ClassACT

WED. 2/21

CLASSACT HR73
& WEBINAR SERIES

P 6 Steps To Promote Your

Nonprofit on Social Media

With Katie Marinello




Why Social Media?

of the world’s population aged 13+ uses

social media

Source:

-
I'wanna be"where the people are.

people who engage with nonprofits on social

media end up taking some sort of action

Source:



https://www.searchlogistics.com/learn/statistics/social-media-user-statistics/
https://nonprofitssource.com/online-giving-statistics/social-media/




Step 1: Set a Goal




Set a Goal

about you and your organization

Digital Goals Categories: Communication
« Brand Awareness

* Engagement Goals
« Drive website traffic
« Grow your audience

Digital Goals




.

e Find Adopters for 90% of my Foster Kittens Business Goals

e Raise awareness of fostering and Com munication
rescuing cats Goals

* Increase online following by 20% . .
by the end of the year Dlgltal Goals

* Engage 300 new accounts a
month




Step 2: Find Your Audience




Top Social Media Platforms in the US (2024)
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Platform Source:



https://www.doofinder.com/en/statistics/most-popular-social-media-platforms-united-states

Buyer/Donor/Constituent Persona

Age

Marital Status

Children

Education Level

Income level

Lifestyle

Needs

Problems

What are their interests?
What do they value?
What are they buying/hiring?




Demographics

®
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3 billion
active users

Largest age
group:
25-34
(49.3%)

44% female,
56% male

News and
current
events;
research

companies;
keep in

touch with
friends

2 billion
active users

Largest age

group:
12-34

48% female,
52% male

Follow or
research
brands and
products;
post or
share
photos or
videos.

2.5 billion
active users

Largest age

group:
15-25

46% female,
54% male

In the U.S.,
19% of
internet

users visit

YouTube

daily; 92%

weekly; 98%
monthly

1 billion
active users

Largest age

group:
18-24

53% female,
47% male

Entertaining
and relaxing
content;
news &
current
events;

541 million
active users

Largest age

group:
30-49

37% female,
63% male

Most
popular
social
platform for
news and
current
events

265 million
active users

Largest age

group:
13-34

58% female,
42% male

Sharing
photos &
videos;
messaging
family &
friends

445 million
active users

Largest age

group:
25-34

60% female,
40% male

Inspiration
for trying
new things;
purchases;
start a new

project

875 million
active users

43% female,
57% male

etworking
job
applications;
business to
business
ommunica
ons



https://blog.hootsuite.com/social-media-statistics-for-social-media-managers/

Creating a Profile...

& Create with avatar

@ Edit cover photo

Manage Page .
| KT World Communications

‘@ KT World Communications
l 212 likes « 230 followers

-
) Professional dashboard G e@m” Bb . 3¢ Manage  * Edit
&
Insights

4J Ad Center

[Z, Create ads

B setti / X
1QOr Settings “g What's on your mind?

More tools A brands tell their stories through expert digita

marketing. ) P,
) Meta Business Suite % A B¢ Live video [ad Photo/video 3 Reel

Edit bio

Facebook Business Page, managed
from your personal Facebook
and/or Meta Business Suite

‘ s vorens Social Media
ﬂ"‘ Ly Workforce
) ’\—\ ",4

ktworldcomm Following v Message 48 eee
460 posts 537 followers 872 following
@ 100m+

Let's tell your story! #ktworldcomm (She/her)
@ Ink.bio/ktworidcomm

Followed byannamdeblasio, smyal_dmv, pauls_restaurant_baltimore + 77 more
Reels Tips & Tricks Blog
B8 POSTS =) REELS & TAGGED

Digital and

Certificate

| Learned from
LinkedIn

Convert Instagram Profile to
Business or Creator Profile

o)




Channel dashboard

Latest YouTube Short
performance

Your channel

KT World Communications a o
Let's tell your story! 55 Dashboard

Hard Pill

Analytics
Anna ~n< faollow +h il 192 0 o
o ANna ) ns follow this
Comments

First 1 day 5 hours

/7—'7\ /v—-\ i
(v Following ) (QECCELECNCEY ( More ) suptites

Nice! Views are similar to what you usually

c)  Copyright get.
Earn Ranking by views 4010
Home ut Job — 192 @
Customization .
Average percentage viewed 127.5% @
Audio library Likes 0@

GO TO VIDEQ ANALYTICS

About etinge

Send feedback

SEE COMMENTS (0)

Face it: The world of social media and digital communications can be confusing and frustrating. What

= (3 Studio Search across your ch

Channel analytics

Current subscribers

9

Summary

Last 28 days

307 -
Watch time (hours) 08 —
Top videos
Last 48 hours - Views
Hard Pl 192

House of Blues 1

Reasons You Should. 1

GO TO CHANNEL ANALYTICS

Latest comments

Channel comments | haven't responded to

° Louise Tyler * 3 months ago “
"Promosm’ @

(?) [+ CREATE

News 1/4

~p

Pronouns are now available on YouTube

add your pron

VISIT CHANNEL SETTINGS

Ideas for you 172

Track channel performance

Learn how to use

YouTube Analytics to N

understand whats
working and gein I I

channel insights

GET STARTED

works one day may no longer reach your target audience the next, due to ever-shifting algorithms and
social trends. Don't get lost in the sea of noise—let KT World Communications be your guide! ... see more

LinkedIn Business Page, managed
from your personal LinkedIn

Regular account, attached to a Gmail




J' TikTok S5V E & X
& Home
i # Homepage & KT World Communications
X @ktworldcomm 48 Followers 147 Likes Q  Explore
2 Analytics v
Q nNotifications
Overview
Analytics View more > B Messages o
Audience Edit profile
U 2 5
(EC VLS  Last 30 days  Last 90 days B LLists Yosmght Mke
Video KT World Communications 0 Ajamu Baraka @
New followers New likes New profile visits New video views m Bookmarks KT\ @sjamubarsks
4 Creative Hub 0 0 1 68 PR, Marketing, and Social Madia. Let’s tell your story! (she/her) * Deh Comman #Sodialir
0 (+0.00%) -2 (-100.00%) -1 (-50.00%) 32 (+88.89%) 4 22 Communities © Westm UD @ hitps:/ft.co/ahSChdtsr © Born December 20,1988 @DebComanWriting m
E) Joined Oc
@ Leads manager R 4 RomitSharma =
& Activity & supporte - . . . .
Scheduler Schodule in bulk Unlock a suite of tools available exclusively to Professionals
TikTok For Business
@ Month February 2024 < || Today || > Professional Accounts allow businesses, brands, creators, and publishers to have a unique and clearly defined presence on the

platform and the ability to grow and strengthen their presence on Twitter. Professional Accounts are a gateway to a wide range of tools
not available to non-professionals, which include:

TikTok Shop * Sun18 Wed 21 Thu 22 Fri23 Sat 24

¥ Message settings v

Professional Home, a centralized dashboard that gives professionals the ability to track performance, discover product
offerings, tap into additional resources and drive performance.

Labels » ¢ A Professional Category, which allows professionals to showcase what kind of professional they identify as directly on their
profile.
& Settings v * Profile Spotlights, a dedicated space on a professional’s profile to showcase what’s most important to them (more details about

Profile Spotlights below).

Business registrati...

Twitter Shopping, a suite of products available to professionals who want to sell their goods directly on Twitter.
Twitter Ads and Quick Promote

And more to come!

»

X (formerly Twitter)
TikTok for Business Business Profile available but unnecessary




Step 3: Strategize Content




Step 3: Strategize Content Audience Journey

Guiding Questions

Golden Rules of Content -

What is the value your brand offers?

What is the tone of your brand?

What key points do you want to get across?
What, if anything, should you not say?

Is it something that the audience needs or wants?
Does it solve a problem?

Does it teach them something?

Does it improve their life in any way?
How does it appeal to their emotions?

vAdvocacy




Content Pillars

« Themes or topics that you consistently create
content around

Awareness & User

Education Generated Entertaining Promotional




Branding

e The process of creating a distinct
identity for a business in the mind
of your target audience and

consumers

e “Look & Feel”
0o LOgO -
» colors TittiIiurF;N;;\Ieb Bold <o
o Fonts Open Sans MESSAGING

o Messaging

o Key points to repeat
> Overall tone
- What not to say




Design

® Follow branding
guide

® Keep it simple

® Resize for
appropriate
platforms

Profile photo
Landscape
Portrait
Square
Stories

Cover photo

320 x 320

1080 x 566

1080 x 1350

1080 x 1080

1080 x 1920

N/A

170 x 170

1200 x 630

630 x 1200

1200 x 1200

1080 x 1920

851 x 315

400 x 400

1600 x 900

1080 x 1350

1080 x 1080

N/A

1500 x 1500

400 x 400
1200 x 627
627 x 1200
1080 x 1080
N/A

1128 x 191

200 x 200
1920 x 1080
1080 x 1920
1080 x 1080
1080 x 1920

N/A

Hootsuite-



https://blog.hootsuite.com/social-media-image-sizes-guide/

Paid Ads

The Trevor Project @ e X
Sponsored -
Fwarything your agency needs,

() Get outdoors and complete 45 miles your way this March!
i Raise life-saving funds to help us in our goal of ending suicide among LGBTQ+ young people.

The ultimate agency hub
meta.com/business

Al inone place

I'm taking on the 45-Mile Outdoor Your Pages and profiles

’ KT World Communications

n Campaigns 55 Ad sets
Q) 11 Messages
H v g Edit w & A/Btest @) O @ ¢ @ Rules w
@ Swatch to Page
Off / On Campaign Delivery T Bid strategy ‘Eﬂ Cratats GRS
© Travel Campaign Off Using ad set bid stra...
Friend requests See all
‘ [12/09/2023] Promoting https://gofund.me/de798.. @ Completed Highest volume
Amanda Clark 20h
‘ New Year Rover Bookings ® Completed Using ad set bid stra... 7

Results from 3 campaigns @
s 342 shares :
Birthdays

U e LS AN &~ &2 Lisah Aubergine and 3 others have




Write it Down!

Content Calendar Social Media Calendar

A « K L M
Social Meda Contant Teamplate (Semeush) & & s m - m
File Edn Yiew Insen Fowval Data Tools Enessions Hep )
CA@ T - N M. M - 2 - BT EA SHE E-rePl-Y o E @Y b3
A - Pomole 1
L Week 1
Charnel Day Status Date ;rg'“'n Post Topic/Type Copy Visusl Type Visual [Drive Link) Link to Assets Link to Published Post
OUR CONTENT Happy Now Yoor,
PILLARS Pstagram ~ Sundey - Publshed - V12020 800 AM Event (Geestiog) * Joumnal Buddsies! ¢ SINQBGN = N& NUpE SewwInSa0ram Con
S YLang: < Happy New Year, . ]
. SRR Sunday - Putblaned - V172020 800 AM Event (Greebng) * Journal Bucdkess? &= Single G~ hitpsciicrie google < NA LIPS eWW KOOI 20M
Happy New Year,
999 Twilley = Sunday * Publshed ~ V2020 800 AN Event (Greelog) - ,m_,,,',;m"ﬁ.‘,_, 3 Single GIt = nr Ve Qooghe o NA NUpS Ceww. twitler comt
11/3 Peach's Birthday = Prouct We promsed you s Single St & W
"8 i Vorday - Scheded + 122020 SO0AM |0 ipannouncamant T QTR NOW YRAT—50, e s malogwithiren
12/20 Katie's Birthday 2 oo S . Proguct We pramisex! you s Singis St
stagram Monday Schedfedd J2/207. 1200FPM UpeseiAnourceinen] 37001 NOW YOOr—30,  bywxge
10/31 Halloween Thanksgiving Day 11/23 Christmas 12/25 ' B Wodnosday - IriProgross = 1/47202; 12-00 PM Employeo Tosimonial = :“’?"’3 eoko . .
#yp aforyoa
o We found thet 90% of None (Teu
+ Wednesday - . VAL Resea - e
Social Media Giving Tuesday Twzer Weanescay - InFrogless = 14202 J00FM cn peazie who wrie Onlyv)
Holidays . Welcomrs © Sinale Stit . DS /N 20U
10/29 National Cat Day - Panned = WB202: 500PM Bucators = B iy Tps! .'”“r % F makngmininen
o
35 comyblog'ch
Thankfi av nati athon f ¢ie'c Bi v Welcorre © Binglo S
Thankful Thursdays Donation Marathon for Katie's Birthday nstagram - Frday Panned V6202: 200 PM Ecucatonal © ¥FroayTips! ..::.;':; W . e googie c
Our Marketing Welcorre © Sin
> " N 2 40 - Single Sta s
Campaigns Friday ~ Panned /6202 1000 AN Educatons " #FriduyTea! Sra08 *  hupsiorive google
Walch s creatve
Sunday - Planned » YBR202! 300 PM Customer Testmenial « genus al work < Video = hiipsdcrive ooogie s NA
g A None (Taxt
Tostter * Sunday - Panned VRR202. 200PM Proguct Promotion - o""" “ NIA
+ B SAMPLE = JAN Fes MAR - APR - MAY - JUNE ~ LY AUG SEp X » c



https://www.semrush.com/blog/social-media-calendar/

OUR CONTENT
PILLARS

Social Media
Holidays

Our Marketing
Campaigns

10/31 Halloween

10/29 National Cat Day

Engogement

11/3 Peach's Birthday

Thanksgiving Day 11/23

Giving Tuesday

Thankful Thursdays

12/20 Katie's Birthdoy

Christmas 12/25

Donation Marathon for Katie's Birthday
J



https://www.semrush.com/blog/social-media-calendar/

Social Media Content Template (Semrush) o @ @ ~ @ e m

File Edn Yiew nsen Foeval Data Tools Ensssions Hep

G P N N RN M. - ¥ - BT EA GHE SrPl-Y B TV -
ALY - YWosk 1
J A . 2 o ' » - " [ ) .
|
Charnel  Day Status Date "“',':"'“ Pest Topic/Type Copy Visusl Type Visual [Drive Link) Link to Assets Link to Published Post
. Happy Now Youor,
stagraen ~ Sunday - Putlsned - V172020 300 AM Event (Grestng) * Joumal Budies! p SiNge Gt - Nia NIpE Ceww.inslagram coman
‘ -Bl.lndly - Putlened -~ V172020 800 AM Event (Greeting) v mM‘k Single Gt - nhtipac/crve google ¢ NA DR Ceww inkede cominkk
New Year,
Toilley = Sunday = Publshed V2020 800 AN Event ({Greeteg) - mm«m g SingleGit = hipsiorve google C NA NS Ceww twiller comSinsiop
: - Proguct We promesed you & lo Stil & . MR w0
‘ -uma., - Schedied - 22020 SO0AM | SO, fhant ™ Qv now yaar—so, b - = malrowires
M l 9‘ A(m-
© dstagrm - Monday - Schedded < V2202 1200PM (ISR m",‘,:':,"v:.f_::‘ SN0 SO g e google cM
r 114202 12:00 PM Employee Tosimonial = J.““';';a;,“,m Video * hiipzlcove googip o NOA
y We found thet 90% of None (Tet 1m0 /i 0y
Welcoms © Single St - DTS 10U
VER202: 500 PM Educatons » #Friday Tos! . [ 4 malngmininen
— &@s conmvblog'cs
. Weicorre © inglo Sl DEDE e 0
VBR202; 200 PM Educationss " ¥FroayTps! 2 NRRR/GrT/9.200018 < g rigwiinirey
Welcorre © Mw«
: VE202: 1000 AM Educatons ¥ #FiiduyTea! mm *  hRpS.Aorive. mbcmw,,,,,ﬂ
Watch s creatve
" Y2202 300 PM Cusiomer Teatmonial ~ 9"‘0‘:""‘“‘:‘ Video = hipslorive ooogie c NA
? \UR202. 200PM Progud Promoton = ::;‘:)"‘“ - NA

+ = SAMPLE - JAN * Fes « MAR = ARR - MAY - JUNE - NLY - AUG - SEPY - o ’ n QeI


https://www.semrush.com/blog/social-media-calendar/

Step 4: Post Reqularly




Scheduling

. Consistency is key!
. Be realistic

How often should
you be posting on
each social network?

MAX
/ day


https://blog.hootsuite.com/social-media-posting-schedule/?utm_source=facebook_hootsuite+%28default%29&utm_medium=owned_social&utm_term=29d0caea-b7f0-48c4-835b-e9b83dc187f2&utm_campaign=all-alwayson-none-glo-en----social_hootsuite---

v Clas=ACT HR73
Pubichad by Ooud Qmpaicn @  Jescwry 27 » w3

From our Justice & Cwic Engagement Committee’s [atest article, "Georgia's On Our Ming

An ato m Of a Po The 2020 election was a political earthguake in Georgia, 25 2 Democratic Presidential candidate
y carnied the state for the Sirst ime since 1992 and Georgians dlected two Democrats as Senators
However, Georgia has a long history of voter purges and voter suppression, and the election
triggered a strong counter-reaction

H O O k Written by Ryan O'Conne
® Ednted by Mariyn Ga, Jim Harbeson, and Jado Swearingen

Az the Ink, read the full news article and Sind out what you can do whether you ive in Georgia or

° BOdy &oorzla's electorate growth since 2000

Georgia eligible voter population change, 2000 to 2019

in thousands

o Call to Action (CTA) 2000 2019 CPANES: o ot sotalincrease

1552 2,472 +920 T
White 3879 4,374 +495
H 114 382 +268

Asian 62 214 +152
SHHARE

ClassACT HR73 - Georgia’s On Our Mind

ng!

-~




Types of Content

Created Curated
Original content that Sharing content that is related to your
you/your business makes  organization/niche that is created by
based on your expertise someone else

Climate Change, Public
Private Partn
IFq ty: Le i
anglade l

"Functions of Government’ Full Song mw Well Versed Episode 1| Nickelodeon

Climate Change, Public-Private Partnerships, and Social Equity: Lessons from )
Bang!adesh See insights and ads




Types of Content

Graphic Photos Video

v Clas=ACT HR73 w Clas=ACT HR73
A messaoe § iore than 3

a year after the Russians bunched a massive a<

AL We L

Clas=ACT HR73

sre coefronted with the trac

Monday, November 13 from 7-8:30pm
Update on Ukraine!

Mark Cancian HR'73



Types of Content

IG

Reel/TikTok/YouTube

3 J

4 Essential Reasons €@
You Need A '
Social Media

Manager °

ot u{’f/,‘
KTE @ktworldcon%

| s

KT World Communications - 5h ago

As small business,.ownets, it can be tempting
to leave your social presence at the b... more

Carousel

WHY YOU
SHOULD
POST
CAROUSELS

‘,; « KT World Communications 2h
N &

(4

WED. 2/21 ClassACT@
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=
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e

BN 5 REGISTER

) (N
0 0 s

doorstep_rose thateeeitGrguyb... qu|



Types of Content

Links Event Text

w i(a:zA-CT HFZ?B ,

t's not too late to reqister

I - v 1. Classacthr73 ©Class?
ClassACT l,f‘i} """ When looking for a law

WED /9 paperwork properly and are familiar with the bureaucratic backup.

CLASSACT HR73 ¥ Q- o2 na
. \\ I‘: I{ l .\ ;\ I{ H l‘: l{ I I‘: H v classacthr73 @ClassACTHR73 - J
‘ Thank you for joining us for Creati hatYou Really Need To
& 6 S*QP% TO Promofe YOUT Know, With Leonard Easter '73. Qur next #C : 3Webinar will be 6
To Promoting Your Nonp BKT
Nonprof:# on Social Media :sisez?‘ ‘Ozrtc;rzg-:te:z- o-Pro
Q 1 Q2 iht 12 na

S AAY

ClassACT w

Achieving Change Together S 4 e 4

With Katie Marinello

6 Steps To Promoting Your Nonprofit on Social Media

ClassACT HR73 - HOME




Social Media Scheduling

e Schedule time to create content
o Batch creation
o Reuse content

e Scheduling the content to post across
platforms

o 0d
‘muo

$ Buffer

Hootsuite




Step 5: Engage with Your Community




Step 5: Engage with Your Community

e Engagement: actions that reflect and measure how much your audience interacts with
your content

Likes and Favorites

Comments, Direct Messages, Replies
Shares, Retweets, and Reposts e

Saves
Clicks t h t 1~
Mentions a u e n I C.
e To increase engagement, you must engage!

o Respond to comments and DMs on your account
Interact in comment section of big accounts
Engage with smaller accounts’ posts
Comment on people you follow & who they follow

Visit hashtags in your niche
Participate in stories

O O O O O O

O O O O O




Engagement Types

e Like/React
o Low-effort
o Unlikely to get responses

e Comment
o Much more likely to get responses

e Share
o They will get a notification you shared
o May be able to respond
o Increases reach for their post

e Save

o They'll see how many saves they have, but not who saved it
o Good for curating content



Engaging with Your Audience

e Be polite

e Respect each person

e Address the issue not the person
o Do it quickly
o Stick to the issue at hand

e Don't feed the trolls

o Don'targue
o Quietly ignore them
e Refer back to core messages




Step 6: Analyze & Evaluate




Analytics/Insights

® Metrics: the raw data you collect to
measure aspects of the product

® Analytics: the process of interpreting
the data to gain insights and make
data-driven decisions.

.ll.;;\



Where to Find

Meta LinkedIn YouTube

VENELPRFLE:  kittensfromkatie -

Katie’s Kitte 5
A > 234 348 73

Posts Followers  Following

; ’:&/"'
@ KT World

Katie's Kittens she/her
An account to showcase my cats & the cats | babysit, as well

|?| Insights as find homes for my foster cats. o Yourchannel
Kate Marinll Your channel got 1,379 views in the last 28 days

- 2 Ink.bio/katieskittens and 1 other
Ads manaaer

Channel analytics

Overview Content Audience Research

ql Professional d

]"S'Ehts et Ad account: KT World Communications 60024720... @ Last month: Oct1,2023 - Oct 31,2023 w ¥ Sashhoar
| @ View as member ) Views Watch time (hours) Subscribers
S/ « Content
Weekly plan @ © 6 days eft 8 seefull plan 1.4K © 3900 +2
= o M Anabtics % more than previous 28 days 8% more than previous 28 days
Complete at least 5 of 7 tasks to finish this plan. I
’ *
= Comments
?efm:“ ST e B See more about your content performanc Subtitles A
® o ey
@ Facebook reach @ © Instagram reach @ &J Paid reach @ A Copyright
f Content 4,142 4 555% 1,182 y 627% O / .
[ \
M Earn
i sss s
® - ———————————————
Customization O EEehemes wEmELames o TEERemes s TR e
-| ® 3 Sources of Meta Data:
B .
Q

® YouTube Creator Studio

o Facebook Page
o Instagram Profile
O

® Business
Page



https://business.facebook.com/latest/insights/

Where to Find

TikTok Twitter

d* TikTok &5vVE @ Jul 2023 - 31 days
© Homepage Overview L Download data Top Tweet camed 25 4K impressions Top mention earmed 2 engagements ZI"E:E 32 9K
w Analytics ety S Gls @insect_opera Thank you for sharing this WinningSolo | Matthew Fenton :

Good script for me next time this comes up @WinningSolo - Jul 1
Overview (because it ALWAYS comes up) : ) Prafievsts Mente
Reach @KTWorldComm File under: "Things I'd 41 1
Audience wios Like to Type But Do Not Actually Type"
Video views Reached audience Profile views v
Video View Tweet activity
3%a7 2,827 24
¥ Creative Hub +33K (>99999%) ¢ +2.8K (>99999%) ¢ +23 (>999.99%) ¢
® Leads manager Video views .
1,2( Top media Tweet camed 113 impressions

% Activity & rte . . . .

ctivity & suppo . Y'all are terrible at directions. But | still love

TikTok For Business ® } i you. Happy Monday!
[ a i pic.twitter.com/15VxG0TJUQ
|

TikTok Shop » H -

o H ‘ e o \\,//

© Settings v

Business registrati...

Engagement
[F Shares Comments
38 3 2 -
+38 (>99999%) ¢ 99%) ¢ +2 (>99999%) ¢

® “Under Construction”

® C(Creator Tools




JANUARY METRICS
ClassACT HR73

FACEBOOK ——F———————————— OVERVIEW

Common KPlIs

CURRENT CHANGE FROM CURRENT CHANGE FROM
REPORT LAST REPORT REPORT LAST REPORT

e Reach — .
o how many PY Fol Iowe rs FOLLOWERS GAINED 3 +300% COMMENTS 2 66%
users come o Thenumber o Share of a_
across your of followers : -
social media your social Voice
channels. channel has © how many COMARy
at a Set time peopl_e While our impressions and reach were down, we gained followers and more of our followers clicked links.
: mentioned
e Impressions: your brand,
o Thisisthe o Growth comparedto ~ ® Engagement rate
number of o How many the number o How many likes, shares, comments,
times your followers of people etc. divided by your number of
post was you're mentioning followers
visible in gaining your
romones competitors ¢ Conversions
tierfmelionre. o Number of people who take action

from your post (visit your website or
landing page, subscribe to a mailing

list, make a purchase, etc.)
s



Evaluate

e Based on the data...

- Are we reaching qualified people?

- Are we engaging qualified people?

- How many of them are
converting?

- What's the best time to post?

- What types of content are
resonating?

- Which platforms do | need to be
focusing on?




katie@ktworldcommunications.com

ktworldcommunications.com

Detailed Analysis of @ktworldcomm @classacthr73
your web & social
presence with

actionable next steps FOI IOW U S '


mailto:katie@ktworldcommunications.com
ktworldcommunications.com
https://www.ktworldcommunications.com/digital-audit

