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1.	 Introduction 

Social Media is a growing part of our technological and overall lifestyle today. Many industries have seen the 
value in social media and have grown large audience and brand recognition solely through this type of marketing. 
With this type of “free” advertising and marketing on the rise, we feel it is important for farmers, fishermen and 
value-added producers to learn how to market themselves by using social media effectively. This will help to 
promote and educate the public about local agricultural, fishing, and producing practices, which will encourage 
consumers to support local businesses.

New Brunswick agri-food producers face many challenges when using social media for their business, and this was 
brought to the attention of the Agricultural Alliance of New Brunswick (AANB) and the Department of Agriculture, 
Aquaculture and Fisheries (DAAF). With these challenges in mind, AANB and DAAF began a partnership with 
students at the University of New Brunswick’s Renaissance College faculty to prepare this toolkit, explaining how 
to effectively use social media and web marketing for business purposes.

AANB and Renaissance College sought to discover the factors that inhibit farmers from effectively using social 
media and web platforms to market their products, and how they could help overcome these factors. A survey 
was conducted in order to gather detailed information on the needs of producers and their use of social media, 
which concluded that producers are indeed looking for ways to improve their social media marketing. This toolkit 
attempts to address the needs uncovered by this survey’s findings.

This Social Media Toolkit has been created to increase the use of social media and web marketing in the local food 
and beverage industry in New Brunswick, which will ideally lead to more opportunities for agri-food producers, 
and will help to connect them with “locavores” and other supporters of local businesses. This toolkit is targeted 
towards those with moderate technology and social media abilities, including those who are just beginning to 
learn about the world of social media, or for those who want to freshen up their skills.

Please note that social media platforms are constantly updating and changing to fit the needs of their users and 
trends, instruction or buttons/applications may differ from this toolkit. 

* Throughout this document you will find 
words that are bolded and italicized. These 
are terms that can be found in the Glossary 
section at the end of this toolkit. 
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2.	�Step by step guides to 
social media networks

2.1. Facebook 

What it is:
Facebook has become the most widely-used social network to date and has shaped online interaction as we 
know it. From connecting with distant friends and family members, to bridging the gap between brands and 
their communities, Facebook has changed the way we interact online. Though you may already use Facebook 
through a personal account, using Facebook for business marketing requires a different approach, which we will 
focus on in this guide.

How to use it:
In order to create a Facebook page for your business, you must already have a personal account on this social 
media platform. 

The basics of Facebook involve your Timeline, where your personal posts are shown, your Newsfeed where the 
posts of your Facebook Friends, Liked Pages, and other features such as groups, events, instant messaging, and 
pages are shown. These are important to familiarize yourself with before you create your business and brand 
“page”. Here, we are focussing on building your business and brand page.

Step 1. Create a page for your business

To do this, click the down arrow icon beside the “Quick Help” icon. Select the Create Page option. Choose a 
category which fits with your page out of the following: 

•	Local business or place
•	Company, organization or institution
•	Brand or product
•	Artist, band or public figure
•	Entertainment
•	Cause or community

Then choose a sub category and enter your business information and “get started”!

Finish setting up your page by adding categories, a brief description of your business, and enter a Facebook web 
address. We recommend using your business name to help consumers locate your page more easily.

Upload a profile picture which will be recognizable to your consumers. This could be your business logo, a picture 
of the family farm or boat, or anything relatable to your business. 
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From here, Facebook will ask you to input your preferred audience for this page, which will give you more 
recognition and reach from the people who have similar interests to your page. Click save and go visit your new 
business page! Here you can add a cover photo and add more information about your business in the “About” 
section including store hours, price range, photos and website.

Step 2. Invite friends to like your page

To begin building an audience, the easiest way is to invite your current Facebook friends: to share your page 
through the “Invite your Friends” option (icon with three vertical dots), which can be found when you press the 
Menu button (pointed down triangle). It is also recommended to share your business page on your own personal 
Facebook timeline to attract more followers. These followers who like your Facebook page are considered your 
Facebook fans. 

Step 3. Create and post content

Facebook posts are usually used as updates to your friends and followers about how you or your business is 
doing. You can post content or updates in both long and short form on any topic that is about your business and 
day-to-day life or relates to it. You are also given the option to tag friends to inform them about a post, add how 
you’re feeling, add your location and to add a photo. 

When posting content or updates to your business page, it is best if they are authentic and interesting to your 
customers. 

People will follow your page to support your business, to get to know your brand and to learn more about your 
field of work, so content should include information and visuals that will get your audience’s attention. 

Facebook’s newsfeed is organized in a way to show users what it deems “the most relevant” content for them, 
which means that your post could easily get lost in their newsfeed if it is not interesting to the user. In order to 
stand out from the crowd and get the most from Facebook business page marketing, content and updates must 
be engaging and add value for the person following you. This can also include sharing other people’s posts to 
your business page if it relates to your brand or business.

Consider every piece of content you post an opportunity for increased and specific engagement. Don’t be afraid 
to have fun with your content. Usually the best received content is a post that has a genuine approach and 
message. This includes adding images to your posts, which are incredibly effective in creating engagement with 
your audience. Studies show that posts with photos and videos receive on average 39 per cent more interest 
from your audience than just regular text updates. 

Example: A great way to connect as a farmer could be through posting pictures of your vegetable planting/
crops on an update and talking about how you are getting ready for the CSA and Farmers Market season. 
This is a great time to also talk about which markets/speciality stores your products will be located at or 
your farm stand.

http://blog.bufferapp.com/7-facebook-stats-you-should-know-for-a-more-engaging-page
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Step 4. �Be consistent with what you are posting

If people are responding well to a certain type of content, continue producing it. Consistency is the key to building 
and maintaining your audience. This also applies to the way your content is formatted, including having proper 
sentence structure, phrasing, grammar, and making sure it represents your business mission and values.

Along with consistency, you should be aware of what time of day your fans are the most active on Facebook. 
Posting and uploading your updates/photos/videos during these times will help grow your community and help 
your content become better recognized. (More on this later in Tips and tricks of social media, on page 24)

Example of industry leader: Portage Pork Plus
Portage Pork Plus, a 165 acre diversified farm located near Cap-Pelé, is a strong example of using Facebook to 
engage customers with their products and brand. 

Portage Pork Plus uses Facebook to effectively promote their family run farm, which includes raising naturally-
fed pork, chicken, eggs and lamb in a humane and animal friendly environment, as well as the vegetables they 
grow in their CSA program and where their product is sold. Their consistent updates, which include photos and 
videos of their livestock and produce, have helped them connect consumers with a look into “life on the farm” 
and have established a brand voice to make a connection with customers and to give the best service possible. 

They also provide the consumer with their business information list (location, business description, farm address, 
products) in their “About” section to direct customers to their stores after they see their content.

The example above shows their promotion of their 
harvest products using a photo and their unique brand 
voice (including a smiley face emoticon). As you can 
see, they’ve built a consistent following through these 
steps which results in much engagement from their 
audience. 
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Facebook analytics
You may be curious about your growing audience and want to know who they are, where they are located, and 
how they are engaging with your content. Facebook provides business pages with this information through a 
“Page Insights” tool, which is located at the top of your page by clicking the “Insights” tab. This tool helps measure 
how well your page and content are doing with your audience and gives you an idea on how to improve it. Below 
is a picture of what the overview of the Insight tool looks like:

As you can see, the Insight tool breaks down your information into three metrics:

1.	 Page likes
a.	 Total page likes: The number of people who like your page.

b.	 New page likes: The number of new likes your page received during the last seven days, compared with the 
previous seven day period.

2.	 Post reach
a.	 Total reach: The number of people who have seen any content (posts, pictures, videos, etc.) associated with 

your page, including any paid advertisements or sponsored posts, during the last seven days.

b.	 Post reach: The total number of people who have seen a particular post from your business page directly on 
your page or somewhere in their newsfeed. This allows you to see how your post is performing as well as 
how many people clicked on, liked commented, or shared this post 

3.	 Engagement
a.	 People engaged: The number of people who have clicked on, liked, commented, or shared your posts during 

the last seven days.
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App and computer versions
Facebook can be used as an application (app) version downloaded to your smartphone and also on a computer. 
The app and the desktop version are very similar. The app version is very useful if you prefer taking pictures and/or 
videos on your phone and posting them to your business page, sharing posts from other pages, or if you are too 
busy to update your page on your desktop computer. The app is generally a more convenient, on-the-go method. 

Using Facebook on your computer is best for responding to customer comments and messages as well as reaching 
a larger audience as Facebook users still generally access the website through their computers. Using computers 
also gives easier access to scheduling your social media posts, uploading photos from a digital camera or sharing 
other content like website links and videos, which can make for easier engagement with your audience. More 
on this in our Social media scheduler section, on page 24)Paid advertising 

Facebook offers paid advertising to businesses that are looking to reach a wide range of customers with a particular 
product, to share a particular post from their business page, or to grow their brand awareness by gaining page 
likes. These paid advertisements allow you to choose which audience you want to target with your post using 
attributes such as their age, location, and interests. From there, you set a budget of how much you would be 
willing to spend on your ad, and Facebook will generate estimated results.

Example: If you are looking to promote your business page to receive new likes, followers, or if you want 
to promote a certain photo, video, or general post, you can pay a certain amount of money (depending on 
your budget) to run your advertisement from anywhere between 7-28 days. Depending on the amount of 
money you are willing to spend, Facebook will estimate how many likes and how much user engagement 
you could expect to receive during this ad campaign. 
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To purchase an ad, click on any of the “Promote” or “Boost” buttons located on your page and/or posts. 
Enter your target audience information including what ages you want to reach, what regions you want seeing 
your ad, what interests the people who see this post should have, etc. and then set your budget. If you are 
happy with the estimated numbers Facebook provides you with, you can proceed with “promoting” your 
post (or advertisement of your page/business). In some cases, Facebook will set an audience for you based 
on your current followers. If this does not suit your needs, click the “Edit Audience” button and choose 
your targeted audience. 

Etiquette tips and guidelines 

Respond to comments and private messages. Facebook allows followers to comment on business content 
and to send private messages to initiate private conversations, thus creating a personal connection. If a 
customer connects with your page in either of these ways, be sure to respond as quickly as you can. This 
is a great way to build customer loyalty and a strong connection.

 Do not spam your business page. This includes posting clustered updates (multiple updates posted on your 
page within a short time span), and/or posting content that doesn’t relate to your business brand. This will 
lead to the loss of loyalty and interest from your audience and may cause them to unlike your page. It is 
best to post one to two times a day.

Like other business and organization pages through your business page account. This is a helpful way to 
build partnerships and mutual respect with other producers in your industry and to grow your audience. 

To do this, go to the business page you want to like and press the icon. Click the “Like as 
Your Page” option. 

2.2 Twitter 

What it is:
Twitter is an extremely fast-moving social network that uses microblogging as a way to get instant news/updates. 
Twitter is called a microblogging platform because you may only use 140 characters to send your message or 
status, otherwise known as a tweet.

How to use it:

Step 1. Create an account and username

a.	 Create an account by going to www.twitter.com and signing up, preferably using your business email address. 
Twitter will send you an email to confirm that your email is correct.

b.	 Pick a username. When creating an account for your business, try to find a name that represents your business 
and is easily identifiable so that fans can search and find your page without trouble. If you pick a name you 
don’t like initially, you are able to change it at a later time.

http://en.wikipedia.org/wiki/Microblogging
http://www.twitter.com
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c.	 Edit your profile. Every element of your profile — your photo, header bio, location,website, and “Pinned 
Tweet” — should reflect your business identity and personality.

d.	 Create a “bio” for your business. You have 160 characters (i.e. words, punctuation and spacing) to talk about 
your business with a clear and concise bio that describes your mission, product(s), and/or services. This will 
tell people why your business is unique and why they should follow you. You could also add in other useful 
information such as opening hours and other social media accounts.
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Step 2. Learn to navigate Twitter

Understanding the landscape of Twitter is the key to making an impact on this platform. You will need to understand 
the language and terminology used before you are able to interact with customers and engage in conversation. 
Below are some helpful terms, which match numerically to what they represent in the diagram.

This is an example of a posted tweet on the Buy New Brunswick Twitter Page. This tweet is visible to the public 
and the initiatives followers. There are four main tweet functions that can be used on this published tweet, as 
well as other features to engage the user. These are:

1.	 Reply – To reply or respond to a particular users tweet and engage with them.

2.	 Retweet – To repost this tweet to your own personal page so that your followers will see this content. 

3.	 Like – To show that you like or enjoy this particular tweet and its content/message.

4.	 Tweet activity – This feature is found on your own personal tweet. This shows you how well your tweet is 
doing in engaging your audience (how many retweets and likes you have, link clicks, etc.) It is an analytics 
tool specified to the personal tweet you are viewing. If you would like to see how your account is doing as 
a whole, you would use the Twitter Analytics tool (on page 11)

5.	 Hashtag – Hashtags are used to make the content of your post available to users throughout the world who 
share similar interests.

 Step 3. Follow other users

When you follow a personal or business account on Twitter, it means that you actively like their page content 
and want to see more of their updates. Following people who are of interest to you is what Twitter is all about! 
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For business purposes, it is recommended to follow other accounts in your industry or similar industries and 
connect with them to learn what others are doing. There are two ways to follow an individual. 

1.	 You may click on their Twitter page and press the follow button:

 
or 
2.	 You can hover over their name with your mouse and click the icon with the human silhouette and the + symbol:

Twitter does have a “Recommend” feature, where they provide you with accounts to follow based on your email 
contacts and the people you already follow. You can find this on the right of your screen under “People to Follow”

Step 4. Compose a tweet

Twitter content differs from posts you would create for Facebook. You only have 140 characters, including words, 
punctuation and spacing, to use when creating a tweet. You should be sure to create tweets that are well thought 
out and that represent your business values. 

To create a tweet, click the button located on your home page and/or profile page. 

Don’t be afraid to share what you like with others, but be sure it is content that people would want to see. Twitter 
allows users to post tweets with attached photos to generate more follower interest. Twitter allows you to post 
up to four photos per tweet, which can give you more engagement with to your posts. Studies show that tweets 
accompanied with photos, are more likely to be retweeted, liked, or shared. 

Twitter also allows you to post videos with your tweets. There are three ways to share videos on Twitter:

a.	 Record: You can record, edit, and share videos from the Twitter app 	 (Twitter for iPhone or Twitter for Android 
OS 4.1 and higher).

b.	 Import: If you use the Twitter for iPhone or iPad app, you can import 	videos from your device.

c.	 Upload: You can upload videos to twitter.com.

It is best to not post a video that is over 30 seconds as you typically lose around one-third of your viewers after 
30 seconds. This timeframe will keep viewers engaged. 

One use for Twitter videos is to share exciting new updates to your followers. For example, if something 
interesting is happening on your farm, you could record it on your phone and upload it straight to your business 
account. Another way to create engagement is through a “live feed” or live video. Like pictures, videos drive user 
engagement since people respond well to visuals

You can also use hashtags that relate to your industry in your tweet updates as seen above. (More on Hashtags 
on page 24)

Once you post your content, you will see your engagement (if people retweet, like, or reply back to your posts) 
in the “Notifications” tab at the top of the page.

twitter.com
http://www.videobrewery.com/blog/18-video-marketing-statistics
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Etiquette tips and guidelines

•	Use pinned tweets: This feature allows your best tweet or tweet you want people to see to be located at the 
top of your profile page. To do so, click the  (More) option located on the top of the tweet and select “Pin to 

your profile page”. To unpin this tweet, click on the “More” option and select “Unpin from your Profile 
Page”.

•	Direct messaging: Similar to Facebook, Twitter allows users to have private conversations through direct 
messaging. To view and/or respond to your messages on your desktop, click the “Messages” button at the 
top of your page. 

To send a message, click the  button on your Message page and then type in the user name(s) 
of the person/people you want to contact. To write messages through your smartphone, click on your Message 

tab (on the bottom of screen) and click the  icon to create a new message. 

“Emoticons” or “Emoji’s”: These are a small picture used 
to portray an emotion, and are a useful tool for Twitter. 
Users can now communicate their emotions by using 
these “pictures” and not feel restricted by the character 
limit. This also intrigues users as they process visuals 
faster than plain text. Though there is much debate about 
using emoji’s in a business context, it is ultimately up to 
the user to decide whether it fits with their brand. They 
can be found online through a copy and paste option or 
on your Android and Apple smartphones. 

Twitter users can be mentioned by another user by tagging their username (@username) anywhere in the body 
of the Tweet. If you or a user has been tagged, it will show up in the “Notifications” tab at the top of your page. 
App and computer versions 

Although Twitter does work as a smartphone application and a desktop version, it is more widely used through 
the app. This is because of its ability to send and receive quick bits of information in real time. It makes it easier 
to retweet, like, and share content whether you are in the field, on the boat, or on the go, which can increase 
user engagement. Twitter’s desktop version is best for those who are not comfortable with smartphones or 
prefer using this platform on a larger screen.

Twitter analytics 
Like Facebook, Twitter has recently provided its own analytics system, where users can track how their account 
and content is doing. This can be found in the drop down menu that appears when you click your account icon 
located on the top right hand corner of your page. 

“Account Home” is your Twitter report card, which features performance statistics measured from month to 
month. It is a gallery of your highlights for the month, including your “Top Tweet”, “Top Mention”, “Top Media 
Tweet”, and “Top Follower”. 

Your “Tweet Activity” dashboard is where you’ll find metrics for each of your posted tweets. It will show 
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you data such as how many times Twitter users have 
seen, retweeted, liked, and replied to each Tweet 
and as well as the percentages showing if your 
content for that month is more or less engaged with 
than the previous month.

Your “Audience Insights Dashboard” contains valuable information about the people who follow you on Twitter. 
You can track your follower growth over time and learn more about your followers’ interests and demographics. 

For information on Twitter analytics, visit: https://business.twitter.com/analytics. 

https://business.twitter.com/analytics
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Paid advertising:
Twitter also has a type of paid advertising which they promote under a “Followers Campaign”. This is an easy 
and successful way to accelerate your follower growth. Business accounts who purchase this advertising will 
appear in the “Who to Follow” panel of a user with similar interests. 

Other Twitter advertisements offered include Website Clicks, App Installs, Tweet Engagements, Video Views, 
and Leads on Twitter. These work differently from Facebook ads. Users can choose to run their ads continuously 
or set start and end dates, choose their targeted audience, and set a daily and maximum budget. Like Facebook, 
Twitter will give estimates on your ads performance. 

For information on paid advertising on Twitter, visit: https://business.twitter.com/solutions.

https://business.twitter.com/solutions
https://business.twitter.com/solutions


14Social Media Toolkit

Example of industry leaders: Acadian Sturgeon and Caviar
Aquaculture and Fisheries producers also use Twitter effectively to market their whole and value-added products, 
and to provide followers with a look into their everyday lives. Cornel Ceapa, owner of Acadian Sturgeon and 
Caviar Inc., has used social media marketing to flourish in his markets and to showcase his products to both local 
and international consumers.

Cornel is a great example of how to connect with your customers and audience. He has established his Twitter 
“brand voice”, and uses Twitter to profile his products and his everyday work in the aquaculture sector, many 
through pictures. When his products are featured or mentioned on a user’s page, he makes sure to “retweet” their 
status onto his timeline and reply back to the individual to thank them. Cornel also posts about his national and 
international travels promoting New Brunswick sturgeon and caviar, and is also an active user of cross platform 
sharing, as he is seen sharing pictures from Instagram page onto his Twitter page. 

2.3. Instagram 

What it is:
Instagram is a mobile image and video sharing app and social networking service. It also acts as a photo and 
video editing service.

How to use it:

Step 1. Register

Since Instagram is almost always used through their mobile application, you must first download the iPhone or 
Android app to your device in order to register to use it. Once downloaded, you are able to create a username 
and password for your business account

Step 2. Set up your account

Instagram accounts are public by default; however you can create a private account by going to your profile tab, 
clicking the “Settings” icon in the top right hand corner and scrolling to “Private Account”. It is not recommended 
that business accounts be set to private as you are using this platform to connect with consumers and fans.

Once you are registered, you can upload a profile picture (your company logo or one that you use for your other 
social media platforms) and edit your profile information with a 150-word or less bio. You can also add your 
company website, to which you can direct consumers.

Step 3. Connect

It is important to connect your social media accounts to get the most exposure. You can link up your Instagram 
to many other accounts such as Facebook, Twitter, or a Blog. To connect these social accounts go to “Profile 
Tab” > “Edit Sharing Settings” and then pick the platforms you wish to connect. Once this is done, each time 
you upload a photo to Instagram it can be shared on all of your other networks. (More about this in the Cross 
platform sharing section, on page 30)
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Step 4. Add photos

Sharing photos is the heart of Instagram. You can take and share photos two different ways: by taking a photo 
through Instagram or by uploading a photo from your camera roll (or gallery).

To take a photo through Instagram you will click the circle button at the center of the Instagram navigation panel. 
Once you’ve taken one you like you can continue to the filter step.

To utilize a photo from your camera roll you can select your photo album and then proceed to choose the photo 
you wish to upload. Instagram has recently updated their allowable size of photos and you may now upload 

vertical pictures. To do so, click the button to get the full spectrum of your picture.

Step 5. Add filter or edit photo

Once you have taken a photo or selected a photo, two options will appear on the bottom of the screen: a filter 
option and an edit option). The filter option will show a number of different filters you can apply to your photo 
to alter them or make them look more professional.

Under the Edit option, there are a number of effects and adjustments you can make to your photo such as 
brightness, contrast, saturation, colour, highlights, sharpness, and more. These tools help to increase the quality 
of your photo. 

There is a third photo editing option at the top of the screen, which is the “lux” option, which instantly brightens 
and perfects underexposed or lacked contrast photos. This feature appears on a bar scale where you can control 
the amount you want to add.

When you are happy with your photo, you can share it to your account by clicking the “Next” option in the 
top right corner, which will take you to the “Share” screen. There you can add a description of your photo and 
hashtags, tag people, add a location, and choose which networks you wish to share content, such as Facebook 
or Twitter. Once you are finished inputting this additional information, click the “Share” button at the bottom 
of the screen to successfully share your photo to your followers.
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Etiquette tips and guidelines

•	Use your image captions to tell a story, add emotion, or captivate your audience. It should be short and 
appeal to your target audience. You can use emoticons, tags, and hashtags to make your captions more 
interesting.

•	Take time with your edits. Easy photo editing is the thing that makes Instagram unique. Use it to your 
advantage and experiment with different filters and options.

•	 Instagram is also a fantastic platform with which you can share videos with your followers. Videos can be 
15 to 60 seconds long and should be filmed using the application. To record video, tap the “Video” option 
at the bottom of the screen and hold down the circle button for your desired length. You have the option 
to add a filter to the video after you have finished recording, which can be accessed by tapping “Next”. 
Tap a filter at the bottom of the screen to preview how it will look with your video. You can share videos 
to Instagram you’ve previously recorded on your iPhone or Android phone:

Example of industry leader: Picaroons Traditional Ales

To the left is an example of what an Instagram account 
page looks like on a mobile device. The page name 
is listed at the top, and underneath there is a profile 
photo, the number of posts that have been uploaded, 
the amount of followers the account has, and the 
amount of accounts that are being followed. 

This aforementioned example features the account of 
Picaroons Traditional Ales, who do a great job in using 
engaging photos featuring a variety of local, seasonal 
and year round beers, events they are engaging with, 
as well as the process of making their product. They 
also show a wonderful example of what a complete 
Instagram profile can look like.  

To see their photos in a larger format, the visitor must 
simply click on them. They can then like, comment 
on, or repost these images. From a business profile 
perspective, liking and commenting on other people’s 
photos and following their accounts is a great way to 
grow your audience organically. 

To the right is an example of what a single photo from 
the Picaroons profile “grid” looks like on Instagram after 
being clicked and enlarged. This photo was well-crafted 
and features one of their products at an interesting 
angle. Good photos with some thought and time 
put into composition and editing often achieve the 
highest “likes” like so. Underneath the photo there 
are three icons: 

https://help.com/instagram/456185931138729
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 �The heart is to like the photo. When it is red; it 
has been liked by you.

 �The talk bubble is to make a comment on the 
photo.

 �The arrow is to repost or share on another social 
networking site, or with another user. 

The number of likes is listed below the photo and can 
be clicked on to see a full listing of profiles who have 
liked the photo. 

Picaroons Traditional Ales also use a caption on the 
photo to add to its informative quality. In this caption 
they also utilize hashtags that resonate with the photo 
to create a recognized brand identity, such as 
# G o H AV E a B E E R  a n d  # B E E Ro C LO C K .

2.4. Pinterest 

What it is:
Pinterest is a visual organizer for saving and sharing links to webpages and other media that you like — otherwise 
known as pins. Pins are represented by a picture and a description of your choosing. They can be organized 
into collections called Pinboards, where you can collect similar pictures/pins into one category for your access. 
Common Pinboards include recipes, fashion, funny/historical photos, and beauty. Pinterest users can share their 
pins with others, or re-pin (save) pictures they like from other users. Think of Pinterest as a virtual scrapbook or 
a bookmarks page with pictures. Pinterest can also be used for business and is a platform that is fast growing in 
social media marketing because of its visual appeal.

How to use it:

Step 1. Create an account

Click the “Businesses” option at the bottom of the screen. Here, you will be able to join as a business account. 
Enter your business email address and name, create a password, and select your business type. As this toolkit 
is targeted to local producers, we advise that you use the “Local Business” category.

You are also provided with the option for your website to be linked to your Pinterest Profile page. Although it 
is optional, it is recommended that you include this so that your future users can get to know your business.
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Pinterest will then offer you the ability to follow five 
topics in order to begin showing you pins in your 
home feed that are relevant to your interests, Choose 
topics that relate to your business and that you feel 
will offer you relevant information that you will enjoy. 
(Examples include Recipes, Agriculture, Seafood, 
Organic Farming etc.). You will then be directed to your 
home feed where you will see different pins relating 
to your topics of interest. 

Step 2. Create a profile

Click your profile picture icon, located in the top right corner of your screen; which will lead you to your profile 
page. There you can add a logo, a description of your business, and social media links by clicking the “Edit Profile” 
button. You can also add information such as your location and your business’ website. To add your Facebook 
and Twitter profiles to your profile page, click the “Connect” option at the bottom of the box.

To connect, scroll down to the bottom and move the social media switches to “yes”. This will prompt you to 
log in with your Facebook and Twitter account information, which allows users to explore your social media 
platforms further. 

Step 3. Create a board

When you return to the home page, Pinterest asks you to create a board on which you will save your pins. These 
boards will allow you to categorize your information into topics of your choosing. 

To do this, click “Create Board”. From there, you can name your board, add a description of its contents, and 
sort it into a specific category (Examples include Food and Drink, Photography, Gardening, etc.) You also have 
the choice to make your board a secret, where it will be hidden from the public and only you will be able to view 
its contents.

It is recommended that you create boards that are related to your business and interests. For example, you 
could make boards such as “CSA Recipes” “Agriculture Information”, “Shellfish Recipes”, or “Beer/Wine Map”. 

Be creative when it comes to your boards as they represent your business identity. From here, you are able to 
begin pinning (saving) content onto your boards from your newsfeed or from content found using the search 
bar and menu.

Pinterest also allows you to post content from your business website or other social media channels you use to 
your boards. To do this, click the board of choosing, and choose “Add a Pin”. You can specify whether you want 
to upload a photo from your computer or from a website. Next, copy the link to the page you would like to pin, 
and enter it into the URL box.

Finally, choose an image to represent your pin from the images that Pinterest provides. Once chosen, you may 
add a description of the pin and pick the board on which you want the pin to appear. You can also re-pin other 
user’s pins by clicking the “Pin it” button and choosing the board you want it to be saved on.
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App and computer versions
Pinterest can be used as a mobile app or on your desktop. The app is similar to the desktop Pinterest website; 
however, using Pinterest on your desktop gives you the option of easier saving through the “Pinterest Browser 
Button”, available to users of the Google Chrome internet browser. This option is available as a download by 
simply searching “Pinterest Browser Button” and will be visible beside your URL bar (see below). This button 
allows you to quickly make a pin with the click of a button on any web page you visit. This button is connected 
to your Pinterest account and will save the content to the board of your choosing.
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2.5. YouTube

What it is
YouTube is a video hosting and sharing website that is utilized by millions of people daily. It allows you to watch, 
share, and discover video content. It is a forum for people to connect through original content, and acts as a 
distribution platform for small and large advertisers and businesses. YouTube is also a social media platform that 
connects users through video content. Users can watch videos from “YouTube bloggers” and comment on them, 
as well as also have the option of creating their own channel to upload and share their own videos

How to use it

Step 1. Sign in

YouTube doesn’t require you to have an account to use their website, but if you want to upload videos it is 
required that you sign up and sign in. Once you have registered, you can create your profile. YouTube is linked 
to Google, so you have the choice to sign in with your already existing Google account (example: Gmail, Google 
Drive, Google Plus, etc.) or register for a new Google account specifically for YouTube.

Step 2. Watch/share videos and subscribe to channels

You can search a huge variety of videos using the YouTube search bar. Connecting with similar businesses or 
people is a great way to get your original videos viewed. You can subscribe to other user’s channels by clicking 
the red “Subscribe” button on their profile or under their videos. There is no limit to how many videos you can 
watch or how many people you can connect with or how many channels you may subscribe to. You can share 
videos you like on other social media platforms like Facebook, Twitter, and on your business website by clicking 
the Share button underneath the videos.

 

Step 3. Upload an original video

You can upload your own videos to YouTube by clicking the upload button in the top right corner of the YouTube 
home screen. Once you have selected the file to be uploaded you can then create a title and a description of your 
video. Once uploaded, this video can be set to either private or public. For promotional materials, it is suggested 
to set your video to a public setting so that anyone who has subscribed to your channel will get notification of 
your new upload. 

You can also view your video and channel statistics on your profile, which will give you information such as the 
number of times each of your videos have been viewed, the number of subscribers to your channel, etc.

Step 4. Link to social media accounts

Sharing YouTube videos across multiple platforms provides many viral marketing advantages. YouTube videos 
are very easy to share online, and when shared on other social media accounts they can instantly increase your 
business exposure and engagement, making it more likely that followers become consumers. As a video increases 
in popularity, the better the chance that associated links will be clicked, which will also grow your online business 
presence.
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Etiquette tips and guidelines

•	Create a channel that reflects your brand and business. You can include logos, a defined color scheme, 
and customized tags for your account. 

•	Use keywords and tags to attract more people. YouTube uses keywords to define their searches. By tagging 
your videos with a lot of varied keywords it will expand your audience.

•	Posting videos to YouTube is also a great way to also have content when it is a slower time in the year 
(i.e. winter) and is great for popular nostalgic posts such as “#ThrowbackThursday”, where a user posts 
a video or picture that has been filmed or taken in the past.

Example of industry leader: 
Really Local Harvest
Really Local Harvest is an example of a local co-operative that uses YouTube as a means to promote local producers 
and agri-food businesses. They have branded their channel utilising their logo and website to engage and direct 
viewers to more information and have uploaded original, engaging videos which profile producers, their farms 
and/or crops, as well as tours and other interesting local food videos. They share their video content consistently 
on their website and social media pages, which help to receive the most engagement and for a wider promotion 
of the producer and their page. 
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2.6. LinkedIn

What it is
LinkedIn is a social networking site that revolves around career building and skill showcasing. It can be used 
to market yourself and your business, stay in touch with colleagues and friends, and build a personal online 
professional identity. LinkedIn allows users to search for jobs, connect with possible employees or employers, 
start new partnerships, and get connected to different professional opportunities.

How to use it

Step 1. Create an account and profile

When you sign up for LinkedIn you create more than just a basic account: you create a profile that is reflective of 
you as a professional. It is helpful to think of your profile as a condensed version of your accomplishments and 
achievements. You can add resumes, skills, jobs, work samples, interests, etc. into the simple template provided 
on your profile, as well as other information that will reflect your work skills and personality. 

Step 2. Connect with other users

You make connections on LinkedIn. These connections are very similar to how one would make friends on Facebook. 
They can be friends, classmates, and even past or present colleagues. You will find other users by searching or 
browsing their name or email address, and then click the connect button. These people then become part of 
your LinkedIn social network. Once you are connected with another user, they can endorse the skills you profile 
on your page, send you messages, and share content within your social network. 

Etiquette tips and guidelines

•	Continue to build and update your profile regularly as this allows for the best insight into you as a professional.
•	Have a professional profile photo. It is important to have a photo that reflects you as a professional within 

the business you represent, so choose something that denotes your professional image.
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3.	Website builders

Website builders make creating your own website easy and affordable. They come with ready-made 
templates and do not require any knowledge in coding or web programming. Most website builders 
will host your website for free using their domain name (ex: www.ilovelocalfood.weebly.com), or you 
can pay to have an original hosting (ex: www.ilovelocalfood.com).

You can drag and drop images, video, text, and more while building a webpage with these quick and easy-to-use 
sites. With these sites you do not need to worry about technicalities like coding as they do it all for you. These 
sites also host blogging platforms, like a virtual journal in which you can write entries on any topic you please 
(mainly that is related to your business and/or promoting your business). Some popular examples of website 
builders are:

3.1. WIX

WIX is a free and easy-to-use website building platform. No technical skills are required and their sites 
are search engine friendly, meaning when people search your website on Google, it will show up with 
no issues. You can use one of their site templates to get started or start your website from scratch. The 
paid premium plans with WIX allow for connecting a domain name, removing advertisements, and for 
additional storage. For more information, visit: www.wix.com 

3.2. Weebly

Weebly is a user-friendly website builder which allows you to build blogs, websites, and online stores. 
It is designed with first time business owners in mind, and is simple and easy to navigate. It provides 
the freedom to create unique websites while also offering free templates that work across all devices 
(i.e. desktop, mobile, etc.). Weebly is free, but also offers business plans (the most expensive being 
$30/month CAD) with additional features including a sales feature to sell your products. For more 
information, visit: www.weebly.com/ca

3.3. Squarespace

Squarespace is an award-winning website building company that hosts millions of websites globally. It provides 
extremely high quality website templates and offers exceptional technical quality, and mobile friendly versions 
of their sites. Templates include simple pages, online portfolios, web stores, blogs, informational websites, and 
more. They have 24/7 customer support, are “search engine friendly”, and have a free trial option to build your 
website to your liking, no credit card required. For more information, visit: www.squarespace.com 

www.ilovelocalfood.weebly.com
www.ilovelocalfood.com
www.wix.com
www.weebly.com/ca
www.squarespace.com
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4.	�Helpful social media 
tips and tricks

4.1. Hashtags 

What it is
Hashtags are words or phrases that begin with a hash, or number sign (#), that are used on social media platforms 
to make the content of your post available to users throughout the world who share similar interests, even when 
they are not following you. They also act as links to a live feed of every post that has used the same hashtag. 

How to use it
To use hashtags, you place the number sign (#) in front of the word you want your tweet to be searched through. 
Do not put any spaces in the hashtag as it will not link up to your intended live feed. You can create your own 
branded hashtag to engage followers, such as #buyacheteznb. You can also use existing hashtags that relate to 
the topic you are posting/tweeting about like #NewBrunswick, #NBCraftBeer, etc.

Don’t make your hashtags too long or complicated. This will deter users from your tweets, and users will be 
unable to search for them. It is also recommended to not use more than two to three hashtags per update. Using 
more hashtags than words will make it difficult for viewers to read and will discourage them from engaging in 
your content. 

Be sure to take the time to discover the most popular and relevant hashtags on a specific subject for each 
network. One particular hashtag of interest is called a Felfie, or #felfie. This describes a farmer who takes a selfie 
(a self-portrait) along with their livestock, and then posts it to social media. This hashtag has grown over the past 
couple of years and has connected both farmers and farm appreciators across the world. This trend has expanded 
the audience of many farm/producer businesses and continues to be one of the most popular hashtags in the 
agriculture sector. Try out a felfie for yourself and see how it affects your page’s reach.

4.2. Social media schedulers

 What it is
Social Media Schedulers are platforms to help plan social media updates and content. They allow social media 
marketers to save time in their daily workflow by drafting several messages at once, and then have the scheduler 
publish their content for them at a designated time. It also allows users to reach audiences in different time 
zones, and to organize extended marketing campaigns.

Benefits
Social Media schedulers can make content creation less time consuming and more focused. They allow you to 
post on your business accounts when you are not available to do so live, and are very useful for producers who 
have demanding schedules during peak social media times. 
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How they work
Social Media schedulers allow you to create or update your content and then delay its posting by scheduling it 
to post when you want viewers to see it. It also allows you to post at the frequency you want for you accounts, 
which could be from once a week to two to three times daily. 

Social media is all about being social, so be prepared to engage with other users when your scheduled posts go 
live, post updates straight from your phone or computer, and stay on top of current events and trending topics.

The platforms shown below are merely suggestions of what could work for you. With so many different scheduling 
platforms being offered, each with differing purposes, we recommend you take a look at a few and see what 
ones work best for your business and skill set:

1.	 Hootsuite 
•	Works with Twitter, Facebook, and LinkedIn
•	Free for up to three social profiles
•	Also offers more comprehensive paid plans
•	One of the most popular social media management tools
•	Has an “Auto schedule” feature which automatically posts between certain hours on certain days and spaces 

them out so you’ll reach the largest number of followers. For example, you can set it up to post five posts per 
day on weekdays, between the hours of 8 a.m. and 5 p.m.

For more information, visit: www.hootsuite.com

2.	 TweetDeck 
•	Works on Twitter only
•	The most straight-forward scheduling service. You log in using your Twitter account, type your tweet out, attach 

a video or picture(s) if desired, and then choose your publish date and time.
•	TweetDeck is free for all users.

For more information, visit: www.tweetdeck.com

3.	 Sprout Social
•	Sprout Social is an analytical and scheduler platform
•	You can schedule and publish messages to Twitter, Facebook, Instagram and LinkedIn from their desktop and 

app versions
•	There is an option to set up team members who can draft and submit messages for approval
•	 It also offers a shared content calendar to show a comprehensive view of upcoming posts to your team
•	It is free for seven days, after which packages range from $59-$500 per month

For more information, visit: www.sproutsocial.com 

Note: Facebook offers a free social media scheduler on your business page. To schedule a post, copy and paste 
(or write) your content into the status bar on your page and add any photo(s) or video(s) needed. Click the down 
arrow beside “Publish” and select “Schedule”. 

www.hootsuite.com
www.tweetdeck.com
www.sproutsocial.com
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This brings you to “Schedule Post” where you can select the time and date you want your post to be published 
to your audience.

Keep in mind that scheduled posts need to be shared between 10 minutes and six months from when you 
schedule them using this scheduler. 
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4.3. Social media calendars

Social Media Calendars are used to keep track of your content and when and where you are planning to post. 
These are extremely useful for keeping track of creating content for special occasions and other important dates 
where you need to post. 

Example: You could schedule World Milk Day into your calendar and share pictures of your dairy farm, or 
International CSA Day by sharing pictures of your CSA box program and linking your sign-up sheet with it.

With so many free options available, it is best for you to search for one that accommodates your style and needs. 
Examples of social media calendars (blank and filled) can be found at the back of this toolkit.

4.4. Social media analytics

Social media analytics are used to gather data from your social media business accounts and then analyze it in 
order to make future business or marketing decisions. Analytics give you a look at who your audience is (with 
percentage demographics such as location, age, and gender), how many followers like your pages or follow you, 
and which content is doing the best with your audience. 

Example: Using analytics, you could notice that photo posts are gaining more attention than text posts. You 
may see this as an opportunity to post more photo updates in the future to engage your audience using 
more popular content.

 There are many free and paid analytics (as mentioned previously in the document) platforms available to suit 
your needs. As with social media calendars, it is recommended that you search for the one that most closely 
accommodates your preferences and needs. 

4.5. Best times to post

There is a science to posting on social media at the right time in order to gain the most user engagement. Knowing 
when your audience is active on social media is a huge advantage and allows for maximum exposure. On the 
other hand, updating your profile too much or not enough means that your posts may never be seen. Here are 
some suggestions for how often, and when, you should post on some popular social media platforms:

1.	 Facebook:
Posting once each week or less on Facebook is not enough. Conversely, posting more than twice a day could be 
seen as too much. The best time to post on Facebook depends on your personal audience; however, the rule 
of thumb is to post between 1:00 p.m. and 4:00 p.m. AST at least two to three times a week. The peak time for 
most Facebook user interaction has been found to be on Wednesdays at 3:00 p.m. AST. The least likely times for 
user engagement are on weekends (i.e. Saturday and Sunday) before 8:00 a.m. and after 8:00 a.m. AST.

2.	 Twitter
In the Twitter world, three original posts a day are ideal for most business accounts. Although it a good strategy 
is to tweet the same message at different times on different days to allow optimal exposure, be sure to also 
retweet other relevant content from people you follow, as well as additional content from yourself. 
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The peak time to tweet from business profiles is generally Monday-Thursday from 12:00 p.m. to 3:00 p.m. AST. 
The least likely times for user engagement on Twitter are any day after 8:00 p.m. and Friday after 6:00 p.m. AST.

3.	 Instagram
Most popular brands on Instagram share two posts per day. Studies show that brands who post more than, or up 
to, 10 picture posts per day showed no positive increase in activity, whether it be liked photos or new followers. 
The best day to receive engagement on Instagram has been found to be Wednesday’s, however, posting any 
other day from 2:00 p.m. to 5:00 p.m. AST will still bring you great engagement with your followers. Studies 
have also found that the worst time to post on Instagram is any day at 9:00 a.m. and 6:00 p.m. AST respectively.

4.	 Pinterest
Pinterest requires more posts per day to engage with your audience, with the best average being five to 10 posts. 
The peak time to post and re-pin is usually Saturday mornings or on Friday from 1:00 p.m. to 4:00 p.m. AST. The 
least likely time for user engagement is during normal working hours, weekdays from 7:30a.m. to 5:00 p.m AST.

5.	 Website updates/blogs
Hub Spot, a company specializing in inbound marketing, has found that businesses that increase website blogging 
from three to five times per month, to six to eight times per month almost double their leads. The ideal frequency 
for blog posts is twice a week. The best time to post is Tuesdays and Wednesdays from 9:00 a.m. to 11:00 a.m. 
(AST), and the worst time is Mondays and Fridays from 10:00 a.m. to 6:00 p.m.
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5.	Additional social media tools

5.1. How to gain an audience

Knowing how to use social media platforms effectively is important; however, it is also important to know how 
to gain an audience within these platforms with whom you can engage and share your posts. 

Goals are important to measure success and plan effectively. Before you start posting, set goals and objectives 
of what you want to accomplish with social media. This could include: 

•	How many followers you want to have
•	 Increasing awareness of your brand
•	 Improving follower loyalty 
•	Post/update traffic and reach 
•	 Increasing customer satisfaction.

After you set these goals, you can begin working towards them, by following the steps already discussed in this 
toolkit. Once you begin gaining an audience by building and promoting your social media profiles, interact with 
your followers often in a friendly and professional manner. Respond to their interest by replying to their messages 
and comments in a timely manner.

5.2. Managing troublesome users and your reputation online

Social Media is an open and public space, so keep in mind that you are unable to control everything people 
say. You may run into troublesome users who want to cause a stir on your page. The key to this is to be honest, 
transparent, friendly, and non-defensive when responding to their message. In some cases, it may be best not 
to respond at all.

 There may be some instances in which it is appropriate to remove user content or a specific user themselves, 
from your business page(s). It is advised that this be done with users who post advertorial content, harassment 
and abuse, derogatory or offensive language, threatening posts, and posts that contain sensitive information 
such as credit card numbers, addresses, etc.

Instances in which you should address the comments instead of removing them include: customer complaints, 
negative commentary, and critical statements. However, if relations with a certain user cannot be reconciled, 
you may have to look to more extreme measures like blocking. 

Blocking is a feature that enables you to prevent another user from following you or viewing your content, 
prevents their comments and replies from appearing in your notifications tab, and from tagging you in photos. 
Blocking is a way to keep a troublesome user out of your mentions and sends them an explicit signal that they 
have violated your social media policies.
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5.3. Cross platform sharing

Cross platform sharing is a technique where a user shares content from one social media platform to another 
social media platform; for example, sharing an Instagram photo on a Facebook account. This is done in order 
to gain maximum exposure and more followers, organically. Some best practices for cross platform sharing are:

1.	 Cross-promote, don’t cross-post
It seems much easier to simply post the same message to five different social media accounts at once. The truth 
is, while posting the same thing to multiple networks is not a terrible choice, you’re also not giving your content 
the best opportunity for success. Each social network is unique in many ways; your content should reflect those 
intricacies accordingly. 

For instance, Twitter messages are restricted to 140 characters or less, but your Facebook audience might expect 
a little more substance. Your audience may check their Instagram feeds after work and their Pinterest feeds in 
the morning. This is one benefit of using a third party social media scheduler to manage your content: you are 
able to plan the same message for all of your social media networks, but edit the content to suit each network’s 
idiosyncrasies, and to schedule the times you want each to be posted.

2.	 Link shortening websites
Many social media managers use link shortening websites to cross-promote their materials on different social 
media platforms. Some content links, such as those used on Facebook, are too long to post on Twitter or Instagram 
and require shortening. Below are examples of free link shortening websites that you could use for your content:

•	Bitly: https://bitly.com
•	Owly: https://ow.ly/url/shorten-url 

It is easy to use these websites. All you have to do is enter the link you want to shorten into the specified box 
and they will immediately provide a link back.

https://bitly.com
https://ow.ly/url/shorten-url
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6.	Terms and glossary

6.1. General terms

Application (App): An application (app) is a piece of software. It can run on the Internet, on your computer, or 
on your phone or other electronic device.

Brand voice: Establishing a brand voice means you are creating a sort of personality (image) for your social media 
platforms. This voice is established based on how you want people to receive your messages about your product 
and is best used consistently across all of your marketing platforms. 

Caption: The breeding ground for the hashtag - it creates a short description of a photo.

Domain name: A domain name is used to identify and locate a website address. Example: www.fermenbfarm.
ca is the domain name to find the Agricultural Alliance of NB website. 

Engagement: In the simplest terms, engagement is the interaction between people and brands on social 
networks. For example, on Facebook, engagement includes likes, comments and shares. It’s important to note 
that engagement takes time and requires trust.

Emoticon (Emoji’s): a pictorial representation of a facial expression using punctuation marks, numbers and 
letters, usually written to express a person’s feelings or mood. 

Felfie: a self-portrait photo taken by a farmer with their livestock. This trend began to put a face to farming and 
encourage buyers to buy locally.

Follower(s): Users that follow your account and what you are posting.

Feed/Newsfeed: The social media data format that provides users with a steady stream of updates and information, 
this is the homepage where you see what all of your connections are posting and they see what you are posting.

Hashtag: The hashtag is a word or phrase preceded by the “#” sign. Hashtags are a simple way to mark the topic 
(or topics) of social media messages and make them discoverable to people with shared interests. On most social 
networks, clicking a hashtag will reveal all the public and recently published messages that also contain that 
hashtag. (Example: Clicking on the “hashtag” #buyacheteznb would lead the user to see all of the local food 
and beverage related posts that have used the hashtag in their messaging) Hashtags first emerged on Twitter as 
a user-created phenomenon and are now used on almost every other social media platform, including Facebook, 
Google+, Instagram, and Pinterest.

Like: To express of support for content. Along with shares, comments, and favorites, likes can be tracked as proof 
of engagement.

Live feed: A live feed is where you connect a live video to your social media account and share it with your audience. 
These live videos are easily done with a smartphone. Video content could be a live look at farm activities, the 
sunset on the wharf, a talk through video about your products, an announcement etc. 

http://www.fermenbfarm.ca
http://www.fermenbfarm.ca
https://en.wikipedia.org/wiki/Facial_expression
https://en.wikipedia.org/wiki/Punctuation_mark
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Mention: The act of tagging another user’s handle or account name in a social media message. Mentions typically 
trigger a notification for that user and are a key part of what makes social media “social”.

Notifications: Notifications let you know when someone has interacted with your business pages, whether it be 
new followers, liked posts, shared posts etc. 

Organic/Organically: Organic marketing is based off of receiving engagement “organically”. This means you 
did not have to pay any advertising fees in order for your post to be liked, commented on, or shared. People 
who engage with your content on their own, without the push or help from sponsored or paid advertising, are 
considered “organic” engagement. 

Page: Any social media account or presence. 

Peak social media times: The times throughout the day or week where your messaging/posts/content will be 
best received by your audience. Posting at these specific times will help your post be better seen by your target 
audience, therefore leading to more engagement (likes, shares, comments) and potentially more sales returns.

Post: A Facebook status update, or an item on a blog or forum.

Reach: When looking at reach, you are looking at how many people saw your content through their own newsfeed 
or a friends newsfeed, as well as how many people engaged with your content and how many times they did so. 

Search engine friendly website: making sure that web content is accessible to the commercial web search engines. 

Selfie: A “self-portrait”, usually taken using the front camera on a smartphone. 

Social media campaign: is a coordinated marketing effort to reinforce or assist with a business goal using one 
or more social media platforms. Campaigns differ from everyday social media efforts because of their increased 
focus, targeting, and measurability.

Tag: A keyword added to a social media post with the original purpose of categorizing related content. A tag can 
also refer to the act of tagging someone in a post, which creates a link to their social media profile and associates 
them with the content.

Unfollow/Unlike: The action of unsubscribing from another Facebook, Twitter, or Instagram user’s account. 
Unfollow on Facebook is the action of not wanting to see your friends statuses, posts etc., but still wanting to 
remain friends with them. 

6.2. Facebook terms

Categories: A list of descriptor words that describe what your business is and what products you produce to 
your fans on your Facebook business page. Example: local business, farming, agriculture, beer, aquaculture, etc. 

Check-In: to declare when a user has physically visited a geographical location or event.

Friends: When you send other people on Facebook a friend invitation, in which they need to accept, you become 
“friends” on this platform.

Followers/Facebook fans: You don’t need a person’s approval to follow them on Facebook; this allows for that 
person’s status updates to appear in your newsfeed. 
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Liked pages: The pages that you have “liked” through your personal or business account.

Share: The action of sharing a certain status, picture, video, etc. onto your personal or business page for your 
friends/followers to see. 

Spam: Electronic messaging (bulk messaging) that is unwanted by many social media users. 

Timeline: Timeline combines a user’s Facebook wall and Profile into one page, creating a more visually holistic 
profile. A Facebook wall is the area on a profile or page where friends and “fans” can post their thoughts, views, 
or criticisms for everyone to see. Your Profile is your collection of the photos, stories, and experiences that tell 
your story.

Unfriending: Removing someone from a list of social media contacts.

6.3. Twitter terms

Characters: Letters, numbers, punctuation, or whitespace used to write an online message/status. 

Tweet: A Twitter message. Tweets can contain up to 140 characters of text, as well as photos, videos, and other 
forms of media.

Follower: A Twitter user who has subscribed to your Twitter account so they can receive your Tweets in their 
Home feed. If you want to send them a direct message, you need to follow them back.

Microblogging platform: A platform that allows the user to post short messages on their account page or to 
reply or write short messages to other users. 

Pinned Tweet: When a tweet is pinned to the top a Twitter profile page. Pinning a tweet is a great way to feature 
an important announcement or one of your greatest hits. Everyone who views your profile page will see the 
Tweet; however, pinning a Tweet will not have an effect on its visibility in anyone else’s timeline. To increase 
your reach and impressions, consider Promoted Tweets.

Reply: A response to someone’s Tweet that begins with their @username. Unlike Direct Messages, replies are 
public. When you click the reply button next to a Tweet, your ensuing conversation will be viewable in the public 
area of your profile.

Retweet: A Tweet that is re-shared to the followers of another user’s Twitter account. There are two kinds of 
Retweet: the classic “manual” Retweet and the now-standard “web Retweet”. In a manual Retweet, you simply 
type “RT” before the @username and content of somebody else’s Tweet. This use to be the only way you could 
retweet and it’s still the only way to add your own comment to a Tweet when you pass it along. 

A “web Retweet” is what happens when you click the official Retweet button: the full Tweet appears in your 
timeline in its original form, complete with the author’s name and avatar. Since a web Retweet allows your 
followers to easily retweet or like the original Tweet, it’s generally considered good etiquette to use this method 
unless you have something valuable to add through a manual RT. 
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6.4. Instagram terms

Regram: The act of reposting another Instagram users image or video.

Filters: A unique way to edit photos to make them look more professional. There are many different filters to 
choose from.

Geotag: A way to add a location to your photo. A list of locations will appear under your photo after you edit but 
before you post it. You can choose from one of the suggested local locations or you can add your own.

6.5. Pinterest terms
Homefeed: When you first log in to Pinterest, you’ll see your home feed—it’s a collection of pins from the people, 
boards and topics you follow, as well as a few promoted pins and pins that Pinterest has picked specifically for you.

Save: If you find a pin on another user’s Pinboard that you like, you can save it to your board by re-pinning it. 
To do that, hover your cursor over the image, and select “Save”. Then, you can either add the pin to an existing 
Pinboard collection, or start a new one. You have the option of using the existing description for the pin, or 
come up with your own. If you like the pin, but don’t want it to appear on your Pinterest page, you can “like” it 
instead of saving it.

Pinboard: An online “folder” where saved pictures, recipes, ideas etc. of a certain category are all held. 

Pinning (saving): The action of saving a post on Pinterest to your Pinboard for future use. 

Pins (saved content): Ideas, recipes, pictures, quotes, etc. that are held on Pinterest. 

6.6. YouTube terms
Channel: Similar to a TV channel, only for YouTube users. All people signed up for YouTube have a channel 
allocated to their account. Through this channel you can upload videos. People can follow your channel to stay 
updated on your activity.

Views: The amount of people who have seen your video.

Subscribe: How you stay connected to other users channels and how other users stay connected to you.

Tags: Tags help users find your video when they search the site. When users’ type keywords related to your tags 
your video will appear in their search results.

6.7. LinkedIn terms
Connections: The people who you are connected to on LinkedIn by adding them as a connection. (Similar to 
Facebook friends)
•	1st Degree Connections: Your direct connections on LinkedIn
•	2nd Degree Connections: The connections of your 1st Degree Connections, or a “friend of a friend”
•	3rd Degree Connections: People connected to your 2nd Degree Connections.

Skill endorsement (Endorse): You can recognize your 1st degree connections by endorsing their skills listed on 
their profile. This is a great way to connect professionally with others. Your 1st degree connections can endorse 
your skills as well and this information will appear on your profile.
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7.	 Contact 

For any further questions or information please contact Danielle Andrus, Project Executive, Department of 
Agriculture, Aquaculture and Fisheries, at Danielle.Andrus@gnb.ca.

mailto:Danielle.Andrus%40gnb.ca?subject=
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Social media calendar example:  
(Facebook) (Twitter, Instagram, site Web)

Monday Tuesday Wednesday Thursday Friday Saturday Sunday

1 2 3 4 5 6 7

Cover Photo 
Change – Spring 
on the Farm

Product we 
are bringing to 
market

Market products, 
location, time 

Header Photo 
Change – Spring 
on the farm

Same as 
Facebook

Picture of our 
booth

8 9 10 11 12 13 14

Video of our 
livestock enjoying 
the snow

Share our seed 
order and 
excitement for 
season

Same as Facebook
Same as 
Facebook

Blog Post – 
CSA Share 
Information

15 16 17 18 19 20 21

CSA Signups open 
(photo of our box)

Picture of 
seedling prep

Picture of our 
booth

CSA Signups (link 
to Facebook)

Same as 
Facebook

Product we 
are bringing to 
market

Market products, 
location, time

22 23 24 25 26 27 28

Ask fans what 
local veggie they 
like most

Video of our 
livestock

Market products, 
location, time

Same as 
Facebook

Picture of our 
booth

29 30 31

Talk about our 
farm stand

Talk about 
history of 
business

Live video of our 
farm stand
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Social media calendar (blank): 

Monday Tuesday Wednesday Thursday Friday Saturday Sunday



38Social Media Toolkit

8.	References

Castillo, S. (2014).16 Tools Every Social Media Manager Should Use. Retrieved from: http://blog.visual.ly/15-
tools-every-social-media-manager-should-use/.

Facebook. Facebook Ad creation basics. Retrieved April 8, 2016 from: https://www.facebook.com/business/
learn/facebook-create-ad-basics/. 

Farrell, R. (2016). LinkedIn Marketing Strategy Blog. Retrieved from: http://linkedselling.com/linkedselling-
glossary-linkedin-terms-to-know/.

Helmrich, B. (). Pinterest for Business: Everything You Need to Know. Retrieved from: http://www.businessnewsdaily.
com/7552-pinterest-business-guide.html.

Kasteler, J. (2014). The Science & Psychology of Social Media. Retrieved from: http://marketingland.com/the-
science-psychology-of-social-media-66093.

Kristy Bolsinger and Moz Staff. (2016). Beginners guide to social media, Facebook. Moz. Retrieved from: https://
moz.com/beginners-guide-to-social-media/facebook.

LePage, E. (27 August 2014). How to use Hashtags: The Do’s and Don’ts of hashtags. Retrieved from: http://blog.
hootsuite.com/how-to-use-hashtags/.

Purewal, S.J. (2014). 3 tools to schedule your social media posts. PC World. Retrieved from:http://www.pcworld.
com/article/2461824/3-tools-to-schedule-your-social-media-posts.html.

Radice, R. Post Planner. How to Use Pinterest for Business: “Getting Started” Guide for Beginners. Retrieved from: 
https://www.postplanner.com/how-to-use-pinterest-for-business-beginner-guide/.

Singh, S and Diamond, S. (2012). How to Link Twitter to Your Company Facebook Page. Social Media Marketing 
for Dummies, 2nd Ed. Retrieved from: http://www.dummies.com/how-to/content/how-to-link-twitter-
to-your-company-facebook-page.html.

Smartly, A. (n.d.).The Ultimate Guide To Social Media Scheduling. Retrieved from: http://www.lifehack.org/
articles/communication/the-ultimate-guide-to-social-media-update-scheduling.html.

Social Media Glossary. (2015). Hootsuite. Retrieved from: http://blog.hootsuite.com/the-2015-social-media-
glossary-207-essential-definitions/.

Spencer, J. (2016). The Science Of Posting On Social Media Infographic. Retrieved from: http://makeawebsitehub.
com/the-science-of-posting-on-social-media-infographic/.

Thistle, DJ. (September 9 2015). How to Twitter: The Ultimate Beginner’s Guide for Using Twitter. Retrieved from: 
http://www.steamfeed.com/how-to-twitter-guide-for-twitter/.

Tumbokon, K. (2015). 16 Instagram tips and tricks you can’t afford to miss. Retrieved from: http://www.digitaltrends.
com/social-media/instagram-tips-and-tricks/.

http://blog.visual.ly/15-tools-every-social-media-manager-should-use/
http://blog.visual.ly/15-tools-every-social-media-manager-should-use/
http://blog.visual.ly/15-tools-every-social-media-manager-should-use/
https://www.facebook.com/business/learn/facebook-create-ad-basics/
https://www.facebook.com/business/learn/facebook-create-ad-basics/
http://linkedselling.com/linkedselling-glossary-linkedin-terms-to-know/
http://linkedselling.com/linkedselling-glossary-linkedin-terms-to-know/
http://linkedselling.com/linkedselling-glossary-linkedin-terms-to-know/
http://www.businessnewsdaily.com/7552-pinterest-business-guide.html
http://www.businessnewsdaily.com/7552-pinterest-business-guide.html
http://www.businessnewsdaily.com/7552-pinterest-business-guide.html
http://marketingland.com/the-science-psychology-of-social-media-66093
http://marketingland.com/the-science-psychology-of-social-media-66093
http://marketingland.com/the-science-psychology-of-social-media-66093
https://moz.com/community/users/82533
https://moz.com/beginners-guide-to-social-media/facebook
https://moz.com/beginners-guide-to-social-media/facebook
https://moz.com/beginners-guide-to-social-media/facebook
http://blog.hootsuite.com/how-to-use-hashtags/
http://blog.hootsuite.com/how-to-use-hashtags/
http://blog.hootsuite.com/how-to-use-hashtags/
http://www.pcworld.com/article/2461824/3-tools-to-schedule-your-social-media-posts.html
http://www.pcworld.com/article/2461824/3-tools-to-schedule-your-social-media-posts.html
https://www.postplanner.com/how-to-use-pinterest-for-business-beginner-guide/
http://www.dummies.com/how-to/content/how-to-link-twitter-to-your-company-facebook-page.html
http://www.dummies.com/how-to/content/how-to-link-twitter-to-your-company-facebook-page.html
http://www.dummies.com/how-to/content/how-to-link-twitter-to-your-company-facebook-page.html
http://www.lifehack.org/articles/communication/the-ultimate-guide-to-social-media-update-scheduling.html
http://www.lifehack.org/articles/communication/the-ultimate-guide-to-social-media-update-scheduling.html
http://www.lifehack.org/articles/communication/the-ultimate-guide-to-social-media-update-scheduling.html
http://blog.hootsuite.com/the-2015-social-media-glossary-207-essential-definitions/
http://blog.hootsuite.com/the-2015-social-media-glossary-207-essential-definitions/
http://blog.hootsuite.com/the-2015-social-media-glossary-207-essential-definitions/
http://makeawebsitehub.com/the
http://makeawebsitehub.com/the
http://www.steamfeed.com/how-to-twitter-guide-for-twitter/
http://www.steamfeed.com/how-to-twitter-guide-for-twitter/
http://www.digitaltrends.com/social-media/instagram-tips-and-tricks/
http://www.digitaltrends.com/social-media/instagram-tips-and-tricks/
http://www.digitaltrends.com/social-media/instagram-tips-and-tricks/


39A Guide for farmers, fishermen, and producers of New Brunswick

Twitter. (2016). Create a profile for your business. Retrieved from: https://business.twitter.com/basics/create-
a-profile-for-your-business.

Quinn, S. (2015). 4 Ways to Use Twitter Video for Your Business Retrieved from: http://www.socialmediaexaminer.
com/use-twitter-video-for-your-business/.

Zarrella, D. (2011, January, 2). The Science of Social Media at Harvard. [Video file]. Retrieved from: http://
danzarrella.com/video-the-science-of-social-media-at-harvard.html. 

Zeevi, D. (2015). 12 Best Social Media Management Tools. Retrieved from: https://blog.dashburst.com/best-
social-media-management-tools/.

https://business.twitter.com/basics/create-a-profile-for-your-business
https://business.twitter.com/basics/create-a-profile-for-your-business
https://business.twitter.com/basics/create-a-profile-for-your-business
http://www.socialmediaexaminer.com/author/sarah-quinn/
http://www.socialmediaexaminer.com/use-twitter-video-for-your-business/
http://www.socialmediaexaminer.com/use-twitter-video-for-your-business/
http://danzarrella.com/video-the-science-of-social-media-at-harvard.html
http://danzarrella.com/video-the-science-of-social-media-at-harvard.html
http://danzarrella.com/video-the-science-of-social-media-at-harvard.html
https://blog.dashburst.com/best-social-media-management-tools/
https://blog.dashburst.com/best-social-media-management-tools/
https://blog.dashburst.com/best-social-media-management-tools/

	h.ofddolyp2s25
	h.t5rgreklbgo7
	h.8qopwh4y3ast
	h.uuzsvw2o6y90
	h.ew63ouo30h8l
	h.rc2j7tho2i9
	h.yv4gh6cdtxy0
	h.oilq4ume5zhw
	h.48g3dica7r40
	h.rmf0al8rv5rd
	h.3x2uzr34vo31
	h.s1hpsl4ydf8m
	h.djnktakrwq9k
	h.d47yw48y3ajx
	h.otsw9ythdl09
	h.iyn59hvlowy0
	h.pm8g2z9sv5ud
	h.708jnfc2r41z
	h.j47pfjck8iv4
	h.6q30ejnyjta
	h.r5kqurmngo3k
	h.gxeppugi198j
	h.j0yefhmlg5bq
	h.g9uravb6rsp6
	m_-5311257510796019509_m_201611709444805
	h.3zvuec7kjsdm
	h.twjcayjugi1y
	h.5brc6ygcj9z5
	h.yjyqsilhtfmi
	h.kgqgqt7gnmge
	h.res7uk36pvwm
	h.1kk2kbnqrhod
	h.h26nwgmkgn3o
	h.wyg874gdgpsb
	h.dzwtcy91t1p1
	h.ck76iudzdlt0
	h.f284sow0vls4
	h.vy0ufda4wu5p
	h.j1616t3k39du
	h.cl4oog15qp4e
	h.dujx885sxaoq
	h.bt4l9gnaq7j2
	h.atu9g1x8uofx
	h.xmsef5zaxc3v
	h.pks2p0tla4qy
	h.fcwy67rlgwfm
	h.1rnz6cbd7dqf
	h.j1xf5zmafgh6
	h.wn3ukivginsd
	h.kzjssrk7h21b
	h.blvsilkn1y1h
	h.sl481qhabmp5
	h.9w5t64y26qua
	h.oq0r3kvpug3v
	h.25fgup6y6c8n
	h.8xxut4jl1v7u
	h.hc69gglx3cmf
	h.rgiftvctr9w
	h.qj8ng5dcdk6i
	h.opdg92gukodu
	h.f5gx6mk1awp8
	h.mr097uirsevd
	h.shp9w0mcun7g
	h.uje1518z8nee
	h.4hhxrdk8vmqc
	h.utrkrk3be7pw
	h.ka4h9q2k9z3m
	h.s0irtfcdw1rs
	h.lizej58oan8u
	h.493xxr1pd5a2
	h.cxsf8xyyeap2
	h.t14tk05e4cel
	h.7zv0j741krrg
	h.ms7kp3u2sln9
	h.czkup9s0ajrj
	h.czdr95vn4kfc
	h.ff8rphw1y2pn
	h.xrgi8c3swcr2
	h.sp2mc78ii5al
	h.6tye0yoihd9c
	h.8k1cdefl6rze
	h.f70r0zwl035i
	h.2y6shxvi7yzf
	h.yxu72gzck2g7
	h.ya9xts4ewmwh
	h.yv6d5hstmit4
	h.emhtf6ljpc6t
	1.	Introduction 
	2.	�Step by step guides to social media networks
	2.1. Facebook ￼
	2.2 Twitter ￼
	2.3. Instagram ￼
	2.4. Pinterest ￼
	2.5. YouTube
	2.6. LinkedIn

	3.	Website builders
	3.1. WIX
	3.2. Weebly
	3.3. Squarespace
	4.	�Helpful social media tips and tricks
	4.1. Hashtags ￼
	4.2. Social media schedulers
	4.3. Social media calendars
	4.4. Social media analytics
	4.5. Best times to post

	5.	Additional social media tools
	5.1. How to gain an audience
	5.2. Managing troublesome users and your reputation online
	5.3. Cross platform sharing

	6.	Terms and glossary
	6.1. General terms
	6.2. Facebook terms
	6.3. Twitter terms
	6.4. Instagram terms
	6.5. Pinterest terms
	6.6. YouTube terms
	6.7. LinkedIn terms

	7.	Contact 
	8.	References



