal brand (or at least close 

enough to your brand to ensure that its power isn’t taken away).  

 

• Favoriting and subscribing: Your favorited videos will show up on your profile page, allowing 

them to be viewed by subscribers and friends. Subscribing to a YouTube user’s channel, 

meanwhile, allows you to see their latest uploads and favorites on your feed (much like following 

someone on Twitter).  
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5.6 Pinterest 
 

5.6a Pinterest analytics 

 

• Pinterest has more than 400 million monthly active users, 

and more than 70 million unique visitors per month 

• 14 million article pins per day 

• Women make up 60 percent of the platform’s users 

• The number of men on Pinterest increased by 50% in 

2020 

• 85% of Pinterest users are on mobile devices 

• Pinners under age 25 grew twice as fast as Pinners 25 

and older in 2020 

  

5.6b Pinterest overview 

 

Through the use of high-quality and easy-to-use "pinning," Pinterest has made a significant impact on the 

social media community. After having launched in 2010, Pinterest allowed users to create and share 

image collections for a variety of purposes — whether you’re trying to redecorate your home or connect 

with users as a business owner, Pinterest has appealing options and tools for most users.  

 

5.6c How are people using Pinterest? 
 

As previously discussed in this guide, image-based content is becoming extremely popular for the sake of 

saving time and increasing communicativeness. As a result of this trend, social media platforms like 

Pinterest and Instagram are rapidly becoming cornerstones of any serious social media user’s day-to-day 

existence.  

 

5.6d Pinterest strategy 
 

• Engagement: Pinterest users are very interactive, so be sure to monitor your account with 

regularity and, when users reach out, reply back. Like with most platforms, promptness makes a 

difference in how your followers perceive you. Using Pinterest’s analytics to monitor how and 

where your content is shared allows you to catch additional opportunities that aren’t sent directly 

to you.  

 

• Community Relations: If done in a selfless and humble manner, sharing the work you’ve done 

for the purpose of community-building can be a great way to build loyalty.  

 

• Know your audience: Like with all social media platforms, understanding your audience is key. 

On Pinterest, beautiful imagery works well — keep the desires of your followers in mind as you 

craft content specifically for them (with your own personal voice, of course).  

 

• Behind the scenes: Highlighting content privy to a select group of people will add a layer of 

exclusivity to your brand, increasing users’ affinity for your content.  

 

• Highlight network members: Using their stories or content they’ve created, highlight members 

of your network to appeal to their base desire for acknowledgement and inclusion. This also 

increases the likelihood of them doing the same for you.  
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• Discoverability: Make sure the ‘social sharing’ buttons on your page are accessible to viewers, 

so as to reduce the work they have to put in to share your quality content with their own networks. 

When making changes to your format, be sure to monitor changes in your analytics to determine 

the optimal format for maximizing reach and influence.  

 

5.6e Pinterest etiquette 

 

• Give credit: The heart of Pinterest is, arguably, sharing other people’s content. As a result, giving 

proper credit is vitally important to maintaining a positive persona on the platform. Make sure that 

the content you choose to repin links back to the original source, as opposed to a Google Image 

search engine results page.  

 

• Change captions: When repinning, change the caption to make it your own. Your pins are 

emblematic of both you and your brand, so make sure they’re relevant to your purpose and 

community. Using targeted keywords to increase the likelihood of your pins showing up in 

relevant searches is also important.  

 

• Don’t flood: Don’t flood your followers’ streams by pinning with excessive frequency, for the 

same reason that you wouldn’t put up 10 Facebook posts in an hour. Schedule your content out 

at the optimal, tried and true times for maximum effect.  

 

• Group boards: This interesting feature allows multiple users to pin to a board. You can 

collaborate with co-workers, friends and anyone else you’d like to collaborate with on content. Be 

sure that you have a specific goal and form of content in mind when participating in a group 

board.  

 

• Verify your site: If you want to use Pinterest Analytics, which allow you access to key insights 

into your account’s performance areas, you’ll need to verify your site. Be sure to do so as soon as 

possible! 
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5.7 Blogging 
 

5.7a Blogging analytics 
 

• There are roughly 31.7 million bloggers in the U.S 

• Around 7 million blog posts are published per day 

• 66% of bloggers today are publishing a few times per 

month, rather than a few times per week back in 2014 

• 95.9% of bloggers promote their blog posts via social 

media 

 

5.7b Blogging overview 

 

Blogs are developed for a wide range of purposes, but most can be categorized into one of the following 

categories: 

 

• Corporate: Corporate blogs are generally geared towards stakeholders or consumers, found on 

the company website (or a subdirectory/subdomain therein) and full of content ranging from 

product launch info to news and announcements or even community outreach efforts.  

 

• Personal: While some bloggers with personal online journals may be looking to expand into other 

types of blogging, the primary function of personal blogs lies in sharing experiences with existing 

friends and family.  

 

• Professional: Simply put, professional blogs are developed and run to make a profit. This could 

be through affiliate sales or advertising.  

 

• Hobby: Hobby-focused blogs are centered around a theme, be it professional in nature (think 

tech blogs) or completely personal (sports, beauty, etc.). 

 

• Community/communal: Often referred to as hyper-local news blogs, community blogs cover 

news related to a particular neighborhood and often have rich user forums that generate a good 

portion of the content.  

 

5.7c Blogging strategy 

 

• Authority: One of the goals of your blog should be to establish a persona of authority that 

actively contributes to your industry. As a result, the set-up of your blog should be followed 

through with diligence, as your blog’s format will play a large role in the way people perceive your 

efforts (though, again, there’s no substitute for quality content). Hosting your own blog is the 

safest bet to ensure total control over your image, and it should be treated just as professionally 

as your website.  

 

• Content: When trying to determine the best type of content for your blog, be sure to ask yourself 

what your readers would like to see. The more you can think like your users, the easier it’ll be to 

create content in-line with their own desires, which can then be further analyzed using your site’s 

analytics (think Google AdWords).  
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• Timing: You’ll need to establish a target audience before finding out the ideal time to post 

content — different groups are online at different times, and following broad metrics like when the 

‘average person’ (whatever that means) is online won’t help you focus on the people that actually 

matter in your quest to build a significant following. Ideally, the best time period for posting 

content would be when your target demographic is sufficiently active to share your content, but 

not so active that your posts get lost in a flood. Using tools like Followerwonk will help identify this 

‘ideal’ time.  

 

• Style: Take advantage of the opportunity that blogs provide for you: the ability to step outside of 

the heavily structured format of other social media platforms and get creative!  

 

• Frequency: If you’re not going to be updating your blog at least somewhat frequently, don’t have 

one at all. Set an attainable level of content creation, and stick to it.  

 

• Engagement/comment moderation: While engagement is a spectacular process that can build 

communities from the ground up, it needs to be moderated. Following the earlier garden analogy, 

you’ll want to tend the garden to not only grow in a healthy manner, but also to weed out potential 

problems. Take the time to do it right, and look into different strategies for moderating comments 

and overall engagement. Consider developing a “reader’s bill of rights” for your blog to establish a 

base level of what is considered acceptable conduct, and then moderate commentary based on 

the bill.  

 

5.7d Blogging resources 

 

Resources specific to the NJHI Grantee Blog can be found here.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.dropbox.com/s/iymm2cxf6z9wgph/2020-12-15%20NJHI%20Grantee%20Blog_Guide.pdf?dl=0
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5.8 Snapchat 
 

5.8a Snapchat analytics 
 

• 314.6 million users  

• More than 4 billion photos and videos sent per day 

• Snapchat Daily Videos are viewed 18 billion times a 

day  

 

5.8b Snapchat overview 
 

Snapchat is a video messaging app that allows users to record 

videos, take pictures and add drawings and text, then send 

them to a specific, controlled list of recipients. The images and videos are known as “Snaps,” and users 

can set time limits for how long they’re viewable (1-10 seconds or 24 hours). 

 

5.8c Interesting Snapchat features 
 

• My Story: Allows users to create picture/video montages that can be sent to friends. My Stories 

plays in chronological order as they were recorded. 

 

• Here: Blue bubble in the user’s window that informs them of a friend’s availability to engage in a 

video chat. When the Here button is held down, a video chat function is immediately launched. 

 

• Snap Map: With a variety of different functions, on the Snap Map you may view snapchats 

submitted to the Map from all over the world by simply tapping anywhere on the map, you can 

also see which friends have shared their location with you on this screen, and interact with local 

businesses by hitting ‘search’ at the top of the Map screen to find the place you are looking for.  

 

5.8d Snapchat strategy 

 

• Embrace the change: In order to use Snapchat effectively, you need to embrace the very 

characteristics that make it unique and adapt your strategy accordingly. In the case of Snapchat, 

this means planning around and making the most of its self-destruct feature. Capturing quick 

moments that lose relevance soon after having taken place is a great way to use Snapchat, as 

the self-destruct feature won’t have anything to take away after the moment has passed.  

 

• Offer rewards: Coupon messages and discount offers can be very powerful for Snapchat 

managers, as companies don’t have to explain why the offer expires. Knowing that these offers 

are limited, users have incentive to remain up-to-date on companies’ accounts in order to qualify.  

 

• Sneak peaks: Generating buzz about new developments is easier than ever with Snapchat, and 

providing followers with a chance to engage by giving them exclusive content is a great way to 

keep them involved.  

 

• A different grouping: The median age of a Snapchat user is 18, so if your target audience 

happens to be grouped around older teenagers (or if you’re looking to expand into a younger 

demographic), Snapchat is a fantastic platform to establish presence with younger users.  
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