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It’s no secret that in this day and age, everything is online. In 

a world where Google tells us everything from to how to hack your 

way to a cheaper Starbucks latte to how to fix a car, most people 

lean on the search engine to quickly find information about literally 

everything. So what would happen if someone Googled you?

“Unless their settings are securely private, they might as well 
be putting their personal info, pictures and thoughts on a 
billboard…forever…for everyone.”

—Margaret Cambron, 
Director of Career Development, 

Kentucky Wesleyan College

Your information is out there. Anyone can find it. So you 

might as well make it work for you. Students in particular struggle 

with figuring out how to make a name for themselves online. It’s 

relatively common knowledge that employers look up potential 

hires online because they want to A.) see what kinds of projects 

and issues we’ve been involved with in the past and B.) get a 

sense of who we are. You don’t want to put something online that 

could deter a potential employer. 

The following pages give you four simple steps to follow in 

order to brand yourself online, and to make social media work for 

your purposes. 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STEP ONE
A general objective is to elevate your level of recognition 

in respect to your end goal. This does not mean that you need to 

gain a Kardashian-Jenner level of followers on social media 

(unless that’s part of your end goal). You have to ask yourself: 

What are you trying to accomplish?

Many people manage their online presence in order to 

brand themselves professionally. Others simply want to get 

involved in a local issue affecting their community. Still others 

have a particular project that they want to promote.

So, what are you trying to accomplish? Once you identify 

your end goal, you can move on to figuring out who you’re trying 

to reach and how you’re going to do it.

Identify your end goal

WHAT ARE YOU TRYING TO 
ACCOMPLISH? 

End Goal Examples 
• Personal/professional brand 
• Project promotion 
• Community involvement
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STEP TWO Identify your audience

The people you are trying to reach will depend upon your 

end goal. If you’re trying to create a professional presence in the 

academic world, your audience will be other scholars. On the 

other hand, if you’re trying to promote a project focused on 

women’s rights, the parameters of your audience will expand.

Keep in mind that the larger your audience is, the more 

likely you are to find sub-audiences. It all depends on the 

amount of interests and issues you’re including in the content 

you produce. If your main audience is women, for example, you 

must take into account that different age groups are sub-

audiences, as are women with different economical statuses or 

in different locations. You can certainly make things easier by 

focusing on one specific sub-audience as your main audience.

Once you’ve identified which group of people you want to 

reach, you can move on to figuring out how you’re going to reach 

them.
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It’s important to know what media channels your audience 

is using. This step requires a bit of research (sorry!) but it pays 

off, because you don’t want to be posting all over Twitter when 

your audience of photographers is engaging with Instagram.

Facebook, Twitter and Instagram, while the most popular 

social media channels, are not your only options. YouTube and 

Vine are great choices if you’re focusing on video content. 

Snapchat is gaining ground as a more personal, spontaneous 

way to reach an audience. Blogs allow for more written content. 

Personal websites, especially when used to put together a 

portfolio, allow you to distribute literally any type of content.

STEP THREE Choose your media



�  of �6 10

Social media 

is certainly 

an important 

part of 

developing 

your online 

presence. It 

is not, 

however, as 

simple as 

creating the 

account and 

occasionally 

posting. To 

gain 

recognition, 

you must 

consistently 

engage.
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There are two terms used when developing and distributing 

content across any medium: frequency and reach. Reach 

pertains to the amount of people that view your content; 

frequency pertains to how often you distribute content. Once 

you’ve found your audience, you should hope to have the highest 

reach possible, which means that you want as many people in 

your audience as possible to view your content. Posting 

frequently will help you gain that high level of reach. 

There are tools available which can help you distribute 

content frequently, depending upon which media you use. Tweet 

Deck, for example, allows you to monitor multiple Twitter 

hashtags and conversations, as well as schedule tweets to post 

at times of your choosing. Another example is the queue option 

on Tumblr, which allows you to add content to post later based on 

your schedule settings. (You can post once per hour, or three 

times a day. It’s up to you.) 

While posting frequently is an important part of getting your 

content noticed, you must be sure that what you’re posting has a 

point. “Your social media channels should distribute valuable, 

shareable information, collected from a variety of 

STEP FOUR Engage

ENGAGEMENT: 
“Communicating 
well enough that 
the audience 
pays attention”; 
promoting 
feedback and 
conversation
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sources, and sent at optimal times. You should always be mindful 

of what kind of content is most engaging for your social media 

audience, and what kind of content should not be 

posted.” (Sorokina). In other words, to get to the right level of 

reach and frequency, you must create content that is relevant to 

your audience and your cause. 

This is where hashtags come in to play. Hashtags are 

meant to be used to make your content find-able to your 

audience. It can take time for a self-created hashtag to take off, 

so don’t be afraid to use existing, popular hashtags so long as 

they actually pertain to your content and audience. Don’t use a 

popular hashtag that has nothing to do with your content just to 

get recognition. 

Don’t make hashtags too long or try to be clever. Some 

people like to be a little silly and use entire phrases or sentences 

as hashtags. It can be funny on occasion, but generally it annoys 

readers and causes them to skip over your post.

“The hashtag is likely the most popular means of 
categorizing content on social media. It makes 
your own content discoverable and allows you to 
find relevant content from other people and 
businesses. The hashtag also allows you to 
connect with and engage other social media users 
based on a common theme or interest.” (LePage). 

http://blog.hootsuite.com/best-time-to-tweet
http://blog.hootsuite.com/how-to-increase-twitter-engagement/
http://blog.hootsuite.com/what-not-to-post-on-social-media/
http://blog.hootsuite.com/best-time-to-tweet
http://blog.hootsuite.com/how-to-increase-twitter-engagement/
http://blog.hootsuite.com/what-not-to-post-on-social-media/


�  of �9 10

TIP: 

Another important 
thing to remember 
is while posting 
frequently 
increases your 
chances of reaching 
the most people, it 
is possible to post 
too much. You 
don’t want to 
annoy your 
audience by 
posting every five 
minutes. 

One last thing: When you use hashtags, you’re making 

your content available to a lot of people. Expect and prepare for 

comments. Always remember to respond to comments politely 

and thoughtfully. You want to begin and contribute to 

conversations.



�  of �10 10

WORKS CITED
Cambron, Margaret. Inverview. 11 Oct 2015.

Eckert, Danielle. Top Social Media Platforms (Infographic). http://
www.likeable.com/blog/top-social-media-platforms-cheat-sheet. 
Web.

Falls, Jason. Defining Engagement: Is It Capturing Attention or More? 
https://www.socialmediaexplorer.com/social-media-marketing/
defining-engagement/.

LePage, Evan. The Dos and Don’ts of How to Use Hashtags. http://
blog.hootsuite.com/how-to-use-hashtags/?
utm_source=twitter&utm_medium=owned_social&utm_campaig
n =social_ hootsuite 
&hootPostID=f27e1d02be09f9e7614d92697032bdc3

Pinkham, Ryan. How to Create a Social Media Posting Schedule. http://
blogs.constantcontact.com/social-media-posting-schedule/ 

Sorokina, Olsy. Common Social Media Etiquette for Business. http://
blog.hootsuite.com/social-media-etiquette-rules-for-business/?
utm_source=twitter&utm_medium=owned_social&utm_campaig
n=social_hootsuite&hootPostID=2502f81cc993d279f4e63d8f2d1
b39d6

Warchol, Kit. 5 Career Boosts That Cost Less Than a Cup of Coffee. 
http://www.refinery29.com/career-contessa/36?
utm_source=t.co&utm_medium=tweet&unique_id=entry_95011#
slide-4

http://www.likeable.com/blog/top-social-media-platforms-cheat-sheet
https://www.socialmediaexplorer.com/social-media-marketing/defining-engagement/
http://blog.hootsuite.com/how-to-use-hashtags/?
http://blogs.constantcontact.com/social-media-posting-schedule/
http://blog.hootsuite.com/social-media-etiquette-rules-for-business/?utm_source=twitter&utm_medium=owned_social&utm_campaign=social_hootsuite&hootPostID=2502f81cc993d279f4e63d8f2d1b39d6
http://www.refinery29.com/career-contessa/36?utm_source=t.co&utm_medium=tweet&unique_id=entry_95011#slide-4
http://www.likeable.com/blog/top-social-media-platforms-cheat-sheet
https://www.socialmediaexplorer.com/social-media-marketing/defining-engagement/
http://blog.hootsuite.com/how-to-use-hashtags/?
http://blogs.constantcontact.com/social-media-posting-schedule/
http://blog.hootsuite.com/social-media-etiquette-rules-for-business/?utm_source=twitter&utm_medium=owned_social&utm_campaign=social_hootsuite&hootPostID=2502f81cc993d279f4e63d8f2d1b39d6
http://www.refinery29.com/career-contessa/36?utm_source=t.co&utm_medium=tweet&unique_id=entry_95011#slide-4

