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GENERAL SOCIAL GUIDELINES



General Social Posting Guidelines
▪ Be polite. You are certainly allowed to disagree with a comment or 

posting, but make sure to use an even-keeled voice that could not be 
construed as being rude.

▪ Listen. Do not be defensive. If a user is complaining about your services or 
product, use the communication as an opportunity to obtain their frank 
feedback. If you have a reasonable explanation, offer it, but remember 
there is only so much appetite for excuses. It is often best to simply make 
sure they know you are listening. Almost more important than what you 
say/post is what you hear/read. Social media has become the new 
suggestion box or customer service line. Do not be afraid to enter a 
conversation to let them know that you want to help.

▪ Always check links/sources before posting. This seems like a no‐brainer, 
but it is easy to just repost a link you have seen somewhere else. Take an 
extra minute to click on the link yourself and make sure it’s appropriate for 
your audience.

• When to delete. When using tools like Facebook pages, administrators can delete comments made by users on your 
page. Make these deletions very sparingly, since the point of social media is to allow open, honest communication. Only 
delete comments when they are vulgar or disparaging to a particular individual or particularly egregious and 
inappropriate. If someone simply makes a complaint, use it as an opportunity to listen to the feedback, not as an 
opportunity to cover‐up imperfections.

• Admit it. When you make a mistake (posted the wrong URL; made a typo, etc.), admit it. If someone points out your 
mistake—thank them for letting you know. Be gracious.



#Hashtags Guidelines
#1 Be Specific

Try finding a passionate community related to your industry that 
shares a specific interest. The more specific your hashtag is, the 
better targeted your audience will be, which will generally result in 
better engagement.

#2 Use Unique Relevant Tags

Brand hashtags shouldn’t necessarily include your brand name, 
but should be representative of what your brand stands for. Have 
fun conjuring up the perfect, unique hashtag and make sure to be 
as original and creative as possible. Make sure not to be the one 
that “borrows” a specific trending hashtag. It’s bad form and the 
consequences of stealing someone else’s hashtag could be more 
detrimental than you imagine.

#3 Follow Hashtag Etiquette

The use of hashtags on Instagram is very different than it is on 
Facebook and Twitter. Understanding the unique uses across the 
various networks will allow you to be more effective in your 
hashtagging efforts. Make sure to research each network before 
you start in order to see what behavior is expected. Like in real 
life… there’s nothing worse than jumping into a conversation only 
to find out later you had food on your face the whole time.



#Hashtags Guidelines cont.

#4 Keep It Clear

Don’t try to be too clever or unorthodox since you want people 
to organically search for your hashtag. Hashtags are intended to 
make finding and sharing content easier, but long or complex 
hashtags can make using them too laborious. Using 
capitalization for different words in a hashtag helps make them 
clear to read and can avert misinterpretations. For example: 
#Manslaughter vs #MansLaughter

#5 Keep it Simple

As a general rule, when creating a brand hashtag you should 
always keep it short and simple. While a longer hashtag may 
be able to target a very specific audience, it is less likely to be 
used since most people just will not want type in that 
many characters.

#6 To Tag or Not to Tag?

The purpose of hashtags is to make your content more visible to 
a wide audience but not everything you post is going to fit 
neatly into that category. If your post or comment does not add 
substance to the larger conversation it may be best to leave the 
hashtag off.



Key Metrics to Track 
1) Consumption Metrics

▪ Consumption metrics are the most basic of the four. Content views, 
time on page, and bounce rate can all be accessed easily from 
an analytics tool, such as Google Analytics or Hubspot. 

▪ These simple data points tell the surface level story of content 
performance and serve as measurements of brand awareness and 
web traffic.

2) Sharing Metrics

▪ Sharing metrics can be used to unveil more information about reach, 
awareness, resonance, and engagement. Likes, shares, tweets, 
retweets, and pins all speak to content’s success across social channels. 

▪ Email forwards indicate resonance via email, and inbound links serve as 
additional validation across the web

3) Lead Generation Metrics

▪ Lead generation metrics like form submissions, email /blog 
subscriptions, and conversion rates speak directly to the value 
consumers place in your content.

▪ If access to your content is worth disclosure of personal information, 
then you’ve earned the right to gather that information for 
segmentation and targeting. Beware, however, that form submissions 
do not necessarily imply a desire to do business with you.

4) Sales Metrics

• Sales metrics show how content impacts 
customer acquisition and adds to top-line 
growth. Revenue, of course, is the ultimate goal 
of marketing, but content attribution can be a 
tough nut to crack, especially given that most 
customers require 7+ touch points prior to 
making a buying decision.



TWITTER BEST PRACTICES



The Fundamentals of Twitter Marketing

• Use Twitter to drive people to your company’s website. Tweet 
about interesting resources your employees have posted on your 
blog or website. Have you recently published a white paper that 
people can download for free? Tweet about it, linking back to the 
download page on your website. If the content on your site is 
truly remarkable, people may start tweeting about it on their 
own! They can share your resource to their friends on Twitter. 

• Monitor your brand on Twitter. Using the Twitter Search tool 
(http://search.twitter.com), you can search and track what people 
are saying about your company, products, competitors or any 
other hot words in your industry. Set up an RSS feed to receive 
all search results in Google Reader. If you find someone tweeting 
about your products or a person who is looking for a solution 
that your product provides, let them know! 

• Establish yourself as a thought leader in your industry. By 
tweeting about useful resources and thoughtful tips, you and 
your company will eventually develop thought leadership, and 
people will consider you an expert in that particular subject. Be 
sure to link to your own resources as well as others. 

Twitter Best Practices



Track Your Progress

• Reach: Total number of followers. 
This number is your raw 
distribution power. 

• Response Rate: Average number 
of @replies per tweet. When you 
sent out a link or a question, how 
many people respond? 

• Branding and Awareness: How 
often people reference your 
company or products. Use Twitter 
Search to track. 

• Twitter Grade: Your overall 
effectiveness of your Twitter 
account. Calculates the number of 
followers and the influence of their 
followers. 
(http://Twitter.Grader.com) 

• Sales Funnel: Number of visitors 
from Twitter who visit your 
company website that convert to 
leads. 

Twitter Best Practices cont.



Twitter Recommendations for Brands



FACEBOOK BEST PRACTICES



Offer value.
Your Facebook page is a great venue for updates on your business, but 
don’t get carried away. People don’t want or need an in-depth report on 
your latest company picnic. Instead, offer greater value by combining a 
timely mix of content about your business (product tips, sales events, 
behind-the-scenes items and photos) with third-party content, such as 
links to industry blogs and forums. This builds your credibility as a 
resource of value to users.

Be strategic with images.
Don’t post stand-alone photos of your products or services. Show them 
being used by happy, satisfied customers. Also, make it easy for fans to 
tag photos of their own, wherever they use your product or service, and 
share these as well.

Avoid lengthy posts.
You might find every aspect of your business fascinating, but a long, 
rambling posts will never garner the likes, shares and comments you’re 
looking for. If you want fans to read your posts, keep them short and 
sweet, generally between 100-250 characters.

Focus on engagement.
How can you stimulate users to get involved with your business? Try 
asking questions and offering polls that invite a response. At the end of a 
post, remember to invite fans to comment, like or share. When people do 
respond, keep the conversation going with comments of your own.

Facebook Best Practices



Post Frequency

An important consideration should be how frequently you post, 
and when. This is important to think about because it will affect 
how successful your page is in the long run. While posting 
multiple times a day can be a strategic way to land in the News 
Feed, you might end up shooting yourself in the foot.

Social Bakers studied three months’ worth of Facebook content 
from major brands and found that top brands average one post 
per day. 

• As a general rule, Social Bakers found that posting once 
per week on Facebook was so low as to lose 
connection with your audience and posting more than 
twice per day was crossing the line into annoying. 

• Its 2011 study found that the sweet spot is five to 10 
posts per week.

• There is a consistent drop-off after the first post each 
day.

Facebook Best Practices cont.

http://www.socialbakers.com/blog/147-how-often-should-you-post-on-your-facebook-pages
http://www.socialbakers.com/blog/147-how-often-should-you-post-on-your-facebook-pages


Facebook #Hashtag Best Practices
Use hashtags (1 or 2 only) when they make sense and when you use 
something relevant that people can filter on to find more relevant 
conversation.

EdgeRank did a study on hashtags, analyzing more than 500 Pages 
that posted both with and without hashtags. After looking at 
35,000+ posts, they found only 6,000 had hashtags. That’s only 17% 
of the posts on Facebook.

When they dug deeper into the numbers, they found that hashtags 
didn’t have a positive impact on the brand’s engagement levels on 
Facebook. 

Compare that to Twitter, where EdgeRank found that using a hashtag 
typically doubled the chances of a message being retweeted.

Use Hashtags On Facebook Effectively
If you’re cross-posting Twitter and Facebook posts simultaneously, 
keep these hashtags guidelines in mind so that you can save time 
without experiencing any negative effects on your Facebook 
marketing efforts.

• Write your hashtag as a single word without any spaces.
• Keep your hashtags short and sweet and capitalize the first letter 

of each word.
• Numbers can be included but not punctuation or special 

characters
• Capitalize the first letter of each word if you do have a longer 

hashtag

http://edgerankchecker.com/blog/2013/09/hashtags-on-facebook-do-nothing-to-help-additional-exposure/


INSTAGRAM BEST PRACTICES



7 Top Tips for Brands using Instagram:

• Understand your brand’s audience, even in Instagram. Amex or 
Burberry followers will expect something different than Starbucks, 
Red Bull or MTV’s.

• Create a theme for your content and be consistent. Constant product 
placement is not a theme.

• Take lots of photographs and make them aesthetically pleasing and 
creative.

• Give your followers a reason to want to follow your brand in 
Instagram.

• Spread out posts like you would any other network. Post once or 
twice a day.

• Engage with your followers. Comment. Follow back. Like things. Be 
human.

• Tell an interesting brand story through your images and captions.

The fundamentals for Instagram success

• Learning to listen
• Creating engaging conversations
• Posting ingenious images

By making sure you are practicing these essentials, you will develop a 
healthy Instagram account that will draw in new visitors and eventually 
establish an entertaining hub for followers to come back to time and time 
again.

Instagram Best Practices



1. Search your SEO keywords on Instagram and see 

what others are posting. If the majority of content 

is relevant to your post, and it is an active hashtag, 

use it! Just remember, research is key! Don’t use 

hashtags that aren’t active or relevant.

2. Custom hashtags must be unique, memorable, and 

speaks to your brand. Most brands create custom 

hashtags that are a play on their name, e.g. 

#ArtoftheTrench (Burberry), #InstaKors (Michael 

Kors) or #ATiffanyHoliday (Tiffany & Co.). Make 

sure your hashtag is easy to spell and use 

capitalization for readability.

On Instagram, people search for specific hashtags and scroll 
through the image feed. If they like what you posted, they will 
click like. If they really like what they see, they might also click on 
your username, check out your feed and following you. On this 
network more than others, hashtags are help you reach a broad 
audience and gain followers.

#Hashtags on Instagram



Popular Community #Hashtags

#Regram: Use this hashtag when you are posting 

something that was previously posted by a fan. This is a 

great way to make your brand loyalists feel like they are a 

part of your brand.

#LaterGram: Use this hashtag when posting something 

from a while back that was never posted before.

Campaign Hashtags:

Use the name of your current marketing campaign. Make it 
a word or phrase that is unique to your short-term contest 
or promotion. 

Do your research. Make sure no one else is using the tag 
you choose. Check across platforms, Facebook and Twitter, 
as well so you can cross promote your campaign. 

Promote your campaign hashtags as a method for your 
customers to engage with you and other customers 
throughout the duration of the campaign. Example: Use of 
your hashtag is required to enter your contest.

McKay Flooring is a great example of how a little creativity can be used in 
social media marketing to greatly expand reach and awareness.

#Hashtags on Instagram cont.

#ThrowbackThursday or #TBT: It’s Thursday and a throwback is in 

order! It’s a great way to bring back old memories. #TBT has become 

a popular hashtag on several social networks, including Instagram.

#NoFilter: Use this filter when posting an image with no Instagram 

filters applied. This is great when posting about your brand in a 

scenic setting. It’s one of the most popular hashtags on Instagram 

with almost 100 million public posts.



PINTEREST BEST PRACTICES



Building a Pinterest Following
A study from the University of Minnesota gathered more than 3 
million pins and collected data on more than 45,000 users took 
into consideration 38 different factors that may attract an 
audience on Pinterest.

The three most important factors in getting more followers:

▪ The number of users you follow

▪ The number of pins you have

▪ The number of boards you have

After these three profile features, the next three most important 
factors were the categories in which you create pins. The top 
three categories were:

▪ DIY and crafts

▪ Hair and beauty

▪ Design

Key Takeaway

The research team summed up the findings with this:

“To attract lots of followers, you should: follow lots of other 
pinners, create lots of boards and pin a lot, post on popular 
topics, and don’t concentrate on too few topics.”

Of note in the chart above is that diversity of pins (marked by the 
blue bar in the chart) is nearly as important as pinning to the top 
categories. This would imply that a well-rounded set of pins could 
be just as valuable as seeking out the most popular categories.



The Science of the Perfect Pin
Curalate, a startup that helps companies post better images to 
Pinterest and Instagram, examined over 500,000 images on 
Pinterest, looking at 30 different visual characteristics like textures, 
colors, and subject matter.

Here are their five best practices, based on the images that get the 
most pins and re-pins.

▪ Use multiple, dominant colors. Images with multiple, dominant 
colors receive more than 3 times the re-pins per image than 
those with a single dominant color.

▪ Avoid human faces. Among images shared by brands, those 
without human faces are re-pinned 23 percent more often.

▪ Go with a spare background. Images made up of less than 30 
percent background are re-pinned the most. Re-pins drop off by 
4 times for images composed of 40 percent or more background.

▪ Choose red, orange, and brown instead of blue. These three 
colors outperform blue nearly 2:1 in re-pins.

▪ Maintain moderate light and color. Very light and very dark 
images are not re-pinned as often. The same is true for 
saturation. Images that are 50 percent saturated have four times 
more re-pins than images that are 100 percent saturated and 10 
times more re-pins than images that are totally desaturated.

This picture, attached 
to Paula Deen's recipe 
for cucumber, tomato, 
and onion salad, 
embodies the 
characteristics of the 
ideal popular Pinterest 
image. 

It has been re-pinned 
307,000 times.

Photo: PaulaDeen.com

http://www.pauladeen.com/recipes/recipe_view/aunt_peggys_cucumber_tomato_and_onion_salad/


Use relevant keywords in profile 
descriptions to be found in search.A good mix of Brand specific 

topics and popular related topics.

Pinterest Profile Examples



YOUTUBE BEST PRACTICES



YouTube Marketing Best Practices
Create Content, Not Ads

1. You will notice very quickly that traditional types 

of advertising do not work on YouTube. Even 

company intro or product demo videos don’t 

perform well unless they are done in a creative 

and engaging way.

2. Successful video campaigns take the time to 

create something fun and engaging that tells a 

story. The integration of a product can be very 

apparent but must be done in an authentic and 

relevant way.

3. When creating video content spend some time 

thinking about why and how your followers will 

share your content. This shareability factor is just 

as important as your idea and the execution of it 

in video form.

5 motivations that prompt your audience to share 
your content:

1. To bring valuable and entertaining content to others
2. To define ourselves to others
3. To grow and nourish our relationships
4. Self -fulfillment
5. To get the word out about causes and brands



YouTube Marketing Best Practices cont.

YouTube Success Takes Time & Patience

Many companies attempting to use YouTube for business 
sign-up for a channel, throw up a few videos and get 
discouraged very quickly when they don’t get any views 
or subscribers. 

1. Keep in mind that now more than ever it takes some 
time and patience to build your YouTube audience. 
Focus on creating the best quality and most valuable 
content you can for your audience.

2. Make sure to promote your YouTube channel. 
Announce it on your blog, email lists and all social 
platforms. You should have permanent YouTube 
buttons above the fold on your website and social 
media platforms.

3. Interact with your followers! They have chosen to 
follow your content and should be rewarded. 
Respond to any comments as soon as you can, and if 
followers have a channel themselves, visit and 
comment on it as well.

• Channel owners are promoting their videos on 
other social networking platforms such as 
Facebook (85%), Twitter (70%), and Google+ 
(45%)

• 53% of channel owners are sharing their videos 
on their own website.

• Only 26% of channel owners are communicating 
with their audience via email.



YouTube Marketing Best Practices cont.

Help Your YouTube Viewers Get to Your Website

It doesn’t do much good if your YouTube subscribers 
only hang out at your channel, there should be a 
focused effort to push people over to your website.

1. Include a link to your website in the first line of each 
video description.

2. Include links to your site in the “about” section and 
in the header of your channel.

3. Release related programming that on both YouTube 
and your site. For example post part 1 of a video on 
YouTube while part 2 can only be found on your 
site. Use a teaser video on YouTube and direct 
people over to your site for the complete video. 
Post supplemental content, like a blog entry, that is 
only available when they visit your site.



Hello from Sprk’d!
Our mission is to help small businesses get 
found, build trust, and spark sales with great 
digital content. 

Schedule Your FREE Assessment with a  
Sprk’d Inbound Marketing Specialist: 
https://sprkd.youcanbook.me/ 

https://sprkd.youcanbook.me/
https://sprkd.youcanbook.me/
https://sprkd.youcanbook.me/

	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28

