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Social media is where online reputations are made, maintained, and 
lost. But how do you make sure what you’re doing on social media is 
succeeding? Or even choose where to start?

YOU’VE GOT TO DO A SOCIAL MEDIA AUDIT. 

In its simplest form, a social media audit is just making sure that your 
organisation’s online presence matches its goals. You may wish to 
conduct one to get a full understanding of what’s working and what’s 
not. To see patterns in why some posts are getting a lot of traction, and 
others are not even getting one like. To analyze what types of content 
are most successful for which audience.  

It is also a great starting point if you’ve inherited or decided to re-work 
an account, at the start of an important campaign, or just periodically to 
get a full understanding of your social media landscape. 

THESE DAYS,YOU’VE GOT TO 
BE ON SOCIAL 
MEDIA TO GET 
NOTICED 
FOR PRETTY MUCH ANYTHING.

THESE ARE SOME OF THE MOST IMPORTANT 
TIPS AND STEPS YOU SHOULD CONSIDER.



Social media presence can become unwieldy, especially 
with bigger teams. Platforms, hashtags, campaigns, 
media asset styles—it can become difficult to track. 

With that in mind, before you do anything else, you’ve got 
to take stock of everything that needs to be assessed. 
Campaigns, handles, accounts, logos, platforms… make 
sure you’ve got it all tracked and listed. Who is your 
audience? When did you launch the different channels?  

Compile all of this information into a research brief, which 
will define what exactly you wish to review, and why.

1IT BEGINS 
WITH THE BRIEF 



The first analytical step is to start getting 
solid numbers on your various channels. 
Twitter, Facebook, Instagram, LinkedIn… 
everything you’re using. We like the 
analytics platform BrandWatch as it 
allows us to collect all data in one place 
and dig beyond the stats offered by the 
social platforms themselves. But using the 
available data is definitely a good start. 

Depending on your own KPIs, review the 
following data: 

• Your followers and fans. See how your 
audience has grown over time by using tools 
like Facebook’s page insights and Twitter’s 
Followerwonk. 

• Your posting frequency. Is there any 
correlation to how often you post and how 
your audience grows? 

•  Engagement. Dig into how many 
conversations you have on a weekly basis. 
Engagement can include direct contact, 
retweets, likes, +1s, and reshares.  

• Check follower counts, engagement, shares, 
mentions, countries, languages, DMs (direct 
messages) and responses, and more. 

Each platform has its own best practices 
and idiosyncrasies, so based on the 
numbers, you can adapt your strategy 
and resources to best suit the channel in 
question.

2IT’S A 
NUMBERS GAME
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The numbers are the starting point, but 
context is required as well. You need to 
have a granular understanding of what 
posts actually do better, by identifying 
top performers in page views, bounce 
rates, and conversions. 

Things to compare between posts 
include word choice, post length, use 
of assets (static images? videos?), or 
certain hashtags. 

Identifying your best (and worst) 
performing content can give you 
valuable lessons on what your 
audience likes, and what you should do 
more (or less!). 

In an ideal world, you can match up the 
date of content or brand changes with 
the numbers, to see changes in your 
engagement, mentions, or share of voice 
that show you’re on the right track.

BE CONTENT 
WITH THE 
CONTENT 



The creative approach of your social 
media content needs very careful 
consideration, because it’s well proven 
that it makes a huge difference. In an 
enviroment where many organisations 
are saying very similar things (about 
sustainability or the circular economy for 
example) how you say it is crucial.  

Review not only your numbers and your 
content but also the creative approach, 
and #TheStory – the narrative that 
should be powerful enough to draw 
attention to your positioning. It should be 
both visually and verbally captivating 
enough to make you stand out in the 
crowd. 

4DARE TO BE 
CREATIVE



Make sure to assess your visual 
assets. It is a misconception that policy 
makers and journalists love long policy 
papers. Check out which assets have 
the most engagement among your 
target audience and if your key position 
paper is not performing as well as you 
had hoped, consider turning it into an 
infographic, a GIF or a short video. 

Note that LinkedIn posts with images 
have a 98% higher comment rate, and 
tweets with visuals are 3x as likely to get 
engagement! 

There are entire books written just on 
visuals, but at least check that: 

1. You’re using a lot of visuals - see those 
previous stats!  

2.  Media creation best practice basics 
are employed (things like the rule of thirds, 
complementary colours, correct aspect ratios, 
image quality, copyright issues, etc.)

3.  Less is more when it comes to word count 
on your assets. Check that your visuals 
are punchy, not wordy—they’ll be more 
memorable. 
  
4.  Use movement! GIFS and videos are another 
big boost to impact.  

5.  Verify if everything is optimised for mobile—
mobile users can be 50% (or more, depending 
on the platform) of your user base, so properly 
displayed content can make a massive 
difference in how successful you are overall.
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EVERYONE 
LOVES A  
GOOD VISUAL

https://blog.hootsuite.com/epic-guide-creating-social-media-visuals/


Check consistency - make sure to use 
similar headers, hero visuals, and even 
writing style across platforms, as this 
will help them reinforce each other and 
assist with customer awareness and 
retention. Logos and banners should 
be the right size, easy to read and with 
a clear positioning. Everything should 
follow your brand guidelines, and if you 
don’t have those, we can help you put 
those in place.  

While the overall style should be 
similar, some platforms do better with 
differences, aka using varied “marketing 
personas”. For example, audiences are 
younger on TikTok than Facebook, so 
the approach shouldn’t be exactly the 

same! Everything should be tailor-
made to the specific platform, while still 
being recognizably “you”.
  
Also review your visual identity across 
the social media channels. A full visual 
identity review can be a separate 
process, and, depending on your size 
and focus, is recommended to be done 
every couple of years. Things you should 
check: Is your branding consistent across 
all channels and outlets? Does your 
identity still suit the organisation you are 
today? Is your logo still up-to-date? 

This can be combined with the social 
media audit, or done separately – just 
make sure that one informs the other.

6SERIOUSLY 
CONSISTENT 



A sometimes overlooked aspect 
of content is accessibility, but it’s 
getting more and more attention. 
Making your content accessible 
for everyone is not only the right 
thing to do, it is also means you will 
be reaching the largest possible 
audience. Be social! 

There’s some easy issues that you 
should check while auditing:  

• Make sure to have image captioning  

• Image descriptions (these allow screen-
readers to describe images for blind 
people)  

• Don’t go overboard with emoji (since 
each one gets read out individually by a 
screen-reader)  

• Check that text has a strong contrast 
against the background 

 Here’s a great social media 
accessibility toolkit to check 
your channels and update them 
accordingly for a full accessibility 
audit. 

Check your website accessibility 
here.

7IT’S SOCIAL MEDIA 
BE SOCIAL!

https://ec.europa.eu/social/main.jsp?catId=1202
https://digital.gov/resources/federal-social-media-accessibility-toolkit-hackpad/
https://digital.gov/resources/federal-social-media-accessibility-toolkit-hackpad/
https://wave.webaim.org/
https://wave.webaim.org/


Review representation. Make sure that the people in your media 
assets represent the diversity of your audience. 

Get feedback from many different voices on creative decisions. 

When setting your goals, consider the demographics of your 
core audience (or your ideal audience), who currently may not be 
represented in your social feed. Implement a  process to increase and 
track representation in your photos, videos and written content. 

• Some things to think about include age, gender, sexual orientation, and 
different body types.

8
YOUR AUDIENCE IS NOT A 
20-YEAR-OLD 
WITH A TOOTH-
PASTE SMILE



Knowing all the details about your 
own performance is key, but so is 
understanding the broader picture 
about your industry or topic. 

Check out what the buzz is beyond your 
own accounts: what your competitors 
are doing, what their audiences like, or 
what hashtags or handles are hot.  

Compare your accounts to those of 
your competitors to see how you match 
up. Don’t just look at the number of 
followers of their main accounts, but 
look at engagement, and review the top 
individuals within their organisations. 
How much influence do their social 
media ambassadors have?  

A social media listening tool is 
essential here, as it’s almost impossible 
to comprehensively track hashtags, 
handles, topics or brand names 
manually. 

Followerwonk is a good tool to audit 
your competitors’ Twitter pages. It 
specialises in the “bluebird” social 
media platform and provides great 
insights into the page and its following. 
Followerwonk mainly focuses on 
follower analysis - everything from 
demographics to active hours on Twitter 
and so much more. You can also use the 
tool to analyze popular hashtags used 
by your competitors and their followers 
on Twitter. Additionally, you can analyze 
the accounts (read: influencers) your 
competitors follow, and whether they 
follow their active fans or not. 

9EXPAND YOUR 
EXAMINATION

https://followerwonk.com/


This step gets more important the bigger your social media 
team is, because quality and message control become 
harder with growth. 

Your processes must be evaluated: do you have the right 
quality control checks in place? Is your content well structured, 
and planned out in advance?  

On the flipside, are you fast enough to respond to breaking 
news, or a crisis communication? Can you handle a sudden 
illness or absence?  

We like using Kontentino, the most human-friendly social 
media tool, for planning and approving without spreadsheets 
(yeah, it’s possible!).

10
DON’T GET OVERWHELMED 
CHECK YOUR 
PROCESSES

https://www.kontentino.com/why-kontentino
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One step remains that must not be 
overlooked—does the final picture 
actually match your overall goals? Do 
you have KPIs and are you measuring 
results?  

On social media it is very easy to see 
how well you are progressing towards 
your goals, but if you don’t know what 
you aim to achieve then you cannot 
possibly measure success. 

Social media can sometimes take on 
a life of its own, but you must always 
make sure it is serving your objectives. 

Sometimes these can be specific (like 
supporting an event or product) or 
sometimes fuzzy (creating a mood or 

perception about your branding), but 
they always need to be aligned with 
your broader goals. 

Make sure to define high-level goals 
(For example: Create awareness; 
communicate benefits of your 
positioning) as well as very specific 
goals, such as: 

• Follower growth  
• Visibility (reach/impressions) 
• Recognition (RT/shares/mentions) 
• Engagement 
• Downloads 
• Page views

MEASURING 
SUCCESS



Getting support 

IF YOU’D LIKE SUPPORT, WE’D LOVE TO 
CHAT AND SEE HOW WE CAN ASSIST. 
 
ZN has extensive experience in 
deep dives into social media (and 
broader digital assessments) for 
clients throughout the EU sphere.   

SEND AN EMAIL TO 

liora.k@znconsulting.com 

so we can plan a video meeting to 
discuss your needs, 

OR CALL 

Using these tips will be a great start to successfully pulling off a 
social media audit, but there’s no harm in needing support. This 
is just the bullet points, after all, and audits are enhanced by 
connecting them with wider investigations (like assessing your 
website, a Social Media Competitor Audit, a Branding Audit, a Digital 
Mapping, or a Target & Influencer Mapping). We have an entire team 
of digital experts ready to conduct a Social Media Audit, or any of 
our other research exercises, for you.

mailto:liora.k%40znconsulting.com?subject=
tel:+32489788664
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