
Twitter is used primarily  
for quick and short news 
items. Twitter is not an ef-
fective tool for storytelling 
or sharing visual content, 
although It can be useful 
for cross promotion and 
getting the word out. 

YouTube is a platform 
made for video, so if you 
have great video content 
it should be on YouTube. 
Tags help users find your 
video when the search 
YouTube. Include a min-
imum of 1-2 tages when 
uploading your video.  

Your website: The way  
consumers are consuming 
content is changing,  
websites are evolving to 
showcase more visual 
content. Video content on 
your website can engage 
your audience and keep 
them interested longer.

Put Your Content to Work 
Creative Content Campaigns on Social Media 

Things you need to know:

Quick Stats:  
In 2018, the majority age of users 

on social media in Canada were:

Facebook: 25-34 and 55+ 

Instagram: 18-24 and 25-34

Twitter: 30-41

of Canadians  
actively engage 
on social media  
through watching 
videos, sharing  
or uploading  
them online.

Over 
70%

Facebook remains the 
most popular social media 
channel and is optimized 
for customization. Face-
book is still the number 
one social platform for 
return on investment. It is 
increasingly becoming a 
pay-to-play platform. Pro-
moted posts have become 
conventional marketing.

 
 

Instagram is a powerful 
storytelling platform  
optimized for sharing great 
visual content. With an  
audience that skews 
younger than Facebook, 
Instagram is increasingly  
becoming the go-to 
platform for marketers to 
reach a younger demo-
graphic. It is designed to 
make content look and feel 
authentic, promoted con-
tent feels organic.

Statistics via www.statistica.ca

The digital world is constantly changing. We’ve put together this mini-guide to help  
you navigate the ever-changing digital environment to get the most out of your creative 
content and digital storytelling. 

of Canadians are  
registered users on more than 
one social media channel  

Over 
50%

Over 
46%

of Canadian businesses 
use social media to  
promote themselves



A Case Study | 
The Sounds of  
Guelph
Instagram.com/visitguelph

Ward 1 Studios worked with Visit Guelph to create the video 
series; The Sounds of Guelph. Each video represents a different 
aspect of Guelph as a destination and features short succes-
sions of shots accompanied by the sounds you would hear if 
you were present during the experience shown. 

Tips: 
Keep it Short: Sometimes less is more. Keep your 
descriptions short and sweet, 2-3 sentences max. 
but 1 is great! Do not use hashtags on Facebook.

Be Direct: Video auto plays on Facebook and Insta-
gram so upload your content directly to each plat-
form. Do not share your video as a YouTube link. 

Remember the Details: Don’t forget to choose a 
thumbnail for your video when posting on all plat-
forms. Think about what is going to grab the interest 
of your audience and what you want them to see 
first. 

 
Target Thoughtfully: Think about who your audience 
is, who will be interested in this content? Be specific. 
Generate a base target demographic by choosing a 
geographical area and one or two specific interest 
groups. Remember, you can always alter your distri-
bution plan at any time.

Babysit: A truly effective campaign is looked after. 
Continue to look at how your content is perform-
ing after promoting it. If you are unhappy with how 
things are going, alter your plan. You can change 
your target audience, budget and even the text of 
your post at any time. 

Results: The campaign was a huge success, out performing industry benchmarks

Total Impressions  
(views):  
 

Total Minutes  
Watched:  
 

Total Engagements  
(likes, shares,  
comments): 

100,954 20,397 2118

Why: Understanding the importance of digital marketing, Visit Guelph wanted to create videos specifically 
designed for social media to leverage these platforms through a campaign to reach a targeted audience.

What: 12 short and shareable, 10-30 second videos optimized for social media.

How: 6 videos were released in January-February and the remaining 6 were released July-August.  
Over the course of both six-week campaigns, one video was released every Thursday at 10am. Videos  
were posted organically and immediately promoted through both Facebook and Instagram for 1 week  
(7 days) following the launch of each video.  Each promoted video was monitored on a daily basis during  
the campaign to assess how it was performing. At the end of each six-week campaign, Visit Guelph  
launched their 2018 Visit Guelph Guide, making the connection between the videos and their print piece.

To boost engagement, the promoted videos were targeted in the following 3 steps:

“Fans” - The first 24 hours: 
promoted only to users 
who like the Visit Guelph  
Facebook page  

“Residents” - The next 48 
hours: promoted to users 
who live within Guelph

“Visitors” - The duration 
of the week: promoted to 
users who live in Kitchen-
er-Waterloo, Hamilton and 
the GTA
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