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On tap for today…

In today's session, we will cover…

● Social media platforms and what makes them unique.
● Designing attractive social media assets/the anatomy of a 

compelling post.
● Determining who your audience is and what they are 

looking for/responding to on each platform.
● Using social media metrics to inform what, when and how 

you post
● Developing an organisational voice/tone for your social 

media



What social media 
platforms are we 

familiar with/are we 
using?



What social media 
platforms are we 

familiar with/are we 
using?

INSTAGRAM

LINKEDIN

FACEBOOK

TIKTOK
TWITTER

YOUTUBE



What do we know about the platforms…

● YOUTube?
● Facebook?
● Instagram?
● TikTok?
● LinkedIn?
● Others?







Anatomy of a Great Social Media Post…

● set a clear objective;
● use a powerful on-brand image;
● write brief and compelling copy, in your 

audience words (SAY NO TO JARGON!)
● use a link to direct your audience to 

your event page, website, landing page 
or blog; and

● keep them relevant.



How does our case study stack up on 
setting a clear goal and objectives?

● The overall goal: drive traffic to the event 
registration page…
○ lesser objectives to help achieve our goal: 

■ alert that Caribbean forests are under 
threat/in need of protection

■ inform on the threats to forests
■ highlight why forests are important to 

Caribbean daily life and sustainability



How does our case study stack up on all fronts?

● Compelling Copy?
● Powerful 

Imagery/Video?

● Direct Links?
● Relevant?

https://twitter.com/CANARICaribbean


Who is our audience/community on social 
media and what do they want from you?

1. Create personas to identify unique segments 

your target audience. (Ideal community 

members)

2. Use the native audience insight tools on your 

preferred platforms.

3. Send surveys or ask for preferences through 

email campaigns.

Question: How have you been doing this to date?



What should we be tracking?

● Engagement: Likes, comments, shares and clicks

a. Likes, Comments, Retweets, etc.: Individual engagement 

metrics like a Share or a Retweet add up. In a Twitter 

report, you’ll see a total number of engagements per post 

or profile.

b. Post engagement rate: The number of engagements 

divided by impressions or reach. A high rate means the 

people who see the post find it interesting.

c. Account mentions: Organic mentions, like @mentions that 

aren’t part of a reply, or tagging a brand in an Instagram 

story without prompting, indicate good brand awareness.

https://sproutsocial.com/insights/social-mentions/


What should we be tracking?

● Awareness: Impressions & reach

○ Impressions are how many times a post 

shows up in someone’s timeline

○ Reach is the potential unique viewers a post 

could have (usually your follower count plus 

accounts that shared the post’s follower 

counts).



What should we be tracking?

● Share of voice: Volume and sentiment

● ROI: Referrals & conversions

○ Referrals are how a user lands on your website. In 

web analytics, you’ll see them broken down into 

sources. “Social” is usually the source/medium you’ll 

be monitoring, and then it’s broken down by network.

○ Conversions is when someone purchases something 

from your site. A social conversion means they visited 

via a social media channel and then purchased 

something in that same visit.



What should we be tracking?

Hand in hand with referrals and conversions is the click-through rate (CTR)

in ads and posts. CTRs compare the number of times someone clicks on 

your content, to the number of impressions you get (i.e., how many times 

the ad was viewed). A high CTR means an effective ad. Note that CTRs 

differ wildly across industries, networks and content types. Some common 

examples of areas where CTR is measured include:

● Email links and call-to-action buttons

● PPC advertisements

● Links on landing pages

● Social media advertising

● On-site elements (buttons, image, etc)

https://sproutsocial.com/insights/social-media-advertising-strategy/


Voice and Tone of Our Orgs on Social Media

Voice: Your brand personality described in an adjective. For instance, brands can be 

lively, positive, cynical, or professional.

Tone: A subset of your brand’s voice. Tone adds specific flavor to your voice based on 

factors like audience, situation, and channel.

Essentially, there is one voice for your brand and many tones that refine that voice.

Voice is a mission statement. Tone is the application of that mission.

Another way of looking at voice is through a four-part formula suggested by 
Stephanie Schwab, writing for Social Media Explorer. She takes the general topic of 
voice and breaks it down into not only tone but also character, language, and 
purpose. In the graphic below, she uses adjectives to define each different area of 
the overall brand voice.

http://www.socialmediaexplorer.com/social-media-marketing/finding-your-brand-voice/


Voice and Tone of Our Orgs on Social Media



In Thursday's Class...

We'll be covering…
• Building and growing a community on social media 

platforms:
• Engaging your community for a social media campaign

• Effective calls to action
• Influencing your community to champion your 

cause
• Leveraging email newsletters

• Driving subscribers to social media channels
• Newsletters as social media content

• Leveraging the "LIVE" function
• Responding to comments


