
SOCIAL MEDIA PRIMER

Best Practices for Engaging with 
HPOG and Participants Online



THE SOCIAL MEDIA
LANDSCAPE



Social Media Use in the U.S. 

As of 2015, 65% of American adults use at least one social media platform.

Pew Research Center, Social Media Usage: 2005-2015 



Social Media Use in the U.S. 
Young adults are the most likely to use social media, but other age groups are 
catching up.   

Pew Research Center, Social Media Usage: 2005-2015 



Social Media Use in the U.S. 
Women and men use social media at similar rates. 

Pew Research Center, Social Media Usage: 2005-2015 



Social Media Use in the U.S. 
Those with higher education levels are more likely to be social media users. 

Pew Research Center, Social Media Usage: 2005-2015 



Social Media Use in the U.S. 
Those in higher income households lead the way. 

Pew Research Center, Social Media Usage: 2005-2015 



Social Media Use in the U.S. 
There are no noticeable differences by racial or ethnic group. 

Pew Research Center, Social Media Usage: 2005-2015 



Social Media Use in the U.S. 
Rural citizens consistently lag behind their urban and suburban counterparts. 

Pew Research Center, Social Media Usage: 2005-2015 



Social Media Use in the U.S. 
Multi-platform use is on the rise.

Pew Research Center, Social Media Usage: 2005-2015 



UNDERSTANDING THE PLATFORMS



Choosing the Right Platform 



Facebook



Facebook
Facebook is currently the most popular 
social media site in the United States. 

• 71% of internet users in the U.S. use 
Facebook

– This represents 58% of all adults in the U.S.

• More than half of all online adults 65 
and older (56%) use Facebook. 

– This represents 31% of all seniors in the 
U.S.

• Fully 70% of users engage with the 
site daily 

– 45% do so several times a day

• Median number of Facebook friends 
is 155 

– 50 of those being “actual” friends

• Women are particularly likely to use 
Facebook when compared to men



Twitter



Twitter

Twitter is popular with adults under 
50 and the college-educated.

• 23% of online adults currently use 
Twitter

– This represents 19% of all adults in the U.S.

• 36% of Twitter users visit the site 
daily

• Over the past several years, Twitter 
has seen a significant increase in the 
following demographic groups:

– Men
– Whites
– Adults 65+
– College Graduates 
– Urbanites
– Household income of $50,000+



LinkedIn



LinkedIn

LinkedIn is the only platform where 
those ages 30-64 are more likely to be 
users than those ages 18-29.

• 28% of adult internet users currently 
use LinkedIn

– This represents 23% of all adults in the U.S.

• 13% of LinkedIn users visit the site 
daily

• College graduates continue to 
dominate use of the site. 

– Fully 50% use LinkedIn (a 12% increase 
since last year) 

• LinkedIn saw an increase in usage by 
those who are not employed from 
12% to 21% over the last year



YouTube



YouTube

YouTube is the second largest search 
engine in the world (just behind 
Google).

• YouTube (even YouTube mobile 
alone)  reaches more 18-34 and 18-
49 year-olds than any cable network 
in the U.S.

• More than half of YouTube views 
come from mobile devices.

• People spend an average of 40 
minutes per session on YouTube

• 81% of U.S. Millennials use YouTube 
compared to 43% of Baby Boomers 

• 27% of adult internet users have 
uploaded a video so others can watch 
or download it



BUILDING YOUR AUDIENCE



How To Engage Your Target

• Tell people where to go 
• Promote your channels
• Showcase your streams
• Add social share buttons 

to website
• Give credit
• Share content



CREATING A CONTENT STRATEGY



Getting Organized

1. Outline your goals and objectives. 
– Who do you want to talk to?
– What messaging is important for them to 

receive? 
– What do you want them to do with it? 

2. Build your team. Some of these roles may 
overlap, but you should think about the 
following: 
– Content collector
– Content creator 
– Content manager 
– Content evaluator

3. Pick your platforms. Knowledge of who 
your audience is, where they hang out 
online and what’s important to them should 
drive this decision. 



Content Dos

To engage your audience, you’ll need to:
• Post regularly. 
• Be succinct.
• Post at the optimal time
• Include rich media (links, photos and 

videos) 
• Drive audiences back to your website/blog
• Respond in a timely manner. 
• Be prepared for criticism. 
• Have a customer service strategy in place. 
• Include singular, simple calls-to-action. 



Content Don’ts

• Infrequent posts
• Inconsistent voice/tone
• Text-only updates
• Too much repetition
• Forgetting to include 

calls-to-action 
• Ignoring referral traffic 
• Auto-posting tools*



Planning Your Content

Developing a monthly content calendar is a critical component of a successfully
social media program. 



LET’S TALK CREATIVE



Optimizing Facebook

There are a number of ways to share your content 
on Facebook:



Pinned Posts

Optimizing Facebook



Photo Carousel 

Optimizing Facebook



Optimizing Facebook

Events



Optimizing Facebook

Milestones



Optimizing Twitter

Pinned Tweets



Optimizing Twitter

Polls



Optimizing Twitter

Hashtags

• #HPOG
• #HPOGAnnual
• #2gen
• #HPOGPartnerships
• #HPOGEmployers



Optimizing Twitter

Twitter Lists



REPORTING



Monthly / Quarterly Reports



Analytics Tools



ENGAGING WITH HPOG



HPOG Facebook Page 

Facebook URL: http://facebook.com/HPOGProgram

http://facebook.com/HPOGProgram


HPOG Facebook Page 

Examples of HPOG Grantee Engagement



HPOG Twitter Profile

Twitter URL: http://twitter.com/HPOGProgram

http://twitter.com/HPOGProgram


HPOG Twitter Profile

Examples of HPOG Grantee Engagement



HPOG LinkedIn Page

LinkedIn URL: http://linkedin.com/company/HPOG-Program

http://linkedin.com/company/HPOG-Program


ACF YouTube Channel

YouTube URL: https://www.youtube.com/user/usgovACF

https://www.youtube.com/user/usgovACF


HPOG YouTube Playlists

PLAYLISTS ON YOUTUBE

HPOG Lightning Talks:
http://bit.ly/HPOGLightningTalks

HPOG Orientation Webinar:
http://bit.ly/HPOGOrientationWebinar

HPOG Grant Closeout Webinar:
http://bit.ly/HPOGGrantCloseoutWebinar

HPOG Annual Meeting Success Stories (2012): 
http://bit.ly/HPOGAnnualMeeting2012

http://bit.ly/HPOGLightningTalks
http://bit.ly/HPOGOrientationWebinar
http://bit.ly/HPOGGrantCloseoutWebinar
http://bit.ly/HPOGAnnualMeeting2012


RESOURCES TO HELP 



Social Media Reference Guide

In the works:
• HPOG Branding & Content Guidelines
• Content Calendar Template
• Rich Media Templates 



QUESTIONS? 
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