[NPA)

NORTHERN
CALIFORNIA

Which Social Media Platforms Should Your Organization Use?

Not sure where to focus your energy online? One of the most important things you
want to do is find which platforms your supporters are using most. Be sure to
survey your email list to get an idea of where folks are spending their time.

Are you looking to try a new platform? Read below to see the
benefits/challenges for each popular platform.

e Twitter/X
Primary audience: Elected officials, advocacy-oriented supporters

o While there have been many issues with the platform since Elon’s
acquisition, X is still the best platform for timely updates and
calls-to-action.

o X is the best platform to engage with elected officials.
Twitter requires users to be very cautious of misinformation (blue
checks used to verify reputable users, but can now be purchased by
anyone).

e Twitter Alternatives
Primary audience: Technologically-savvy young professionals

o Bluesky - Closest to Twitter (created by Twitter founder Jack Dorsey),
but this platform still requires an invite code to join.

o Threads - Instagram’s “answer” to Twitter, however once you’'ve
downloaded the app and linked your Instagram account, it can’t be
deleted without also deleting your Instagram account..

o Mastodon - Discord-style platform that does not allow private
messaging (all messages can be seen by an admin).

e Facebook
Primary audience: Older individuals, 45+

o Still the most used social media platform; good for the largest number
of people to see your content.

o Facebook does not prioritize content from Pages, so organic
engagement is hard to come by; this platform is best for paid content
from your organization.

o The platform audience skews older (40+) so keep this in mind with
how you’re framing your content on Facebook.
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e Instagram
Primary audience: Typically ages 16-45, very passive engagement

o

Social media platform that prioritizes visually-dominant content
(photos, illustrations, video).

Good way to engage with younger audiences than you would on
Facebook/Meta.

Not great for sharing multiple links or calls to action (you cannot post
links in your Stories until you have 10K followers).

e LinkedIn
Primary audience: College graduates, industry professionals

o

Great platform to engage with other organizations, event sponsors,
potential funders, and other professionals in your network or industry.
Leaders (such as your Executive Directors or public-facing employees)
should be posting as themselves including long-form updates,
celebrations, and collaborations.

Not the best platform for connecting with a broad audience of
supporters.

e YouTube
Primary audience: Broad, general audience

o

Great for organizational video content, webinars, event recaps,
interviews, etc.

Can be viewed as a public video library for your organization content.
Not a great platform for timely calls-to-action; more useful as a place
for evergreen content.

e TikTok
Primary audience: Gen Z, ages 16-24, advocacy-oriented

o

o

Good for short videos and storytelling, and great content can go viral.
Not the best for one-off posts, have to commit to continuous posting to
stay in the algorithm

Time-consuming; video editing takes a lot of effort

e Local Message Boards (Next Door/Reddit)
Primary audience: Broad, general audience

o

Great platforms for local conversations around your efforts and
combating harmful narratives at the ground level.

Not as valuable for ad placement, but a good place to offer more
progressive framings around your narratives
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