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Social Media Course - Guidelines

• Class 1 – Social Media 

• Class 2 – Communication Strategy and Social Media Tools 

• Class 3 – Copy and Advertising Slogan

• Class 4 – Graphic Design – Tools and Tips

• Class 5 – Online Ads

• Class 6 – Other Digital Marketing Actions and Data Analytics
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What are Social Media?



Class 1 – Social Media

Concept

Websites and applications that enable 

users to create and share content and 

connect with its potential customers or 

audiences.
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Social Media Data

• More than 85% of Internet users uses Social Media on a daily basis (4.7 billions of users)

• Users from 18 to 30 years are more than 40% from total.

• 51% are women and 49% men.

• Average daily uses is 1 hour and 20 mins. Some social media such as Youtube, Tik Tok and Twitch are 

over 2 hours of use.

• More than 45% users says that they have been influenced by Social Media when they buy a product.
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Social Media Glosary

• B2B and B2C Social Media Marketing  Business to Business and Business to Consumer depending 

on who is your target audience.

• Branding Personal branding or company branding, is what the public identifies a brand with, it is not 

the product itself: but what makes it feel.

• Briefing Guidelines with information to know what a client really wants and concentrate on satisfying 

their objectives.

• Clickbait  Clickbait refers to social media content that has a misleading headline to get prospects to 

click on the link and read the full story.

• Conversions It’s the most important in Social Media as it refers to the actions that a user do after 

seeing your marketing actions. Ex: Like, Comments, Calls, Visiting website… 

• Copy  Texts used on Social Media posts, website, ads, ecc. 
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Social Media Glosary

• Engagement  Interaction of users on social media. Let us to analyze which contents attracks more 

our audience.

• Hashtags  A hashtag (#) is a word or phrase people use to describe their content and help it appear 

in searches for that content topic.

• Influencers Influencers are people who have a large audience base (1 million+) that follow them and 

use them to get information about products, people, places, and more.

• Lead  Potential customers in digital marketing. It refers to persons or users who complete an action 

that can add value to the company.

• Retargeting Retargeting is an online advertising strategy that aims to reengage visitors who 

previously visited your site but left before converting. 

• Viral  When a post goes viral, it means that there’s a substantially large number of engagements with 

a post that’s often unexpected. 
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Facebook
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Facebook – Sizes

• Profile Picture 180 × 180 pixels for desktop. In smartphones will be shown as 128 × 128 px.

• Cover Photo  851 x 315 px is the recommended size for desktop and for smartphones is 640 x 360 

px. Tip: Focus main content in the center.

• Cover Video: Recommended size is 1250 x 312 pixels and max duration from 20 to 40 secs.

• Posts: Two possibilities:

• 1080 x 1080 px or 1200 x 1200 px (Squared)

• 1200 x 630 px (Rectangular)
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Facebook – Sizes
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Facebook – Post Types
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Facebook – Meta Business Suite
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Facebook – Meta Business Suite
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Facebook – Target

• Most expanded Social Media. 1.1 million of users.

• 30 – 60 years is its main target. Young people is using more Instagram, Tik Tok…

• Really important for companies. Brand image, visibility, ecc
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Facebook – Hashtags

• Since they began to be used, there have always been doubts about their real usefulness on 

Facebook.

• Two or three hashtags is fine. Excess can look like SPAM.

• Avoid very general hashtags. Create and/or use your own

• Be consistent in its use and share the same as in other Social Networks
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Instagram
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Instagram – Sizes

• Profile Picture Recommended size is 320 x 320 px

• Squared Photo  1080 x 1080 px

• Horizontal Photo 1080 x 566 px

• Stories 1080 x 1920 px

• Videos 60 secs max and 1080 x 1080 size

• Instagram TV Videos Minimum resolution 720 px. File type: .MP4
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Instagram – Post Types

POST STORIES INSTAGRAM TV REELS
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Instagram – Post

• The most used type of post.

• It allows you to post 10 images in the same post

• Easy to easy

• Images must be 1080px x 1080px
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Instagram – Stories

• The type of post that generates the most interaction

• Videos up to 15 seconds

• It is recommended to publish daily Stories

• Stories Size 1080 x 1920 px

• They disappear after 24 hours. They can be saved in 

Featured Stories
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Instagram – Featured Stories

• Designed thinking to let the work done in the stories lasts over time

• Great opportunity to present your brand or company. The user who enters your profile again, can 

see the highlighted stories to know what to do and what you do.

• It gives rise to generating strategies to present products or actions that are carried out at different 

moments of time and thus remain pending.

• Important to take care of the featured image. Makes the difference.
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Instagram – Instagram TV

• We could say that it is like Meta's own YouTube

• It allows sharing up to 1 hour videos and facilitates 

interaction
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Instagram – Reels

• Similar to stories but allows you to prepare recorded, cut 

and edited videos  ¿Tik Tok?

• You can make filters, effects and give a more 

professional image.

• Instagram is promoting them more every day as an 

important tool for its algorithm
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Instagram – Guides

• Instagram guides is one of the latest features incorporated 

and allows you to bring the types of posts of your content 

strategy together.

• It serves so that old posts are not forgotten.

• Instagram algorithm likes  Increases reach

• Provides information to the user since they may be interested 

in one type of content but not in another
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Instagram – Hashtags

• Instagram was where they originated and in my opinion, it is the social network where they are most 

useful.

• Types of hashtags 

• Branded  Normally, it is used the name of the company and they give us visibility for current and 

potential clients 

• Community Specific hashtags that will reach fewer users but are quite qualified

• Campaign  Seasonal hashtags that will be used for a short period of time
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Instagram – Hashtags

• Where to use hashtags?

• Posts  Improve the engagement of your profile. Use a variety of them but without abusing them 

so as not to be considered SPAM

• Instagram bio  They give some context to your profile. You should use the ones that most 

closely relate you to your activity and/or profession

• Instagram Stories  Increase the chance of being found by ‘non-followers’ users within the 

‘Explore’ and ‘Search’ tab
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Instagram – Target

• 16 to 30 years is its main target.

• Social Media with more ‘engagement’

• Taking Facebook place as most famous Social Media.
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Youtube
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Youtube
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Youtube - Short
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Youtube – Target

• 15 – 65 Years. There are videos for all ages.

• Videos are the strongest Social Media action.
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Tik Tok
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Tik Tok – Tips

• Jump on current trends  The number one piece of TikTok advice we can give is to make sure 

you create videos that leverage whatever is trending at the time. Trends are CURRENCY.

• Hashtags  Similar strategy to Instagram.

• Short and Snappy Videos Your videos should ideally be quite short – the shorter and snappier the 

better! – in order to maximise watch time and completion rates. TikTok’s main audience is Gen Z, and 

this age group is very demanding of digital content: you only have 8 seconds to capture their attention
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Tik Tok – Target

• Under 30 years. 

• 20% of users are between 13 and 19 years old. 32% are between 20 and 24 years.
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Otras Redes Sociales
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Case Study

• 25 – 45 Years

• Sport Cars

WHICH SOCIAL MEDIA WILL YOU USE? WHY?

Company 1

Car Dealership

Company 2

Kindergarden

Company 3

Restaurant

• 18-25 Years

• University Target

Company 4

Fashion E-Com

• 16 – 50 Years

• Different Targets

Company 5

Gym

• 30 – 40 Years

• Dads

• 35 – 60 Years

• Tourists and Locals
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Case Study Tips

• Think about your target audience – Where are they?

• Check out competitors

• Company Goals
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THANKS!
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