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Overview of 
Social Media 
Platforms



Does your program currently 
use social media? 

If so, which platforms and why?



The options
Fa

ce
bo

ok •2.2 + billion users
•Ages 22-54
•Platform is great for 
establishing and 
maintaining a 
relationship with a 
brands’ fans

•Images and videos 
greatly increase 
engagement

•Recommend posting 
3x per week

Tw
itt

er •330 million users
•Ages 19-55
•Platform is driven by 
news updates and 
frequent conversations

•Hashtags help to 
garner engagement

•Great for event use 
“live tweeting”

•Recommend posting 
at least 3x per day

•Media partners tend to 
look for news on 
Twitter, so stay in 
contact with local 
reporters through this 
platform

Li
nk

ed
In •500 million users

•Ages 25-50
•Workforce related 
platform with an 
emphasis on 
professional 
development, job-
seeking

•Content about thought 
leadership and 
industry trends/tips 
performs well

•Recommend posting 
2x per week

In
st

ag
ra

m •800 million monthly 
active users

•Largest user group is 
ages 25-34

•Platform is image-
driven

•Less text and realistic 
photography performs 
best on Instagram

•Allows for easy 
posting of videos

•Story feature allows 
for easy “day in the life 
of” posts and can be 
linked to your 
Facebook page

•Relies on hashtags to 
extend your reach

•Recommend posting 
at least 1x per day



• Try using Facebook to create regularly occurring orientation session events 
and share them on your page to inform potential HPOG participants. 
Facebook also has a live video stream feature, which could be used to easily 
stream your information sessions.

Tailor Content by Platform

Facebook



• Twitter is useful for brief 
informational posts. Use it 
to share facts about your 
program, such as 
enrollment numbers, 
increased earnings, and 
workforce data.

Tailor Content by Platform

Twitter



• LinkedIn is best for thought 
leadership and workforce-
related content. Try creating 
posts (called updates) that 
explain best practices, 
employer partnerships, and 
your program’s unique work 
in helping participants stay 
engaged. 

Tailor Content by Platform

LinkedIn



• Instagram is driven by quality, 
realistic photographs of people. 
Whenever you can share 
images of your participants 
(orientation, graduation, job 
shadowing, success stories), 
try using this platform. 

Tailor Content by Platform

Instagram



• What can your team manage when it comes to social media?
• How can you identify which platform will help you to reach 

potential participants, employers, community partners, local 
media, etc?

Which Option is Best?

For consideration:



Strategy and 
Content 
Development



Does your program 
currently have a 
content strategy in 
place?



• It all begins with:
– Determining what your audiences care about
– Setting simple and achievable goals
– Developing your main messages and content strategy
– Assigning responsibilities
– Reporting on your efforts
– Being willing to change direction and reflect on past efforts 

Build a Strong Foundation

Develop your strategy



• Content creation process
1. Identify your main messages.
2. Differentiate messages needed by audience.
3. Determine a workflow.
4. Ensure that your entire team is aware of the process and who to 

reach out to for help.
5. Build a calendar to have content ready.
6. Plan to post and schedule content regularly.

Content Creation

Keep it organized

Examples of types of content you might share: participant images and quotes, 
staff images and quotes, success stories, graduation and training pictures, events 
(orientation, job fair, intake sessions), formal meetings with partners, employer job 
shadowing experiences, etc.



All platforms allow you to use hashtags in order to grow your 
community of followers. Use on certain platforms is more beneficial 
than others, so keep in mind:

• Hashtags work by linking tagged content together so that it’s easily 
searchable and “explored” by users who have an interest. For example, 
you might tag your buzz words: #WorkforceDevelopment or your 
associated college’s name: #SUNY.

• Twitter and Instagram users are familiar with hashtags and almost all 
posts have at least one tag.

• Use of 3-5 hashtags is a good measurement when posting, using too 
many will only clutter your message.

• Learn rule #1!

What’s a Hashtag?

Know when to use them!



#1 Rule for Hashtags

Always search them before you use them!



The Layout

Word Doc



The Layout

Excel Sheet



• The look
– Platform specifications
– Keep videos sweet and simple (and under 30 seconds)

• Where can you find images?
– Use your in-house resources
– Photograph or request pictures from students, instructors, staff 
– Free sites to develop images even as a non-designer: Canva.com, Crello
– Stock photo sites: Thinkstock, IStock, Pexels (free)

• Use the images and videos offered by HPOG
– Check the resources page for new materials to share each month. Follow the 

main HPOG social media pages and share posts of interest to your audience.

Visuals

Images and videos are important

https://www.canva.com/
https://crello.com/home/
http://www.thinkstockphotos.com/
https://www.istockphoto.com/
https://www.pexels.com/
https://www.acf.hhs.gov/ofa/resource-library/search?area%5B2400%5D=2400


Free Image Tools

Canva



Search for images that fit your needs

Stock Photo Sites

Thinkstock



HPOG’s Visuals

Check the resources page for updates



EXAMPLE 1

SLATE Missouri Job Center: HITE



EXAMPLE 2

CAP Tulsa: CareerAdvance



EXAMPLE 3

HPOG HQ



Manage Your Social 
Media Communities 



How do you currently 
manage the scheduling, 
monitoring, and evaluation 
of your content?



• Free management tools and beyond

Scheduling

What tools are out there? 

Buffer Hootsuite

Ability to connect 3 social profiles Ability to connect 3 social profiles

Can store up to 10 posts per social account Can store up to 30 posts per social account

Link shortening and tracking Link shortening and tracking

Offers 1 team member login Access to basic analytics

Free Pablo image creator Free social media courses available

https://buffer.com/pricing
https://hootsuite.com/plans/free


• Know your partners and engage
– Make a list of your organization’s partners (employer, education and 

community partners) and follow them on social media.
• Ie. HPOG, fellow grantees, local hospitals, medical facilities, etc.

– Ensure engaging with partner pages by liking, sharing, and commenting 
on relevant posts.

**Always pay attention to users who are tagging and engaging with your content 
so that you can like, share, retweet, and comment on positive posts!

Engaging

How are you cultivating your community?



• Connect with all HPOG 2.0
grantees on Twitter with our list!

– Follow this link:
https://buff.ly/2IllnLb

– Subscribe with one click once
signed in to Twitter:

Connect with HPOG on Twitter

Are you on Twitter?

https://buff.ly/2IllnLb


• If you have images, videos, and content you’d like to see on any of 
HPOG’s main social media channels, please tag any of the HPOG 
social media channels below with an “@ mention” or use 
“#HPOG” so that we can easily find them and share your content!

• You can also send content to Aliera Peterson: 
Apeterson@brunetgarcia.com
– Facebook: @HPOGProgram
– LinkedIn: Health Profession Opportunity Grants
– Twitter: @HPOGProgram

Contribute to HPOG’s Main 
Channels
We’re always looking for localized content

https://www.facebook.com/HPOGProgram/
https://www.linkedin.com/showcase/health-profession-opportunity-grants/
https://www.linkedin.com/showcase/health-profession-opportunity-grants/


Questions?

For any additional questions following this 
session, please email Kim Collins at 
kcollins@brunetgarcia.com.
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