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START WITH YOUR

WIHY

SOC



UNDERSTAND WHY
YOU'RE USING SOCIAL,
BEFORE YOU START
BEING SOCIAL!

SOC



DON'T DO SOCIAL
FOR SOCIALS SAKE

SOC



Community

e Growth
« Connection
e Communication

SOC



WHO ARE YOU TALKING TO?

 Who are they?

 Where do they spend their time online?
* What information is of value to them? v

 What role do they need you to play?

 What are you looking for from them?




DAILY TIME SPENT WITH MEDIA - AUSTRALIA
Avge daily time that internet users aged 16 - 64 spend with different kinds if media and devices

USING THE USING WAICHING LISTENING TO MUSIC USING A
INTERNET SOCIAL MEDIA TELEVISION® STREAMING SERVICES GAMES CONSOLE
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SOCI,

We Are Social


https://wearesocial.com/au/blog/2020/02/digital-2020-in-australia-analysis

SOCIAL MEDIA BEHAVIOURS - AUSTRALIA

Details of how Internet users aged 16 - 64 engage with social media

VISITED OR USED A SOCIAL ACTIVELY ENGAGED WITH AVERAGE AMOUNT AVERAGE NUMBER OF PERCENTAGE OF INTERNET
NETWORK OR MESSAGING OR CONTRIBUTED TO SOCIAL OF TIME PER DAY SPENT SOCIALMEDIA ACCOUNTS USERS WHO USE SOCIAL
SERVICE IN THE PAST MONTH MEDIA IN THE PAST MONTH USING SOCIAL MEDIA PER INTERNET USER MEDIA FORWORK PURPOSES
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82% 1HA44M 6.7 30%
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We Are Social



https://wearesocial.com/au/blog/2020/02/digital-2020-in-australia-analysis

SOCIAL MEDIA BEHAVIOURS - AUSTRALIA

Details of how Internet users aged 16 - 64 engage with social media

YOUTUBE
FACEBOOK
FB MESSENGER
INSTAGRAM
WHATSA P
TWITTER
PINTEREST
SNAPCHAT
LINKED IN
SKYPE
REDDIT

TWITCH

WECHAT

TUMBLR
VIBER

TIKTOK

SOC

We Are Social



https://wearesocial.com/au/blog/2020/02/digital-2020-in-australia-analysis
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Facebook Stats for Marketers Sprout Social


https://sproutsocial.com/insights/facebook-stats-for-marketers/

Wﬂ"é/f A ) Sl S
facebook

Use of Facebook among older generations is

rising rapidly
B Millennials mGen X B Boomers ESilent a

o —— | —

Facebook statistics QZ.COM
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Instagram statistics via 'I_-Iootsuite



https://www.wordstream.com/blog/ws/2020/04/14/twitter-statistics

| Facebook and Instagram: Average Time Spent by Users in
the US, 2016-2021
« |hrs:mins per day

0:41

2016 2017 2018 2019 2020
| B Facebook M Instagram

» \ + Note: ages 18+ who use each platform at least once per month, time spent
it - with each medium includes all time spent with that medium, regardless of
' device or multitasking; for example, 1 hour of multitasking on Facebook

while using Instagram is counted as 1 hour for Instagram and 1 hour for

Facebook
Source: eMarketer, April 2019

T10451 www.eMarketer.com

-

Instagram statistics via emarketer
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Twitter statistics WordStream



https://www.wordstream.com/blog/ws/2020/04/14/twitter-statistics
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LinkedIn statistics émnicore
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https://www.omnicoreagency.com/linkedin-statistics/

Build the Build a Build

Foundation Community Opportunities

SOC




BUILD AFOUNDATION-SET THE PATH

Vision of your organisation

Goals of social media

Voice

Audience

Roles & Responsibilities

Complaint/Escalation Process & Privacy Policy

Content Streams

SOC|

D



COMMUNITY IS A
STRATEGY, BUT
ALSO A MINDSET

SOC


https://www.i-scoop.eu/online-communities-social-communities-primer/social-community-basics-strategy-mindset/#:~:text=Community%20is%20a%20strategy%20but,in%20a%20social%20community%20approach.

ONLINE AND SOCIAL COMMUNITY MARKETING IS
ABOUT USING THE POWER OF ONLINE
COMMUNITIES TO:

*Build personal relationships and networks of trust
*Bring together people with common interests or profiles
*Engage these specific groups of people

Depending on your goals and audience, there are different types of
online communities and channels.

i-scoop.eu 8 OC | / P



https://www.i-scoop.eu/online-communities-social-communities-primer/

MANAGING A COMMUNITY

1. Community first - what do the members of your community want?

2. Interaction and participation are key - social media is not a one-way
street. Be “social”. The savvy social networker creates opportunities for
people to interact and responds to them as well. How can you encourage

participation?

3. Quality over quantity. It's BUSY online! And often overwhelming. Become
a valuable resource!

4. Be reliable, and consistent

SOC|
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THINK BEFORE YOU POST

Is it...
* True
« Helpful
* |nspiring
* Necessary
 Kind

SOCI, -




- T'S PLAY

SC
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