BEST SOCIAL MEDIA PRACTICES

FOR YOUR NEXT CAMPAIGN
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Founded in 2007 in Austin, Texas, anthonyBarnum is a national public relations and social media firm specializing
in complex industries including technology, real estate, professional services firms and health care. Our approach is
distinguished by the ability to create systematic campaigns with quantifiable and measurable results that impact com-

panies’ most critical marketing objectives through advanced strategies.
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THERE ARE 2.3 BILLION ACTIVE SOCIAL MEDIA USERS IN THE WORLD,
AND THAT NUMBER CONTINUES TO GROW EACH YEAR.
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INTRODUCTION Most complex sector companies have fallen far behind on

the social media curve. Due to their business-to-business
orientation, social media has been perceived as not offering a
strategic ROI. Under resourced and minimized in marketing,
many complex sector companies, particularly those targeting
narrower markets, are barely engaging in social media. Yet,
their customers, millennial employees, partners and vendors

are increasingly interested in information delivered via social

media channels.
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Why are leading organizations in complex sectors leaving
this marketing and communications vehicle off the list? From
dozens of conversations and interviews, anthonyBarnum has
found a lack of knowledge on its relevance, unsubstantiated
return on the effort and an inability to adequately resource
the execution of daily posting within a financial framework
that justifies the spend. What's more, we've uncovered a

general lack of confidence of how to leverage the channels.

Social media is an important part of any integrated
communication and marketing strategy, and will be for the
foreseeable future. There are 2.3 billion active social media
users in the world, and that number continues to grow each
year. Social media provides complex sector organizations the
opportunity to engage directly with their users, demonstrate
thought leadership in their respective fields, and is one of the
most significant tools for developing a strong brand
association and affinity with a target audience. While direct
sales opportunities may be challenging to track, or even
nonexistent for certain types of complex sector companies,
the increasing engagement among all strata of society and
business continues to grow. New generations of employees
and business decision makers are in leadership positions.
ROI on social media will evolve. What's more, when done
effectively, we would argue, it provides complex sector
companies with a meaningful channel for defining their
differentiators, brand promise and identity when these

companies have fewer venues to do so.
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Convinced on the return but terrified of the form, function
and art of social media? Creating a suite of social media
accounts is only the beginning of the journey. Each platform
has its own formatting and language requirements. To shed
light on the social media puzzle, this ePaper is designed to
provide a specific set of guidelines for best practices based on
anthonyBarnum'’s extensive research and experience. The
ePaper dives into each of the three major platforms we
recommend for complex sector organizations, Facebook,
LinkedIn and Twitter.
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TO SHED LIGHT ON THE SOCIAL MEDIA PUZZLE,
THIS EPAPER IS DESIGNED TO PROVIDE A SPE-
CIFIC SET OF GUIDELINES FOR BEST PRACTICES
BASED ON ANTHONYBARNUM'S EXTENSIVE
RESEARCH AND EXPERIENCE.
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Social media is an important facet of a company’s total
external image and public relations strategy. While integrated
into our clients’ programs as part of anthonyBarnum'’s
representation offerings, we strongly recommend it across

almost all industries.
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GENERAL RECOMMENDATIONS

These recommendations are broadly speaking applicable to all platforms. While

each platform is unique, there are several basic rules which can extend to social

media strategy in general.
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CONTENT

Value

Ultimately, with every piece of content, brands must be able
to answer the question: What value is this providing to our
followers? Is this content informing the audience? Entertain-
ing them? Educating them? Determining what the intended
goal is for each piece of content is a necessary step in writing
and posting social media content. If a valuable goal cannot be
found, the piece of content should be rethought and rewrit-
ten so it provides the value that followers are

expecting.

Videos > Images > Words

Images are more engaging and make better content than
words alone, and video is more engaging than images. In our
experience, posts with an image or video as their main focus
have had significantly higher reach and engagement figures,
sometimes up to two or three times an average post. Social
media posts exist in a very short timeframe. Content that is
shareable or has some level of stickiness will have a longer
shelf life than others, but the majority of content will only
exist for its intended audience as they quickly scroll past
dozens of other posts. Tweets which include an image are 150
percent more likely to be retweeted than tweets which do not
include any image. Including images or videos is an effective

way to increase a post’s impressions and reach.

Facebook, Instagram, LinkedIn and Twitter all have video

autoplay turned on by default, and according to a report by

Facebook, more than 50 percent of Facebook users watch at
least one video per day on the site. And it's not just millenni-
als and Generation-Z adopters who prefer video. According
to Insivia, 59 percent of company executives prefer to watch
a video to learn about a new topic or idea. Video will play a
significant role in the evolution of branded content, and as
this trend continues, video based platforms like Instagram,
Snapchat and YouTube will become more important tools in a

marketing professional’s arsenal.

Text only posts will always be a part of a successful content
mixture, and there is no realistic way to make all content fully
produced and customized videos and/or images on a realistic
budget. All things considered, best practice recommenda-
tions should be: leverage video, create or utilize an image, and

when that’s not possible, go with text.

Links Are a Necessity

Social media offers a direct and repeatable way to target an
audience and push them to a more expansive message, and
any user who clicks on that link will already be an engaged
receiver of that message. If at all possible, social media posts
should include a link that can push the user to learning more
about the brand or idea, and thereby inherently making the

idea shareable to expand its reach.

A bonus to including links in your social media content is the
benefit they have in increasing your brands overall SEO. Links

in social media both help with search-ability when users are
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searching for topics on search engines, as well as continue
to push a target audience down the funnel toward business

objectives.

Hashtags

As of October 2016, all major social media platforms have
some kind of interaction with hashtags. The importance of
hashtags in a post can be difficult to gauge, particularly on
platforms like Facebook or LinkedIn where their use is more
niche, however, they do serve a utilitarian function. Hashtags
are not there to be used as mere filler. They serve as a way
to increase engagement and get a piece of content in front of
users who are interested what your brand is posting about, as
well as allow to simplify tracking and determining the ROl on

a campaign.

Hashtags, while important, can easily escalate to the point of
futility if overused. Unless under extreme and unusual circum-
stances, there should only be one or two hashtags included
within a single piece of content. Hashtags are at their most
powerful when they're integrated naturally as words in the
message (ie: “One trend that bonds all #entrepreneurs is their
ability to roll with the punches. #SmallBusiness”). This way the
piece of content gets the strength of a hashtag, without the

baggage of having multiple hashtags tacked on at the end.

TIMING & FREQUENCY

Our recommendation for best practices on social media tim-
ing is that brands should post at least once every business day
across each of the platforms they manage. There are several
factors which play into a posting cadence. Some platforms like
Twitter require more, while other platforms like Instagram and
LinkedIn can survive with less, but an overall rule should be to
post once every business day, and Monday through Saturday
on Twitter, not including content which is part of a larger en-

gagement and outreach strategy.

Hashtags serve as a way to increase engagement
and get a piece of content in front of users who are

interested what your brand is posting about.
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CONTENT MIXTURE

At anthonyBarnum, we consider social media to be made up of
several types of content which can be more or less sorted into
three separate categories: Owned Thought Leadership, Cultivated

Thought Leadership and Personality Driven Content.

e Owned Thought Leadership content is created internally -
think original articles, blog posts, infographics, anything that
is made internally using gathered or observed findings to
show the innovations, ideas and thought process that differ-
entiates a brand in its field. This type of content is the most
impactful, as it demonstrates original thought and initiative,
and allows for other brands and followers to share it, increas-

ing brand awareness.

e Cultivated Thought Leadership mainly consists of sharing ap-
plicable news articles and studies that cater to the needs of
followers on a particular platform. It is important to note that

sharing the article is not good enough. The social content as-

sociated with the news article needs to provide some kind of
insight and value to the reader. Failing to add at least a dab of
analysis on top of the article, turns a social media channel into

an RSS feed, which doesn’t offer differentiated value.

e  Personality Driven Content is a style of content that allows a
brand to become personable and interactive with its follow-
ers. In most professional settings, it plays the smallest role,
however, neglecting it leaves out one of the most powerful
facets of social media: the ability to humanize a brand and
communicate directly with a target audience. Brands like GE,
CSX, American Express and others have all used emotional

appeals and showed, not only the personality of the people

working at those companies, but the personality of the brand Owned Thought Leadership Content:
itself to great effect. 20 to 30 percent
Original social media content should be a mixture of the three cat- Cultivated Thought Leadership Content:
egories, and the ratios between the three categories will depend 50 to 70 percent

on the target audience. For a brand like anthonyBarnum, which
aims to show leadership and knowledge in its field, the following Personality Driven Content:

percentages provide a rough estimate for a good mix of content: 10 to 20 percent
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