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Introduction
• Social media communications can help increase your brand 

awareness and loyalty, whilst improving your relationships 
with followers.

• Having a quality social media content plan can help you earn 
more followers and reach more people. When used correctly, 
social media communications can help take your service/sub-
account to the next level by reaching audiences where they 
spend their time online.

• When we run social media accounts, the primary aim is to 
drive engagements. Social media engagements is the number 
of times that users engaged with your posts during the 
reporting period. More specifically:

• Twitter: The number of times that users engaged with your 
posts including when they liked, @replied, retweeted, or 
clicked on your posts.
– Facebook: The number of times that users reacted to, 

commented on, shared, or clicked on your posts during 
the reporting period.

– Instagram: The number of times users liked, 
commented, and saved your posts, and replied to your 
stories.



Content consumption 
• Content consumption has grown so much in the past years.
• We are now a smartphone society that prefer little snacks of 

content in between small gaps we might have during the day.
• Visual content continues to dominate. Visual preferences are 

reflected in all the social media platforms with many 
platforms' algorithms, such as Instagram and Facebook, 
rewarding Reels.

• Why do people engage with content?
The New York Times named five primary motivations for 
sharing:
1. People want to better the lives of others (94%)
2. People want the content to reflect their online identity (68%)
3. People want to grow and nourish relationships (80%)
4. People share because they like the feeling of having others 

comment on it and engage (81%)
5. People want to spread the word about something that they 

believe in (84%)
People don’t want to talk about our brand, they want to 
talk about themselves. They want to look good in front of 
other people.



Content consumption 
• People don’t want to talk about our brand, they want to 

talk about themselves. They want to look good in front of 
other people. 

• Facebook and Instagram prioritises people to people 
engagement. That’s all about meaningful engagement 
that gets people talking to each other and not just to you 
(the brand). 

• The only way to guarantee engagement is to post content 
that is audience-focused rather than a broadcasting type 
message. 

Remember it’s not about what you want, it’s about 
what your audience wants. 

• Give your audience the opportunity to like your brand by 
moving from short term-transactional content, to more 
long-term conversational content.

• Talk about subjects they’re interested in – you can find 
out these by trailing different types of content and 
reporting back on what’s driving engagements.



Different types of content 
to drive engagement 



1. Quizzes and interactive posts



2. Awareness days / weeks / 
months



3. Nostalgia content



4. Audience shoutouts



5. Storytelling (carousels)



5. Storytelling (mini-blog/photography)



5. Storytelling (video)



6. Reactive/trending topics



7. Prompters / questions



Tips on copy writing for 
social media posts
When drafting copy for a social media post, always 
try to use the 'who, why, when and what' formula.

• Who is this for?

• Why should that person care?

• When can they get it? (relevant date information)

• What do they have to do next? (Call to Action)



Do's and don'ts' of copy 
writing
Do Don't

Speak to your followers. Make sure your posts 
are relatable to your audience and not a 
broadcast of what you want to say

Include grammatical errors or typos in your 
copy. Always spell check or have a 2nd pair of 
eyes to check

Why say it in 280 characters when you can say 
it in 100? Keep it concise and clear

Use corporate jargon. Instead of saying 
'Barnardo's says:' say something like 'We are 
excited to...'

Use plain and untechnical language - if your 
next-door neighbour wouldn't understand it, 
neither will your audience

Use too many hashtags. Hashtags should be 
used considerately and for emphasis or 
awareness-raising or to join a wider 
conversation. More guidance on upcoming 

slides.

Use emojis wisely! Emoji trends come and go 
but using 2-3 relevant emojis in each post 
tends to get people the most engagement

Use the exact same social copy from your other 
platforms. For example, if you run a Twitter and 
Facebook page, they copy should be tailored for 
each channel's specific audience

Have a clear Call to Action. CTAs should be 
actionable i.e., find out more not to find out 
more.

Post for postings sake. Every most should have 
meaning and purpose. Don't fall into the trap of 
posting if you have nothing to say.



Hashtags and tagging
Twitter FacebookInstagram

Try to use one to 
two relevant hashtags per 
Tweet. It's best practice to 
keep every Tweet focused on 
one specific message, rather 
than trying to communicate 

multiple ideas

Capitalise each word in a 
hashtag to make it easier to 
read. E.g. 
#TransportForFreedom

Use trending hashtags if they 
fit with your content, e.g. 
#MotivationMonday

Try to only tag/@ mention 
one to two people who are 
relevant to the message

Generally, hashtags should 
come at the end of a tweet, 
after the link, unless used 

midsentence e.g. On
#BlueMonday...

Facebook penalises the 
use of too many hashtags. 
It is recommended to only 
use one hashtag per post.

You can @mention 
businesses or other pages 
in your posts to make their 
profile clickable to your 

audience.

Capitalise each word in 
a hashtag to make it 
easier to read. E.g.
#TransportForFreedom

On Instagram, when you use a 

hashtag, your post will appear 

on a dedicated page for that 

hashtag. People on Instagram 

can follow hashtag topics they 

are interested in

It is best practice to use 

hashtags at the end of an 

Instagram post. Unlike other 

channels, hashtag usage is 

encouraged on Instagram, 

therefore you can use as many 

that fit

Use a search engine to find the 

most used hashtags and see if 

any fit the topic of your post.

Capitalise each word 

in a hashtag to make 

it easier to read. E.g. #Transpor

tForFreedom.

Try to only tag/@ mention one 

to two people who are relevant 

to the message



Supporting assets/visuals

Types of visuals:

• Graphics

• Photos

• Drawings and writing

• Animations (including gifs)

• Data visualisation (infographics)

• Videos



Graphics
• Screenshots or images of plain text should be avoided, as the 

quality is too low and text on graphics is not ideal for both 
engagement and accessibility.

• You can use graphics to share quotes from workers, services 
or young people.

• Canva is a useful tool for creating simple, text-based 
graphics. Always be mindful of following brand guidelines
when doing so.

– Avoid information overload. Blank space is your friend.

– Use only one idea per social graphic

– Use good contrast in colours.

• You can also request graphics from our creative team. Submit 
a brief via Workfront explaining what you'd like in the graphic 
and what channel it is for to ensure the correct aspect ratios.

• Use Sprout social's always up-to-date guide to social media 
image sizes to ensure you are sizing each graphic correctly 
for each channel.

https://inside.barnardos.org.uk/sites/default/files/uploads/Barnardos%20brand%20guidelines.pdf
https://sproutsocial.com/insights/social-media-image-sizes-guide/
https://sproutsocial.com/insights/social-media-image-sizes-guide/


Good examples of graphics



Bad examples of graphics

Too much text. Try to select one 
important sentence.

Too many colours and the contrast in 
colours makes it difficult to read.



Photos

• Always try to post high-quality photographs, 
but remember, an image from a smartphone 
can work just as well. Photos don't always 
need to look clean or stages, authentic selfies 
or photos from smartphones work wonders.

• Always make sure you obtain consent for 
photography and be mindful of attributing case 
studies to stock imagery but try to avoid 
cheesy stock images.

• Having a good range of photography on 
Instagram is a must. Remember - Instagram is 
a visual platform.



Videos
• No matter what social media platform you are one, you’ll find 

video content becoming a bigger part of the in-app 
experience.

• Why? Because video content is typically more attention-
grabbing (and engaging) than a static photo.

• In most cases, the longer a viewer engages with a piece of 
content, the more likely an algorithm will boost that content 
to a wider audience.

• There are 3 main types of video content on social 
media:
– Stories: Stories are short-form videos that disappear 

after 24 hours on Facebook and Instagram.
– Short-form video: Short form videos are popular on 

Instagram Reels. These videos can be anywhere from 5 
seconds to 1 minute and will typically replay 
automatically.

– Long-form videos: These videos can be shared across 
Instagram via IGTV, Facebook, and Twitter. Long-form 
videos are typically over 1 minute long.



Videos

• To commission a video for your channel please brief this 
into the video team via Workfront. Below are the lead 
times:

• Tier 1: Repurposing existing content - 2 weeks 

• Tier 2: Editing footage provided by stakeholders. - 3-4 
weeks, depending on how much raw footage there is 

• Tier 3: Small scale campaign videos (for example, a 2-
min version + 30-sec version) - 5 weeks 

• Tier 4: Large scale project/campaign (3 stage production 
process) - 6-8 weeks



Frequency of posting
Twitter FacebookInstagram

• Aim for a minimum 
of 2 posts per day, 
up to a maximum of 
6.

• This content can be a 
mixture of proactive 
and reactive content, 
as well as retweets.

• At least 3 posts 
a week minimum.

• Facebook have 
recently changed 
their algorithm to 
prioritise non-
duplicate and video 
content.

• At least 3 posts a 
week minimum.

• Instagram is a visual 
platform. Always 
prioritise 
photography and 
video

• Posting on stories 
frequently to build 
followers.



Questions? Social Media Team

Nataliya Deleva-
Marzeva

Head of Digital 
Content & Engagement

Aimee-Leigh Bill
Digital Engagement & 

Communities Manager

Ellie Williams
Senior Social Media 

Officer

Eleanor Martin
Social Media Officer

• Please contact Aimee-Leigh Bill if you have any 
questions.

• All sub-account requests must be briefed via 
Workfront and will be sent to Aimee-Leigh Bill 
for approval.

– Once you’ve submitted the Workfront 
request, a member of the team will be in 
touch within a week, and you should have 
a final answer within 3 to 4 weeks.

• For any queries or questions regarding 
content, please email 
socialmedia@barnardos.org.uk - all content 
requests must be briefed via Workfront.

– Our lead times for requesting content can 
be viewed here.

mailto:socialmedia@barnardos.org.uk
https://barnardosorguk-my.sharepoint.com/:w:/g/personal/nataliya_delevamarze_barnardos_org_uk/EffuXHONFr1GmZBsJIeaBXQBm6SeeJVoPyuD-dalMUPpeg?e=8yXUhx

