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Updated August 21, 2019 
 
The primary goal of ncIMPACT’s social media channel is to connect on a human level with its 
intended audiences. Therefore, it is important to consider the typical user profile of each 
platform. 
 
 Average age Types of content Actions 

Twitter 18-29 Links, photos, short videos, 
text updates 

Like, share (retweet or 
tweet), click link 

Facebook 35-44 Links, videos, live stream, 
photos 

Like, share, click link, 
comment 

Instagram 18-24 Photos, short videos Like, comment 

 

Goals for each audience 
Millennials and Gen X 
This audience is most likely to engage with ncIMPACT across all social media channels. It is 
also a target audience for ncIMPACT because they are most likely to act and demand change 
across North Carolina. 
 
The primary goal for this audience is overall engagement, mainly in the form of sharing 
content on Facebook and Twitter with their own social circles, but also clicking on links that 
lead back to ncIMPACT.org.  
 
Secondly, this audience is encouraged to share their own experiences across North Carolina 
using #ncIMPACT on Twitter and Instagram. These experiences can include volunteering, 
activism, or working on their own solutions in the state.  
 
Civic leaders 
ncIMPACT strives to be the go-to resource for non-partisan research on the challenges North 
Carolina faces. Because of this, it is important to keep the business leaders and policymakers 
in mind across social media channels, especially Facebook and Twitter.  
 
Civic leaders will find ncIMPACT’s social media accounts as a means of staying up to date on 
the research projects being undertaken, as well as an alert system announcing when new 
conclusions are available online. 
 
Therefore, the primary goal for this audience is engagement with content in the form of 
clicking through to the ncIMPACT website and, in turn, reading the resources available. 
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Twitter 
Content strategy  
The ncIMPACT Twitter account will primarily serve as a driver to its website, specifically to 
blog posts in order to easily educate North Carolinians on the organization’s research and 
related topics. These posts will include data visualization graphics in order to more plainly and 
quickly describe the conclusion or information to the user. 
 
It is very important not to overwhelm the reader with each Twitter post. This is often done 
when: 

• The post is trying to make too many points at the same time – consider one takeaway 
per tweet. 

• The post cites people, places, or ideas that are only known by a niche  
audience – consider how the information applies to the wider followership. 

 
Posts should not tag several users only for the sake of getting their attention – consider how it 
makes these users feel; that they are being “spammed” with information. To avoid this, find a 
more personal way to connect with users on an individual basis such as building a 
relationship through genuine conversation about their posted content, or delivering the 
information as a direct message. 
 
Tweets should be concise, not only because of the 240-character limit, but because the 
audience should be immediately engaged and encouraged to click the accompanying link to 
the ncIMPACT website. All posts should include a link to a relevant page on the website, and 
if no link is necessary or available, a photo or data graphic should be included. All posts with 
a link should also include a photo preview with a relevant, engaging photo or data graphic that 
both aligns with the current graphic identity of ncIMPACT as well as one that catches the eye 
of the user. With many posts, especially those that are summarizing conclusions of a 
research project, a styled graph or chart highlighting a takeaway point will provide a simple 
and powerful means of educating the user and encouraging them to learn more on the 
ncIMPACT website. The tweets should also use #ncIMPACT as a subtle encouragement for 
users to do the same with relevant tweets. 
 
The ncIMPACT Twitter account should be active throughout the day, and strive to post every 
day. These posts should be a mix of original content, retweets, and responses to other Twitter 
users. 
 
Voice and tone 
The ncIMPACT Twitter account is relatable, but still 
reflects its professional and non-partisan mission. 
 It has a professional tone but is not boring or  
un-engaging, capturing a human voice while 
expressing the importance of its work to its  
audience – all while maintaining an unbiased tone. 
 
  

On Twitter, ncIMPACT is… 
Institutional but not stuffy. 

Personal but not overly-casual. 
Relatable but not goofy. 
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Twitter Chats  
The weekly Twitter Chats are a great way to connect with ncIMPACT’s audience while subtly 
promoting its research and television show. All Twitter Chats will use #ncIMPACTchat to align 
with the consistent schedule, and the account will send reminder tweets during the week for 
its followers to participate.  
 
In order to round up more engagement from experts and other North Carolinians who the 
ncIMPACT team identify as users who will provide an interesting point of view, they will either:  

• Send an email to the user in advance of the chat, informing them of the time, date, 
topic, and reason why ncIMPACT thinks their participation would be worthwhile. This 
email would also include a request to help promote the event. 

• Recruit director Anita Brown-Graham to send individual tweets or direct messages to 
users, personally inviting them to participate in the chat – also explaining the time, date, 
topic, and reason why she believes their participation would be worthwhile. 

 
No matter the method of recruitment, active participants should also be thanked after the 
conclusion of the chat with a direct message. During the chat, the ncIMPACT account is 
responsible for asking questions to the participating audience, amplifying users’ responses 
with retweets if desired, but most importantly – participating in the chat alongside the users. 
For ncIMPACT, this means interacting and responding to users who are answering the 
prompts, creating a welcoming environment and ultimately encouraging them to continue to 
participate. 
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Sample content 

 
  

How North Carolina can prepare for common water 
incidents 

Click to download North Carolina Drinking Water 
Response Kit 

Essential information about drinking water in North 
Carolina 
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Twitter Chat promotion should maintain consistency and not be over-promoted. Promotion 
efforts can also include encouraging users to “pass along” or market the twitter chat to other 
users who may be interested in the topic. These public tweets can be complimented by 
private direct messages to users or organizations who would be interested in participating. 
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Facebook 
Content strategy 
As a popular platform, the ncIMPACT Facebook account has the potential to have the most 
widespread and largest audience – attracting the television viewing audience, civic leaders, 
and active North Carolinians. Because of this, the Facebook profile will maintain a 70/30 ratio 
of research- and project-related content to television content to keep both audiences engaged 
while simultaneously cross-promoting its breadth of content assets and boosting its credibility. 
 
When posting a link, a link preview will auto-generate. Each preview can – and often should 
– be edited to create engaging headlines and subheads which help to tell a part of the story 
and are intriguing enough to encourage the reader to click through. The preview photo or data 
visualization should be eye-catching and relevant. 
 
Video and photo content can be leveraged on Facebook to provide a “behind the scenes” look 
at the production secrets of the ncIMPACT television show – something that would spark 
interest for any user. Facebook Live can also be used by members of the ncIMPACT team, 
particularly director Anita Brown-Graham as the face of the television show, when ncIMPACT 
is traveling the state either for research, to meet with a partner, investigate problems across 
the state, or film on-location for the television show. 
 
Voice and tone 
The ncIMPACT Facebook page speaks to the widest 
and most diverse audience of any social media 
platform. Therefore, it must have a relatable voice 
which accurately represents the vision of the 
organization while finding common ground with its 
audience. 
 
  

On Facebook, ncIMPACT is… 
Institutional but not stuffy. 

Knowledgeable but not a know-it-all. 
Informative but not boring. 
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Sample content 
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Instagram 
Content strategy 
Because Instagram does not allow links in content captions, it will not be the main driver for 
website traffic. It will, therefore, primarily serve as a brand awareness and engagement tool 
for younger activists in North Carolina. 
 
Images and videos posted to ncIMPACT’s Instagram account should maintain a similar style 
and overall feel. Captions should speak directly to the user and also use inclusive language 
such as “we,” “us,” and “ours.” If used, captions should be roughly 138-150 characters, but 
captions should be used intentionally to engage the user and not only to describe the photo or 
video. 
 
Photos of people, places, and things receive over twice as much engagement than graphics 
and otherwise manufactured images (e.g. text, clip art) on Instagram. Therefore, posts on 
Instagram are primarily responsible for humanizing the brand. This can be achieved by 
highlighting “behind the scenes” moments from the television show production process or 
other on-site photos. It can also connect with its audience by sharing its deep love for North 
Carolina, highlighting and spotlighting the great (and various) landscapes across the state. 
 
ncIMPACT will also leverage IGTV to share video content that has the potential to reach 
outside of its followership, therefore attracting new followers while sharing its messaging. The 
primary source of IGTV content will come from ncIMPACT television teasers, trailers, and 
episodes because they can be easily edited and posted. As the platform evolves, it can also 
be the source of bonus content, such as extended interviews hosted by Anita Brown-Graham. 
 
Voice and tone 
The ncIMPACT Instagram has a warm and smart 
personality in order to connect with its audience. It 
shares a deep love for North Carolina and a desire for 
positive change in the state, just like its followers do.   

On Instagram, ncIMPACT is… 
Welcoming but not out of touch. 

Relaxed but not nonchalant. 
Passionate but not aggressive. 
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 Sample content 

 
 

 


