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Social Media 
• Amplifies “word of mouth” marketing 

•  What business says about something on social media platform can 
be immediately distributed, expanding interaction with customers 
and public 

• Constantly evolving 
•  Advances in technology 
•  Competition among social media sites 
•  Realization to keep their members, social media sites must 

constantly create new experiences for their users 

• Social media is a conversational medium 
•  How does your brand “speak”? 
•  How does your campaign “speak”? 

CONSIDER DURING LECTURE: 
• Network vs. Community? 

 
• Big Business vs. Individual  

•  To whom does this environment belong?  
•  Who defines “the rules”? 

 

• You are the first generation that has had access to  
social media their entire lives.  

CONSIDER DURING PROJECT: 
• How do you stay true to your brand’s voice? 

• CONTINUOUSLY.  
• Without being redundant. Or boring. 
• Or (worst of all) FAKE. 

 
• How can you make your campaign come alive on social 

media without just repeating headlines? 
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Pinterest 

Instagram 
2010 

https://www.digitalinformationworld.com/2019/01/most-popular-
global-social-networks-apps-infographic.html 

2019 (global) 

https://www.digitalinformationworld.com/2019/01/most-popular-
global-social-networks-apps-infographic.html 

2019* 
•  Facebook 
•  Facebook Messenger 
•  Instagram 
•  Twitter 
•  LinkedIn 
• YouTube 

 
• Pinterest 
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•  Multiuse 
•  Facebook, Google+, Tumblr (like blog), Pinterest, Snapchat (time) 

•  General business 
•  LinkedIn, Twitter, SlideShare 

•  Invitational 
•  Hub Culture, forums and groups that are invitation-only 

•  Location-oriented 
•  Google Places, Foursquare, Gowalla, Yelp 
•  Facebook, which integrates location through its Graph API 

•  Specialized business or profession 
•  To find specialized site, SocialMediaWebsites.com 
•  You can organize one on Facebook, LinkedIn, Ning, SocialGO, Wall.fm 
•  On Lithium.com, you can create a social media site for your website 

•  Video and photo 
•  YouTube, Flickr, Vimeo 
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Demographics & Psychographics 
• Demographics and psychographics are both critical 

aspects of consumer research and are used by marketers 
to understand their ideal customers better.  

https://www.affinio.com/blog/2016/12/19/demographics-vs-psychographics-and-why-culture-matters-most/ 

Demographics & Psychographics 
• Common 

Demographics: 
•  Age 
•  Location 
•  Gender 
•  Income Level 
•  Education Level 
•  Marital or Family Status 
•  Ethnic Background 

https://www.affinio.com/blog/2016/12/19/demographics-vs-psychographics-and-why-culture-matters-most/ 

• Common  
Psychographics:  
•  Personality 
•  Attitudes 
•  Values 
•  Interests/Hobbies 
•  Lifestyles 
•  Behavior 
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Demographics & Psychographics 
• Common 

Demographics: 
•  Age 
•  Location 
•  Gender 
•  Income Level 
•  Education Level 
•  Marital or Family Status 
•  Ethnic Background 

https://www.affinio.com/blog/2016/12/19/demographics-vs-psychographics-and-why-culture-matters-most/ 

• Demographics can be 
acquired easily via annual 
census information, etc.  

• While demographics are 
still valuable and can be 
used as a starting point, 
they don’t shed light on the 
passion points and 
interests of an audience. 

Demographics & Psychographics 

https://www.affinio.com/blog/2016/12/19/demographics-vs-psychographics-and-why-culture-matters-most/ 

• Common  
Psychographics:  
•  Personality 
•  Attitudes 
•  Values 
•  Interests/Hobbies 
•  Lifestyles 
•  Behavior 

•  Psychographics focus on 
interests, affinities, and 
emotions of a group of people 
– exactly the things marketers 
need to understand to best 
position their product.  

•  When creating any form of 
communications to your 
audience, it is critical to 
connect with the audience on 
a cultural and emotional level 
to ensure that the look, feel, 
and tone of your content fits. 

https://www.marketingcharts.com/digital/social-media-82642 

https://iotechnologies.com/blog/as-amazon? 

Demographics & Psychographics 
• When developing and executing campaigns, content, 

messaging, and so on remember:  
communications resonate with people that share the 
same psychographics (passion points, interests, and 
beliefs), not demographics. 

https://www.affinio.com/blog/2016/12/19/demographics-vs-psychographics-and-why-culture-matters-most/ 
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Customer Relationship Management (CRM) 

•  Techniques that use technology to relate to customers, 
clients, sales prospects, including tracking interactions, 
using purchase history to develop specific offers, and 
providing customer service and technical support. 
•  Technology enables these processes to be automated, organized, 

and synchronized, and results to be measured.  
 
 

• UX for CRM 
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Followers 
• People who subscribe to your updates.  

• Twitter and Google+ - “follower” 
• Facebook – “friends” or “follower” 
• LinkedIn – “connections” or “contacts” 

Influence 
•  The ability to produce effects on the actions, behavior, 

and opinions of others, such as getting them to visit 
places on the web without forcing or commanding them  
to do or think something.  

“The Rise of Influencer Marketing”2016 

•  “With social media becoming so popular so rapidly, 
companies have had to adapt quickly to reach 
customers in this new landscape; one of the popular 
trends is influencer marketing.  

•  In this strategy, companies use social media 
personalities, namely on Instagram, to promote their 
products rather than using traditional ads.  

• By doing this, the businesses hope to make their 
pitch seem more genuine to their target market.  

• This is especially crucial to reach younger 
generations with reportedly only 1% of millennials 
trusting the products they see in traditional ads.” 
http://evocreative.com/?evo_blog_articles=/the-rise-of-influencer-marketing/ 

Buzz and Viral Marketing 
• Ways that the web expands the effect of word of mouth 

and evolves from an information medium to  
primary means of social and business interaction. 

#Hashtag   
• A hashtag is a type of label or metadata tag used on 

social network and microblogging services which makes  
it easier for users to find messages with a specific 
theme or content.  

• Users create and use hashtags by placing the hash 
character (or number sign) # in front of a word or 
unspaced phrase, either in the main text of a message or 
at the end. Searching for that hashtag will then present 
each message that has been tagged with it. 

•  The hashtag becomes a clickable link in most major 
platforms, assuming privacy settings are set to Public. 
 
•  “Began” with Twitter (concept existed before this, but used 

prominently in social media first by Twitter) 

Hashtags do work on Facebook now, though they are not 
as useful as those on platforms like Twitter and Instagram. 
On all social media platforms, Privacy settings always matter. 
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#HashtagsThatWork 
•  Look what influencers are doing. 
• See what’s trending. 

 
• Be specific 

•  The more specific and targeted your hashtags are, the more 
opportunities your target audience will have to see you. 

https://blog.hootsuite.com/how-to-use-hashtags/ 

Hashtags on Twitter 
•  It’s no surprise that Twitter is a great platform to  

utilize hashtags considering that’s where the trend 
originated from. 
 

• Users can use the search function to look at the  
top posts surrounding a specific hashtag and get  
involved in the latest trends.  
 

• Optimal number of hashtags: 1 – 2 
 

https://blog.hootsuite.com/how-to-use-hashtags/ 

Hashtags on Twitter 
• As long as your profile is public, you can use hashtags to 

extend your brand’s reach.  
• Any tweet that includes a hashtag is visible to people 

looking through that hashtag’s stream —  
even to people who don’t follow you. 
 

• Make sure your hashtag is relevant to your messaging. 
You don’t want to jump on a trending hashtag just to  
push your brand.  
•  That’s an easy way to get users to hate you! 

https://blog.hootsuite.com/how-to-use-hashtags/ 

Profile 
•  The page on a social media site that has the  

personal information of the user. 

Uniform Resource Locator (URL) 
•  The unique address for an item on the web. 

 
FYI (not to use on Project 5) 
•  You purchase a domain name and that is part of the URL. 

•  Nikkiarnell.com is the domain name that I own. 
•  The URL is http://www.nikkiarnell.com/ 
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• Be professional, but not stoic corporate. 
•  Only helpful and friendly, as well as interesting 

 
• Even those you meet who seem to be themselves  

are still VERY considerate of who they “appear” to be. 
•  EVERYBODY is a brand. Never be fooled.   

• People may post things they would not say face-to-face 
•  Avoid taking these comments personally 
•  Be cautious with your reply 
•  But it is vital to be conversational 

 
• Your posts are public and if anyone is searching for you, 

your posts could be part of that evaluation.  
Offensive posts may be deliberately spread. 
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• Even those you meet who seem to be themselves  
are still VERY considerate of who they “appear” to be. 
•  EVERYBODY is a brand. Never be fooled.   

• People may post things they would not say face-to-face 
•  Avoid taking these comments personally 
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• Social media requires time to do it well. 
It can be a time drain leading to social media overload.  
 

• Keep in mind that some social media sites are better 
suited for certain posts. There are many overlapping 
users on social media sites. Obviously, these sites have 
different orientations. 
•  FB would work better for businesses that sell to consumers 
•  LinkedIn for B2B 

 

• Accomplishing significant goals will require daily activity, 
so it is best to identify hours for social media activities. 
•  Earlier in the day works best, population in greater in Eastern and 

Central time zones 
 

• Social media requires time to do it well 
 

• Warning:  
Building a social media site 
and then abandoning it 
conveys a negative message. 
If you cannot update it,  
delete it. 
 

http://weare.thesmallaxe.com/wp-content/uploads/2014/11/TimingIsEverything-e1415119415643.png 
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https://www.customermagnetism.com/blog/timing-social-media-posts-matter/ 

Algorithms 
•  Instagram:  

Timeliness 
•  LinkedIn:  

Relevance 
•  Twitter:  

Relevance 
•  Facebook:  

Relevance 

https://www.skyword.com/contentstandard/marketing/this-is-exactly-how-social-media-algorithms-work-today/ 

Hence, a social media PLAN. 
 
Not required for this class, but it will be required of you  
in Professional Practice (Branding).  
It’s also a great skill to use in future employment.  

•  Monitor what is being said about your company.  
•  These are free or low-cost: 

•  Google Alerts. Delivered to your email for free. 
•  MediaFunnel monitors your social media activity and offers a tool to turn 

tweets into leads of Salesforce. 
•  RSS Feeds alert you to what others are writing about that is pertinent to your 

business. RSS feeds that you choose to subscribe to can be managed in a 
reader, such as Google Reader. 

•  NutshellMail tracks your brand’s social activity and emails summary to you 
•  Sendible monitors blogs, news, comments, social networks and analyzes 

results, highlighting posts to which you should respond 
•  Also some Schedulers like Hootsuite supply analytics.  
•  Many CMS sites like FourSquare and Wix supply analytics.  

• Learn about Analytics and use the information. 
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Top 10 Twitter Statistics –  
Updated March 2019 
 
•  Twitter Monthly Active Users Worldwide: 

321 million 
•  Twitter has increased their year over 

year Daily Active Users by 9 percent 
year-over-year.  

 
 
https://zephoria.com/twitter-statistics-top-ten/ 

TIPS 
• While FB is known for helping people reconnect,  

Twitter functions to identify and connect people who 
have previously not known each other.  
 

• While FB and LinkedIn are structured, Twitter is a 
malleable, multipurpose tool that you can tailor to your 
business’s needs, making it the most useful social 
network for some businesses. 

TIPS 
• @username  

The name of your business or variation of it. 
 

• Profile Photos 
Choose either your business logo or a photo of the person 
managing the Twitter account. 

TWEET CONTENT THAT IS APPEALING TO YOUR FOLLOWERS: 
 
• Notice the form and content of the most  
popular tweets. Can they relate to your brand/campaign 
without seeming fake? 

• Use tweets containing links, @usernames, #hashtags 
or tweets posed as questions to increase the chance 
your tweets will be retweeted. 

• Link to interesting news stories, articles, blog posts 
pertinent to your followers – be a source for 
information that relates to your brand.  

• Let customers know about upcoming sales, new 
services, and recognition for your business. 

• Seek participation from followers through surveys and 
requests for feedback. 

TWEET CONTENT THAT IS APPEALING TO YOUR FOLLOWERS: 
 
• Avoid impersonal tweets – be conversational! 

------ 
•  Twitter members who mention your company in a tweet are 

looking for connection with your brand. Respond to their 
mentions or retweet the tweet to your followers. 

• Use Twitter’s search features to see what people are saying 
about your company. Not every mention will be a direct 
mention – search for your company’s name. 

• Obtain followers by including a link to your Twitter account 
in your email signature and on your business cards, website, 
other social media profiles. 

• Bring more people into the conversation and attract more 
followers by installing your Twitter feed on your website 
or blog. Always do your best to connect platforms. 
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GLOSSARY 
•  Twitter's 280- (formerly140-) character limit for tweets is 

rooted in its origin as a text-based service. 
 
Use bitly.com or similar URL shortener when linking. 
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GLOSSARY 
•  Tweet 

• As a noun: it means a message posted via Twitter of 140 
or fewer characters;  

• As a verb: to post messages.  
•  Feed/Stream 
• Handle 

•  This is your “username” on Twitter that appears with an 
“@” symbol in front of it. 

• Hashtags 
• Although they were originally created and  

supported by Twitter, hashtags are now utilized on 
Facebook, Pinterest, Instagram, and many more. 
  

• A hashtag is a group of words or phrases  
(with no spaces), preceded by a # sign  
(i.e. #ONECON or #CCPin).  

•  It is used to tie various social media posts together  
and relate them to a topic.  

• Hashtags 
• Although they were originally created and  

supported by Twitter, hashtags are now utilized on 
Facebook, Pinterest, Instagram, and many more. 
  

• A hashtag is a group of words or phrases  
(with no spaces), preceded by a # sign  
(i.e. #ONECON or #CCPin).  

•  It is used to tie various social media posts together  
and relate them to a topic.  

GLOSSARY 
• Reply – You can reply directly to a tweet. Only the people 

following you and the person you’re replying to can see your 
reply (unless you place a character before the handle at the 
beginning of the tweet). 

• Retweet – A way to repost or share someone else’s tweet. 
•  Favorite – This functions just as a Facebook “like” does. 

You can also use this as a saving tool and go back to your 
favorites later. 

• Mention – The act of including someone’s handle in your 
tweet. That person will then get a notification that they’ve 
been mentioned. 

GLOSSARY 
• Direct Message – This is the only way to talk to someone 

on Twitter privately. You can create these by either starting 
your tweet with “DM” or going to someone’s profile and 
using the “message” function. 

•  Feed – This is the first thing you see when you log in  
to Twitter. New posts from your followers are placed in 
your feed. 

•  Followers – These are the people who have followed 
your handle and can see your updates in their feed. You 
do not have to follow them in order for them to become 
your follower. 

•  Following – These are the people you follow so you can 
see their updates in your feed. They do not have to follow 
you for you to be able to follow them. 

GLOSSARY 
•  Trends – The most commonly used hashtags at that 

present time are considered trends. They can also be 
made to pull from a specific location. 

•  Lists – Groupings of your followers that you’ve created 
and categorized so that you can find them easily. 

• Connect – A tab where all mentions, replies, retweets, 
and favorites can be found. 

• Discover – A tab to search for hashtags, handles,  
and keywords. 
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We’ll talk about this at the end of the lecture. 
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•  How to TWEET like a Copywriter 
•  Twitter Profile  
•  Using the Photoshop and InDesign Files 

• UX > User Experience 
•  Image is optional, but increases engagement. 

https://blog.hootsuite.com/how-to-write-a-tweet-to-increase-click-through-rate/ 

Write engaging content that  
speaks to your audience 
 • You know your audience(s). 
• You know your objective(s). 
• You know your Big Idea (!!!),  

but not all 20 tweets must follow this strictly. 
• Remember Project 1 and all of those exercises.  

Still stumped?  
•  Just start writing.  
•  Post-it notes help.  
•  Acting like you’re writing an email to a family member, trying to 

explain why they should do something.  
•  Returning to your Features and (emotional SO WHAT?) Benefits. 

•  Twitter allows only 280 characters. 
•  #Hashtags and URLs are part of those 280! 

• Shorten all URLs using something like  
Bitly.com or TinyURL.com 

DIRECT QUOTES FROM https://blog.hootsuite.com/how-to-write-a-tweet-to-increase-click-through-rate/ 

#Hashtags 
• USE THEM. ALWAYS. #TwitterLivesByHashtags. 
• See what is trending. Join if it (seems) genuine. 
•  #DoNotHaveLongHashtagsThatMakeNoSense.  

•  (You seem more naïve about Twitter than the clever 
ironic witty tweeter you think you are.) 

• Remember you cannot have any spaces or punctuation  
in a hashtag.  
• BUT you can #CapitalizeToShowBreaks. 

•  Increase followers when you join other conversations  
you search/engage via #hashtags..  
(Can you show this in Project 3? If not, just keep this in mind.) 

#Hashtags 
• Also make sure your hashtag isn’t trending with 

something that isn’t relevant. 
 
For example, you wouldn’t want to tweet something like: 
 
So much snow in #DowntownJonesboro 
tonight! Is your car stuck? #MeToo 

#Hashtags 
• Also make sure your hashtag isn’t trending with 

something that isn’t relevant. 
For example, you wouldn’t want to tweet something like: 
 
So much snow in #DowntownJonesboro tonight! Is your 
car stuck? #MeToo 

@Callouts 
•  Talk about/to others 

 
• Mentions and Replies 

 
• Again, no spaces 
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@Callouts 
•  Talk about/to others 

 
• Mentions and Replies 

 
• Again, no spaces 

 
 
We are so excited for our #NewTeachers for our 
#SummerClasses! Many are @AStateArtDesign 
students and graduates! 

Include an image, a GIF or a video 
on some of your tweets 
•  This is not necessary, but still images,  

GIFs, and videos can dramatically increase the 
engagement rate for your Tweets.  

• Make sure the images that accompany your Tweet are 
relevant and high-quality.  

DIRECT QUOTES FROM https://blog.hootsuite.com/how-to-write-a-tweet-to-increase-click-through-rate/ 
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TIPS 
• Username: 

•  Username: @foa_jonesboro (NOT @foajonesboro) 
• Profile Photo: 

•  Choose either your business logo or a photo of the person 
managing the Twitter account as the profile picture. 

• Cover Photo: 
•  Cover Photo should be something that pulls from your campaign. 

• Bio/Summary: See what they have. Add a little life to it. 
•  “Non-profit providing arts education,  

 community theatre and outreach.” 

• Website: 
•   foajonesboro.org 
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PHOTOSHOP 
TwitterMobilePROFILE_Step8A.psd 
Name this whatever you would like. 

Place one of your 20 required  
Tweets here, even though it  

will therefore be shown twice  
on the sheet you turn in.  

PHOTOSHOP 

FIX THIS FIRST.  
These can stay  

the same on  
all messages. 

If you really want to revise 
the dates and Retweet/Like 

avatars because you’re a 
perfectionist, you can.  

It’s not necessary. 

Adjust height of image  
boxes for each tweet 
as needed. Do not  
leave blank space. 

INDESIGN 
Step8.INDD 
Name this  
YOUR LAST NAME_Step8A.INDD 
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