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Introduction 
 
With this course, we want to introduce you to a hands-on guidance on social media 
management, strategy and evaluation measurement. It wants to be a practical handbook to 
practically approach social media based on everyday practice and effective strategic work for 
practitioners, organisations and activists at local level. 

We will be learning: 

● Why social media and their main features 

● How to use them and make the most of them 

● A social media code of conduct to properly be online and avoid risks 

● Practical advice to be a social media editor 

 

In this module, you will learn the following: 

Learning Outcomes 

Knowledge Skills Attitudes 

●  Factual 
knowledge of the 
existing social media 
platforms 

● Knowledge of 
how to find the 
current trends among 
followers 

● Knowledge of 
what measures to take 
to be safe online 

● Knowledge of 
online dangers 

● Knowledge of 
online etiquette 

 

● Establish a community 
social media presence 

● Identify the best type 
of content to post to engage 
the community 

● Deal with social media 
dangers, such as cyberbullying 

● Interact respectfully 
with other community 
members online 

● Define and apply rules 
when managing a community 
page or group  

●  Understand what type of con-
tent brings in more followers 

● Understand the importance of 
creating a brand/visual identity 

● Be more cautious when using 
the Internet 

● Develop a stronger sense of 
community through bonding with 
others online  

 



 

 

 
 

1. Social media and online reputation 
 
Social media is tools, websites, and applications. By registering, every day you can share and 
create content, such as photos, videos, ideas, and texts. They are above all tools to get 
connected and enhance networking as well as boost one’s market, audience, reputation and 
so on. The presence on social media is functional to reputation, so we have to be on some 
social media (there are many!) only if it really suits our project, and our audience, and if it is 
functional to our goals. In other words, being on social media just because we feel it is needed 
it is not enough to justify our presence. What is more, social media is not enough to define 
our outlook. In fact, a positive image of a concept, or an idea, can be defined along several 
lines: 

● Presence of your company in social media; 
● Visitor experience on the website; 
● Online assistance service; 
● Simplicity and accessibility of information; 
● Interaction with users on each platform where the company is present (eg: eBay, 

Amazon, fundraising platform, thematic networks, etc.). 
An online reputation, or e-reputation, is the reputation of a company, person, product, 
service or any other element on the Internet and digital platforms. 

This online reputation is impacted by the content an organisation distributes, the reactions of 
and interactions with web users, activity on social networks, etc. In this way, choosing the 
right strategy to be online and to be on social media is crucial as it can affect one’s credibility 
and visibility.  

Your reputation is strictly related to your brand, and what you choose to tell your audience, 
the photos, the texts, how you set your communication, the value you want to share and 
underline – all of this is what constitutes your brand. 

 

 

 

 

 



 

 

1.1 How to choose social media 
 

 
Figure 1. Overview of the different social media and the main elements (2022). Author’s elaboration. 
 

Given this compact snapshot, we have to assess how our brand and reputation might change 
and which strategy we should adopt – if we are on Facebook, we have to be more dynamic 
and interactive, on Instagram more focused on interactive stories and visual posts, while on 
LinkedIn it is more about the achievement and the organisational reliability and insights we 
can offer etc. 

Three other strategic social media: 

● Pinterest (more than 400 million users): it has graphic and visual orientation, very 
useful for portrait portfolios or to cast information in a super visual way. Pinterest, 
especially at a business level, is an excellent tool both for viewing different graphics, 
but also and above all for positioning oneself in terms of sales, as the Pinterest 
audience is already highly profiled. 

● Snapchat (more than 400 million users) is a hyper-interactive social media, mainly 
used by millennials and youth. It is mainly aimed at engaging, entertaining and 
interacting with each other. 

● Tik Tok is more for entertainment with a rather younger public. To fully grasp its 
power, it is important to know that Tik Tok is mainly a video-based social, so if you 
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want to be there, it is fundamental to check it out and define whether it is part of your 
objectives. 

In general, choosing a social media should be decided according to objectives and what you 
want to achieve, either personal branding or making a project known. Now, if you think about 
all the facts and all the different types of social media that we mention, you must make a 
decision in terms of which particular social media you would like to use. You don't need to 
use all social media platforms. You have to think about which channel is more appropriate for 
the different target groups you would like to reach out to.  

For example, if you are reaching out to a demographic that is younger, it may be convenient 
to use Instagram or Tik Tok, but then it depends on how you want to transfer your values and 
whether they are suitable. In fact, if you find text-rich posts more meaningful, then Facebook 
is also a good way to start etc. So, we have to really take a moment and think about what is 
our social media strategy going to be. Which type of social media, is it going to be the most 
useful for us, and it is going to do the most for us? If you already have social media, then, it is 
then crucial to plan and review your strategy, what message you want to carry and how to 
differentiate it among different social media.  

1.2 Current trends  
 

In terms of main trends, it is worth mentioning that social media are moving toward a hybrid 
between entertainment and information, in particular engaging users through more dynamic 
content and more visuals than ever. The real change has been brought by Snapchat and 
afterwards by Tik Tok – both of them have focused on the interaction between users and on 
creating a sort of “competition-like mindset” between users.  

● Baby boomers are turning digital: in general, more and more 55+ people are accessing  
● Tik Tok will continue to rise  
● Social platforms are integrating with e-commerce 
● Video content is gaining traction on all platforms 
● VR and AR are changing the way people interact with content 
● Increase in the human element, in other words, the uniqueness of your voice is what 

people look for. 
 

2 How to effectively use social media 
 
Being on social media is not equivalent to a generic presence, but it must demonstrate the 
spirit of your project, your organisation (or you, in case you are pursuing personal branding), 
its values, and must be accompanied with measurable quantitative results. Being on social 
media means to be there with active and consistent intentions. 
 



 

 

When you have a social media to run, you must identify who is going to manage the page 
and which pattern you will be following. In many small projects, such as magazines or other 
community media (or even small businesses!), there is a tendency for social media owners 
to directly manage social pages and interact with the audience. In many cases, there is a sort 
of ‘spontaneous’ trend of content sharing, basically with a day-by-day sort of management, 
based on what happens to “keep the page alive”. This is definitely the wrong approach one 
can have.  
In this sense, we have elaborated a simple yet effective guidance to make the most of social 
media avoiding basic mistakes that you can either apply on Facebook, Instagram, or 
LinkedIn, just to mention a few.  
In this sense, you will also have to set a frequency of publications, as well as create a 
content calendar that will help you plan posts and articles and optimize times (e.g.: on 
"empty" days, how do we use social media?) 
 

2.1 How to properly use a social media 
 

 
Figure 2. Some universal rules for social media management. Elaboration of the authors. 
 
 
 



 

 

● Setting your objectives 

Your social media journey starts from your objective. As a project, as a person or business or 
community group, you certainly have objectives, and if you look at those, you need to ask 
how social media may help you achieve those, and why it is important for you. Maybe you 
want to make people know about you? Or maybe you want them to donate? Or do you want 
people to test out something for you? These are all questions that are crucial to really 
understanding how social media can be functional to your project objectives and which 
directions social media might take in terms of presence and posts to make.  

You have to ask – how are social media going to help me? 

 
● Choosing your target audience 

A social media target audience is a group of people that you have identified that you want to 
appeal to. Normally, data such as age, income level, education, interests, job title, location 
etc. are all elements that help you to really imagine what the characteristics of the ideal target 
group are. Developing your social media target audience is an important step in creating 
successful marketing campaigns. Plus, you can focus your efforts on the right social media 
platforms and posts. Social media is an important place to engage with your target audience 
and learn more about them. 

How to investigate such elements? 

● Browse competitors’ pages. If you have an idea, it is always good to spot how others 
do, and how the tone of the page is set up, how reactions go back and forth, which 
contents have the best reactions. 

● Go on social media, and start interacting with it. For example, go on Facebook and 
browse different groups themed on the topic you want to run your social media about. 
What is the discussion like?  

● Survey potentially interested people – why not ask people about their habits? If you 
want to start a project, you might want to look in a quality manner in terms of 
expectations or other hints that might make your social media presence meaningful.  

● Selecting the social media channels you will use 

Are you going to use one particular social media channel or are you going to use multiple? 
And how, in what correlation are you going to use them? The choice of a channel is not simply 
a technical matter, but it regards the human resources who are involved as well as the specific 
message you want to convey. In other words, having Instagram and Facebook for you does 
not mean to “copy” that message twice (using the same photo and the same quote). This is 
wrong! When you are on a social media, you really have to tackle the objective you have in 
mind. 



 

 

A practical way to choose social media relates to the final form of the message you want to 
share. We can think of: 

- Mixed networks: Facebook, Twitter 
- Video-based networks: Snapchat, Tik Tok, YouTube, Vimeo, Vine 
- Business-oriented networks: LinkedIn 
- Image-based networks: Instagram, Twitter, Tumblr, Pinterest 
- Location-based networks: Yelp, Foursquare 
- Information-based networks: Reddit 

 
● Creating your messaging 

 
There are infinite ways to shape messages, but we have to bear in mind a few elements to 
create a good message balance.  
 

1) Make a balance between promotional and non-promotional content.  

If you only promote yourself, people will become uninterested. If you only share non-
promotional content, you will fail with your objectives. It is crucial to develop relationships 
with your audience and to establish a two-way sort of channel between you and your 
audience. You can check more in chapter 3. 
 

2) Publish content, unique and trending 

 
What about current trends? How do those trends relate to you? You have to make your 
unique voice stand out and still be a fresh way to view the topic. No one-for-all messages! 
 

3) Define main areas of discussion for your project 

To make your work simpler, try to define a number of areas of your project. In this way, you 
can develop a calendar of contents that can support you to brainstorm and generate 
interesting and project-related posts.  
 

4) The frequency of posting 

 
The frequency of publications mainly depends on the platform you are using. Posting with too 
much frequency could be overwhelming and take people away from your page. For LinkedIn 
and Facebook, we recommend up to five posts per week. Twitter, on the other hand, is much 
faster: the more you post, the better. With Pinterest, the magic number seems to be 11 pins 
a day. 

And Instagram? It depends. What we recommend is to keep a precise line, considering the 
periods of the year. For example, during the Christmas period, you will need to invest more 



 

 

in the use of Instagram. However, make sure that your presence is continuous and consistent 
throughout the year. Try to have at least one post a week that is well thought out and planned. 

A useful tool, on the other hand, are stories: they keep the attention, they are more 
immediate, they are effective for having the "behind the scenes" of an organisation, they can 
also differ from the general tone of the page, to make communication more immediate and 
faster. 

● Managing your social media presence 

Managing social media means to routinise the way you work with it. In particular, we should 
look at: 
 

- Decide who will be responsible for day-to-day management 

- Decide when updates will be made 

- Analyse to check if objectives are being met through the assessment of analytics. 

For more information, go to the next section. 

3 Netiquette and user-oriented interaction 
 
Interaction with the users who follow your page is a crucial aspect and must be carried out 
seriously. Defining who manages the social media, which details to share and which not, how 
to interact with users through simple guidelines, are all important aspects that your working 
group must consider. 

It is nothing complicated and at the same time, it deals with actions that lead to a whole series 
of benefits in terms of user satisfaction and a positive image of your project. 

 

 

 

 

 

 

 



 

 

3.1 A social media code of conduct  

Figure 3. A social media code of conduct. Elaboration of the author. 

How to develop a social media code of conduct 

1) How to respond to your followers 

The private messages of your social pages must be constantly monitored, as well as the 
comments under the posts and the emails you receive. It is essential to respond promptly and 
not late, referring, for example, to the FAQs of your site. Timing is often crucial to addressing 
and resolving problems before they can get worse. For this purpose, you need to have at hand 
an adequate number of standard answers, ready to solve situations that are likely to happen.  

Define the limits of the information you can share on social media. For example, in some 
cases, it is better to continue interacting privately (e.g. with highly critical people or strongly 
interested people), but at the same time, you must be available for discussion in public, for 
example, to answer general questions, or to simply interact. 

Therefore, other users will see you are very attentive in the discussion and will consider all 
the possible messages that will come to you in the profile. 



 

 

User management must have an empathic and genuine approach, as well as a protocol on 
how much freedom the editors of your social networks may have in terms of the information 
they can share or not. In general, you need to have a tone of voice that is compatible and 
coherent with the image of your project. 

2) Thumb rules on your social media 

● Do not make excessive promotion: Being present on social media does not mean 
selling products, but informing about your project, and implementing a line where 
storytelling, emotions and promotion meet. Don’t post for every product or for every 
meeting you have unless it really supports your public image. 

● Avoid excessive automation. Schedule posts, but don't automate everything. You 
must maintain a human approach with people, and keep up with the main events of 
the company (for example, you cannot post content that has very little to do with the 
main initiatives of your project). 

● Avoid excess hashtags. Use them as long as they make the post elegant and 
meaningful. These must be simple and straightforward.  

● Don’t write about your competitors. You simply cannot negatively talk about your 
competitors – it is one of the basic rules of the social media code of conduct (and of 
"netiquette" in general!). In other words, your focus is your project.  

● Be authentic and genuine. Simply guide users to the knowledge of your reality, 
without drawing excessive expectations. Do not copy (make sure your content is 
original and respect copyright!). Keep your authentic style, the same one that allowed 
you to make yourself known to customers.  

● Don't tag too much. It might make your post look a bit too promotional and less 
genuine. 

3) Involvement of your peers 

Someone part of an organisation is its first ambassador. In fact, people are the most 
tangible portrait that an organisation has, and they have to contribute to the image of 
their organisation. So, if the organisation is perceived as good by volunteers/workers/etc., 
they will not hesitate to share any event or any happening on the private profiles. At the 
same time, it is very important that workers/volunteers/etc. pursue a social image that is 
in line with the main values and mission of the organisation.  

Personal attacks or possible violations might harm your organisation’s image. Just to give 
an example: if a person on your project openly says something derogatory,  such a 
situation can raise doubts about your project. In that sense, it is a good idea to incorporate 
online behaviour as part of the broader code of netiquette. This must include the 



 

 

verification of the truthfulness of the content posted, compliance with copyright rules and 
the ban on offences against competitors. 

3.2 Social Listening 
 
Social listening is monitoring what people are saying about your brand, or your project, and 
how they are talking to each other. In this way, we can use social listening to get a more 
holistic view of how people are responding to your content beyond what is revealed in 
follower counts and engagement rates. We can also use social listening to get important 
information about the people who are having these discussions.  

In social media, it is important that you talk with your followers and not at them. Thank them 
if you come across a positive comment, and alternatively, you might want to respond in a 
purposeful way to users who are not really satisfied about your project. Facing criticism and 
being able to manage that strongly maintains a good reputation. 

Social listening can dig information out of the people following you, as well as strengthen your 
online reputation and make people more engaged. 

4 Social media management 
 

 
 
 
To properly manage pages, it is crucial to develop the following set of skills: 

● Copywriting or copyediting: it means that you are able to write texts for promotions 
and advertising. This is also connected to scheduling tools which support the 
automatization and the efficiency of the creative process.  

● Creativity: you need to be able to generate ideas, to define multiple ideas. Good 
advice is to use analogies, and quotes, or to take elements of similar topics of yours 
to surprise your audience. What is more, you need to generate media content, from 



 

 

photos to videos which can visually support your messages. In this sense, photo or 
video editing is an important asset for your work. 

● Analytical skills: you need to go through different numbers and stats that are crucial 
to support your work. Using specific tools for this is crucial, and it is the basis for 
promotions, new strategies and decisions you need to make. 

● Critical thinking: it can be nurtured via reading, confronting other sources, and 
staying on top of the topics and discussions. Permanent learning and learning about 
new things happening, even within the same social networks, is fundamental. 

● Ethical communication: you are able to interact with online users, and channel 
messages across different media and situations. This is related to social listening, and 
it is the basis to anticipate possible negative outcomes. 

4.1 Social media life 
How to run a social media page on an everyday basis as a habit? 

1. You need to make sure to check your emails, as well as the reactions that your 
followers have. You need to make sure that all the reactions are answered, and that 
all the questions are replied. In the world of social media, it is important to stay on 
top of what’s going on and you often have to react quickly.  

2. A content plan is a plan of posts and uploads that will happen during a certain 
period, and that you need to craft and execute through planning software. Normally, 
if you are in doubt, you can compare different SaaS platforms (software as a service) 
to improve your scheduling skills. 

3. You can look at the number of likes, shares, clicks and conversions, and define which 
posts have worked the best. What do the good ones have in common? Are they 
more emotional or informative? What kind of images and hashtags do they use?  

4. Get to know the topics. Follow the discussions of media gurus, check how the 
discussions are, and take note of what is successful. Hashtags and tags are very 
useful to move around and really get the most. 

5. Give yourself time to write and generate content. To do so, discuss the expectations 
of the rest of the team and of your projects. To generate contents which are 
coherent and connected, you should define themes and make a list of possible topics 
to be touched on during the year. In this way, the calendar of your posts will be 
varied and interesting, and you can finely balance promotional and non-promotional 
messages. 

 
  



 

 

4.2 Social media tips  
 
We provide you with some major tips based on our social media experience. 
 

Facebook Twitter Instagram 
● Max 5 posts per week 

● Comment on 3 
community groups 

● Like 1-2 pages per 
week 

● Keep captions neat 
and solid. The best 
idea is to make the 
visible part of the 
captions (before “read 
more”) interesting and 
catchy. 

● Interact on other 
pages to “catch” their 
followers 

 

● Tweet 1-5 times a day 

● Create and monitor 
Tweet lists 

● Plan ‘Spaces’ of 
discussion (once a 
week) 

● At least 3 retweets a 
day 

● Mention users 

● Experiment 1 trend 
hashtag per day  

● At least 3 stories per 
week to develop, and 
add text overlay/use 
the tools of Instagram 

● Like users’ posts a lot 
per day 

● Follow and unfollow 
every day 

● Watch at least 10 
stories a day and react 
to them 

● Download Storify/ 
VidStory/Unistory  

● Tag pages 

● Co-host live videos 

● Use 20-30 hashtags 
per post 

● Decide whether to 
cross-post live stories 
on Facebook 

Youtube Tik Tok Snapchat 
● Be consistent with the 

upload of videos (one 
per week, one per 
month?) 

● Like and comments on 
others’ videos 

● Create joint efforts 
with other YouTube 
channels (you can host 
channels) 

● You must video-
interact around 8 
times per day 

● Engage and follow 
regularly 

 

● 2-6 snaps per day 

● Follow 5 new accounts 
per day 

● Watch at least 10 
snapshots per day 

● Add text overlay to all 
Snaps 

Blogging Pinterest LinkedIn 



 

 

● 1 post per week would 
be ideal 

● 3 comments per day 
with the link to your 
blog 

● Create partnerships 
with other blogs 
linking to yours 

● Post your blog posts 
on social media 
regularly  

● Develop original pins 
every week (the 
number: it depends) 

● Do not pin old pins 

● Make new pins of the 
same photo by adding 
text overlays 

● Re-pin contents only if 
valuable, 15-25x day 

● Define 1-2 posts per 
week with valuable 
content 

● Comment daily in 
specific groups of 
interest 

● Monitor interest 
groups 

● Recommend once per 
week 

● Ask for one 
endorsement per 
week 

Table 1. Recommendation per social media by the author. 
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