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[3.1.1.1] By definition, social media marketing is a form of digital marketing that uses social networking 

platforms to increase brand and product exposure, and cultivate relationships with consumers. 

[3.1.1.2] Social media marketing has many benefits. One of the main benefits is it helps digital 

marketers build relationships with new and existing customers. It’s also incredibly agile. This agility 

allows brands to leverage customer relationships and use them as real-time focus groups for new 

ideas and products, creating a nearly instant feedback loop.  

The adaptiveness of social media allows for flexibility with your creative assets and ads – because of 

the customer feedback loop. This is where you will know very quickly whether or not your creative is 

resonating with the desired audience because of their interactions, comments, and feedback. 

Building meaningful relationships is at the core of social media marketing, so quickly adjusting 

creative – and targeting to drive high engagement rates and relevance to your audience – means 

that social media generally yields a high return on investment from promotional activity. 

[3.1.1.3] It may seem obvious, but as a social media marketer, you need to be social to the core. You 

need to initiate, facilitate, encourage, and participate in conversations to help connect with others 

and, subsequently, build relationships. Building relationships in your community increases brand 

affinity and trust, which are hugely valuable attributes of an audience or consumer set. However, in 

order to build these relationships, it’s important to remember that social interactions should be a 

value exchange where all participants give a little and get a little in return. Make sure that, when you 

participate, you’re saying something that is either entertaining or useful to the people you’re 

engaging with. It should resonate with the community, or prove impactful to people in some way. 

What are the main responsibilities of a social media marketer? Well, to be successful, a social media 

marketer should be executing these major tasks. 

 Developing relevant content topics to reach the company’s target customers 

 Creating, curating, and managing all published content 

 Monitoring, listening, and responding to the community in a manner that ultimately drives 

business 

 Nurturing and growing the community, and any influencer outreach efforts 

 Overseeing the design of social assets – for example, profile cover, profile pic, thumbnails, 

ads, landing pages, blogs 

 Managing promotions and social ad campaigns 

 Analyzing, reviewing, and reporting ROI on key metrics; creating best practices and 

optimizing strategy as needed 

 Monitoring trends in social media tools, applications, channels, design, and strategy 

 Identifying threats and opportunities in user-generated content (UGC) surrounding the 

company, and reporting notable threats to management 

Of course, this isn’t an exhaustive list, but it covers the main tasks involved. 

[3.1.2.1] As you know, the five stages of the buyer’s journey starts with consumer Awareness, 

followed by Interest, Consideration, Conversion or Purchase, and finally Retention. 
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So where does social media marketing fit into the buyer's journey? Well, social media features in all 

stages of the buyer's journey to some degree, but for the most part, its biggest impact is at the top-

of-funnel areas. This is at the awareness and interest stages.  

This is important for marketers because knowing that social media is best suited to driving 

awareness and interest allows them to create the correct types of content and messaging for these 

stages of the buyer's journey. It ensures that budgets are allocated correctly. And it ensures that 

success is measured by awareness and interest metrics like reach and frequency, as well as by 

secondary effects like increases in brand searches on Google from people who have engaged with 

you on social media, and are now aware and interested in your brand. 

Knowing where social media sits in the overall buyer’s journey allows you to understand its influence 

on the commercial outcomes of your multi-channel digital marketing campaigns, and to do all you 

can to maximize those outcomes. 

[3.1.3.1] Currently there are five major social platforms. These are Facebook, Twitter, LinkedIn, 

Instagram, and Snapchat. Each platform has a distinct, differentiating use case for marketers. 

Let's dive into each platform in detail, starting with Facebook. Facebook is the largest social platform. 

Its mission is to enable people to share information and content with others who work, study, and live 

around them, all around the world. Facebook is also a platform that allows brands and businesses to 

connect and build relationships with their consumers. It is great for large-scale reach.  

Facebook offers a highly mobile experience, due to the way it seamlessly integrates social sharing 

and its mobile app. A benefit of this mobile experience is that marketers can engage consumers 

easily throughout the day, making it a highly effective channel for reaching audiences. In recent 

years, Facebook's audience is mainly associated with mid to older millennials aged 27-plus, as well 

as older age groups. Understanding the demographics of your audience is an important 

consideration when choosing which social platform to advertise on.   

Kinder Surprise Chocolate used Facebook video to help drive a 37% increase in sales from people 

who saw the videos. This amounted to 2.4 million people across Facebook and Instagram, and 

resulted in a 16-point increase in ad recall among those targeted. 

Twitter is a social network that enables its users to send and read short posts called ‘tweets’ on a 

public platform. Part of what differentiates Twitter from the other social platforms is that it’s very 

conversational in nature, due to the fast-paced, real-time dimension of its users’ timelines. Twitter 

also introduced hashtags to the social sphere, which makes it a great place to discover content. 

Twitter is an excellent choice for participating in major cultural moments or events in real time. For 

example, if you want to join the conversation around a major sporting event like the World Cup, 

award shows like the Oscars, popular TV show finales, music festivals, or even a business 

conference, Twitter is a great vehicle. Be mindful, however, of sponsorship stipulations associated 

with major events.  

Often, people take to Twitter seeking immediate customer service, so it’s important to have service 

representatives listening and responding on Twitter regularly. Twitter is also great for sharing 

company news and product updates.  
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To promote viewership and drive awareness and interest in women’s basketball, the Spanish 

Basketball Federation drove 4 million impressions, and 1.2 million pre-roll video views by broadcasting 

14 live games using Twitter’s live video tool, ‘Periscope’. 

This activity strategically targeted Twitter users, and raised significant awareness and interest in 

women’s basketball in Spain. 

LinkedIn is a social media platform that’s used for building and developing professional connections, 

as well as reinforcing the mission and vision of a company. 

LinkedIn is focused on professional networking, so it’s a great platform to use for recruitment, 

building relationships with current employees, fostering affinity groups, sharing corporate news, 

targeting corporate consumers – for example, American Express targeting HNW business travelers 

for Platinum Cards – B2B communication, and reaching consumers with an aspirational mindset. The 

tone you use on LinkedIn is very important. It’s a business channel, so communication tends to be 

less whimsical and more professional than on other social channels.  

Adobe used sponsored content on LinkedIn to engage with digital marketing thought leaders around 

the world. Campaign results showed that 50% of these thought leaders agreed that Adobe is helping 

shape the future of digital marketing and 79% agreed that Adobe would help them optimize their 

media spend. This is significant, as media spend optimization is a real pain point for digital leaders, so 

this was a particularly impactful campaign that spoke to the hearts and minds of the most important 

digital business leaders globally. 

Instagram is a visual platform that’s used to share moments and to communicate your point of view 

to the world via photos and videos. It's owned by Facebook and it integrates very effectively with the 

Facebook advertising platform.  

Instagram offers a fully visual and mobile experience, where users can take, enhance, manipulate, 

and share photographs with their friends and followers. Its audience is younger than the Facebook 

audience, and more mobile, too. Marketers can advertise on Instagram through Facebook. In this 

way, it offers access to a younger audience, which can supplement or support the older audience of 

Facebook within your social media campaigns.  

Lionsgate UK promoted the Oscar-winning movie La La Land using Instagram video, which resulted 

in much higher brand awareness for the film. Results from the campaign include a 24-point lift in ad 

recall, an 8-point lift in movie awareness, and a 4-point lift in movie viewing intent. 

Snapchat is an image and video messaging, multimedia mobile app that can be used by marketers 

for effective, temporary storytelling, as well as for showcasing products and services. 

Snapchat’s interface is centered on the vertical orientation of your phone screen and ephemeral or 

transient storytelling content. Snapchat’s unique ‘Discover’ channels provide brands with the ability to 

serve ads and collaborate with publishers like BuzzFeed, Daily Mail, the Wall Street Journal, and more. 

The platform made the use of augmented reality mainstream with its facial lenses. Lenses can be 

sponsored by brands, as well as other unique personalization and customization capabilities like 

geofilters, bitmojis, and drawing tools, which strongly appeal to the much-sought-after millennial 

audience. 

Snap Tip: Even though Snapchat content is transient, it’s possible to access your ‘memories’, which 

are segmented into Snaps, Stories and Camera Rolls.  
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For the launch of the BMW X2, BMW wanted to change the way people discover new cars by turning 

the world into a showroom. With the power of augmented reality, Snapchat and BMW created the 

world’s first product trial lens. 

On average, people used the X2 lens for 54 seconds, with 25% of people sharing the lens with their 

friends, resulting in significant brand engagement time and reach – ultimately driving 40 million 

impressions over the campaign.  

[3.1.3.2] Some key terminology is used across all social media platforms. It’s important for marketers 

to be able to recognize and understand these terms. 

 Newsfeed: Also referred to as the home feed or timeline, the Newsfeed is a center of content 

discovery on each social platform. It’s where you see posts from friends, brands you are 

connected with, and advertisements from organizations that want to connect with you. 

 Engagement: An Engagement is any interaction that users take on a social post and includes 

likes/reactions, comments, retweets/regrams, shares, and so on. 

 Username/Handle: People and brands use Usernames and Handles to identify themselves on 

Twitter, Instagram and Snapchat, and they are usually preceded by the @ symbol. 

 Blocking: The Blocking feature allows users to remove followers, and prevents them from re-

following, mentioning, direct messaging or otherwise contacting you on the platform. 

 Mention: A Mention is a post or comment that contains another user’s username anywhere in 

the body of the message. 

 Follower/Fan: A Follower or a Fan is another user who has subscribed to receive and view 

your posts in their feed. 

 Story: A Story is a feature that allows users share ephemeral moments from their day, which 

appear together in a slideshow format, creating a visual story. 

[3.1.3.3] Each platform also has its own distinct terminology. These key terms are specific to 

Facebook. 

 Profiles: Profiles are for non-commercial use and represent individual people. Through your 

Profile, you can amass friends. You can also follow Profiles to see public updates from 

people you're interested in, but aren't friends with.  

 Pages: Pages look similar to personal Profiles, but offer unique tools for businesses, brands, 

and organizations. They are managed by people who have personal Profiles. You can ’like’ a 

Page to see updates from that business in your newsfeed. Businesses would always choose 

to create a Page and not a Profile for their social activity. 

 Business Manager: Business Manager is a platform that lets businesses securely share and 

control access to their ad accounts, pages, and other assets on Facebook. 

 Facebook Ads: Facebook Ads can be used to amplify and target content to specific 

audiences for a fee. 

 360: 360 is a panoramic, immersive, and interactive content form that gives viewers a 360-

degree field of vision using their mouse, keyboard, fingers, or device. 

 Event: An Event is a calendar-based resource that can be used to notify users of an 

upcoming event or occasion; it can reach a large number of people in a short amount of 

time. 

 Milestone: A Milestone is a type of page post that lets you highlight key moments on your 

page's timeline. You can use Milestones to share important events that tell the story of what 

your page is about. 

 Live: The ‘Live’ feature allows people, public figures, and pages to stream and share live video 

with followers and friends. 
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 Messenger: Messenger is a communication tool that can be used by marketers to engage 

with customers via private messages. 

[3.1.3.4] These key terms are specific to Instagram. 

 Activity: Activity is a newsfeed-style feature, divided into ‘Following’ and ‘You’ sections, that 

keeps users up-to-date on recent activity from people they are following. 

 Search and Explore: With Search and Explore, content of interest can be discovered from 

accounts you don't yet follow. 

 Filter: Filters are photographic enhancements that can be applied to content before 

publishing. 

 Regram: Regramming is the act of sharing another's user-generated content, also known as 

‘UGC’, on your own Instagram page. 

 Live: Live is a feature that allows users share live video with their followers and friends on 

Instagram. 

[3.1.3.5] These key terms are specific to Twitter. 

 Tweet: A Tweet is the communication unit on Twitter. It is limited to 280 characters. 

However, the most common length of a tweet is just 33 characters. Only about 1% of Tweets 

hits the 280-character limit. 

 Retweet: A Retweet is a tweet from another user that is shared publicly with your followers. 

 Quote Tweet: Quote Tweets are retweets with additional comments added, up to current 

character limits, before posting. 

 Reply: A Reply is a direct response to another user’s tweet, beginning with the @ symbol 

followed by their username and then your response. Conversation replies are ranked out of 

interest, meaning that some replies in a conversation are not shown in chronological order. 

Replies are also grouped by sub-conversations to show the best content first; this is based 

on several factors, such as interactions and likes. 

 Tweet Deck: Tweet Deck is a very useful scheduling tool and interface for viewing and 

managing multiple Twitter accounts and timelines/hashtag searches in one place. 

 Geo-tagging: Geo-tagging is the act of stamping the location details of where a tweet was 

created, which enables users to search for tweets within a given area. It can be enabled or 

disabled. 

 Moment: Moments are curated stories showcasing the very best of what’s happening on 

Twitter. They can be customized to show the current topics that are popular or relevant to 

the user. 

 Mute Words: Mute Words is a feature that allows users to stop receiving notifications for 

mentions based on specific words, phrases, usernames, emojis, or hashtags.  

 Twitter Trend: A Twitter Trend is a particular subject or conversation topic that is popular 

around the globe or in a specific area. It can be used to classify tweets on the platform and 

increase their visibility. 

 Twitter Card: A Twitter Card is an enhanced version of a tweet that enables the attachment 

of media to tweets, for the purpose of driving traffic to your website. There are four types of 

cards: the Summary Card, the Summary Card with Large Image, the App Card, and the Player 

Card. 

 Periscope: Periscope is a live-streaming social app acquired by Twitter, which lets users 

broadcast and explore the world through live video and social interactions. 

[3.1.3.6] These key terms are specific to LinkedIn. 
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 Connection: People in your network are called Connections. Your network is made up of your 

first-, second-, and third-degree connections, as well as fellow members of your LinkedIn 

groups. Your communication options for your extended network vary, depending on the 

degree of connection. 

 InMail: InMails are private emails, available only to Premium account holders. They can be 

sent to fellow professionals without needing an introduction, contact information, or 

connection. 

 Company Page: Company Pages are specific pages organizations can use to post or 

promote content through paid campaigns. 

 Premium Account: Premium Accounts are paid-for subscriptions that are used for the 

purposes of career progression, recruitment, lead generation, gaining business insights, and 

learning.  

 SlideShare: SlideShare is LinkedIn’s content-hosting platform. It works as a web service, 

letting you upload presentations, videos, infographics, and PDFs to share with everyone. It’s a 

very convenient way to house all of your brand’s shareable content in one place. 

 Referral: Referrals, or the ‘Get Introduced’ feature, are introductions which allow a LinkedIn 

member to contact second- and third-degree connections within their network through a 

mutual connection. 

 LinkedIn Group: A LinkedIn Group is a page that supports specific, topical discussions that 

are moderated by group owners and managers. 

[3.1.3.7] These key terms are specific to Snapchat. 

 Snap: A Snap is an ephemeral photo or video taken within the Snapchat app that can include 

text, art, stickers, filters, bitmoji, and so on, and can be displayed for a duration of up to ten 

seconds. 

 Screenshot: Screenshots use your phone’s native screenshot capabilities to capture and 

store content from another user or brand, after which the content owner is notified.  

 Memories: Memories are smart Camera Roll alternatives where you can import your Snaps, 

search by captions or recognized objects, creatively embellish and re-share clips, and keep 

sensitive content for ‘My Eyes Only’. 

 Our Story: Our Story is a large community narrative on Snapchat where users submit content 

that will be featured in the global story viewable by all users. Snaps you submit to Our Story 

can show up on Snap Map or in Search, grouped together with other Snaps from the same 

location or event, or about the same topic. Snaps that are submitted to Our Story may be 

viewable for different amounts of time – some for only a day or two, while others can be 

seen for much longer. 

 Discover: Discover is a collection of channels from top publishers who curate content daily. 

 Lenses: Lenses are special effects that are applied in real-time using face detection, allowing 

users watch how their facial actions affect the lens on screen.  

 Data Filter: A Data Filter is information provided by your device, as well as third-party services, 

to deliver relevant data such as temperature, speed, battery life, time, and so on. 

 Snap Map: On the Snap Map, you can view Snaps submitted to Our Story from all across the 

world – including sporting events, celebrations, breaking news, and more. You and your 

friends can also share your locations with one another, and see what’s going on around you. 

Snap Tip: People take screenshots of Snaps so they can see them for longer. When someone takes 

a screenshot of your Snap, you get notified. This is a good metric for understanding the impact of 

your content and how engaged people are with it, as people clearly want to retain it on their phones. 
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[3.2.1.1] So you want to set up a social media experience for your business. What’s the best approach 

to take? 

Well, it’s important to choose the correct type of social media offering for your business. Most 

businesses today are active on more than one social channel, so you’ll probably want to set up a few 

different accounts. But whatever channels you choose, you’ll need to create a profile. It’s important to 

choose the business version for your company profile.  

To complete your company profile you’ll need to create and upload assets, including profile pictures 

and cover photos. Always aim to choose images that depict your brand. This could be your logo, or a 

variation of your logo with people included. When it comes to the cover photo, ensure there is a focal 

point to the photo. Include light CTAs like phone numbers or recent offers, and ensure these are 

changed regularly so they’re not out of date. It's best practice not to blend your cover photo with the 

profile pic, as they have different functions. However, you can draw attention to social media CTA 

buttons in your cover photo. As profile pics are on the left-hand side, consider a left-side focus to 

your cover photo and see what it looks like on mobile devices. 

To complete your company profile, you’ll also need to write a bio to introduce your business and 

what you do. It’s essential to match the tone of the social channel and its audience to your bio. 

Consider how to position the content you share on that channel. Some social channels allow you to 

include a “contact details” section and links to your website. Include these where possible. The key is 

to think about who you are talking to, how they like to be communicated with on this channel, and 

how you can engage them with your words. So take the time to fill in all of the sections with the 

customer in mind. 

Be sure to completely fill out your company profile on all the social channels you’re using. And try to 

keep the information you post as consistent as possible across all the sites. You may be having 

conversations with the same people on multiple platforms, so you’ll want to position your brand in a 

way that’s easy to recognize and encourages further reach.   

[3.2.2.1] Let’s look at how you can set up a business page on Facebook.  

Well, there are two ways to do this. The first is to create a standalone page from your Facebook 

profile. However, this is quite basic and has limited functionality. 

The second is to create a free Business Manager account, and create or import client pages to that 

account. Facebook Business Manager allows you to post content and create ad campaigns, and is 

the most efficient way to manage your Facebook presence for business. 

[3.2.2.2] To create a Business Manager account, follow these steps: 

1. Login to Facebook or create a new profile 

2. Visit https://business.facebook.com/ and choose to Create an Account 

3. Enter Your Details 
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4. Go to Business Settings 

5. Click the Pages tab 

6. Click Accounts and click Pages 

7. On the right-hand side of the Page, click Add New Pages 

8. Select Create a New Page 

9. Enter the page name and other details, and upload creative assets when prompted to do so 

Facebook Tip: It is also possible to Add an Existing Page which you own, or Request Access to a 

Page from a client. 

It is recommended that digital marketing professionals choose to run and manage social activity 

through Facebook Business Manager, as it allows for more precise targeting options, centralized 

management of all pages and ad campaigns, integration with Instagram, and other enhanced 

features that aren't as readily available through native page creation. Overall, you can do more, and 

do it faster, with Business Manager, and this will give you an edge over competitors who opt for the 

native platform. 

[3.2.2.3] – Screencast 

[3.2.2.4] How can you set up a Twitter account for a business? Well, you simply sign up for a new 

profile on Twitter.com, enter your details and set your password, and add a cover photo, bio, and so 

on. 

On the surface, there is no difference between a Twitter account used for business and standard 

Twitter accounts. With Twitter, you can sign up for an account and simply use it for business. 

However, additional features are likely to be rolled for business accounts in the future.  

[3.2.2.5] – Screencast 

[3.2.2.6] Next, let’s look at setting up a Company page on LinkedIn: 

Businesses need to set up a Company page to avail of additional features, such as advertising and 

analytics, on LinkedIn. A Company page on LinkedIn requires all of the same creative assets as the 

other social channels, such as a cover photo, profile pic, and ‘about us’ or bio information. However, it 

is more professional and business-like in tone, to match the audience of this professional social 

network. 

To create a Company Page on LinkedIn, follow these steps. 

1. Click the Work icon in the top-right corner of your LinkedIn home page 

2. Click Create a Company Page 

3. Enter your Company Name and choose a URL 

4. Check the verification box to confirm you have the right to act on behalf of the company in the 

creation of the page 
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5. Click the Create page button 

[3.2.2.7] - Screencast 

[3.2.2.8] Next, Instagram. How do you set up an Instagram business account? 

Well, as Instagram is a mobile native app, you need to set up your account by downloading the app 

to your phone, and then connecting to Facebook. From there, you can change your Instagram profile 

to a business account in the app, and begin to market your products. If you have a Facebook 

company page for your business, you can link your Instagram business account to your company 

page, and manage paid promotions through Facebook Business Manager. 

To set up an Instagram business account, follow these steps: 

1. Download the Instagram app on your mobile phone and Connect to Facebook 

2. Go to the App menu and choose the Settings icon 

3. Choose to Switch to Business Account 

4. Add your business details, bio, and so on 

5. Connect your Instagram business account to your Facebook company page 

[3.2.2.9] - Screencast 

[3.2.2.10] Finally, let’s turn to Snapchat.  

Snapchat doesn't have specific business pages. But in the majority of cases, it’s possible to promote 

your business on Snapchat using standard features, such as lenses and stories. In addition, extra 

functionality for paid promotion is available to businesses who are signed up to the Ads Manager. 

Simply download the Snap App on your mobile phone and sign up. Then go to ads.snapchat.com, 

and enter your business details to begin using the business functionality. 
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[3.3.1.1] So what are communities? Communities are social units that create a feeling of fellowship 

with others as a result of sharing common interests, goals, and attitudes. Social media marketers are 

responsible for fostering thriving communities. It's not enough just to have a huge social following. 

You must also have an engaged community.    

[3.3.1.2] Why are communities important? Communities are important because they promote 

engagement. And every active engagement brings users closer to your brand, which increases your 

brand visibility on the platform and attracts more potential customers to your profiles. Communities 

also create a welcoming, engaged environment that fosters brand affinity and loyalty, as community 

members will reference your brand as the entity responsible for their positive experience and growth.    

Communities are incubators of inspiration because they encourage members to share their own 

stories, which can create connections and inspire others to action. Lastly, communities foster trust. If 

you can get your followers to function as a community, it will be a sign that your brand is trustworthy, 

and you'll attract more followers and earn higher retention rates as a result. 

How do you build a community? First, invite your friends. Invite people in your life, people who may be 

generally interested in your business, to like or follow your account. They can support you by 

interacting with your posts and sharing your content. This initial audience helps establish your 

credibility, build your reputation, and spread the word about your business right away.    

Second, welcome your customers. Invite people you currently do business with to like or follow your 

account. Facebook allows you to upload their email addresses or import your contacts from popular 

email services like iCloud, Outlook, and Yahoo. Be sure to leverage this as an easy, quick way to get 

your current customers involved on your platforms.    

Consider adding a social interaction CTA to your company website. For example, using the Facebook 

Like button allows visitors to like your page without leaving your website. You can also add the 

Facebook Like button to Thank You pages that appear after someone signs up for your mailing list, 

submits a lead form, or makes a purchase. Since those visitors have already connected with your 

business in one manner, they will likely connect with you on Facebook or other platforms as well.  

A rule of thumb on social channels is to keep work and personal activity separate, but you can add 

social employer pages to your profile to help build your community. Ideally, you should add your 

company as your current employer in your personal profiles' work section on Facebook and on 

LinkedIn. When you do, you'll be linking directly to the company's page, so others can click over at 

will. To do this, go to your personal About page and edit your work and education information. Click 

Add a Workplace, select your Facebook page as the company. After you enter details about your 

position, check the "I currently work here" box and choose the dates as applicable. Make sure the 

visibility is set to public and click Save Changes.    

Another great way to build your community organically is by using hashtags in posts. Hashtags are a 

great way to expose your content to new audiences. If your content is compelling and engaging, 

people searching on your posts’ hashtags may be inspired to follow you for more.  

You should always cross-promote your social networks across the other platforms. If you share the 

links to your Facebook page on your Twitter account, and your Twitter account on your LinkedIn 

account, it will maximize your reach across all platforms. Be sure to join interest groups that are 

relevant to your business and then share the link to your business page or page content within the 
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group. Lastly, include a link to your profile pages in your email signature when you send emails to 

customers, colleagues, vendors, and other contacts. This will help gain exposure for your pages and 

hopefully increase followership.  

Another way to build your community would be to encourage followership in-store or at events. 

Consider offering discounts for new fans and followers too.  

Creating goodwill amongst other users is important on these social media platforms, so follow other 

relevant accounts and it may inspire them to follow you in return. A consistent posting schedule will 

demonstrate that you're reliable and foster trust within your community, which in turn creates loyalty. 

Retention is a very important aspect of community growth. If you don't have a strategy for keeping 

the followers you gain, all your work will be for nothing. Be sure to use emojis and colloquial terms 

when relevant; this shows that you speak the language of the community, and that you understand 

them and want to communicate in a way that is relatable and comfortable. This will also foster affinity 

for your brand.  

It's imperative to respond to your community. If your followers feel like they're only being spoken at 

and not engaged with in a conversation, they will assume that your business is self-serving and 

doesn't really care about their customers' needs. Responding to your followers also humanizes your 

brand and increases affinity.    

An often overlooked way of building a community would be to use GIFs, emojis, quote images, and 

memes, all of which comprise the language of the social media space. When used in a relevant way, 

your content becomes more engaging, relatable, and shareable, and your brand becomes more 

likable. Lastly, when you offer special promotions to followers, they feel just that – special. You're 

demonstrating that you care about this community and you want to reward them for their loyalty and 

engagement. This is a classic example of positive reinforcement and will almost always guarantee 

their continued loyalty and increased brand affinity.  

Even though you can build a community organically, the best way to build a community is to spend 

some cash. Take note of the following paid methods for building a community on each platform. You 

can use Facebook Custom Audiences to target paid ads, website videos, and more. You can also 

use Facebook Ads Manager to promote updates from your page and links to your website.    

Cross-platform activity is made easier between Facebook and Instagram. It’s best practice to link 

your Instagram account to Facebook Business Manager to create Instagram ads with your handle 

overlaid on the image and a clear CTA to follow. Set up a followers campaign on Twitter ads to 

generate growth. Launch follower ads on LinkedIn too.  

Lastly, you can pay influencers to help increase awareness of your account to help build your 

community, either by allowing them to take over your page for a set period of time, or creating 

content with the CTA to follow your brand's account. 

[3.3.1.3] Now that you've built this fantastic, thriving, engaged community, here are some best 

practices for managing it. First, be sure to develop an authentic, consistent brand voice and tone. 

Communities appreciate honesty and dependability. As mentioned previously, responsiveness is key. 

Your followers should know that you care about their comments, and aren't only there to promote 

your brand. Plus, the more you engage with your followers, the more they feel appreciated and 

compelled to continue participating. Engagement begets more engagement.  



Social Media Marketing                               Copyright © 2020 digitalmarketinginstitute.com  18 

In actuality, 80% of the content you share in the community should be helpful to and cater for the 

interests of your audience; only 20% should be about promoting your business. The 80% should still 

support ideas and insights that your brand believes in. Again, all content should be authentic. 

However, the 20% can promote your business, but also provide value to your audience by including a 

discount or a special offer.  

It could also just include a persuasive CTA that inspires your audience to learn more about your 

company, so it possibly leads to conversion in the future. Consider having recurring topics or a post 

series that fans and followers can look forward to participating in. This also encourages more 

recurring engagement.  

Think about using a personal identifier, such as initials or a first name, with your responses. This 

makes the interaction more human and increases affinity, especially with social customer service. 

Lastly, pay attention to what posts and content are resonating with your audience, on your own 

channels, and on competitor channels. Then, optimize your post content strategy accordingly. Again, 

posts should always provide value to your followers and not just be in service of the business. 

[3.3.2.1] When posting content on social media platforms, what best practices should you follow?  

First of all, your post should be succinct. Attention spans for humans are shorter than ever, so you 

need to make your point quickly.  

Secondly, you want to make sure that your post is super topical and relevant to your audience. Part 

of your job as a social media marketer is to make sure that your posts are providing value.   

In addition to your posts being relevant and topical, you want to make sure that they include an 

explicit CTA or a link, so that your audience knows exactly what you want them to do with this 

information – for example asking them to comment, like, or share. 

In today’s world, it's hard to capture people’s attention. People make fast decisions around what 

content they want to engage with. So be sure to include rich media, such as photos or videos, to 

make your posts stand out to your consumers in their cluttered newsfeeds. Consider asking 

questions of your audience, and add hashtags and emojis where appropriate. 

A story is temporary content on your social experience, so it's important to understand its ephemeral 

short-lived nature. Let's walk through some of the best practices for creating an optimal story.    

Stories are a great way of showing an authentic, raw side to your brand. You can do this through 

sharing photos, interviews, and exclusive behind-the-scenes content. You can also use social 

influencers with your stories to assist with reach and credibility. Have them create story takeovers. 

This means they come onto your account and take over your story feed for a whole day. You can 

use them to grab users' attention and share messaging points.    

Be sure to fully leverage any native platform tools that are available. For example, make use of all the 

editing features and customization tools that are native to stories.    

You can diversify your story's content by adding videos, photos, and Boomerangs to keep it 

interesting. You can use “@mentions” to mention other users within your story. So when you're 

having a social influencer take over, or if you want to highlight a partner or business, you can tag 

them in your story.    
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Consider including a "See More" link to drive traffic from your story to an alternate location. That 

could be your business's website, somewhere that generates leads, or a promotion. Be sure to have 

a clear narrative about whatever event you're promoting in your story.    

Lastly, be sure to include a clear CTA, like a promo code or a link to your website, that will drive a 

trackable action from your consumers. 

[3.3.2.2] When posting video content on social media platforms, what best practices should you 

follow?  

Firstly, you can optimize performance by grabbing attention in the first three seconds. User attention 

is limited, so it's important to insert your key message in the first few seconds to drive recall and 

impact, which can be developed later in the videos.  

On mobile devices and in office environments, the majority of users have their sound off. In order to 

communicate your verbal message from your video, it's important to create for sound off. You can do 

this by using closed caption subtitles and onscreen text.  

An incredibly high number of users view social content on mobile devices and scroll vertically on their 

mobiles. Therefore, it’s essential that marketers align their videos to how the vast majority of users 

prefer to view them. Essentially, this means shooting for vertical views on mobile. Doing this will have 

the greatest impact on consumer engagement. It may mean that landscape or widescreen TV 

commercials need to be re-edited for portrait social video views on mobiles.  

To continue the engagement after the video has completed, marketers can build in a “play more” 

function, so users can view other related content after they finish watching your video. Think of it like 

brining the audience on a journey through your content catalogue. 

Finally, use “Live” to capture live events and add a greater degree of urgency for followers to engage 

with. Share the live video to your story for 24 hours before it disappears – or discard it immediately. 

The number of viewers for your live video includes everyone who watched the live video and the 

replay. 

[3.3.2.3] Hashtags are a very useful tool for marketers to use. A hashtag is a word or a phrase 

preceded by the number sign or hash sign, and it is used to categorize keywords or topics, allowing 

users to easily find or follow a specific conversation of interest to them. By clicking on a hashtag, 

you're able to display related conversations, and easily discover, organize, and track topics of 

interest.    

Hashtags are great for marketers because they increase brand recognition, expand reach, and target 

new consumers. They also allow you to create, join, or impact conversations that are relevant to your 

brand or business.  

If you’d like to use more than three hashtags, “hidden hashtags” is a useful technique to make your 

posts look cleaner and less spammy. You can hide hashtags by manipulating the number of 

characters in your post caption or by inserting line breaks in your caption. 

Hashtags come with their own set of best practices, the first being to use SEO keywords. SEO 

keywords – or search engine optimized keywords – that are relevant to your brand are very useful as 

hashtags, because they're often short and are easily searchable.  
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It's important to never use spaces or punctuation in your hashtags because it keeps them from being 

searchable or discoverable on the platform. Just like with punctuation, it's important to also capitalize 

your hashtags correctly in order to increase readability and legibility. You should avoid using too 

many hashtags in a single post, as it may appear spammy and inauthentic.   

Try to keep your hashtags short, as it helps with memorability and searchability. 

It's also important to use hashtags that are popular on each platform. For example, if you're on 

Instagram, you may want to use the hashtag “Photo of the Day”. This is a hashtag that's popularly 

searched by users on the platform, and will make your content far more discoverable. Other popular 

hashtags include TBT, or Throwback Thursday, and No Filter. You can search for trending hashtags 

on social media and add them to your posts to leverage their popularity and insert your brand into 

the conversations. 

If you want to increase brand recognition on a platform, it may be useful to create a hashtag that's 

branded. A branded hashtag can be really helpful in getting your brand discovered on a particular 

platform. It’s something that is unique to your brand or business. So, it may be your company name, 

company tagline, a campaign, a contest name, or something else that's meant to drive participation 

and engagement. 

And when you're creating these branded hashtags, search and monitor for any other hashtags in the 

community that may be relevant to your brand or business. You need to make sure that nobody is 

currently hijacking these hashtags or using them in a negative light that could reflect poorly on your 

brand.   

[3.3.3.1] Let's talk about Facebook page posts. What are they? Facebook page posts are great ways 

to generate engagement with your fans and target audiences. Through page posts, you can share 

company news, product announcements, tips, contests, events, stories, and more. 

[3.3.3.2] There are a variety of different page posts available to marketers on Facebook. Let's go 

through each one in detail.  

Link posts are simply posts that link out to a website off of the Facebook platform.  

Offer posts are for when you want to increase sales in your shops or online, offer a discount, or have 

a promotion. They are a great way to get people's attention and encourage them to act.  

Event posts are a feature that lets you organize gatherings, respond to invites, and keep up with what 

your friends are doing. As a business, you can create events to highlight in-store or online activities 

that you are planning. Once users agree that they are ‘interested’ or ‘going’, they will be notified when 

you post updates on your event page.  

Canvases are full screen, mobile-optimized, post-click experiences that can feature a combination of 

images, video, text, and links. You can create a Canvas with the Publishing Tools section of your 

page and your page composer.  When you're done, you get a unique URL that you can use in 

website click and website conversion ads, mobile app ads, and photo or video page posts. People 

who tap an ad or post with a canvas on their mobile phones or tablets can interact with the canvas 

through text, pans, and swipes without leaving Facebook.  
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Video posts include a native video uploaded directly to Facebook, rather than posting a link to a 

video from a third-party site. A video link offsite would be considered a link post.  

Slideshow posts can be created for Facebook and Instagram on your mobile phone or using a 

desktop computer. Slideshow videos will play on smartphones, tablets, and computers, just like a 

video. Using slideshow ads, you can create a customized, high-quality video without the hassle or 

expense of video production. Combine multiple images, text, and sound in your slideshow to capture 

the audience's attention and tell a story with photos.  

Photo posts can be shared with or without text, and of course, include an image.  

And lastly, text posts are exactly that – posts with only text.  

[3.3.4.1] Let's discuss some best practices for publishing on Twitter. Number one, take care and pay 

attention to everything that you tweet. Once published, tweets can’t be edited. If you notice and want 

to correct a mistake, the tweet needs to be deleted and reposted – and you will lose all resulting 

engagement on the original tweet. So be careful before publishing.  

Secondly, Twitter is a conversational platform, so be sure to engage in existing conversations to 

show that you're an active member of the community. Use hashtags to increase your discoverability 

and visibility across the platform.  

Consider adding a geolocation to your tweets where appropriate, to make sure that your tweet is 

more contextually relevant to an audience in that area.  

Use the tweet activity tool to measure user engagement with your tweets in real-time. You can 

compare your tweet activity with that of your followers and see how they trend over time. You can 

click on any tweet to get a detailed view of the number of retweets, replies, likes, follows, or clicks it 

receives. And you can get detailed insights into who your audience and engagers are, and even 

export your metrics. 

Finally, Twitter character real estate is very precious. So be sure to use link shorteners to maximize 

tweet space. 

[3.3.4.2] Marketers have several options when it comes to enhancing their tweets.  

First, use visual assets wisely. Images and videos enhance tweet cut-through in the newsfeed and 

lead to higher engagement. You should always incorporate images when your tweets are related to 

promotional activity. However, it's not always necessary to use images – for example, when dealing 

with complaints or engaging in conversations. These are calls which you need to make yourself 

based on what's most appropriate in the situation.  

You can keep people engaged by breaking your content up into a series of tweets that can be 

tweeted over time and lead towards an overall ‘reveal’ or outcome. Make sure the timing of the posts 

isn’t too far apart and the tweets are pushed out in a linear, sensible order, so people can understand 

the series. 

The short attention spend on social media can sometimes mean that longer content isn't consumed 

as readily by Twitter users. However, summarizing the main points of longer social content and 
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providing a link to the full report or blog is one tactic to encourage long-form content engagement 

on Twitter. 

There's nothing Twitter users like to do more than comment, talk about, or offer opinions on subjects 

of interest. So asking for feedback and providing polls significantly increases Twitter engagement 

with your brand and ideas. 

Content curation is using other people's content in your tweets and social posts. You can retweet 

other related content to borrow the ideas, to associate it with your brand, and to share it with your 

audience. Likewise, you can curate your own social content from other channels by adapting your 

Facebook, LinkedIn, or Instagram posts for Twitter, and pull a suite of social content from your own 

and other brands into your Twitter offering. 

Hashtags are a great way to find what people are talking about and what's trending on Twitter. They 

allow you to categorize your Tweets into topical groups. They also allow you to track the interactions 

with your hashtags; that is, to track how many people are talking about your hashtags. This is a good 

way to build scale in conversations and brand engagements. You can also track performance to 

amplify future activity. 

[3.3.5.1] Now let’s talk about the best practices for posting content on LinkedIn.  

In terms of schedule, posting daily company updates is the most effective way to start a 

conversation, drive word of mouth, and directly engage with your target audience. 

Aim to post in the morning. Posts published in the morning usually have the highest engagement, 

with a slight increase occurring again after business hours.  

Remember, LinkedIn is a B2B professional-focused platform for building and developing professional 

connections, so your posts should always be professional and helpful in tone.  

Finally, get your employees to share company posts to increase reach and credibility. In this way, 

they can act as brand ambassadors, and reinforce the mission and vision of your company. 

How can marketers enhance sharing on LinkedIn? 

Consider focusing your content at LinkedIn users who aren't in your network but share an interest in 

a topic. You can do this by joining and posting content to Groups. The content will then be available 

for group members to read and share. This builds authority and puts your content front-and-center 

for group members to engage with. One key thing to avoid is posting overly self-promotional or 

irrelevant content into Groups. It must be useful and on-topic to make an impact. 

You can fan out the reach and engagement of your content on LinkedIn by tagging relevant 

companies and members of your professional network who might be interested in the content or 

directly involved in the content topic. This will also show your content to the tagged member's 

professional network. As well as tagging members of your professional network, you should also tag 

relevant employees and co-workers to increase the reach and engagement levels of your content 

with the tagged members and their professional networks. 

You could also add a number of hashtags below the main text of your LinkedIn post. If you press 

"enter" once or twice, it will drop your cursor down by a line or two, where you can add your 
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hashtags to associate the content with these topics. When the LinkedIn user sees your post in their 

feed, the hashtags will be hidden. They are only visible when the user chooses to "see more" from 

your post. This is a great way to add hashtags without over-complicating how the post looks to your 

audience; this generally increases comprehension and engagement. 

[3.3.6.1] Let's talk through some of the best practices for posting on Instagram.  

First, keep your captions short. You’ll want to make sure that you're using them in a very concise 

manner to deliver your message. Don't use more than three hashtags in your captions. Three or more 

will detract from your brand message and come off as inauthentic and spammy.    

When it comes to imagery, the images you post should all have a strong focal point. Use filters to 

change the mood of an image, which can potentially lead to more likes and comments.  

Use photography that showcases your brand logo clearly on product imagery. This will ensure that 

your brand is memorable from your post. However, make sure you diversify your content and aren't 

just publishing product-focused imagery. Also post photos and videos that are visually appealing and 

beautiful, and tell a story in an unexpected way. For example, you can create high-quality behind-

the-scenes or live videos, and post unexpected moments. 

Be sure to create a variety of content. Use Instagram's sister apps such as Layout and Boomerang to 

create visual interest and show knowledge of the platform.    

All your posts should share a unique business perspective and tie back to your brand's story in an 

authentic way. Using social influencers is also a great way to promote your content and expand your 

reach. Add emojis to your captions to demonstrate authenticity, as Instagram is a mobile-based 

platform and emojis are widely used.  

Keep your content and posting schedule consistent as it gives your followers something to look 

forward to. And lastly, always include a call-to-action in your post so that users know what to do with 

the information you're providing. 

Instagram Tip: When regramming content, remember to ask permission: give credit, avoid edits, and 

use Search and Explore to find content to regram. 

Third-party Tools: Repost App and Repost Whiz are third-party tools that provide the option to add 

an owner credit directly onto your content. 

[3.3.6.2] How can marketers enhance sharing on Instagram? 

The central visual nature of Instagram means that your photo content must be of a high standard 

that presents your product or concept in an impactful way. Using predefined filters to make your 

images look better is essential to engaging the audience. You can apply filters at varying strengths to 

your images using sliders. Move the slider left and right to see how intense you want to apply the 

filter to your photo. All filters will have certain color-enhancement features, and consistency is 

essential. When modifying your images with filters, take overall color themes and tones into 

consideration. You may be posting a series of images, so maintaining a level of visual consistency 

provides a non-verbal unity to the posts, which in turn will allow the audience to engage effectively. 

Popular filters include Clarendon, Gingham, Juno, Lark, Mayfair, Sierra, Valencia, and Walden. 
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Alongside filters, Instagram users can decide to apply no filter – it's important to call out no-filter 

images to show your followers how well your images can look without post-production 

enhancements. Use the hashtag ‘No Filter’ to identify unmodified images on Instagram and drive 

kudos from your followers. 

It's possible to simply modify the ambience of your photos by adjusting the light and contrast sliders, 

to see how high-contrast or low-lit photos might look. You can add filters on top of your ambience-

modified photos to produce different photo combinations to share with your audience. 

Understand the importance of the grid when taking a photo to ensure it is composed symmetrically. 

Adding the grid function when taking a photo allows photo-content producers to shoot their pictures 

in a standardized manner that takes into account image cropping, and where subjects and people fit 

into the photo frame. 

You can save and import your Instagram photos into Snapchat, add Snapchat filters, and then re-

import back into Instagram for posting. This is a good way to cross-pollinate the filter functionality of 

the two platforms and create engaging content. 

[3.3.7.1] What are the best practices for sharing snaps on Snapchat? 

First, use native filter options to enhance your snaps and make them more creative and interesting. 

Adding geo filters, data filters, and color filters demonstrates an awareness of the platform and 

cultivates authenticity for your brand. You can use selfies with filters, too. 

Include different colors and fonts to draw attention to your text and ensure it pops on the 

background.  

Use a very clear photo that showcases either the product or a different focal point. Ensure your 

snaps are fun and entertaining, so that customers stay throughout the story and want to learn more. 

Your snaps should also be a part of a larger narrative that helps tell a dynamic story. So your snaps 

should include a link to drive your audience to a website or other social platform. This makes it very 

easy for your users to engage with your brand or business further.  

When creating a caption for your snap, remember these key things. Keep it succinct. Ensure it's 

illustrative of the content you've created. Use colors that accentuate your photo and video. And use 

different font sizes to keep your content fun and engaging.    

Snapchat Tip: The Paperclip function lets you attach a website to a snap that friends can swipe up to 

open in Snapchat’s internal browser. Previously, only ad campaigns and Discover content could 

include links. Just tap the Paperclip button in the Vertical Toolkit and enter your link. Marketers can 

use this function to drive to their company website, or share videos, event links, lead generation 

pages, and more. 

[3.3.7.2] How can you enhance your snaps further? 

On the home Camera screen, you're allowed to snap photos and videos, and then customize them 

with lenses. Lenses provides a fun way to augment your face, voice, or environment. Marketers 

should leverage them when appropriate to show authenticity and knowledge of the platform.    
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Sponsored lenses are also a great way for marketers to engage their audience and showcase new 

products or highlight events. You can also create and share lenses for your audience to use on their 

own snaps. When you’ve modified your photo or video, you can send the Snap to other users in a 

private message, share it in your Story, or submit it to Our Story.   

Submitting to Our Stories is beneficial to marketers because it offers more reach by exposing your 

content to a global audience and more potential followers. You can also participate in a larger story 

and share your point of view within a global context. By simply viewing Our Story, you can learn how 

others around the world are producing content, and garner key takeaways relevant to your own 

content strategy. Then, you can see what kind of content gets chosen for a global audience and use 

those insights to create content to be featured. 

Finally, you can draw insights from other people's content in the Discover section. Discover adds an 

editorial component to Snapchat. It's a collection of publisher stories, updated daily from top media 

and content producers, to which you can subscribe. Publishers include the Wall Street Journal, 

Cosmopolitan, Mashable, Vogue, the Daily Mail, and Buzzfeed.    

The Discover feature can benefit marketers in the following ways. You can discover best practices 

on how to tell a story on Snapchat from an editorial perspective. Discover content can include 

quizzes, games, influencer content, and much more. You can also use Discover to learn the 

advertising offerings on Snapchat, as there are many ads in between content on Discover.    

Viewing the Discover channel can also help you realize what content is trending, and you can use 

that to optimize your Snapchat strategy. Trending content often includes how-tos and celebrity 

content, for example.  

Lastly, you can use the Discover channel to see how media companies are promoting their written 

content on the Snapchat platform. It's a great way to learn how to take long-form content and make 

it relevant to the Snapchat audience. 
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[3.4.1.1] Let's look at the fundamental steps necessary for building a social media marketing 

campaign. To start, all of the social ad platforms require you to name your campaign. Avoid vague 

names like “Campaign 1 March 2020”. Name your campaign something you or your team will easily 

recognize and understand. 

[3.4.1.2] When you’ve named your campaign, the first step in designing an effective one is to set your 

objectives for the campaign. It’s important to set objectives that can be achieved with digital 

marketing. For example, an objective of driving more sales could be achieved by increasing brand 

awareness on social media. And it’s also important to align your objectives with Key Performance 

Indicators or KPIs, which we’ll deal with shortly. 

There are different types of social media objectives. These include awareness, site traffic, purchase, 

lead generation, and brand affinity.  

Be sure to familiarize yourself with all of these objectives to ensure that your campaign is optimized in 

a way that is meeting your business goals. 

[3.4.1.3] The second step in defining an effective campaign is to define your audience. Every 

campaign should have a clearly defined target audience. Knowing your audience is necessary if you 

want to produce the most resonant creative.  

So begin with your consumer and define your audience. Create target personas to establish 

audience channel and content preferences. You can do this by writing down all that you know about 

your ideal customer to create a profile of them; for example, their interests, location, gender, and age. 

Take note of the websites they visit, and how they like to be communicated with. When you’re done, 

your persona should represent the traits and characteristics of your ideal customer. You can then 

refer to your different persona types when planning and creating content for social campaigns. To 

maintain efficient audience targeting using paid social, you should set up remarketing tags on your 

site to serve ads to past visitors, or audiences with similar traits to your past visitors. 

You can target multiple audiences in a campaign. These target groups are called ad sets. Each ad 

set will have its own audience target and choice of creative, so you can serve different messages to 

different audiences. You should always name your ad sets logically, so the name is easy to 

understand. 

Pro Tip: Use persona templates to define your audience and help plan your campaign. 

[3.4.1.4] The third step in defining an effective campaign is to set KPIs – or Key Performance 

Indicators – and measure performance.  

You can set KPIs to measure success as a standalone social campaign or as part of a multi-channel 

campaign. 

Remember, social is most impactful at engaging people at the start of the buyer's journey, in the 

awareness and interest stages. As a result, it's best to measure the effectiveness of social activity in 

how it influences higher numbers of sales in conversion channels, or how it has helped drive 

awareness and increased the number of people searching for your brand from the normal level. 

Social shouldn't be measured with direct sales from social channels. Its function is to drive 

awareness and assist in driving sales and conversions. 
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[3.4.1.5] It's important to assign KPIs, as they are the metrics you will track to understand whether or 

not your campaign is meeting your business goals. An objective of awareness can be tied to the 

following KPIs: reach and impressions, social engagements, follower growth, views, and app 

downloads. A site traffic objective can be measured by clicks and signups.    

If your objective is in fact direct conversion, you can also measure this by clicks and conversions, or 

app downloads if this is your KPI. If your objective is to generate leads for your business, you can 

track signups and app downloads as your KPIs. Finally, if your objective is to increase brand affinity, 

this can be indicated through social engagements, follower growth, content views, signups, and app 

downloads. 

[3.4.1.6] The fourth step in designing an impactful social media campaign is to set budgets and run 

dates for your campaign.  

So decide how much you’re going to spend on each social channel. And decide how long you want 

your campaign to run. All of this activity should be detailed in your Media Plan.  

Your Media Plan will show your total budget per channel, cost metrics – both CPM and CPC – and 

delivery targets, such as the number of impressions and clicks. 

Pro Tip: Use a Media Plan template to detail your costs and run dates. 

[3.4.1.7] The final step in producing an impactful social media campaign is to design your creative 

content.  

Design your creative in a way that’s in line with each of the platform's best practices. But remember 

that it's also helpful to make your content look like matching luggage. That is, that they all have 

different sizes and shapes and designs, but they're part of the same set, visually. This will increase 

brand recognition and affinity. 

Your creative should be designed as mobile-first. Most social media consumption happens on 

mobile devices, so it's important to design content that is optimized for a mobile environment.    

The creative should also have branding clearly upfront but in a subtle fashion to avoid looking too 

promotional. It's ideal to launch your campaign with at least four creative variations so that the 

platform's algorithm can optimize against the best-performing content. As such, you should be 

updating your creative often to avoid consumer fatigue. 

Choose the ad formats that are best for your campaign. And use a Posting Calendar to help you plan 

your campaign.  

A Posting Calendar is a centralized document you can use to detail your posting dates, content 

choices, social channel external links, and other details. Its role is to ensure you are always prepared 

in advance of the campaign going live. Your calendar can be modified to take into account market 

changes or new information that might affect your campaign. 

Pro Tip: Use a posting calendar to plan your activity on a monthly or weekly basis. 

[3.4.2.1] To create a paid promotion campaign on Facebook and Instagram, follow these steps: 
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1. Log in to Facebook Business Manager 

2. Navigate to Business Settings and then to Create or Import an Ad Account 

3. In your Ad Account, choose Create New Ad 

4. Set your Objective and Name Your Campaign 

5. Define Your Audience, Network – Facebook, Instagram, or both – and Device in your Ad Set 

6. Set your Budgets and Run dates  

7. Select Your Creative Formats  

8. Push your campaign Live 

[3.4.2.2] It’s important to choose the KPIs and objectives you’d like Ads Manager to optimize your 

Facebook and Instagram campaigns towards.  

Awareness KPIs include brand awareness and reach. Consideration KPIs include traffic, engagement, 

app installs, video views, lead generation, and messages. Conversion KPIs include conversions, 

catalog sales, and store visits. 

While there are conversion objectives on Facebook, they will only work with certain products, usually 

lower-cost purchases with short sales cycles. Facebook and Instagram are usually more effective in 

the awareness and consideration stages of the buyer’s journey. Store visits in the conversion 

category can encourage offline conversions if used correctly. It's also possible to create an offer as 

part of your promotional campaign to increase urgency. 

[3.4.2.3] Audience targeting helps you show your ads to the people that are most relevant to your 

message based on location, demographics, and their behavior off of Facebook or Instagram. By 

selecting the right targeting options, you can implement a strategy that focuses on reach and 

precision at scale while eliminating waste. For example, a nail salon can reach out to people with 

manicure offers in the local area who have an interest in beauty, but exclude anyone who has bought 

a manicure from them in the past two years. 

To create your target audience on Facebook and Instagram, you should consider both people 

factors and ad location factors. You can choose any combination of these factors to create your 

target audience. 

People factors include: 

 Basic demographics, such as age, gender, and location 

 Interests, such as business, family, hobbies, entertainment, shopping, and technology 

 Behaviors, such as purchase patterns, travel, and mobile usage 

 Detailed demographics, such as relationship status, education, and job titles 

 Connections, such as people who like or don't like your page or events, or who installed your 

app 

 Custom audiences, such as those created from remarketing lists  

 Ad location factors include: 

 Network placements, such as Instagram, Facebook, Messenger, and Facebook Partner 

Websites 
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 Devices, such as mobile or desktop 

 Mobile type, such as IOS or Android 

[3.4.2.4] There are a number of budgeting and ad serving options available on Facebook and 

Instagram.  

First, let’s look at budgets. You can set daily budgets and optional campaign spend limits for ongoing 

‘always-on’ activities with no end date. You can also set lifetime budgets for campaigns that have a 

specific end date, so you only spend up to that budget limit. 

Next, let’s turn to bidding. You can control your bidding options on Facebook and Instagram. It is 

recommended that you set your bids to Automatic Optimized Cost per Thousand Impressions, or 

CPM. However, you could set your bids to Manual CPC or to Target Cost, for app installs or leads. 

When it comes to your ad schedule, you can set ads to only serve at certain times with lifetime 

budgets. 

Depending on the campaign objective, you can also allow Ads Manager to optimize your different ad 

formats, to drive specific actions for that objective. For example, Link Clicks show your ads to the 

people who are most likely to click on them. Landing Page Views show your ad to the people who 

are most likely to click through to your website's landing page. Impressions show your ad as often as 

possible. And Daily Unique Reach show your ad once per day to your audience. 

[3.4.2.5] There are a number of creative formats available to use on Facebook and Instagram. 

Experiment with the different creative formats, and test to see how they engage your audience and 

how they deliver on your objectives. 

 Single Image: use a strong single-focus image in your ad to engage your audience 

 Carousel: show multiple products in one ad unit – consumers can scroll right and left to see 

more products 

 Single Video: use a video, natively uploaded to the Ads Manager, to engage your audience 

 Slideshow: lightweight video ads made from animating still images together 

 Collection: show products from your ecommerce store, such as product catalogs, directly on 

Facebook and Instagram 

 Lead Form: collect contact details from consumers to grow your email list or pass onto your 

sales team 

 Canvas: create a rich expandable mobile experience to engage users of the mobile app 

 Offers: promote special offers that are redeemable on Facebook or Instagram 

 Events: promote events that you are running 

 Post engagement: boost post from your social page 

[3.4.2.6] - Walkthrough 

[3.4.3.1] To create a paid promotion campaign on Twitter, follow these steps: 

1. Log in to Twitter Ads Manager 

2. Create a New Campaign 
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3. Name your Campaign and Set your Objective 

4. Set Budgets and Run Dates 

5. Select Your Creative 

6. Select Your Targeting Type, such as followers or keywords 

7. Push the campaign Live 

[3.4.3.2] Campaigns can be created based on their specific marketing objectives using Twitter Ads 

Manager. The different campaign objectives available on Twitter Ads Manager include Followers, 

Tweet Engagements, Awareness, Website Clicks, Promoted Videos, Instream Pre-rolls, App Installs, 

and App Re-engagements. Objectives for your Twitter campaign can include: 

 Followers, to build your audience 

 Tweet Engagements, to maximize engagement with selected tweets 

 Awareness, to get as many people as possible to see selected tweets 

 Website Clicks or Conversions, to drive people to visit your site and take action 

 Promoted Videos, to increase the number of people who see your GIFs or videos 

 Instream Pre-Rolls, to ensure your ads play before other people's videos 

 App Installs, to encourage people to download your app 

 App Re-engagements, to get existing app users to open and use your app 

[3.4.3.3] There are a number of budgeting options available to marketers on Twitter. You can set 

daily budgets or set an optional total budget. You can also choose your bid type, based on your 

campaign objectives. Choose from Automatic Bids, Target Bids, or Maximum Bids. 

If you don't want to micromanage your campaigns and have more budget flexibility, consider using 

automatic bidding to auto-optimize your bids.    

However, if you have a tight budget, consider using the maximum bidding option that allows you to 

manually select how much a lead, click, or engagement is worth to your business. Finally, target 

bidding provides users with the ability to average out a specific price per engagement.  

[3.4.3.4] When it comes to creative formats on Twitter, you can choose to promote an organic tweet, 

a scheduled tweet, or a promoted-only tweet. A promoted-only tweet won’t appear in your timeline. 

When you compose a tweet for your campaign, be sure to enhance it. To promote, start 

conversations with customers, and encourage discussion around your new products or services, 

your tweets need to be compelling. Poll cards, Twitter cards, conversational cards, instant unlocks, 

scratchreels, GIFs, images, and videos are all engaging formats most suited to a tweet engagement 

campaign.    

[3.4.3.5] It's important for marketers to know all of the information that Twitter collects and uses as 

targeting options, so you can deliver a user-centric paid ad campaign on the platform. Selecting the 

appropriate targeting options is essential for campaign success. So what audience targeting options 

are available on Twitter? 

 Demographics, such as age, gender, and location 

 Behaviors, including business habits, lifestyle choices, and travel 

 Follower lookalikes, such as fans of other Twitter users 
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 Conversation topics 

 Keywords 

 Movies and TV shows 

 Remarketing to past engagers of your tweets 

 Remarketing to past visitors of your website or similar audiences 

[3.4.3.5] - Walkthrough  

[3.4.4.1] Campaign Manager is LinkedIn's self-serve tool that allows advertisers to deliver highly 

relevant targeted messages to unique audiences. To create a paid promotion campaign on LinkedIn, 

follow these steps: 

1. Log in to LinkedIn Campaign Manager 

2. Create a new Campaign 

3. Select Ad Product 

4. Name Your Campaign  

5. Select Ad Type and Objective 

5. Select Content to Promote and Create Your Ad 

6. Set Your Audience Targeting 

7. Set Your Bids, Budgets and Run Dates 

8. Push the campaign Live 

[3.4.4.2] There are four different ad formats available on LinkedIn to help nurture and acquire a 

specific audience. The first ad format is Sponsored Content. Sponsored Content is an ad type that 

helps increase reach for company posts beyond the organic following of the company. It includes 

videos, articles, and carousel ads.  

The second ad format is Dynamic Ads. Dynamic Ads allow you to precisely target decision makers 

and influencers with highly relevant and customizable creative. You can craft your ad copy, choose 

your CTA, and leverage dynamically generated images from your LinkedIn member profiles.    

Right-Hand Ads are small text ads that appear on the right of the desktop version of LinkedIn. These 

tend to be the least engaging and effective ad format. 

Finally, Sponsored InMails allow the user to send, on a mass scale, personalized messages directly to 

their customers' inboxes.  

[3.4.4.3] There are a number of different campaign objectives available to marketers on LinkedIn. You 

may want to: 

 Drive website visits 
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 Send people to your content 

 Collect leads 

 Get video views 

 Increase followers 

 Drive job applications 

 Use Spotlight Ads, or drive to your website or landing page from dynamic ads 

[3.4.4.4] In terms of the creative content available on LinkedIn, you can post articles, images, links, 

carousel ads, and videos. 

[3.4.4.5] LinkedIn offers several different audience targeting options. However, the only mandatory 

targeting option is location. So once you've chosen your geographic location, it's recommended that 

you add no more than two other targeting factors to improve the scale of your campaign.  

Audience targeting options include the following: 

 demographics, such as age, gender, and location 

 employment, such as company name, industry, company size, specific job title, job function, 

seniority, and years of experience – this is the most important targeting type 

 education, such as schools, field of study, degrees, and skills 

 connections, such as groups, company followers, and company connections 

Age and gender are demographics by which you can target your ads. Determining whether a 

member is female or male is inferred from their member profile information, as is their age. 

The company name is the organization a member lists as his or her employer. These are based on 

LinkedIn company pages, which are maintained by company employees. The company industry 

target is a primary industry of the company where the member is employed. If you'd like to target by 

company size, this allows you to reach members based on the size of the organization where they 

work. Company size is determined by the number of employees listed on the organization's company 

page.  

When members update their LinkedIn profiles with new roles, these job titles are grouped by 

LinkedIn's algorithms and organized into standardized titles that you can use as a targeting option. 

Job function targeting is based on standardized groupings of job titles entered by LinkedIn members. 

Job seniority describes the rank and influence of a member's current role in their organization. Years 

of experience allows you to reach a target audience based on the years of professional experience 

they've accumulated over their career. Any gaps in experience are excluded, and overlapping 

positions are not double counted. 

If you're targeting by schools, this includes the school, college, university, or other institution where a 

member has completed a course. The fields of study target is standardized from member entered 

degrees, and is the major or area of study within a member's degree section. Degrees are 

recognized ranks granted by a college, university, or other learning institution. If you'd like to target by 

skills, these are highly relevant keywords found within a member's profile that indicate expertise in a 

particular area.    

LinkedIn groups are where members who share interests or professional associations can gather, 

discover information, and ask questions. You can also target your ad campaigns to different LinkedIn 

groups. Targeting by company connections allows you to reach the first-degree connections of 

employees at companies you select. This is only available for companies with more than 500 
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employees. Targeting by followers allows you to target your own company pages followers. To use 

this feature, your ads account must be associated with your company page. When not using this 

feature, by default, your campaigns may reach both followers and non-followers.  

[3.4.4.6] When it comes to the budgeting options available on LinkedIn, you can choose to set daily 

budgets or to set an optional total budget. 

You can also set bids, to show how much you’re willing to pay to show ads to LinkedIn members. 

You can choose from automated bids, cost per click, cost per thousand impressions, or cost per 

send. 

[3.4.5.1] - Walkthrough 

[3.4.6.1] Snapchat Ad Manager provides you with the tools to build audiences, manage and optimize 

campaigns, manage your creatives, and monitor the performance of your ads. To set up a paid 

promotion campaign on Snapchat, follow these steps: 

1. Log in to Snapchat Ad Manager 

2. Create a New Campaign 

3. Select an Objective and Name Your Campaign 

4. Set Your Audience 

5. Set Your Budgets and Run Dates 

6. Select Your Creative  

7. Push the campaign Live 

[3.4.6.2] When it comes to setting objectives for your Snapchat campaign, you can choose from 

awareness, consideration, and conversion objectives. 

With awareness, you simply want to increase awareness of your brand or business. 

Consideration objectives can include driving app installs, driving traffic to a website or an app, driving 

video views, raising engagement levels, or increasing lead generation.  

Conversion objectives aim to increase website conversions. 

Users must click ‘Advanced Create’ in the top-right corner to proceed with these options. 

[3.4.6.3] On Snapchat, you can use a variety of creative formats. Snap ads are 10-second snaps 

displayed between friend stories or live stories. Story ads are ad formats that allow advertisers to 

reach their audiences with a branded tile in the Discover feed. Geofilters are location-based overlays 

that users can apply to their snaps, and which brands can use to promote an event, business, or 

specific location. Geofilters can also include brand logos or trademarks. 
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[3.4.6.4] Snapchat offers several different audience targeting options. You can choose from options 

related to demographics, lifestyles, or connections. 

Demographic-related targeting options include age, gender, and location. 

Lifestyle-related targeting options include, for example, coffee lovers, movie fans, and beer drinkers. 

Connection-related targeting options include iOS, Android, and custom audiences. 

[3.4.6.5] When it comes to the budgeting options available on Snapchat, you can choose to set a 

daily budget or to set a lifetime budget. 

You can also set bids, to show how much you’re willing to pay to show ads to Snapchatters. You can 

choose automated bids or manual bids per swipe up. 

[3.4.6.6] - Walkthrough 
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[3.5.1.1] You can analyze your social campaigns in a variety of different ways. For example, you can 

use platform-native social media tools, as well as other third-party tools, to analyze your data and 

report on your campaigns. You can get real benefits from using these tools. 

Firstly, you can use them to identify valuable metrics. Key metrics like click-through rate, engagement 

rate, and conversion rate are actionable and make the efficacy of your social media campaign more 

tangible, as they give more contexts to your social media ROI. 

When you’ve identified key metrics like these, you’re less likely to rely on vanity metrics. Vanity 

metrics are social engagements such as likes, comments, and shares. These are exclusive to social 

media. But they’re not actionable, and they don't really have any meaning unless you tie them to a 

larger business marketing objective, such as awareness, side traffic, regeneration, and so on.    

You can also use social media tools to install platform tracking and conversion pixels, which can give 

you deep insights into social’s influence on conversions. 

So what tools can you use to track these metrics that we just talked about?    

There are platform-native analytics that we'll dive into later. But there are also a few third-party tools 

that you can leverage to view and analyze your campaign performance. Google Analytics measures 

website traffic and performance. TweetReach measures performance on Twitter. Simply Measured, 

which is owned by Sproutsocial, is a comprehensive social measurement tool that has both free and 

paid tools for analyzing all platforms. Sprinklr, Hootsuite, and Buffer are community management 

social advertising and post scheduling tools that also offer analytics. 

[3.5.2.1] So how do you measure the success of your Facebook ad campaign? Audience Insights is a 

tool native to Facebook that allows you to learn more about audience engagement and performance 

metrics from Facebook activity in order to deliver meaningful and targeted messages to people. 

So what information does Audience Insights on Facebook provide? Audience Insights anonymously 

gathers information about your ad performance. These include demographics such as age, gender, 

lifestyle, education, relationship status, job role, page likes, location, frequency of logging in and 

through which device, household income, ownership, market value, and spending methods and 

purchases. 

You might be wondering where this information comes from? It's pulled from three different groups 

of people on Facebook, the first being the general Facebook audience; the second are people that 

are connected to your Facebook event or page; and the last are people in custom audiences that 

you've created from your current customers. 

[3.5.2.2] Ad reporting and analysis is crucial to understanding how well ads are performing. It allows 

marketers make changes in real time to live ads, to enhance their performance on paid Facebook 

and Instagram campaigns. 

The best place to see how your ads are performing is the reports area of Ads Manager. Here you can 

create and export ad reports to see your most important ad metrics and learn how you're reaching 
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your business goals. Ads Manager can also break down the performance of each campaign to date 

across all metrics, which are updated in real time. 

[3.5.2.3] - Walkthrough 

[3.5.3.1] Twitter Analytics is a selection of tools you can use to analyze your tweets and understand 

your followers.  

[3.5.3.2] Within it, there are three main areas to focus your attention on: Account Home, the Tweet 

Activity dashboard, and the Audience Insights dashboard.  

Account Home provides a summary of account activity. It gives a 28-day summary for tweets, tweet 

impressions, profile visits, mentions, followers, and tweets linking to your website if you are using 

Twitter Cards. A monthly summary also provides the same information for any given month.  

It also provides detailed information on how your account is performing and how far you’ve 

progressed, as well as helpful tips on how to improve your account strategy.  

The Tweet Activity dashboard is the interface displaying tweet data such as impressions, hashtag 

clicks, app opens, link clicks, retweets, replies, likes, and shares, for both paid and organic tweets 

and content. 

The dashboard is separated into four sections: Tweets, Top Tweets, Tweets and Replies, and 

Promoted; these can help you see how people engage with your tweets in real time, compare your 

tweet activity and followers, and see how they trend over time.  

You can click on any tweet to get a detailed view of the number of retweets, replies, likes, follows, or 

clicks it has received. You can also get detailed insights into who your audience is, especially those 

who engage with your tweets. You can download your tweet metrics for reporting purposes. 

The Audience Insights dashboard provides you with a real-time look at the people who are most 

relevant to you, such as your followers or people who have engaged with your tweets. You can learn 

about your audience’s demographics, interests, lifestyles, and purchase behaviors – and leverage 

these insights to create the most relevant messages and help you identify new audiences to reach 

out to. 

[3.5.3.3] The Campaign dashboard is found within Twitter Ads Manager and is the place you should 

go to gather your campaign data. When you open the advertiser interface on ads.twitter.com, you 

will first be directed to the Campaign dashboard. The main dashboard defaults to the Summary Tab, 

showing total impressions across all campaigns for the specified date range. You can also view by 

engagements, spend, and conversions. 

Data can be filtered by delivery, spend, campaign settings, or campaign objectives. You can export 

and share your campaign data here too. 

[3.5.3.4] - Walkthrough 
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[3.5.4.1] Company Page Analytics is LinkedIn’s native reporting tool, which can be used to gain 

deeper insights into a company page’s performance. It’s important to note that only company page 

administrators can access the Analytics page. Company Page Analytics is particularly useful for 

marketers because it helps to evaluate engagement of your individual posts; identify trends across 

key metrics; understand more about your follower demographics and sources; and understand more 

about your page traffic and activity. 

There are three main sections within this tool: Visitors, Updates and Followers. Each can be accessed 

by clicking the Analytics dropdown at the top of the page. 

[3.5.4.2] Let’s take a look at the Visitors section. Here you can control the time period the data covers 

by selecting the Timeframe dropdown next to Visitors in the upper-left of the page. There are two 

types of Visitor analytics you can track in the admin center. 

Traffic Metrics display key metrics based on traffic to your company page. You can view metrics for 

unique visitors or page views over time by clicking the Page Views dropdown in the center of the 

page, above the graph. 

Visitor Demographics display a breakdown of who is following your company using five types of 

demographic data. Use the dropdown menu to the right of Visitor Demographics to filter by job 

function, country, region, seniority, industry, and company size. This section can help you identify 

audiences you want to grow, so you can more effectively target your company updates. 

Similarly, in the Updates section you can evaluate the effectiveness of your updates. And in the 

Followers section, you can understand more about your followers’ demographics and sources. 

[3.5.4.3] LinkedIn’s Campaign Manager provides performance metrics to help you measure the 

effectiveness of your ad campaigns. These metrics can be seen in Campaign Manager when viewing 

your campaign. They can also be downloaded as performance reports. 

Some metrics will only be shown if you are running a particular ad format, or have a particular feature 

enabled. For example, if you're running Sponsored Content Ads, you will be able to see social action 

data. If you’re running Sponsored InMail ads, you will be able to see Sends, Opens, and other 

Sponsored InMail metrics. If you have LinkedIn Conversion Tracking set up, you will see conversion 

metrics. 

[3.5.4.4] - Walkthrough 

[3.5.5.1] Instagram Insights is a tool that’s aimed at businesses. It’s used for content and follower 

analysis, so that you can tailor your posts to be more relevant to your audience and measure your 

post performance. It gives you insights on gender, age range, location, and post and story 

engagement. To access Instagram Insights, you must have an Instagram Business account. 

[3.5.5.2] Just like with Facebook reporting, Instagram ad campaigns can be analyzed through Ads 

Manager. When you’re reviewing the performance of your Instagram ad campaign, or combined 

Instagram and Facebook campaigns, you can efficiently review all activity from one centralized 

location in Facebook Ads Manager. Here, you can see all of your engagement and conversion 
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metrics from Instagram activity. It can be reviewed on screen or downloaded to a .csv file for deeper 

data interrogation, forecasting, and understanding if required. 

[3.5.6.1] Snapchat Analytics is ever evolving. It’s very easy to navigate. The data provided is the 

average spend, number of impressions, eCPM or effective Clicks-Per-Thousand Impressions, 

Swipes, and Cost per Swipe. Metrics and columns can also be customized according to your 

reporting needs, so you can tell which ad creatives, campaigns, and messaging creates the most 

engagement with your target audience.  

It is the youngest of the main social platforms. What we mean by that is not that its audience is 

youthful, but that it is the most recent in terms of providing tools to marketers to understand their 

audience and campaigns. 

As a result, many of the tried and tested reporting features available on other social platforms are not 

yet as well developed for Snapchat, but the offering is getting more comprehensive. As you use the 

platform, take time to note new additions and enhancements, while cross-referencing the options 

available on the more established platforms, to understand any gaps that may exist in Snapchat’s 

reporting functionality. 
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