Selecting the Right Social Channel
Por Your Audience and Goals

Tips rPor B2B Education Companies to
Maximize Educator Engagement

Enhance your social media marketing by choosing the best platform
for your target audience and goals. Learn which channels — Facebook,
LinkedIn, X, and YouTube — are best for engaging with teachers,
school librarians, and school counselors versus school administrators
and district decision makers. Then tailor your messaging/campaigns
to address the unique needs of each group.

Great for: Brand Awareness, Thought Leadership, Building
Community

Audience: Teachers, School Counselors, and School Librarians
(professional community)

How educators use the channel: Teachers and school leaders are et
especially fond of Facebook groups because they offer a powerful .
community network for educators. EdWeek research* shows
Facebook is the top social media channel school leaders turn
to for professional networking, best practices from other
districts or schools, and reviews of education products.

Opportunity for education businesses: Find and join
Facebook groups that are relevant to your organization
and product. For example, if you offer a product that
helps improve literacy, consider joining Science of
Reading: The Community and Reading for All. Within
the groups, you can:

- Engage with group members’ posts
+ Offer advice

- Promote a relevant upcoming event or webinar that
you are planning

» Share case studies and customer testimonials

- Start conversations around timely topics
Be sure to follow the group’s rules and avoid overt sales pitches.

Also don't forget to share current topics and relevant and
informative posts on your company's page, in addition to being
active within groups.

*Source: EdWeek Research Center nationally representative August 2023 spyremarketing.com | 1
survey of 218 district leaders and 271 school leaders.


https://www.facebook.com/groups/scienceofreading/
https://www.facebook.com/groups/scienceofreading/
https://www.facebook.com/groups/357232222619499

Great for: Networking, Brand Awareness, Thought Leadership
Audience: School/District Leaders

How educators use the channel: Educators turn to LinkedIn to connect with
other educators, stay current on education trends, and look for education-
related job postings. School leaders also use LinkedIn for user reviews of
education products.

Opportunity for education businesses: Post standalone LinkedIn articles

or publish a monthly LinkedIn newsletter using existing content such as your
organization’s blogs, case studies, playbooks, and other content. Make sure the
content you post addresses a current trend, need, or common pain point faced
by potential customers.

Help your articles stand out by following these best practices:

+ Use a conversational, friendly tone to make your piece more accessible.
When appropriate, a little humor can go a long way to keeping your audience
interested and engaged.

+ Increase searchability by incorporating SEO best practices, such as
utilizing relevant keywords, optimizing headlines and subheadings, and
including your main keyword in the first 160 characters.

Additionally, posting pictures from company gatherings and events; celebrating
new partnerships with districts, schools, and other education businesses; and
highlighting company milestones (ex. new hires, employee anniversaries, etc.)
are all in keeping with the business/professional focus of LinkedIn.
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https://aliliaquat.com/linkedin-newsletter-seo-best-practices-examples/#benefits-of-linked-in-newsletter

Great for: Thought Leadership, Brand Awareness, Customer Service

Audience: School/District Leaders (product reviews, best practices),
Teachers, School Counselors, and School Librarians (professional learning,
education news/trends)

How educators use the channel: While X (formerly Twitter), is decreasing
in popularity, many educators continue to use X to connect with other
educators, share tips and ideas, and expand their networks. School leaders
use X to learn best practices from other districts or schools, and get reviews
of education products.

Opportunity for education businesses: Host a customer Q&A session
where educators can ask questions about your services and chat with a team
member in a live setting. This can be an opportunity to give followers and
potential customers exclusive access to an expert from your team, which will
help increase engagement and customer loyalty.

Here are some tips to increase interest and participation in your Q&A event:

- Invite the right team member(s) to lead the event. Having someone who
has deep knowledge of your services will make the event successful and
bring additional credibility to the session.

« Prepare several responses to frequently asked questions in advance so you
have content to share during slow periods in the chat or between live
user inquiries.

+ Spread word of your event through organic social media posts and email.
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Great for: Thought Leadership, Product

Information/Support, Product Reviews

Audience: Teachers and School Counselors (professional learning, product
support), School/District Leaders (product reviews, best practices)

How educators use the channel: Many teachers, school librarians, and school
counselors utilize YouTube for professional learning about topics relevant

to their job roles. School leaders often turn to YouTube to learn what other
educational institutions are doing well, what obstacles they are facing, and
what products are helping them solve their challenges.

Educators in every role turn to YouTube for how-tos, which make YouTube a
particularly great channel to provide current customers with information and
support to use your product effectively.

Opportunity for education businesses: Today's time-strapped educators
often prefer to watch a video rather than read text when learning about a
new product or getting an answer to a question. Tap into the power of visual
storytelling with videos that showcase your product, highlight customer
stories and use cases, deliver professional learning, and provide other
valuable thought leadership content.

Follow these tips to maximize reach and engagement:

- Utilize SEO best practices within your video title, video description, and
video tags to ensure your content is properly indexed.

+ Include a mix of content such as product videos, tutorials, answers to
FAQs, and content that educates your audience on topics relevant to
your product.

+ One way the YouTube algorithm ranks content is based on how many likes
and comments a video has. Encourage viewers to leave comments to your
video post by asking them questions throughout your video. Be sure to
engage with folks who comment.
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