Trust is the #1 Currency
in the Digital Age
The 2020 Edelman Trust
Barometer reveals that despite a
strong global economy and near
full employment, none of the four
societal institutions that the study

measures—government,
business, NGOs and media—is
trusted.

Welcome to the S3 AGE

Benefits of Digital Communications for
Ocean Literacy Advocates
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links profile socially
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Increase website
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How to Master Social Media Marketing?
Identify your audience

Step 1

The first step is to identify who your audience is. You
want to be as specific as possible, since it will make
your decision easier.

Define your goals

Step 2

Once you know your audience, you need to define
goals for that audience. As a public office official, your
primary goals will centre on public interest messaging.

Find your audience

Step 3

Now that you have your audience profiled and your
goals defined, it’s time to find your audience. To do this,
you’re going to determine which platform your
audience uses by looking at the demographics of the
users on each platform.

How to segment audiences
for social media

Social Media for Public Interest Messaging
TIKTOK
FACEBOOK
Facebook has the largest monthly active
users who come from diverse
backgrounds. 2.6 billions users worldwide.
2.3 billion using it once daily. There is also
a nice balance of genders and age groups
when it comes to Facebook’s user-base.
This makes it a great social platform public
interest messaging.

TikTok has 800 million active
users, the app has been
downloaded over 2 billion times. 52
minutes is the average time spent
per user. 25% of users are 18-24
and another 25% are 25-34.

YOUTUBE

YouTube has become the second
largest search engine in the world
second only to Google . It has 2+ billion
users. 18-34 year olds are watching
YouTube on mobile. 1 billion hours of
video is watched daily. Its value is also
important for search engine
optimisation.LINKEDIN
LinkedIn is a valuable social media platform for
business, academic, student and employee
engagement. It has over 700 million active users. It is
a valuable channel to develop thought leadership
content. With LinkedIn, you can find, interact, and
share content with people based on your company
type, industry, or job title.

TWITTER
Twitter has 328 million active users worldwide and
tends to be where users go for news and trends. This
platform is ideal for brands that want to join a
conversation about trending topics in their industry & a
great place to share content with influencers and other
individuals who might find your brand valuable. media
accounts

INSTAGRAM

Instagram is the fastest growing social
network with 1.2 billions users, who seek
visual content. Instagram’s audience tend to
be younger with more than half under 34.
This can be a great platform for
organisations that want to bring users
behind the scenes of their work and to
introduce public figures.

SNAPCHAT
Snapchat users are younger with 90% aged 13-24
years old. It has 360 million monthly active users
On average users open the app 30 times per day.
77% of users use the app every day.

Maximise Channel Tactics

How often should 1
post on
X social network?
The answer is contained in these three key points:
1) Posting consistency is more important than posting frequency

2) Content quality is more important than content quantity (and social
networks are letting us know this with ongoing algorithm changes)
3) Without having an objective for social media, you won't know if
your posts are successful or not

Facebook: 1-2 posts per day
• If you have less than 10,000 followers, you should post 5 times per week.
• Once you exceed one post, each post gets 60% fewer clicks per post.
• If you have more than 10,000 followers, posting 1-2 times per days leads to the most
clicks per post.

Twitter: 3-5 posts per day
• Organisations tweeting 2-5 times per day have the highest response rate.
• If organisations only tweet once a day, there is 300% difference in response rate.
• Organisations see their most engagement when tweeting three times per day and that
engagement begins dropping after three tweets per day.

Instagram: 1-2 posts per day
• The 55 top-performing organisations on Instagram post 1.5 times per day.

LinkedIn: 1 post per day
• When you post 20 times per month (or 1 post per day during the work week), you will
reach at least 60% of your audience.

Instagram Stories: 3-4 stories per week
• You want to build up a captive audience, so consistency is really important.
• If you are inconsistent, you will not build up loyalty.
• To bring people behind the scenes of your organisation.

Snapchat: 2-5 Snaps per day
• Like Instagram, you want to build up an engaged audience and so you have to show up
regularly.
• Snapchat is an easy-to-use platform and you can snap on the go, but consider topic
and story.

YouTube: 1 video per week
• Consistent posting of videos will result in views.
• By having a weekly video/show, you are alerting your audience to the fact that you
have a regular schedule and thus they have a reason to tune in.

TikTok:
• 1-2 TikTok videos per week

Niche topic content calendar
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