
 SOCIAL MEDIA  
CHECKLIST

Have you identified your goal? 
(pick one)

Reach
Engagement
Brand Awareness

Do you have a content calendar  
in place with posts already?

Ask a question
Give advice 
Run a contest

Ask for advice
Highlight a customer 
Thank an employee

Leads
Website Traffic
Education

Do you write with your audience in mind? 

Build out your perfect audience.
Write customer avatars.
What are their interests? 
What problems does your ideal client face? 
Why is this a problem to them? 
What are their demographics? 

• Income • Gender • Location • Recent life events  • Retiring   
• Kids  • Recently Moved  • Home owners • Vehicle driven  • 
Mobile phone preference • Where do they shop • Pets • What 
websites do they visit • High spender  • Low spender • Education 
level • Job title • New sources • Family size • Political leanings • 
Influencers • Job title • Entertainment preferences • Travel habits 
• Relationship Status • Fitness level • Charitaties •Politics

Do you match your content to the right social media channel?

Videos work well
Share photos over links and posts
Hashtags don’t work as well
Do Live videos
(they don’t need to be rehearsed or perfect)

Facebook 

Post more often
Retweet influencers posts
Engage in conversations

Twitter 

High quality photos or videos
10 or more hastags
Tag relevant influencers

Instagram 

Megan Brown
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Got a question?



Encourage sharing.

Write with your target audience in mind.  CRRG is focused on getting in 
front of title companies to assist with their additional document retrieval 
needs. This post is written from the point of view of the title companies, 
not CRRG which drove additional engagement. If you sell title insurance, 
then this kind of story is going to be interesting to you because it proves 
why your product is necessary. Title insurance can’t be sold without 
document retrieval of past liens, etc. so it is good for CRRG. Additionally, 
so much engagement of shares, likes, and comments means that this post 
was shown to over 10,000 people despite CRRG having fewer than 200 
followers on Facebook. 

Create excitement.

Giveaways are a great way to boost posts for clients. They get people 
excited, drive engagement, and are a great way to have more people share 
the post which will quickly expand your audience. In this case, the cost 
of the giveaways was nothing to the company, and a value of $25 to the 
people who won. You don’t need to give away a large ticket item to get 
people’s attention. 

This post reached 24,753 people for $30. Paying a little bit of money 
to increase the reach of an already successful post is one of the most cost 
efficient ways to use your advertising dollars on social media. 

Provide relevant information.

This ad is a great example of giving your audience what they want. The Fort 
Worth Marathon created a time lapse video of their marathon, so runners 
could see the course that they were running ahead of time. They could 
know bridges, hills, turns and anything else all before race day. 

This was one of the most successful ads that the Fort Worth Marathon ran, 
and we reached 20,000 people for $57. 

Stay native.

You want your advertisements to look like they are native to a social feed, 
so this holiday photo designed to reach as many people as possible is a 
great example of posting native content for people to interact with. You 
don’t want to sell or be pushy with your products on Facebook, or people 
won’t do well with it. Because this ad looked native to the newsfeed, it had 
a cost per impression of half a cent. 



Who uses each social media platform?

Usage of the major social media platforms varies by factors such as age, gender and educational attainment.

How often Americans use social media sites?

For many users, social media is part of their daily routine. Roughly three-quarters of 
Facebook users – and around half of Instagram users – visit these sites at least once a day.

Facebook Instagram LinkedIn Twitter

Total 76% 39% 28% 27%

Men 62% 30% 25% 23%

Women 74% 39% 25% 24%

Ages 18-29 81% 64% 29% 40%

30-49 78% 40% 33% 27%

50-64 65% 21% 24% 19%

65+ 41% 10% 9% 8%

High school or less 60% 29% 9% 18%

Some college 71% 36% 22% 25%

College graduate 77% 42% 50% 32%

Less than $30,000 66% 30% 13% 20%

$30,000-$49,999      74% 42% 20% 21%

$50,000-$74,999 70% 32% 24% 26%

$75,000+ 75% 42% 45% 32%

  Source: Pew Research Center % of online U.S. adults who use each social media platform

Among the users of each social media site, the % who use that site with the following frequencies.

Social Media 
Saturation

Facebook is the most dominant 
social media platform. The majority 
of users on other social media 
platforms are also frequent users 
Facebook as well. 

Instagram 9% 

Twitter 10%

LinkedIn 10%

Pinterest 11%

% of users NOT using Facebook also.
Facebook

Snapchat

Instagram

Twitter

Youtube

74 17 10

63 21 15

60 21 18

46 25 29

45 34 21


