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As a busy business owner, running your business, it is impossible to find time to be active on every so-
cial media platform out there. Narrowing down your choice to just a select few platforms will allow you to 
focus your efforts and get the best return on your time investment. 

 

So how do you choose the best social media platform? Here are steps to determine which platform is 
right for your business. 

 

1. Identify your audience 

The first step is to identify who your target audience is. You want to be as specific as possible since it 
will make your decision easier. Answers the following questions: 

• Who is your usual customer? 

• How old are they? 

• What gender are they? 

• What is their income and education level? 

• What are they interested in outside of your product and service? 

  

Use the answers to these questions (and any other relevant questions that may relate to your business 
or industry) to help build a profile of your audience. 

 
2. Define your goals 

Once you know who your audience is, you need to define goals for that audience. As a business owner, 
your primary goal will likely be to drive sales by attracting customers-yet; there are other goals for social 
media. While some brands use social media to drive brand awareness and to develop friendly relation-
ships with potential buyers, others use social media to drive traffic to their website or e-commerce store. 

  

When it comes to creating your social media goals, brainstorm a list of both typical and unusual ways 
social media could work for your brand. 

 
 
3. Find your audience 

Now that you have your audience summarised and your goals defined, it is time to find your audience. It 
would be best if you determined which platform your audience uses by looking at the demographics of 
the users on each platform. You will also want to consider how active your audience is on that platform. 
For example, while young Facebook users may have profiles, they are more active on Instagram and 
possibly TikTok. 

  

Besides demographics and engagement, you will also want to look at how individuals use the platform. 



Facebook 

   Facebook reports over 1.6+ billion users, that is bigger than the population of China! With all that 
noise, it is essential to remember how individuals use Facebook: to build relationships and keep contact with old 
friends. This makes Facebook a good platform for building the loyalty of your existing customer base. 

 

The downside to Facebook is that it may be hard to reach a new audience; due to its large population, your posts 
have a limited reach-even within your networks. 

  

As you assess Facebook as a potential platform, carefully consider your business goals. If you’re trying to acquire 
new business, Facebook might not be your best option, but if you’re building a dedicated following of clients and 
you need a way to keep in touch with them, this is an excellent option for your business. 

  

Twitter 

  Twitter is an excellent platform to build awareness for your brand. Twitter utilises the hashtag, 
which organises conversations around a word or phrase. By searching hashtags, you can learn what people are 
talking about so you can craft your tweets to take part in popular conversations. Why would you do this? Because 
Twitter can offer insight into what topics are trending, Twitter is often used by news outlets to find stories. 

  

Since Twitter is often used to provide real-time updates to an audience, many brands combine Twitter with offline 
engagement, such as events. 



Pinterest 

  

 Pinterest is used for “scrapbooking” or, in other words, saving content by “pinning” photos to a 
virtual bulletin board. Female users dominate the Pinterest demographic. Some of the most shared pins are reci-
pes, style ideas, striking photographs, and DIY crafts. 

  

Since Pinterest is a visual-based platform, you’ll need strong graphics to engage users. Successful business use 
of Pinterest has been linked to strong retail sales. 

  

YouTube 

  

 Although YouTube boasts 2 billion users, its reach extends far past that. You don’t have to sign 
up to be a user to view content on YouTube. 

  

As a result, YouTube has become one of the biggest search engine platforms. Many of these searches are for 
“How To” videos—service industry businesses who can offer this type of content work well on this platform. 

  

LinkedIn 

  

 LinkedIn has the distinction of being the most utilised platform for older audiences. It boasts the larg-
est users among ages 30-49. LinkedIn is also unique because it has a narrow focus. People use LinkedIn to 
search for jobs and to network professionally. As a result, the platform is useful for B2B lead generation, general 
networking, as well as recruiting employees. 

  

Instagram 

  

 Instagram is one of the fastest-growing platforms, especially among a young audience. Like Pin-
terest, Instagram relies on photos for conversation. As a result, this platform works well for visual-based business-
es, like art, food, retail, and beauty. 

  

Because it’s a growing platform, there’s less noise than Facebook. This means the platform is useful for generat-
ing leads because your reach is broader. 


