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KMb Services Offered at York
Connecting Partnering Collaborating
(Events, Social Media) (Brokering Relationships/Projects) (Grant/Project Support)

Impact
(Impact Assessment, Mentoring, Success Stories)
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Developing a Social Media Strategy

Helps you:

• Avoid “shiny object” syndrome

• Plan in a thoughtful and strategic way

• Carefully consider what you will do before investing time 
and resources

• Plan content and a schedule for releasing content

• Identify who will work on what when working in a group 
setting

• Manage expectations
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Social Media Strategy Building
Need to consider:
• Team
• Primary Goals
• Audience
• Current Conversation
• Selecting Tools
• Content
• Measuring Success
• Name and Design
• Evaluation
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Primary Goals
• What are you hoping to accomplish?

• Define your goal(s) for your social media presence

• Are you trying to communicate research results, find 
partners to collaborate with, generally promote your 
work? 

• Keep in mind that you may want to do all of these and 
may need to select a collection of tools
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Audiences
• Who do you hope to reach?

• Identifying your audiences will help you tailor your 
content and also choose the right tool

• List your primary audiences
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Content
• What content will you share? 

• Identify the content you already have to share, as well 
as the content you plan to develop

• Is it primarily news updates, research developments, or 
networking information? Photographs? Video? 

• List the content you will be sharing via social media

• Also think about how often you will post content
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Twitter
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Videos

https://vimeo.com/envisioning

https://vimeo.com/envisioning
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Infographics
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Research Summaries
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Measuring Success

• Determine how you will measure the success, 
or lack of success, of all your social media tools 

• Possible ways to measure include:
• Increased traffic to your website 
• Better communication with prospective partners
• A new network of colleagues
• You can also count but remember that engagement is 

more than just numbers

• List how you plan to measure each tool’s 
success, and what you’ll use to track that 
success
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Some twitter suggestions
• Tweet 3-5 times a day

• Tweets should be a mix of retweets and original content. 
Retweet to tweet ration = 3:1

• According to HubSpot, Wednesday is the best day to 
post on twitter. And the best times are 12:00; 15:00; 
17:00 and 18:00 

• Tweets with hashtags are more likely to be retweeted

• Tweets with images are more likely to be retweeted

• But always look at your analytics to help guide you 
https://www.socialreport.com/insights/article/115003574046-How-Often-Should-You-Post-On-Social-Media-
http://joehertvik.com/twitter-retweet-to-tweet-ratio/
https://postcron.com/en/blog/8-surprising-twitter-statistics-get-more-engagement/

http://joehertvik.com/twitter-retweet-to-tweet-ratio/
http://joehertvik.com/twitter-retweet-to-tweet-ratio/
https://postcron.com/en/blog/8-surprising-twitter-statistics-get-more-engagement/
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Example
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Example

188 page research report

16 page summary of the report

1 page visual summary
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Questions?



Some 
Youtube

Mostly 
Twitter

















Our Social Media presence is growing: 
what can we learn from analytics?










