Social Media: It's Not a Fad

Dr. Pauline Hoffmann




Social Media Stats Video

* “We don’t have a choice whether we do social media,
the question is how well we do it.” Eric Qualman,
author, Socialnomics



https://www.youtube.com/watch?v=9ZmT7puLjqI

Mind-Boggling Social Media Stats

It took radio 38 years to reach 50 million listeners. TV took 13 years to reach 50
million users. The Internet took 4 years to reach 50 million people. In less than
9 months, Facebook added 100 million users (Hird, 2011). TikTok got to 100
million users in 9 months. ChatGPT — 2 months (social media today).

Just over 13% of Facebook users are in North America: more than a third of
users are in the Asia-Pacific region (We are social, 2019).

More than 90% of companies use LinkedIn as their primary recruiting tool
(Osman, 2019).

The top YouTubers, like PewDiePie and Lily Singh, earn millions of dollars each
year (Berg, 2016).
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Mind-Boggling Social Media Stats

Generation X (ages 35 to 49) spend the most time on social media: 6 hours and 58 minutes per
week. Millennials (ages 18-34 come in second, spending 6 hours and 19 minutes of their time per
week on social networks (We Are Social, 2019).

Two-thirds of Internet users worldwide use social media (Ortiz-Ospina, 2019).

While Facebook dominates in size and penetration worldwide, Instagram dominates in user
engagement. Brands see a median engagementrate of 0.09% per Facebook post, in comparison to
a 1.60% median engagement rate per post on Instagram (Jackson, 2019).

QQ, WeChat, and ozone, social networks with heavy user bases in Asia, are more popular than
Tumblr, Instagram, Twitter, and Pinterest Are (Social, 2019).

Social Media Marketing 4e | © Tracy L. Tuten 2021 | SAGE Publishing



Audiences

e Who do we need to reach?
e How do we reach them?

 Demographics and psychographics.



T
Who are We?



Other Considerations?

e SES

* Cultures

* Race/Ethnicity

* Geography (rural, suburban, urban)
* Trust

* Other limitations?



The Zones of Social Media and Exemplar Vehicles

Sharing
Socializing
Conversing

CRM/Service
Retailing/Sales
HR
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Editorial
Commercial
User-Generated

Games
Music
Art



Most Popular
Networks
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THE MOST POPULAR SOCIAL MEDIA PLATFORMS
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Information
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Adwvertising
Relationship
building

Beauty/fitness
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Inspiration &
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Guestions/polls

Ecommerce
Organic
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Top Priorities for Business using Social Media Marketing
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Marketing Objectives and Social Media

Increase Awareness (events, services)

Influence Desire (get them to do something)

SQllECA Trigl (again, get them to do something)

Purchase (try, buy, participate, learn,
engage)

Facilitate

brand loyalty (keep using us — tell your
friends)

from service failures (how do you fix
mistakes)
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Recover




The LARA Framework

to customer conversations

ApEWZ4=E conversations

Relate information within enterprise systems

customer conversations
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Focebook

YouTube

Twither

LinkedIn

TikTak

Instagram

How Often and When?

Most common social posting frequency for B2C + B2B brands
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How Often and When?

CHOOSING THE RIGHT SOCIAL MEDIA PLATFORM FOR YOUR BUSINESS
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per post
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CONTENT .
Short videos
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Use hashtags
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comments
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Style
Hormme
.

Food & Drink

Variety of
content

.

Create multiple
board

fram other
SOUrces

Post often
Create
searchable




How?

So you have other things to do in your job and you'd like a social life?

* Tools:
* Loomly
* Hootsuite
* Planable
* Later
e Buffer
* Sprout Social



Sample Calendar



How?

| can draw stick figures.

* Tools:
* Canva



https://www.canva.com/

What Do | Write?

Words are not my friend.

* How do you craft a message?
* Remember to be mindful of ADA guidelines.
* Whatdo | write?
* | still call hashtags the number sign (#)
* Inflact
* Toolzu
* CopyAl
* Sistrix
 Whatis important?

* Society for Health Care Strategy & Market Development Calendar of Health Observances &
Recognition Days

* Other events?

* Information?

 Mythbusting?
* Think strategically...
* What about AI?



Engagement and Measurement

Numbers scare me.

 What are you trying to do?

* Do you allow comments?

* Do you respond?

 What do the numbers mean?
e Shares
* Likes
* Comments
* Views



Copycat

Mimicry is the highest form of flattery

* Who is doing it well?
* Philadelphia Health Department
* Johns Hopkins
* Unbiased Science
e Others?



Policies

* Who has access and what access do they have?
* What sorts of things will work?

* AUDIENCE!

* Erie County Health Department shared its social media policy (I will
also share). You should develop one and be consistent.
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