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Top 15 Most Popular Social Networking Sites
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US Social Network Users and Penetration, by

Platform, 2014-2020

illions, % change and % of population
2015 2016 2017

Facebook

% change

% of population
Instagram

% change

% of population

itter

% change

% of population
Pinterest

% change

% of population

mblr

% change

% of population

otal

2014

1533
3.7%
48.1%
64.2
99.9%
20.1%
483
11.8%
15.1%
439
26,0%
13.8%
18.2
32.8%
°0.7%
173.6

1584
3.3%
49.3%
77.6
20.9%
24.2%
52.5
8.9%
16.4%
50.1
14.1%
15.6%
21.0
15.4%
6.5%
180.0

1629
29%
90.3%
894
15.1%
27 6%
568
8.0%
17.5%
54.6
9.0%
16.9%
23.2
10.5%
7.2%
185.6

167.2
2.6%
91.2%
98.9
10.6%
30.3%
60.9
7.3%
18.6%
585
7.0%
17.9%
25.2
8.6%
7.7%
190.7

2018

171.0
2.3%
91.9%
106.2
7.4%
32.3%
64.9
6.6%
19.7%
61.7
2.6%
18.83%
26.9
6.5%
8.2%
195.3

2019

1744
2.0%
22.6%
111.6
°.0%
33.6%
67.9
4.7%
20.5%
644
4.4%
19.4%
28.3
5.2%
85%
1994

ote: internet users of any age who access their Facebook, Twitter,
Pinterest, instagram and/or Tumbir accounts via any device at least once
per month, social networking audiences are not mutually exciusive; there

IS overiap between groups

ource: eMarketer, Feb 2016
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177.5
1.7%
53.1%
1163
4.2%
34.8%
70.7
4.0%
21.1%
66.6
3.3%
19.9%
29.4
4.1%
8.8%
202.8

waw eMarketer com



Followers - People who subscribe

#Hashtag - Word/Phrase to categorize information
Influencers - Individuals with impact

@Tag - To create a link to person's profile

Viral - Rapid distribution of content




THE PLAYERS

Facebook

Twitter

Instagram
YouTube
Snapchat

Pinterest




Migration from free ended last year
You must pay to BOOST your posts

But even boosting is based on algorithms h
Review your analytics

Much more than just ‘likes’

Reach vs. Engagement




Q
Highest traffic occurs mid-week 1-3PM

Engagement on Thursday & Friday +18%

Average time spent on Facebook = 20%

Zephoria Digital Marketing Report 2016




FACEBOOK ANALYTICS

Number of fans

Page Inbox

Post reach -
Post engagement

Messages

Paid vs. Organic

Demographics

Notifications

Insights

Page Summary Last 7 days+
Results from Apr 05, 2017 - Apr 11, 2017

Actions on Page
April 4 - April 10

1

Total Actions on Page ¥ 50%

_/

Reach
April 4 - April 10

47,842

People Reached v 32%

M

Publishing Tools

Page Views
April 4 - April 10

306

Total Page Views v 43%

Post Engagements
April 4 - April 10

6,150

Post Engagement v 49%

—

Settings Help ~

Export Data &)
B Organic [l Paid

Page Likes
April 4 - April 10

80

Page Likes v 13%

%\__‘

Videos
April 4 - April 10

3,213

Total Video Views 4 793%

7




Make your update emotional

Use “IF” to make supporters share something personal
“Share if you like country music”

Use Insights

Reuse and Recycle top performing posts from your page

Reply to Commenters

Boost your best posts




FACEBOOK LIVE

Live Video Feeds

Facebook, Instagram,
Twitter, Periscope

Only need a phone

Connect directly with
followers

“The future of Facebook
IS video” Mark
Zuckerberg




FACEBOOK ADVERTISING

El = Audiences

7 99+ -
% Sean v o K Help @

-Create Ad

Sean King (10150216329321161) v

oosting a post

Create Audience v = Filters = Customize Columns v

reating an Audience
etting a budget
nalyzing the data

INse and repeat

https://www.facebook.com/ads/manag

Lookalike (US, 1%) - Allentown Facebook

Allentown Facebook

Lookalike (US, 1%) - Annapolis Facebook

Annapolis Facebook

Lookalike (US, 1%) - Chester, PA Master

Chester, PA Master

Lookalike (US, 1%) - Clifton List

Clifton List

Type

Lookalike

Custom Audience: Allentown ...

Custom Audience
Customer List

Lookalike

Custom Audience: Annapolis ...

Custom Audience
Customer List

Lookalike

Custom Audience: Chester, P...

Custom Audience
Customer List

Lookalike
Custom Audience: Clifton List

Custom Audience
Customer List

er/au

Size

2,112,200

600

2,132,500

1,000

2,149,700

1,500

2,102,100

900

Availability

© Ready

© Ready

Search by name Q

Date
Created

03/29/2017
8:53am

03/29/2017

Last updated 03/29/2017 8:52am

© Ready

© Ready

03/29/2017
8:46am

03/29/2017

Last updated 03/29/2017 8:45am

© Ready

© Ready
Last updated 03/29/2017 8:37am

© Ready

© Ready

03/29/2017
8:39am

03/29/2017

01/25/2017

10:28am

01/25/2017

Last updated 01/25/2017 10:17am

jences/

manage/?act=10150216329321161&pid=p1



https://www.facebook.com/ads/manager/audiences/manage/?act=10150216329321161&pid=p1
https://www.facebook.com/ads/manager/audiences/manage/?act=10150216329321161&pid=p1

How do you leverage the personality,
celebrity or star power of your
event’s biggest feature?

Organizations and “things” have
difficulty gaining traction

How to make it work?




Each post supports 2,200
characters

You can share to Facebook and
Twitter

Instagram Stories
Compile series of images

Saves for 24 hours



Showcase sneak peeks

Reveal behind-the-scenes plecse fag your
photos with

Use hashtags




Most Engaging Hashtags
Engagements per follower
Followers gained

Referral traffic to website




YOUTUBE

Owned by Google
#2 search engine to Google

3.25 billion hours watched per
month

26% of viewers are 35-44
Video strategy

Library for all video
Advertising platform

Live platform

Analytics available




SNAPCHAT

Reinventing the camera

Empower people to: {}5
Express themselves

Snapchat Monthly U.S. Users

Live in the moment

Learn about the world

Have fun together

Teens & Millennials = | 26"

Largest, fastest growing app for teens &
Geofilters & Lenses




PINTEREST

#1 social media site on mobile

"The catalog of ideas”
Another visual platform

Use only if your fans/followers
are already using Pinterest



#

CONDUCTING A SOCIAL MEDIA AUDIT

Twitter

Instagram

Pinterest

Snapchat

LinkedIn

Google+

Tumblr




Isten to what fans are saying
Develop relationships
Leverage influencers

Align goals to metrics

Be flexible




ontent creation and Content curation
Schedule social media into your week
Always respond to posts and mentions

Create a content calendar




eliefs and causes - Connect to what's important to
fans

Interest - Share content related to topics in community

Aesthetics - Beautiful images and information
scannable




Commit budget to Facebook advertising and watch analytics
Engage Facebook LIVE

Post all videos to YouTube channel

Use tone and best practices per channel

Review Instagram, Twitter, Snap and Pinterest before jumping in
Conduct a social media audit or use as a guide

Say "NO"... it is OK




Outdoor & Direct Marketing are unavoidable

Use Google AdWords Express to manage digital ads
Streamline your website and make sure it is responsive
Always be collecting email addresses and phone numbers
Think mobile

Decide who is responsible for the website design & updates

Consider conducting a Marketing Audit



Audience Size - How many fans, followers, visitors,
Primary Goals - What is your top goal for channel?

Primary Call to Action - What are you trying to get
done?

Frequency - How often are you updating?




other content”
Writing Style - Personality, Consistency

Writing Mechanics - Correct, Jargon-free, Length
Design Mechanics - Layout, Colors, Fonts

Visuals - Photos, Charts, Video




Writing Style - Personality, Consistency
Writing Mechanics - Correct, Jargon-free, Length
Design Mechanics - Layout, Colors, Fonts

Visuals - Photos, Charts, Video




