Effective Social Media in 2020
Examples taken from: https://econsultancy.com/30-brands-with-excellent-social-media-strategies/
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5. National Geographic
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6. Nike
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8. Fenty Beauty
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9. Lego
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10. Paddy Power
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11. Starbucks
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12. Oreo
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With a whopping 18.7m followers, Sony’s PlayStation is the most followed brand on
Twitter. . PlayStation has seen 376% growth in followers in the past
five years alone, adding 12 million followers from 2014 to 2019.

One of the reasons for this is how active it is on the platform, continuously posting a mix
of content to engage fans including new game trailers, gaming footage, and streaming
events. PlayStation recently generated positivity on Twitter with its #PlayAtHome
initiative, encouraging users to stay at home by downloading its ‘Unchartered: The
Nathan Drake Collection” and “Journey” games for free. According  more than
10m people download the free copies.

Playstation & v
@Paysttion

Four unforgettable adventures await. This is your last-chance
reminder to claim Journey and Uncharted: The Nathan Drake
Collection, free via the #PlayAtHome initiative:
play.st/2WARMIW
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By creating fun and unique content on TikTok, Chipotle has once again become relevant.
0 younger consumers, succeeding in engaging them in this increasingly popular
channel. Chipotle announced digital sales growth of 88% and revenue growth of 14.6% to
$1.4bn for O3 2019 - a rise that has been partly put down o its renewed focus on social
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According to YouGov, Greggs' Buzz Score (a net measure of whether consumers have
heard anything positive or negative about the brand in the last fortnight) spiked after
the vegan sausage roll launch in early January to +82, reaching its highest point since
the previous March. Marketing Week also states that Gregas'like-for-like sales were up
'96% in the first seven weeks of 2019, which included the period of the vegan sausage roll
launch.

Since, Greggs has continued to display a shrewd understanding of social, with the
brand's humorous tone of voice continuing to resonate with its target audience. While
Twitter is often used as a customer service platform for brands, Greggs' organic and
entertainment-led presence means it delivers much more.

Greggs @ v
@Greggsofical

Lockdown. Over. Bags. Packed.

12:00 PM - Jun 20, 2020 ®

Q 78 P Seethe latest COVID-19 information on Twitter
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'With 138m followers, National Geographic is the second most-followed brand channel on
Instagram, second to only Instagram itself. Patrick Witty, National Geographic's deputy
director of digital photography, attributes this level of popularity to the brand's visual
storytelling on the platform. He states: “Through @NatGeo we help people experience
the planet and cultures as seen by our photographers—a special, unfiltered view."

By giving its photographers a level of creative control, National Geographic's content is
both unique and authentic. This s also heightened by the fact that captions are written
by photographers, allowing each post to come from a different perspective.




image11.png




image12.png
View More on Istagram

oQy N
0067 hes
ratgeo

Shoco by @bakakcates| I amaing how e ar all connacied o this planet—averysingle e
. 563 Tt a5 3395 unr  breaihaking sty sy. The I o Ffing bosts wersout 2t
65 5t muh o o T 08 132 0 D1 B IUTINESGENS S0 o panen. Thess s 12
senietobright igh. and | vas carefulyusing 2 sof. dim yelow gh or i 15-second sinle
exposire Then | swiched of.and spent a ong e Esening o th waves and watching the e
e nching bt Sarght €5 crial o avoid using bight Tghs. specally whit LEDs. in thr
environment.Ciey and ot Ights afect e, aspedally th Eaby hcnlings Trey ofen se
moanlgh reicing offwave Tops 2 & guideto e sea. Bt brightly It coastal dvelopmants rate
e s rauing e nand t st SEsths S Aigh e hey s barn. Tody e ko g
Dellion ety Siher spscs il e Bllen: s 300 he naman ey 3 el

5 S5 o £88 o 1 e 535 3 Turs Resene n Oman  prtecas ket
atualy drk and sorssar ony allowed on guide tours. Explae more o he word 3t ight
Wondarswi m @bdbakiatashi, Stvanigh Ssaveoumighiky Sseaurie Sightpolion
srmafinzurdersene

e 174 s





image13.png
National Geographic also uses social media to raise awareness and educate its massive
audience on important global issues, partnering with prominent brands in order to
extend reach. For its ‘The Moment' series in 2018, National Geographic partnered with
Stella Artois for World Water Day, with its related content reportedly gamering more
than T million impressions and 2.7 million engagements in a single day.

Its work with Land O Lakes for National Agriculture Day also gamered 956 million
impressions and 23 million engagements across social platforms. These platforms.
include Snapchat, where National Geographic is able to reach and educate a young
audience.
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In recent years Nike has demonstrated that it truly understands how to tap in to the
mood of the public, while simultaneously fulfilling its wider aim of inspiring people
through the power of sport.

The recent ‘Play for the World’ campaign is just one example of this. The campaign,
which was rolled out across Nike's social media channels, stressed the importance of
social distancing during the coronavirus pandemic. Featuring both influencers and
members of the public, the campaign was designed to reinforce the notion of
togetherness.





image15.png
IF YOU EVER
DR MED OF

ING FOR
MII.I.IONS AROUND
THE WORLD,
NOW IS
YOUR CHANCE.

Play inside, play for the world.

&




image16.png
View More on Instagram

oan H
722,705 ees
ke

Now more than ever, we are one team.
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s well as current global affairs, Nike is also adept at creating conversations around big
sporting events; its social content throughout the 2019 Women's World Cup is just one
example. As well as sponsoring 14 out of the 24 teams in the tournament (including the.
Us), the brand ensured that it was at the forefront of the conversation on social as the
tournament came to an end,

Nike released an ad celebrating the US women's team just seconds after the winning
final match. According to reports, it went on to generate almost five million views on
YouTube, and more than 22.5 million views and 97,000 retweets on Twitter.

“This team wins. Everyone wins.

Victory is when we all win. It's only crazy until you
do it. #justdoit @QUSWNT
pic.twitter.com/pBUZUE2IEs

— Nike (@Nike) July 7, 2019
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Mobile network Three has revamped its social strategy in the past couple of years. Now
with a dedicated social content studio located in its Oxford Street store, the mobile
network focuses on fun, interactive, and unique content that complements its TV
advertising.

s well as planned activity, this means taking a more reactive approach to social content,
and finding opportunities in whatever people are talking about online at the moment.

‘The below post, relating to Jennifer Aniston’s Instagram debut and Three's ‘Phones are
Good' campaign, is a nice example.
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Fenty Beauty had 1.4m followers on Instagram within just four days of its launch in 2017.
This hype has since evolved into real brand loyalty, with Fenty going on to build  9.9m-
strong audience on the platform. This is mostly down to Rihanna, the brand's creator, as
well as a number of influencers who also align with the brand’s values of diversity,
inclusion, and body positivity.

Make-up tutorials remain one of the most popular forms of social content produced by
the brand, but never more so when they feature Rihanna herself. The below example
from April 2020 now has over 2m views.

RIHANNA'S SUMMER FENTY FACE MAKEUP TUTORIAL | F.

'“MAKEUP TUTORIAL
L - |
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Now with 9.46m subscribers, Lego's YouTube channel is at the centre of its social media
strateqy, both in terms of branded and user generated content. According to Global
Director of Social Media at Lego, Lars Silberbauer, this is because for every video that

and uploads to YouTube, its customers create 20 videos. This s evident in
the popularity of channels like ‘Beyond The Brick’, which is a fan channel dedicated to
showcasing Lego creations from around the world.

Of course, the brand's own Lego Ideas is perhaps the greatest testament to the brand's
social commitment. At makers can submit their own creations which can
utimately lead to an official set being created. This involvement in product development
is truly social and is just one part of brand activity that gives ownership of Lego to ts.
fans.
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Now to what catches the eye on social - risky and humorous content.

Whilst many gambling brands take an irreverent tone, Paddy Power is arguably the best
at it, and the most risque. Its posts range from the puerile to the outrageous, but guess
what - they get watched and shared an awful lot.

A recent example: Paddy Power's campaign featuring Peter Crouch recorded over one
million views in the first 12 hours of its launch.

We've signed Peter Crouch as our new Brand Ambassador.

Now we just need some good ideas...
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Starbucks won a silver IPA Effectiveness award for its social strategy in 2018. It was the
year before this that the brand had announced the launch of its now iconic ‘Unicorn
Frappuccino, a move that spurred on the trend of brands deliberately creating
‘Instagrammable’ food and drink.

This shrewd understanding of social media (and how young people are influenced by it)
is the key to Starbucks’ success on social platforms. As well as one-off recipes, the brand
continues to build hype around seasonal events and related drinks. Case in point: there
are now 557,232 posts using the hashtag #PumpkinSpicel atte.
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Appreciation for Starbucks Autumnal beverages has also led to the creation of the ‘Leaf.
Raker's Society - a Facebook community group that now has over 38,700 members -
which helps to foster brand engagement and loyalty.
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Oreos social media strategy has never strayed too far from its original formula. Entirely
product focused but always creative, the brand continuously finds ways to put its
cookies centre stage.

This strateqy was cemented by ts 2002 Daily Twist' campaign, which saw the brand turn
ts Oreo cookie into something of cultura relevance for 100 days (to markts 100t
birthday), including ENis Presiey, a baseball, and a rainbow flag in support of Pride. The.
brand recently revived the latter exampie for Pride 2020.
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Happy Pride! We've teamed up with to encourage
parents to come out 252 inloud public
support of their LGBTQ:+ child. Visit:

Updating the premise for a millennial audience in 2019, the brand's Some People Will
Do Anything for an Oreo’ campaign involved influencers modeling three-layered
eyebrows shaped ke the cookie, in 3 nod to outrageous beauy trends of the moment.
The ad - which was rolled out in 2 ix-second format on YouTube - was named as the
third most popular Bumper Ad on the platform in 2019.





image1.png
Fashion retailers have felt the heavy impact of the coronavirus pandemic, but Boohoo
Group (which includes PrettyLittleThing and Nasty Gal) has been one of the very few to
thrive. Boohoo's salles were up 45% in the quarter to the end of May 2020.

There are many factors involved, of course, but Boohoo's social media strategy has
always been integral to its success, with influencer endorsements enabling the brand to
target and engage a young audience on Instagram in particular (where it now has 66m
followers). In 2018, Boohoo reportedly spent £80m on influencer marketing; a strategy it
has since continued,




image2.png
GET THE INSIDE
ScooP ON

@coserre

WEDNESDAY 29TH
APRIL AT 10.30 PST
BN INSTA LIVE





image3.png
Alongside favourite influencers, Boohoo cleverly engages its audience with its fun,
relatable, and pop-culture-fuelled content, which is always delivered with its similarly
friendly and laid back tone of voice. The ability to adapt its content (and tap into current
trends) is also key, proven by its recent pivot to #BoohoolnTheHouse - a hashtag related
to 'stay at home style’ during lockdown.

‘This, and its many other social campaigns, proves that Boohoo is a brand that knows
how to stay relevant on social media, irrespective of the state of the wider retail industry.




