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What is social media? 

Social media is an interactive communication platform that facilitates 
conversation amongst individuals.  

Social media is a fantastic tool that can really help you to learn, share 
information and network with people around the world. However,  it can 
cause issues when it is poorly managed, so you need to be a bit careful about 
how you use it. 

HOW has social media impacted the way people interact with 
each other? 

‣ It allows organisations to talk directly to, and with people. 
‣ It increases exposure for businesses and organisations. 
‣ It addresses issues, questions and concerns immediately. 
‣ It has transformed the way we communicate. 
‣ It can add a personal touch to communication. 
‣ It allows organisations to reach people on a global level. 

TOP Ten MOST POPULAR social media PLATFORms

Facebook: Interact with people, upload photographs, share links and videos, 
and learn more about the people you meet.

Twitter: A real-time network connecting you to the latest stories, ideas and 
opinions related to your interests (in posts that are maximum 140 characters). 

Linkedin: Manage your professional identify, build and engage with your 
professional network.

Instagram: A fast and fun way to share what you do with others through a 
series of pictures.

Snapchat: Enables you to talk easily with followers, share images that expire 
after certain lengths of time, and view live stories from around the world.

Pinterest: Organise and share things that you find on the web, such as 
pictures and infographics.

Youtube: Discover, watch and share originally-created videos.

Vimeo: Discover videos from around the world, and upload your own.

Google+: a place to connect with people, explore your interests, share 
photos, send messages, and stay in touch with people.

Tumblr: Makes it easier for people to write, share and discover blogs about 
anything and everything.
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Your recommended daily allowance of social media

Start off with a digital strategy 

A social media strategy will help you stay focused on 
your objectives and will allow other team members 
to participate in execution. The template supplied 
with this document will guide help you through the 
steps of developing your social media strategy. 

Develop your goals 
First, you should establish SMART goals for social media. Make your 
goals specific, measurable, achievable, relevant and time-bound. Avoid 
goals that focus on vanity metrics such as followers, and align social 
media goals with the wider goals of your organisation. 

Audit your social media presence 
Search and note all official and unofficial pages representing your 
organisation including company pages, rogue employee accounts, and 
poser accounts. 

Understand the needs and wishes of your target audience 
Distribute surveys during face-to-face meetings, via email, and on 
social media. Ask whether individuals would like to get involved in 
designing and managing your social media. 

Know what similar organisations are doing online 
Compare what similar organisations are doing against your own. Look 
at what type of content they are creating, how often they are sharing it, 
and what influencers they are interacting with.

QU
AN

TI
TY

CO
M

M
IT

M
EN

T

Blog 
1/week

Live video 
1-2/week

Social networking 
4-5/day

Microblogging 
6-11/day

Include photographs, videos, longer 
explanations and stories

YouTube, Facebook live, Periscope, Snapchat and 
Instagram story - requires camera and microphone 

Facebook page, LinkedIn profile, Instagram 
feed

Twitter
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Develop your content strategy 
Use the social media content rule of thirds:  

- ⅓ of content promotes your organisation 
- ⅓ of content shares ideas and stories from individual people 
- ⅓ is original ideas which your organisation wish to promote (e.g. 

campaigns). 
It is advisable to use a social media content calendar template to assist 
your planning. It’s important to maintain good energy and enthusiasm 
on social media throughout the year. Software, such as Hootsuite, can 
also enable you to schedule messages to go live via one or multiple 
social media sites, increasing efficiency. 

Measure your progress 
Align your analytics with your goals. Use tools such as Hootsuite 
analytics, Facebook insights and google analytics to understand who, 
when, and how many people are viewing and interacting with your 
social media sites. Refine your digital strategy in response to how well 
people react to what you deliver through social media.

This guide will now briefly introduce the top four social media sites currently 
used: Facebook, Twitter, LinkedIn and Instagram. 

FACEBOOK 

Facebook is a social network that connects people with other people and 
organisations that have mutual interests. Facebook has over 1 billion users 
worldwide and these aren’t just young people. So it's important for any 
organisation that’s hoping to reach a large audience to be on Facebook. With 
it you can tell a story, share great content, initiate conversations and 
ultimately raise awareness of your organisation. On top of that, you can also 
use Facebook’s tools to measure the success of your posts and user 
engagement. 

Below are some tips to help you write engaging social media content. 
‣ Ask open-ended questions, where possible; 
‣ Use Facebook as a two-way communication channel; 
‣ Engage in conversation between you and the fan, as well as fan-to-fan; 
‣ Some of the most supportive comments are in the fan-to-fan relationship; 
‣ Make sure the message is relevant and interesting to your audience; 
‣ Think about the end result and use the right call to action, where possible – do 

you want people to click on a link, comment, react, like or share; 
‣ Include the key parts of what you’re linking to – tell the story, tease and give 

the reader a reason to click; 
‣ Be concise. Although you’re not restricted in characters on Facebook, an 

update that gives you a clear message is an effective one; 
‣ Make it punchy, interesting and engaging; 
‣ No jargon – everybody can see the update. You don’t want to put people off; 
‣ Images work extremely on Facebook. Wherever possible, use images to 

highlight your point; 
‣ Use hashtags (#) when possible, for example, #WorldArthritisDay.
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twitter 

Twitter is a social site for friends, family, and businesses to communicate and 
stay connected through the exchange of quick, frequent messages. People 
write short updates, called "Tweets" of 140 characters or less. These messages 
are posted to your profile, sent to your followers, and are searchable on 
Twitter. There are around 190 million unique Twitter sign-ins monthly, 43% of 
which are from a mobile device. 

Twitter is a micro-blogging platform. The limited use of 140 characters forces 
you to provide concise, informative and relevant messages. You can also link 
to other web pages. Tweeting is a great way to take notes on a live event and 
spread word about it. Twitter is also great for spreading word about posts, by 
sharing links to websites, articles and news stories. 

There are some terms which you will need to become familiar with to fully 
understand Twitter: 

‣ Twitter handle: this is your Twitter username that can be used to speak about 
you or speak to you, for example, @SimonRStones. 

‣ Tweet: a statement, update or piece of content from someone on twitter. This 
will be a maximum of 140 characters, including twitter handles, hashtags or 
links used in the tweet. You can do this by finding the compose button (         ). 

‣ Retweet (RT): you, or someone sharing a piece of content created by 
somebody else. You can do this by finding the RT button (      ). 

‣ Favourite: a good star that indicates you like a person or organisation’s tweet. 
‣ Direct message: A private message shared between you and another user. 
‣ Hashtag: a # symbol to label or index the subject of your tweet and make it 

dynamic, for example, #WorldArthritisDay. 
‣ Lists: a way for you to organise people on Twitter in a way that is relevant to 

you.

LinkedIn 

LinkedIn launched in 2003 and is currently the third most popular social 
network in terms of unique monthly visitors, right behind Facebook and 
Twitter. Think Facebook, but with a more professional feel and a ton more 
features. The social network is primarily centred on careers, and it enables 
users to connect and share content with other professionals, including 
colleagues as well as potential employers, business partners, and new 
employees. 

Optimise your LinkedIn page: The design of LinkedIn company pages has 
changed a lot over the years. Make sure yours is set up correctly and 
optimised for the latest layout, featuring a compelling and high-quality 
banner image. 

Create a showcase page: LinkedIn showcase pages are niche pages that 
branch off your main company page. Think of them as extensions of your 
main organisation page that allow you to promote specific services (e.g. youth 
networks), providing a more personalised experience for visitors.
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Post organisation status updates: make the most of your LinkedIn company 
page by publishing organisation status updates for all your page followers to 
see. This will give LinkedIn users even more reason to follow your page, 
growing your LinkedIn reach.  

INSTAGRAM 

Instagram is a critically important social network. The photo-sharing app is 
not only important for retailers, restaurants, or travel companies; as one of the 
most effective brand-building tools available today, Instagram is increasingly 
important for every kind of business and organisation. 

Instagram is now a hub where regular people find (and judge) the visual 
identity of organisations. Without a strong Instagram presence, organisations 
risk being ignored or forgotten, especially among the next generation of 
people. Among American teens, Instagram is actually considered the single 
most important social network. 

If you do take Instagram seriously, it can open up a world of opportunity for 
your organisation. Instagram is all about the visuals, so you need to set out to 
build a cohesive, recognisable brand identity. How you approach your 
Instagram brand will be influenced by the strategy you have already 
determined. 

First, consider the visual style you want for your Instagram brand. Choose one 
filter or a set of filters that you will use for the majority, if not all of your 
photos. By using the same filters over and over, you establish a style that will 
become recognisable to your followers. Since your goal is to get Instagram 
users to stop scrolling once they see your image (in order to engage with it by 
liking or commenting), the more instantly recognisable your photos are, the 
better. 

There may be non-visual elements to your Instagram brand, like common 
language or style for captions. A popular technique used by brands is the 
branded hashtag.This doesn’t mean simply using your organisation name as a 
hashtag (don’t do that). This is about finding a hashtag that embodies your 
Instagram brand and encouraging followers to share photos that fit that 
image. For example, #chroniclife, #spoonie and #invisibleillness. 

a consistent Brand identity for your organisation is one of the 
keys to success 

Before you even worry about posting on social media, make sure your 
organisations looks the same on your different social networks. Each social 
network has a different layout, but make sure items such as your profile 
image and biography are consistent. If possible, your social media accounts 
should be consistent with your organisation website as well. On the next 
page, we include the templates for some of the common social media 
networks, with dimensions for profile images and banners. This should help 
you to design a brand that is consistent across your organisation.



!7

Facebook Twitter

LinkedIn Company INSTAGRAM

General approaches that will enhance your social media presence 

Choose a brand voice 
How will your organisation interact? Will you use humour? Respond using we or I? 
There is not a right or wrong way to brand voice, other than it should be 
consistent. Your brand’s voice should also reflect your organisation as a whole. 
Social media is about showing off who you are, so try to embody it in your voice.  

Post consistently 
Creating a consistent brand identity requires consistent posting habits. Nothing 
hurts an organisation more than creating social media accounts and then not 
posting to them. Investing in a social media management tool like Hootsuite will 
help you to plan out posts ahead of time and make sure that your brand is posting 
consistently. In addition, make sure that the tone of your posts are the same, 
which is facilitated by just one or two people managing all accounts. You should 
also make sure that before clicking ‘Post’ or ‘Send’, that you have checked what 
you have wrote for spelling and grammar, and that all links work.
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