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Overview
The importance of social media and the social internet 
can’t be understated. It’s benefits and accomplishments 
– from community organizing, sharing, and safe-space 
making – stand for themselves in the modern internet 
age. Using the unique tool that is the social internet 
is central to cultivating and building momentum for 
artistic enterprises. This paper will provide insight 
into the central building blocks of turning a social 
media marketing plan into a growing and vibrant social 
community that is active and engaged with your creative 
district brand.

This will cover two central themes:

1. Strategies that are effective in gaining and 
maintaining an engaged social community online

2. Tactical execution to deliver the best impact or 
outcome of a social media post

The average attention span online per piece of 
published content is roughly eight seconds. In those 
eight heartbeats, the quality, candor, and emotional 
evocation of any piece of content becomes more 
and more precious in maintaining memorability and 
engagement online.
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Developing an Online Brand
Let’s start with a simple definition of brand:

brand  (brænd)   — n 1. a particular characteristic that 
serves to identify a particular product or company; 2. a 
trade name or trademark; 3. a particular kind or variety: 
he had his own brand of humor; 4. an identifying mark 

What is brand?  It’s not about a logo; it’s about an 
enduring PROMISE to your stakeholders (customers, 
vendors, employees, shareholders, constituents, etc.)

Why invest time and effort into cultivating a brand?  The 
benefits are many. A cohesive, well-structured brand 
helps in the following areas:

• Setting and managing customer expectations
• Differentiating from competition
• Engendering customer engagement, loyalty, 

and advocacy
• Creating a consistent association with the 
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“Using the unique tool 
that is the social internet 
is central to cultivating 
and building momentum 
for artistic enterprises.”
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brand promise
• Expanding goodwill
• Increasing the brand as an asset

 
And all the above can help support overall revenue 
and corporate responsibility goals.

It doesn’t take the world’s leading marketing strategist 
and engineer to understand the value of cohesive 
brand structure. Presenting a unified design and 
ideology is vital to any business  – and a creative 
district is no different. The avatar (display image), 
cover photo, event photos, and regularly uploaded 
images and text on your creative districts profile 
pages are the most essential media part of social 
media. These constitute your first impression (literally 
and figuratively); it’s the opening introductions to 
who you are as a district. As such, all imagery should 
be high quality, easy to recognize, and long lasting 
(evergreen or iconic). 

Note: Your brand imagery will hopefully be shared 
and duplicated often online, which means that it 
constantly runs the risk of degrading in quality and 
being manipulated by users online. For this reason, 
it’s important to put your best foot forward with high-
quality images – so as others share your images over 
time, the imagery retains its impact (resolution and 
legibility). As the lead marketing team at Coca-Cola 
once stated their goal was to, “... develop a “bottle so 
distinct that you would recognize if by feel in the dark 
or lying broken on the ground.” Thus, consider how 
your creative district can provide content in such a 
unique way that it is recognizable no matter where it 
appears!
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“Presenting a unified 
design and ideology is 
vital to any business  – 
and a creative district is 
no different. ”
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Hitting the Big Players: 
Facebook, Instagram & Twitter

Facebook
Since its founding in 2004, Facebook has emerged 
as a social media leader. While it’s effectiveness 
in generating interest from younger audiences has 
waned in recent years, it remains a staple of the 
social internet landscape. Currently, Facebook is still 
the leader in driving web traffic for events and news 
publishing. As Facebook shifts away from a news-
centered lists to a community and events centered 
space in the coming months and years, its vital for 
creative district brands to establish themselves as 
a home (a familiar destination) and a community (a 
place to build relationships and interact socially) that 
people find value in engaging with sooner rather than 
later.

Tips:

Setting up a Facebook page is the cornerstone of 
creating a presence on the social internet. Once, the 
internet required the use of an effective and strategic 
homepage as a welcome mat to businesses and 
information. Now, in an app-centric world, an active 
and well updated Facebook page often acts as the 
front door to a business – curating and easily distilling 
vital information to the public, including a company’s 
central branding, locations, hours, events, and overall 
culture.

When selecting vital information for your Facebook 
page, it’s important to consider what your audience 
already thinks – is it a local business, a place, an 
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establish themselves 
as a home (a familiar 
destination) and a 
community (a place to 
build relationships and 
interact socially) that 
people find value in 
engaging with...”
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institution, a community, an artist? Chances are 
“organization” or “place” best apply to a Creative 
District  – as they are most often housing to numerous 
businesses and communities and represent a large 
variety of spaces. Setting up the correct categories 
to describe your district and goals helps Facebooks 
every growing and complex algorithm determine the 
most engaged part of your audience.

After selecting your page type, Facebook will prompt 
you to add vital business information. Here is an 
important step in verifying the legitimacy of your 
page. Applying for verification on Facebook prompts 
the algorithm to treat your page and its content more 
seriously when verified (as opposed to fan pages, 
meme generators, and personal kinds of pages). 
Just as having a business license is central to 
legitimizing a business in the real world, verification 
online legitimizes a platforms trust in the content 
provider, thereby prompting an individual user’s trust 
and ability to interact with and be shown your pages 
content more often on their feed.

Posting Strategies:

“What do I post?” and “How often do I post?” is 
perhaps one of the most asked questions in the 
industry. For good reason – there are lots of different 
kinds of content all with varying likelihoods of success 
in generating interest on the platform. Posting too 
often can bother and annoy audiences, while posting 
too little may cause your content not to appear on the 
newsfeed of your patrons (meaning artists miss entry 
calls and fans miss opening notifications). Discovering 
how often to post is something each community will 
need to discover for themselves. However, there are 
some good rules of thumb for starting out:

Post during peak traffic times – when do you check 
Facebook? In the morning just before work, in the 

6

“Discovering how often 
to post is something each 
community will need to 
discover for themselves.”
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“Posting once or twice 
a day during peak times 
can elevate your social 
media presence and 
make the likelihood of 
discovery much higher.”
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evening just after dinner? Users tend to check 
Facebook in the morning between 7am-10am, and 
in the evening between 6pm-9pm. Posting once or 
twice a day during these times can seriously elevate 
your social media presence and make the likelihood of 
discovery much higher.

1. Post during peak traffic times – when do 
you check Facebook? In the morning just 
before work, in the evening just after dinner? 
Users tend to check Facebook in the morning 
between 7am-10am, and in the evening 
between 6pm-9pm. Posting once or twice a 
day during these times can seriously elevate 
your social media presence and make the 
likelihood of discovery much higher.

2. Be a social platform before you are a 
marketing platform – There is a principle 
called The Pareto Principle (the 80/20 rule). 
This principle broadly dictates that two out 
of ten items will turn out to be worth more 
than the other eight items put together. 
In terms of social media, this means that 
80% of your online presence should be 
social – asking questions of your audience, 
posting in real time, gamifying activities 
for them to engage with, inviting others 
to share about themselves, and featuring 
exciting accomplishments or moments in 
the community. The other 20% should be 
dedicated to everything else. This includes 
fundraising calls, event marketing, product 
pushing, and anything that represents the 
business side of your creative district.

3. Don’t be afraid to share and post about things 
not directly related to your brand or content. 
Be involved in the community at large – 
share exciting news happening industry wide, 



or showcase achievements related to your 
community. This will open you up to gaining 
more likes and keep those invested active.

4. As Facebook refocuses its efforts to 
move from a news pushing platform to a 
community space, it is even more important 
to publish quality content above all else. 
Chose the most exciting, engaging, and 
interesting content to publish and forget the 
rest. If you wouldn’t click on it, then others 
aren’t likely to either. Posting regularly is 
important but posting high-quality content 
that creates emotional (and/or memorable) 
moments will be the focus of Facebook’s 
decision in showing content to its users 
moving forward.

Example: : A creative district posts a link to a web 
calendar event on their website to an upcoming opening. 
They notice this post reaches about 200 people. The next 
time the district has an event, they share an event link 
created on Facebook. They notice that this event has 
reached 500 people, 300 have marked interested and 
100 have marked attending. They know that sharing this 
event a second or third time once a week as the event 
draws more near will help the reach more people. They 
now also have access to demographics on who engaged 
with their event, and a list of names of users in their 
community to look for at the event itself.

Instagram
Instagram was acquired by Facebook in 2012 for 
roughly $1 billion dollars with 30 million users. By 
2018, Instagram was valued at $100 billion dollars 
with 1 billion monthly active users. Initially mocked 
online as, “Twitter for people who don’t read” the 
power of Instagram in the last seven years has 
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content that creates 
emotional (and/or 
memorable) moments 
will be the focus of 
Facebook’s decision in 
showing content to its 
users moving forward.”
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“Instagram will be central 
to showcasing a more 
authentic and realistic 
look at your brand.”
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skyrocketed. Instagram is not about reading at all 
– it’s about sharing stories and experiences in a 
user’s close network, in their most highly valued 
communities.

If posting to Facebook is about putting your best foot 
forward for brand strategy, event marketing, and 
space making, Instagram is for… everything else. 
While there was a time when posting to Instagram 
meant developing the highest quality images with the 
prettiest Millennial Pink walls and freshest avocado 
toast one could find – that certainly is no longer the 
case. Instead, generation Z and young millennials 
are looking for a more authentic way to connect and 
relate. Instagram has moved from a stylized and 
idealized place of self-branding and self-promotion 
to real-world, raw, relatable imagery. As a creative 
district, Instagram will be central to showcasing a 
more authentic and realistic look at your brand.

Tips:

Posting too little or too often is less vital for 
Instagram’s ability to recognize content and set it at 
the top of user’s news feeds. Instead, posting content 
that gets high engagement quickly matters most 
(comments and likes) – and bringing them back often 
means being consistent in presenting interesting 
content every time. Whether it’s funny moments, 
satisfying videos of art in action, screenshots or 
videos of incredible art related content from other 
websites (with proper credit), or selfies of staff or 
the community doing what they do best, discovering 
how your brands audience seeks relatability to your 
content is central to success on the platform. 
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Example: A creative district should share a graphic of 
an upcoming event, as well as accompanying photos of 
art that may be featured there. Each post should have 
the same set of hashtags, and each post should carry 
consistent information. The posts should be shared 
regularly 2 weeks before the event, and then photos from 
the event should be shared immediately after. This will 
increase engagement and follows, as well as set up a 
reliable and consistent standard for fans of the page to 
recognize.

Posting Strategies:

1. Take advantage of the Instagram story. Use 
a fun boomerang (a looped video), a cute or 
clever .gif, and those awesome text features 
(including countdowns, polls, interest 
engagement bars, etc.) to build and share a 
story across a 24-hour period. Showcase 
your brand at its best with authentic footage 
happening in near real time that turns a 
passive viewer into a future participant. 
Telling your story as authentically as possible 
will gain favorability, and act as a catalyst to 
get more people involved with the heart of 
your district.

2. Worry less about the perfect image. 
People-focused selfies showing life as it is, 
showcasing artists at work, giving a behind-
the-scenes look at the inner processes of an 
artist, or highlighting the hard work of the 
people that matter the most will increase 
your brand loyalty, likability, and discovery.

3. Use hashtags sparingly and correctly. 
Hashtags have been the “it” factor on both 
Instagram and Twitter since their first use 
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at its best with authentic 
footage happening in 
near real time that turns 
a passive viewer into a 
future participant. ”
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– but their effectiveness can vary based 
on what is being achieved with them. Use 
hashtags that your community already uses 
– #selfie #localartist #creative are all good 
tags to put your images in places people are 
looking for them or getting the algorithm 
to recommend your content. Tagging your 
location for discoverability is also a must. 
Finally, a hashtag or 2 related directly to your 
organization can also be helpful in creating 
a space to “Archive” your content with your 
community. Don’t force this, though. If your 
community isn’t using those phrases, then 
you’re not appealing to them.

Twitter
Twitter is often considered the great equalizer of the 
internet – giving everyone a voice, 240 characters, 
and the ability to share important information at a 
more rapid rate than ever. Due to its fast pace and 
real-time “breaking news” pace, Twitter can provide 
value to a creative district when it comes to breaking 
into the local news central to the district community.

Tips:

Content on Twitter is considered to have a half-life 
of about 18 minutes. This means that a tweet will 
see most of its impressions (and engagement) in the 
first 18 minutes after it’s tweeted, before dropping off 
significantly. Creative districts should use twitter less 
as a marketing tool and more as social tool to engage 
with their community directly. Shouting out artists, 
sharing community and business news in the district, 
and posting changes to event programing should 
happen on Twitter first. Twitter is also the best place 
to give your district a distinct (and consistent) voice.

“Showcase your brand 
at its best with authentic 
footage happening in 
near real time that turns 
a passive viewer into a 
future participant. ”
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“Twitter can provide 
value to a creative 
district when it comes 
to breaking into the 
local news central to the 
district community.”

A note: Humor can be a useful and dangerous tool on 
the entire social internet, but especially on Twitter. 
Using memes, trending topics, and relevant social 
commentary can do a lot to up your creative districts 
relatability in your community – but it can also be 
incredibly detrimental. Thinking seriously about 
the kinds of media that are used on Twitter to gain 
audiences should be a larger part of every creative 
districts overall social media strategy.

Posting Strategies:

1. Content from both Facebook and Instagram 
can effectively be cross posted on Twitter. 
Consider Twitter as a catalog of every 
moment valuable to the district. Event 
announcements, milestones, short videos, 
memes, and articles are all relevant content 
on Twitter – announcements tend to be the 
most engaged posts but keeping variety on 
Twitter can exponentially grow audiences and 
keep users engaged.

2. Twitter is most effective when it comes 
to engaging with the creative community 
directly. Retweeting, commenting on (replying 
to), and engaging with your followers and 
community is even more vital than advertising 
or posting original content consistently. 
Consider following and retweeting your 
most engaged users in a more personal 
voice. Retweet relevant, positive, local news 
or events and introduce your brand to the 
community by being engaged in existing 
conversations on the platform.

3. Use Twitter moments to capture and catalog 
events – First Friday walks, festivals, or 
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“Consider following and 
retweeting your most 
engaged users in a more 
personal voice.”

opening receptions can be cataloged and 
captured in moments. Consider pinning a 
moment or upcoming event to the top of your 
twitter feed – this will be the first post users 
see when they visit your profile.

Example: A popular twitter trend may include using 
graphic images of memes… mimicking the trends in 
a positive and upbeat way will help current fans stay 
active. A viral post saying “I really, really, really, love 
mashed potatoes” could easily be reinvented to say 
“We really, really, really, love local art.” In the same 
format. This small take on a current trend keeps twitter 
audiences engaged and social, even though it elicits no 
exact end goal beyond familiarity with the district brand. 
(Example: 40 West Arts or MoonPie)

Closing Thoughts
1. BUILD RELATIONSHIPS. Cultivate 

relationships with your most engaged online 
users. Just the same as building relationships 
in person, building trusting relationships 
online takes time and engagement. Working 
to build a space and voice online for your 
creative district will not only help turn those 
interested in the district into advocates for it, 
but also it will help promote your district to 
newer audiences daily.

2. SHARE AUTHENTIC CONTENT. Showcase 
your most relatable, authentic, engaging 
content first. Focusing on presenting 
interesting, beautiful, authentic content about 
your district and its values can open doors to 
moving a vibrant space online into a vibrant 
space in real life.
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“Creative districts should 
use all of their tools 
available to capture 
attention in exciting and 
authentic ways.”

3. EXPERIMENT WITH NEW CONTENT. 
Research types of content that work best 
for your district. Don’t be afraid to try new 
content and see how it performs. Audiences 
interest (or lack thereof) is a clear indicator 
of something that’s working or not. Social 
media and the social internet are what you 
make of it, and creative districts are already 
well positioned to engage communities with 
excitement and fun!

4. POST MORE OFTEN THAN YOU THINK 
YOU MIGHT NEED. As the landscape of 
the internet changes, so will your ability to 
reach your audience. Showcasing what is 
happening consistently in new and interesting 
ways will make sure audiences stay involved 
(and aware) of what’s happening in the 
district.

5. FIND YOUR VOICE. Be social first. Take 
time to find the creative district’s voice 
online; determine the tone that is right for 
your organization and your community. 
Striking a balance between a personal 
and/or professional approach is subjective 
but necessary in creating relatable and 
interesting conversations online. 

The social internet and social media are more or 
less designed to be intuitive to individual users’ 
interests. As such, creative districts should use 
all of their tools available to capture attention in 
exciting and authentic ways.
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