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I am…

•Kwinten Lambrecht
•Twitter: @kwinlambrecht
•Belgian 
• I love spaghetti vongole
• Independent communications advisor since ‘15















I am…

Anything else you’d 

like to know?



I have been looking at your
accounts!



Disclaimer

• I’ll start with some good examples
• I did a quick scan based on the past weeks and months
•Don’t feel personally offended
• Some conclusions will be drawn
• I am here to help!



Facebook.





















































General observations: Facebook

• Make sure to work on proper metadata: tags, photo, link structure.

• I haven’t seen any cover videos: + 20 sec – 820X462 px. For example: 

https://www.facebook.com/InterregMED/videos/2094734467288834/

• Try to use more video in general.



General observations: Facebook

• I miss variation: photo, GIF, video, native tools, 

• I miss formats: daily tip, news, announcement, team intro, quiz 

• Frequency is important, plan!

• More top-topicals needed!



Twitter.



















Twitter: No blaming and shaming here.

• Tag others, even journalists, national bodies, partners, colleagues.

• Use more hashtags: 3 to 5 in general.

• The frequency on Twitter can be very high: the chance that someone

sees your tweets again and again is very low.

• Diversify content J





Constructing a social
selling strategy



First think about your goals.



Inform
Engage
Build Awareness
Get press attention
…
About your project or organisation.



What do you really want to
achieve with social media?
Think SMART.



SMART?



This year, we want a 30% website visitors increase

By the end of the year we want 1000 new 
Facebook fans

Before the summer we want to pitch three stories
via Twitter

During our next event we want at least 10 people
to be live-tweeting



KPIs
Clicks
Press clippings
Overall reach
Quality views



Which audiences do we want 
to reach based on these 
goals?



Journalists
Citizens
Local governments
Potential partners, beneficiaries
or projects
…



Make simple but to the point 
persona for each of these 
online target audiences.



Persona building

•Demographics: gender, age, ethnicity, career, industry, 
income, marital status

• Psychographics: values, beliefs, habits, hobbies, …

• Challenges

• Key reaction drivers: newsflash, information …

• Preffered content formats: blogs, videos, social media 
posts, …



Rafaello, male, 30 years old, has a 
girlfriend, just started a social
bakery in Torino.

Psychographics: He plays tennis on 
Thursday night, loves going to the 
cinema and pizza restaurants. He 
believes in the kindness of people

Challenges: Living in the city, 
having to work late at night, is 
afraid of what the future will bring.

Key reaction drivers: Events.

Preffered content formats: 
Longreads in blogs, Video 
explainers.





What is the customer journey
of our target audience?





Don’t fish in a swimming pool.



Platforms.



Quality over quantity.



Facebook

• More than 2 billion users worldwide
• People still spend most time on Facebook
• Young people from 18 to 29 still highly represented: 88%
• Good to reach a very broad audience based on age/gender
• Good to reach a very narrow audience based on interests



A couple of words about
content first.



Three questions

•Would others find it interesting?
• Is it revealing a part of me that I’m comfortable with

sharing?
•Does it fit with the message I want to express and my

goal(s) on social media?



Use your own content

• Behind the scenes
• News items
• Wow, that e-book!
• Day-to-day facts and figures
• Introduction of staff
• Small videos of project visits
• Live tweets at events…



Repurpose your own content







The European Union 
needs to lead the 
energy transition.





5-3-2!
Curation - Creation-
Humanisation.



Where to find content?

Feedly

Alternative: 
Pocket



Where to find content?

Buzzsumo



Where to find content?

Google!



Back to Facebook.



Facebook: Objectives

• Reach citizens.
• Work on brand awareness: What is the mission of the project? 

What does it stand for?
• Work on communication of project results.



Facebook: Metrics

• Likes



Facebook: Metrics

• Page reach



Facebook: Metrics

• Post reach and engagement





Facebook: Metrics



Facebook: Content

• Just like in any content strategy (posters, press, flyers, …) make 
sure to diversify your content 
• Don’t perceive social media as the extension of your website
• Make sure to keep it simple
• Make use of creative outputs to get people’s attention
• Schedule your content in advance if you don’t have time
• Spark engagement!
• Post minimum 3 times per week, repackaging is key



Facebook: Content that works

• Use the native tools of Facebook. It encourages people to stay
in the platform.



Facebook: Content that works

• Use the native tools of Facebook. It encourages people to stay
in the platform.



Facebook: Content that works

• Post a homemade photo or video in the office or at an event. 



Facebook: Content that works

• Post a homemade photo or video in the office or at an event. 



Facebook: Content that works

• Write a note with a snippet of an article on your website and
link towards the full article.



Facebook: Content that works

• Add a milestone e.g. number of projects funded, amount of 
EUR, amount of fans, …



Facebook: Content that works

• Organise a poll e.g. True or False, stats, …



Facebook: Content that works

• Create a list e.g. How To apply, favourite things to visit, …



Facebook: Content that works

• EXTRA: Frames



Facebook: Content that works

• EXTRA: Go live



Facebook: Content that works

• EXTRA: Go live



Facebook: Content that works

• Create and post content that works
• Humanise your content with personal storytelling
• Let someone from the team do the talking in a video
• Show a group picture
• Show a picture from a project on the ground

• Show technical/difficult to grasp or understand content in 
more creative ways:
• Statistics with real images
• From PDFs to infovisuals or infographics



Facebook: Content that works

• Create and post content that works
• Humanise your content with personal storytelling
• Let someone from the team do the talking in a video
• Show a group picture
• Show a picture from a project on the ground

• Show ‘conceptual content’ in more creative ways
• Statistics with real images
• From PDFs to infovisuals or infographics

• Tell stories that stick



A general note on 
storytelling.





The sticky factor

• Simple
• Unexpected
• Concrete
• Credible
• Emotional
• (with) a Story



SUCCES without double S, 
actually.







The sticky factor

• Simple
• Unexpected
• Concrete
• Credible
• Emotional
• (with) a Story



The sticky factor

Emotional

SEE – FEEL - CHANGE



The sticky factor



Your ‘serious’ target 
audiences are human beings
too.



And humans want to be
entertained.



Also, people don’t lose taste.

















Back to Facebook.



Facebook: How to get more fans?

• Make Facebook (and other platforms) an integral part of your
communication outputs.
• Print
• Website
• Events
• Face-to-Face

• Tag people, partners, institutions in your posts.
• Check-in anywhere you can.
• Use a couple of widely used hashtags.





ADVERTISING!



Twitter.



Twitter

• Around 340 million users worldwide
• ‘Niche’ audience: experts, journalists, academics, opinion 

makers …
• Audience: as of 25+
• Reach goes beyond the network because of openness



Twitter: Objectives

• Try to reach journalists, experts and influencers in your field of 
work
• Make the news by making announcements in a timely manner
• Repeat content multiple times but packaged differently
• Get people to visit your website



Twitter: Metrics

• Followers



Twitter: Metrics

• Impressions per month



Twitter: Metrics

• Average engagement



Twitter: Content

• You have 280 characters instead of 140
• Make sure to diversify content
• Create content that is platform-specific
• Schedule your content in advance if you don’t have time
• Be ’in the now’ as well!
• Tweet as much as you can, or don’t tweet at all
• Add accounts that you want to monitor to secret lists
• Use Twitter advanced search



Twitter: Content that works.

• Go #live!



Twitter: Content that works.

• Post photos (up to 4) that tell a story.



Twitter: Content that works.

• Tag in photos (up to 10), or tag in your tweets when you quote 
for instance. 



Twitter: Content that works.

• Use native tools such as Polls 





Twitter: Content that works.

• Use native tools such as GIFs, to add more context. Could be 
your own GIFs as well!







Create your own GIFs!



Twitter: How to be more visible?

•Dive into conversations by monitoring hashtags
• Look for new hashtags via Hashtagify
• Be very active through tools like Buffer
• Tag, tag, tag!







Instagram.



Instagram

• 1 billion users worldwide
• Young audience
• Mobile first
• Native content is key!
• Quick information snippets should be at the heart of your

strategy
• Only go on Instagram if it matches your goals



Instagram is a content 
creation machine!









Instagram: How to be more visible?

•Dive into conversations by monitoring hashtags
•Geolocalise where you are, in that way you may be 

included in location- or event based stories
• Use many hashtags, but don’t go to far
•Work together with influencers
• Create GOOD content



General key tips for all platforms.

• Keep your Target Audience and Tone in mind when producing
content
• Post in your own language
• Feed content to the platforms
• Including video!

• Keep an eye on recent innovations
• Play around and test what works
• Attribution, tagging, location tagging
• Make a content plan based on your own agenda, current affairs

and top-topicals



WHO WHY WHEN WHAT

Facebook General audience. Awareness and
community building, 
explaining in a human 
way what the project is 
about. 

Three times a week 
minimum.

Native tools, video if
possible. 

Twitter Niche audience of 
professionals, experts, 
journalists.

Factual content, 
opinions, fast teasers to
long form content.

As many times
possible, think about
repackaging
content.

News-driven
content, live content,
current affairs.

Instagram Young, visually-oriented
audience.

To reach and inform in a 
quick way about the
project. It should be clear
from the first glimpse
what it is about

3 posts a week, 
stories on a daily
basis.

Visuals and videos, 
usually beautiful
imagery. No hand 
shakes.

YouTube Basically everybody
who watches videos.

To store long form video, 
to get traffic to the
website, to embed
videos on the website.

On a regular basis, 
every couple of 
weeks.

Interviews, mini 
documentaries, 
project 
introductions.



Useful tools for content 
production



Visuals



Visuals

• Finding suitable images



Visuals

• Pexels

• Unsplash

• Flickr rights-free images search

• Vectorstock



Visuals

• Visual making: Canva & Snappa



Visuals

• Visual making: Infogram & Piktochart



Pablo!
For those who don’t have time…



Or Powerpoint?



Mobile apps: My favourites

UNFOLD



Mobile apps: My favourites

VSCO



Mobile apps: My favourites

LAYOUT



Mobile apps: My favourites

SNAPSEED



Mobile apps: My favourites

Lightroom



Video



Before you begin…

• Can you do it yourself?

• What’s your main message?

• Think distribution first – vertical, square, 16:9, subtitling

• Choose quick editing tools



Boomerang

Video



Hyperlapse

Video



Adobe Spark

Video



INSHOT

Video



GRAVIE

Video



BITEABLE

Video



ANIMAKER

Video



GIPHY & GIPHY WORLD

Video



Let’s stay in touch!

Kwinten Lambrecht
www.kwin.be

@kwinlambrecht


