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Module 3: Smart Social on a Tiny 
Budget 
PART 3 – Finding and reaching your audience 



Identifying your target market 
online 
Who	is	your	target	market,	how	do	you	find	them	on	social	and	how	do	you	grow	your	
audience? 
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Throughout this module, we’ve 
been talking about your ‘audience’. 
But what exactly is an audience 

and how do you get one?  



Your audience is made up of the people who need and 
want to know who you are and what you do. To keep your 
audience interested, you have to communicate with them 
on a regular basis. If you know your audience well and 
understand them, you will be able to turn them into people 
who will tell other people about your organisation. These 
audience members will be your core audience. 

On social media, your audience could be made up of your 
clients, colleagues, fans, friends, family and, critically, your 
future clients and supporters.

What is an audience? 



•  Knowing and understanding your audience is the key to 
success. You want your audience to be happy to follow, 
like and interact with you. Most importantly, they will tell 
their networks about you, amplifying your messages and 
growing your audience further.

Why care 
about your 
audience? 

•  You may already have a good idea of who your audience 
is from non-digital sources. If so, your job is to write 
down some of their key attributes and find more people 
like them online. 

Who are 
they? 



You can create something called a ‘Twitter list’, 
a useful feature to organise how to read your tweets by splitting 
then into topics and categories. For example, have a list for frie
nds, or one for your event presenters. 

Remember, your lists can either be public or private.

How do I 
tailor the 
content in 
my feed? 



Now that you have your 
planner set up in Evernote or 
Trello, you can start refining 
your ideas around audience.

Exercise｠8 

Evernote

In Evernote, start a notebook stack 
called Social Media. One notebook 
in your stack is Audience.

In that notebook, answer the 
following questions.

Trello

In Trello, create a board called 
Social Media. Then create different 
lists. The first list is Audience. 

On that list, answer the following 
questions.  

or



1. Who are the different groups of people who use your products and services? Write 
down 3-4 of them.

2. Pick one of those groups and try and break them down into further, smaller categories, 
perhaps by interests or lifestyle.

3. Out of the types of people you have written down, which appeals to you the most? 

Which type do you think will be most interested in your organisation? Or, to think 
about it another way, which types are most likely to want to support your 
organisation?



4. Examine them more closely – write down their demographics – age, income, 
geography, stage of life etc. It’s also beneficial to write down some ideas of what they 
would be interested in: cooking, travel, reading, pets etc.

Try and be as specific as possible – these categories will help you to talk to your 
audience about more relevant details and also determine who to target for 
Facebook advertising.

Essentially, you are writing the story of who they are.

We use names – like Jittery Jim or Busy Barbara – to help us picture the person; 
the alliteration makes them memorable.



Once you have completed steps 1 - 4, go back to the beginning and start again until you 
have a case study for four of your groups. These are the people you for whom you will be 
creating content.

Bear in mind that not all audiences on social media are the same for each channel, so 
you might need to go back to those groups and decide which ones are most suited to 
which channel.

Here’s a rough guide to the typical audience for each of our four social media channels 
and how to approach them:



Channel	 Audience	 How	to	connect	

Facebook	 General	public	and	the	bulk	of	your	audience.	
Users	go	to	be	entertained,	to	share	opinions	and	
as	a	source	of	news.	Non-formal	i.e.	social	use	
rather	than	professional.	

●  Using	content	relevant	to	them	-	educating	or	entertaining.	

●  Liked	because	a	friend	has	liked	you	and	they	have	similar	interests	

●  Through	an	offer/	promo/	campaign		

●  Targeted	advertising	in	news	feed.	

Instagram	 Friendly,	positive	place	to	share	experiences	and	
aspirational,	affirming	content.	Generally,	people	
like	to	present	their	‘best	self’.	Fashion,	
photographers,	beauty	products	but	also,	families,	
babies,	pets,	dogs.	

●  High	quality,	attractive	visual	content	that	is	relevant	to	them.	

●  Recommendation	from	a	friend.	

●  Targeted	advertising	

Twitter	 Primarily	a	news	source	and	part	of	the	global	
conversation.	A	place	for	opinion	influencers	and	
thought	leaders	-	journalists,	politicians,	media	
outlets.	It’s	very	time	sensitive	-	an	hour	on	
Twitter	is	a	very	long	time.	

●  Timely,	relevant	and	interesting	content.	

●  Live	tweeting	an	event	/	TV	show.	

●  Retweeted/	mentioned	by	someone	influential	

●  Direct	messaging	with	unique	request.	i.e.	not	spam.	

LinkedIn	 The	professionals	social	network.	Content	is	
business	to	business	-	online	networking	
opportunities	-	a	NFP	might	try	to	connect	with	
key	business	leaders	and	philanthropic	
organisations.	Also	for	attracting	and	recruiting.	
employees.	

●  Thought	leader	content	

●  Amplification	through	organisation	

●  Targeted	key	people	asking	to	connect	with	a	compelling	reason	

●  Targeted	content	

Not	final	–	consider	infographic?	



You don’t have to spend money to promote your 
cause on social media – after all, it is a free 
platform. However, if you don’t, experts say that 
only 6% of your Facebook followers will see your 
posts in their feed. So as good as your content is, 
you should still consider giving it a little boost with 
Facebook advertising. 

Why do I need to 
advertise? 

One important thing to note is that you can only 
advertise on Facebook if you have an actual 
Facebook page – advertising is not available if you 
just have a Facebook profile. 

Check out the explainer videos in the following 
pages. 



Facebook	Ad	Manager	–	Pt1	
If	you’re	unable	to	play	the	video,	simply	click	the	image	or	paste	this	link		
into	your	browse:	http://bit.ly/2CQe32Z	

http://bit.ly/2CQe32Z


Facebook	Ads	Manager	Pt2:		
If	you’re	unable	to	play	the	video,	simply	click	the	link	or	paste	this	link	into	your	browser:	http://bit.ly/2BV5tmO	

http://bit.ly/2BV5tmO


When you’re first setting up campaigns in Facebook 
or Instagram, it’s a good idea to play around to find 
out what works best for you. 

You might want to spend a little bit of money on a 
couple of different campaigns and see which gets 
the best result. 

Facebook has a system for measuring the success 
of your ads, so it’s easy to see if you’re achieving 
your campaign objectives.

Experiment 
and refine 



The LinkedIn ads process works in a very similar 
way to Facebook, except that your choice of 
advertising includes the option to send direct 
messages to people who might be interested in 
connecting with you. 

This creates a very direct way to find your audience, 
but the content needs to be good enough for them to 
want to connect with you, rather than feeling 
spammed. 

Here’s a useful article that will take you through all 
the steps: http://bit.ly/2BOSl0d

Advertising 
on LinkedIn 






