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YOUR BRAIN PROCESSES 
IMAGES 60,000 TIMES 
QUICKER THAN TEXT. 
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Photos and 
images on 
Facebook 

generate 53% 
more ‘likes' than 

the average 
post.﻿ 

Source: HubSpot 



•60% of 50-60 year olds are active on social media 

 

•In the 65+bracket, 43% are using social media 

 

•The fastest growing demographic on Twitter is the 55-64 year age bracket 

 

•Source: Jeff Bullas 

 

@MarissaPick 



WHAT BUSINESSES MAY DO ONLINE 

1 Respond to questions & problems 

2 Thank & support customers online 

3 Ask for feedback on a business idea 

4 Share helpful or interesting content 

5 Promote upcoming sales & events 

6 Monitor for potential customers 

7 Track a customer through the buying process 



YET MUCH CONFUSION 

How do I make this go viral?  

What’s the formula?  

How many retweets is good? 

Will people hear my message?  

Who should I follow?  

START WITH A SIMPLE UNDERSTANDING: 

Social Media is a Forum!!! 

Is my audience on this network? 



IT’S A FORUM. SO WHAT? 

Three simple rules will help you stand out: 

• Be interesting. It’s just not going to work 
otherwise. No matter what.  

 

• Be Interested. Look around and find 
others who are sharing things you like. 
Then interact with them!  

 Engagement = Key! 

 

• Be experimental. There is little cause for 
conservatism. Have fun, Try things!  

 



AS AN OPPORTUNITY TO CONVERSE 

Reach a new audience!  

• Your audience is going to tell you what 
they like…either explicitly or through 
analytics. 

  

• Engage with other influencers on the 
network and build an audience.  

 

• Members of your community may be 
easier to reach on social media than in 
person.  Made by Joel 

http://madebyjoel.com/wp-content/uploads/2010/04/Made-by-Joel-Tin-Can-Phones-2.jpg


FOUR OF MY FAVORITE TOOLS TO  
HELP YOU GET STARTED 



TWERIOD 
Start Tweeting When Other’s Listen! 
 



BUFFER 



PABLO BY BUFFER 



CANVA 



FOUR SUCCESSFUL CFA CASE STUDIES  



CASE STUDY #1- BREAK IT DOWN TO THE BASICS.  
SOCIAL MEDIA FOCUSED ON DRIVING ENGAGEMENT  

• Campaign Objective:  

- Drive Engagement on Social Media  

- Share social media “ready to go messaging” with anyone managing social media 
internal accounts 

- Leverage Internal Case Studies to Drive Interest in Social Media 

 

 

 

 



SOCIAL MEDIA FOCUSED ON ENGAGEMENT 



SOCIAL CONTENT INTERNAL EMAIL 



#CFACHAT WITH CARL RICHARDS @BEHAVIORGAP 





INSPIRE POTENTIAL CUSTOMERS  
EVOKE EMOTIONS 

#B2BSummit15 

@ 

http://www.pinterest.com/alexandani/motivationnation/




CAMPAIGN RESULTS: 
419,000 IMPRESSIONS GENERATED 
8,210 TOTAL ENGAGEMENTS  
1,114 RTS, 931 FAVORITES 
 



CASE STUDY #2-VIDEO TESTS WITH BOTH SMALLER & 
LARGER SCALE BUDGETS  

 

• Posts with videos attract three times as many inbound links as plain text posts. 
(NewsCred) 

 

• Two-thirds of firms plan to increase spending on video marketing in the coming year. 
(Heidi Cohen) 

 

• 75% of smartphone owners watch videos on their phones; 26% at least once per day. 
(NewsCred) 

 
 
 

 

http://www.slideshare.net/NewsCred/50-best-stats-presentation
http://heidicohen.com/10-video-content-elements-help-become-director/
http://www.slideshare.net/NewsCred/50-best-stats-presentation


TEST TWITTER’S NEW VIDEO VIEW RELEASE 
SELECT CREATIVE VIDEO TO GET STARTED 



CAMPAIGN RESULTS & TAKEAWAYS 

• Campaign Objective:  

- Drive Report Downloads Utilizing New Twitter Objectives, Video Views (Auto-Play) 

• Campaign Targeting:  

• 19 total tweets promoted 

• Targeted: 1 language·2 audiences·16 interests·51 users·45 keywords 

• Campaign Results: 

- 9.8 Million Impressions Generated 

- Average View Rate of 16.28% 

- Average Cost Per View ($.02) 

 

 

https://amp.twimg.com/v/24762708-60c4-4736-a652-c23ca10d634f


SHORT VIDEOS PERFORM WELL FOR CFA  
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https://twitter.com/CFAinstitute/status/626025216083423232
https://instagram.com/p/2AzmCdiQc2/?taken-by=cfainstitute


INSTITUTIONAL INVESTOR: READER’S APPRECIATION WEEK 

http://www.institutionalinvestor.com/StubInfoWOMstr.aspx?ID=23430&eventcookielogin=Login&cookielogin=1&actionname=cookielogin&eid=E017


CASE STUDY #3-LEVERAGE SOCIAL MEDIA TO FACILITATE 
CUSTOMER SERVICE AT CFA INSTITUTE 

• Campaign Objective:  

- Develop a voice to address questions and concerns from our candidates, members, 
and audience on social media 

- Roll our Crisis Communications Guide Internally featuring Social Media as a 
prominent channel 

 

 

 







CASE STUDY #4, DRIVE ENGAGEMENT ON SOCIAL MEDIA 
THROUGH CROWD SOURCING EDITORIAL COVERAGE TO 
SUPPORT CFA INSTITUTE’S #INVESTORSFIRST CAMPAIGN   



WE ASKED, OUR SOCIAL MEDIA AUDIENCE ANSWERED 



JASON VOSS COMPLIED INTO A PIECE FOR MARKET INTEGRITY 
The article below is broken up by Industry, Client, and Regulatory Level responses 



QUESTIONS? 

MARISSA.PICK@CFAINSTITUE.ORG 


