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ACCORDING TO ALEXA, AS QUOTED BY
THE DIGITAL MARKETING ACADEMY

|.Google.co.za

2.Google.com
3.Youtube.com

4.Facebook.com
5.Yahoo.com
6.Fnb.co.za
7.Wikipedia.org

8.Gumtree.co.za
9.Msn.com

10.Linkedin.com
| .News24.com

|2.Instagram.com
| 3.Bing.com

14. Twitter.com
| 5.Standardbank.co.za
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TOP WEBSITES IN SOUTH
AFRICA

(STRUGGLED TO FIND REGIONAL LIST)

ACCORDING TO SIMILARWEB.COM
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Social advertising
Brands finding
value for monay

The business of social media
Brands utilising socal media to reach
exsting and potential customerns




WHAT ABOUT
YOUR USAGE?




WHAT PLATFORM
FOR WHAT




ENTREPRENEUR.COM
HTTPS://WWW.ENTREPRENEUR.COM/ARTICLE/30%
168

* Facebook: Videos and curated content

* Instagram: High-res photos, quotes, Stories

 Twitter: News, blog posts, and GlFs

* Linkedln: Jobs, company news, and professional content
* Pinterest: Infographics and step-by-step photo guides

* Google+: Blog posts that you want to rank on Google



https://blog.bufferapp.com/what-to-post-on-each-social-media-platform
https://blog.bufferapp.com/what-to-post-on-each-social-media-platform
https://blog.bufferapp.com/what-to-post-on-each-social-media-platform
https://blog.bufferapp.com/what-to-post-on-each-social-media-platform
https://blog.bufferapp.com/what-to-post-on-each-social-media-platform
https://blog.bufferapp.com/what-to-post-on-each-social-media-platform

Who is your audience? How can you reach them? What are your goals?

CHOOSING THE RIGHT SOCIAL MEDIA PLATFORM FOR YOUR BUSINESS

‘
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YOUR-BUSINESS

WHEN FOR WHAT?

HTTP://W

Every Day

2x per Day, Morning & Evening Q

Next Day

2x per Week

3x per Week
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DONUTS ...
Social Media Channels Explained

Facebook . Instagram

| LIKE DONUTS HERE'S A PHOTO
‘ OF MY DONUT

Twitter LinkedIn

I'M EATING A MY SKILLS INCLUDE
#DONUT DONUT EATING

QM m M@

HERE'S A DONUT I'M A GOOGLE EMPLOYEE
RECIPE WHO EATS DONUTS
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“IDEA"L MODEL FOR
CAMPAIGN

PLANNING




INTENTION

DESIGN [EXECUTION| ASSESS

Why are you running
this campaign?
What are your goals?
what are your
indicators for success?

What materials / Day by day Review and analysis of
content and breakdown of what indicators of success,
messaging drives the content is released, on and consolidation of
campaign what platform, by learning, archiving of
What are your stylistic whom. materials
considerations?

LEARN

Black Earth Consulting Model 2018
Creative Commons
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PLANNING TOOLS

HTTPS://BLOG.ALEXA.COM/WP.-
NTENT PLOADS/20] 1/2016-
CONTENT-CALENDAR.FL .PDF
HTTPS://BLOG.HOOTSUITE.COM/HOW.
TO-CREATE-A.- IAL-MEDIA.-



https://blog.alexa.com/wp-content/uploads/2016/01/2016-Content-Calendar.fl_.pdf
https://blog.hootsuite.com/how-to-create-a-social-media-content-calendar/
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Calendar

Sun Mon Tues Wed Thur Fri Sat
1 2 3
Blog & post Schedule posts Reply, Retweet,
onto website on Hootsuite Follow back
4 5 6 7 8 9 10
Reply, Retweet, Send to Press Design Emailer Reply, Retweet, Reply, Retweet, Reply, Retweet, Reply, Retweet,
Follow back Reply, Retweet, Reply, Retweet, Follow back Follow back Follow back Follow back
Follow back Follow back Linkedin Instagram Pinterest
Facebook Twitter Case Studies Product focus Industry news
Education Humour
11 12 13 14 15 16 17
Reply, Retweet, Reply, Retweet, Reply, Retweet, Reply. Retweet, Reply, Retweet, Reply, Retweet, Reply, Retweet,
Follow back Follow back Follow back Follow back Follow back Follow back Follow back
Facebook Twitter Linkedin Instagram Pinterest
18 19 20 21 22 23 24
Reply, Retweet, Reply, Retweet, Reply, Retweet, Reply, Retweet, Reply, Retweet, Reply, Retweet, Reply, Retweet,
Follow back Follow back Follow back Follow back Follow back Follow back Follow back
Facebook Twitter Linkedin Instagram Pinterest
25 26 27 28 29 30
Reply, Retweet, Reply, Retweet, Reply, Retweet, Reply, Retweet, Reply, Retweet, Reply, Retweet,
Follow back Follow back Follow back Follow back Follow back Follow back
Facebook Twitter Linkedin Instagram Pinterest
DIGITAL Unfollows
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SADC GENDER PROTOCOL BAROMETER PLAN

Main hashtaq: #SADCGenderBarometerl0
Secondary hashtaq: #SheDecidesSADC
Main Twitter accounts: @GenderProtocol
Main Twitter accounts: @GenderLinks
Main Facebook pages: GenderLinks

Other accounts: GL Instagram

? dates Refer to key
dates

Theme

Barometer
chapter

Key messages (see key
points and blurbs from the
Barometer

Tweets /Facebook posts

AUGUST - LAUNCH OF THE

MONTH

(
WA

mplementa

11

2018 marks the tenth

10 years since signing of

https://www.dropbox

Barom aunch in tion anniversary of the SADC #SADCGenderProtocol, How com/home/Genderl
urg Gender Protoco far has SADC come? Follow us | nks_20187preview=8

today as we launch
#SADCGenderBarometer10

arometre_Graphics_1

pptx

Media

Voice is one of the most
important measures of a
democracy. However
women’s voices lack in the
media making merely 20%
of news sources

Only 1 out of 5 people heard in
the SADC news are women
#SADCGenderBarometer10

Media

Women in media
management have increased
but still below 50%
representation

Women in management make
up only 34%. Empower and
promote women to leadership
#SADCGenderBarometer10




UNPACKING THE UN
WOMEN SOCIAL

MEDIA TOOLKIT




FROM THE BACK ... REACHING OUT

Dear Fnends

The 62™ session of the Commession on the Status of

omen IS now taking place at the
United Nations Headquarters m New York

We have prepared some mce assets and pulled logether a S0«

media package on

anish and French

FCSWE2, which is avalable n E

here

With Best Regards

UN Women

HUN 237
WOMEN




LETS TAKE A LOOK
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#iruralwomen Facebook General
Banner.jpg
Rural and urban Stories Timeline

activists

Photo Exhibit
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Twitter Banner.jpg

0O

Quotes



HTTPS://WWW.HASHTAGS.ORG/PLATFORMS/TWIT
TER/10-THINGS-YOU-SHOULD-KNOW-ABOUT-
GETTING-TWITTER-FOLLOWERS/

I. Be natural - The first step to having a lot of followers is to be yourself online. It will be easier to stay consistent in your
tweets and develop your online personality by being authentic and approachable. Have fun on the social media site and make
friends with people who share similar interests.You can engage with more like-minded people by jojging tweet chats and

replying or retweeting other interesting people's tweets.

2. Frequent tweeting - Twitter does not encourage you to flood, but rather, to tweet often. Fiye to |0 tweets a day is
sufficient to keep yourself visible and keep followers and potential followers interested.

3. Good quality tweets - Instead of random tweeting or talking about your activities throughout the day, take some time to
research on good quality information then share these in your own words.

4. Relevant tweets - Rglgﬁgn; %195;; will lead to relevant users. Relevant users are your target audience on Twitter who
belong in the same field or have the same interests. Be consistent in your tweets by talking about related issues and topics.The

content should pertain to a target audience to bring in the right individuals whom you can discuss matters with further.

5.Visual appeal - WWMtO supplement your tweets. People are more inclined to open links
or photos when these are placed in tweets, thereby increasing your chances of getting more followers.


https://www.hashtags.org/platforms/twitter/why-should-you-join-a-tweet-chat/
https://www.hashtags.org/platforms/twitter/the-retweet-simplified/
https://www.hashtags.org/how-to/etiquette-how-to/7-steps-to-stress-free-hassle-free-tweeting/
https://www.hashtags.org/how-to/etiquette-how-to/twitter-etiquette-retweeting-the-right-way/
https://www.hashtags.org/business/management/5-surefire-ways-to-increase-your-follower-count/
https://www.hashtags.org/business/management/follower-engagement-why-do-you-need-it/

HTTPS://WWW.HASHTAGS.ORG/PLATFORMS/TWIT
TER/10-THINGS-YOU-SHOULD-KNOW-ABOUT-
GETTING-TWITTER-FOLLOWERS/

* 6.Retweet - Learn how to RT or rwmw_wmn people find your posts interesting, there is a huge chance
that these will be retweeted, allowing more potential followers to see and add you. Follow the character maximum limits. For
others to conveniently retweet you, keep the posts under 120 characters.

* 7.Direct messaging - If you have to discuss private matters with certain individuals on Twitter or need to talk in detail, use
the DM or direct messaging feature instead of conversing via tweets.You can target key Twitter users via DM.

* 8.Engage with people - Take time to answer queries and questions online. Join and create chats and discussions to meet
highly relevant individuals. Thank people for joining your chats or responding to your messages.Tag and retweet people
regularly to build solid and |ong-|asting relationships online.

* 9.Start contests or hashtags - QOnplin mpetitions will solidify your reputation on Twitter. Provide cash rewards and think
of unique and creative contests that will get more people involved.You can gain several new followers by hosting a Twitter

|
mpetition

* 10. Keep your record clean - Avoid starting arguments with people online. If you need to take a stance on controversial

issues, post in a decent and resgectable manner.



https://www.hashtags.org/how-to/etiquette-how-to/twitter-etiquette-retweeting-the-right-way/
https://www.hashtags.org/platforms/twitter/what-is-a-direct-message/
https://www.hashtags.org/how-to/etiquette-how-to/how-to-say-thank-you-to-your-social-media-fans/
https://www.hashtags.org/business/management/twitter-promos-that-get-attention-and-drive-sales/
https://www.hashtags.org/platforms/twitter/how-twitter-contests-help-maximize-business-growth/
https://www.hashtags.org/how-to/etiquette-how-to/why-are-your-followers-unfollowing-you/

TWITTER DO'S
AND DON'TS




GENDER LINKS
BAROMETER

TOOLKIT AND
RESOURGES




