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Introduction

Since it's consumers who build brands, their perceptions and expectations need to be
nourished with trustworthy brand experiences. Companies have turned human psychology
and its impact on consumer behavior into the very foundation of brand building, and are
trying to acknowledge at all times the current and potential needs of their audience. On
top of that, companies are trying to identify what could determine consumers to buy their
products or services once they feel or perceive the need for it.

Pinpointing the needs of your potential buyers provides you with the guidelines required for
devising and deploying an effective marketing campaign, and this is exactly the part that
might prove tricky. Fortunately, social networks provide plenty of information about what
consumers want or hope for, and can even draw a picture of what inspires them. Of course,
every step of the way needs to be correlated with behavioral psychology, since the success
of social media marketing campaigns can’t be assessed by relying solely on positive or
negative reactions. Humans are far more complex than that, and that’s definitely something
to keep in mind when trying to compel and persuade them to buy a product.

When you base your social media marketing research and strategies on human psychology,
everything becomes clearer. You are no longer launching campaigns in the dark but have a
clear understanding of what your audience expects to receive.

Social media marketing strategies and tactics that do not take into account the rules
of psychology are mere guesses and ultimately don’t satisfy consumers’ needs and
expectations.

The aim of this eBook is to help you understand the benefits of applying psychology
principles to social media while providing you with the necessary know-how on what works
on every platform so that you can use psychology to convert and satisfy your community on
social media. When you have a better understanding of your audience’s behaviour, you are
able to target your strategies and campaigns far more effectively!
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Why Do We Share, Like, Favourite on
Social Media?

- ’ N

We share From
MORE MORE

Content sources

- 1 Source: The New York Times, Customer Insight Group —

People like to interact with content. In a single minute, we send out 347,000 tweets; like 4,166,667 pieces of content on
Facebook; like 1,736,111 photos on Instagram; and upload 300 hours of new video on YouTube.

Given that psychology has always been interested in finding answers to questions of why we behave the way we do,
it wouldn’t be wrong to also apply it to social media actions. Thus, why do people like, share and interact with online
content from a psychological perspective?

To Convey their Identity O —

People devote about 30-40% of all speech to talking
about themselves. Online, that number soars to about
80% of social media posts.

Furthermore, a study conducted by The New York Times
has revealed that 68% of respondents share to give Self
people a better sense of who they are and what they care actualization
about. Thus, people might endorse a political campaign
to represent their views, a funny video to convey their
sense of humor, or a movie trailer to express their Esteem
cinematographic taste.

Love/Belonging
Still, psychologist Carl Rogers warns, that what people
share, like, retw.ee.‘t or favourite ma.y not represent their Safety
true self but their ideal self. He believes that we are
constantly pursuing behaviours that bring us closer to our
ideal self. Therefore, the content that we share may very Physiological
well represent the person that we want the world to see

and not the person that we truly are. Source: The New York Times, Customer Insight Group

- 4



https://www.domo.com/blog/2015/08/data-never-sleeps-3-0/
http://nytmarketing.whsites.net/mediakit/pos/
https://blog.bufferapp.com/why-talking-about-ourselves-is-as-rewarding-as-sex-the-science-of-conversations
https://blog.bufferapp.com/why-talking-about-ourselves-is-as-rewarding-as-sex-the-science-of-conversations
http://luci.ics.uci.edu/predeployment/websiteContent/weAreLuci/biographies/faculty/djp3/LocalCopy/p189-naaman.pdf
http://luci.ics.uci.edu/predeployment/websiteContent/weAreLuci/biographies/faculty/djp3/LocalCopy/p189-naaman.pdf
http://nytmarketing.whsites.net/mediakit/pos/
https://en.wikipedia.org/wiki/Carl_Rogers
http://nytmarketing.whsites.net/mediakit/pos/
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Nevertheless, people are known for buying and acquiring
things that convey who they are (or who they want to be).
In that sense, brands represent a huge part of who their
consumers are.

Therefore, finding that key element that consumers can identify
with is mandatory for brands’ success, be it online or offline.
Of course the online environment and especially social media
intensifies this sense of identity and ultimately of belonging to a
certain group that shares the same tastes, views, opinions, etc.

To Maintain and Enrich Relationships
The biggest reason why people share has to do with other
people: 78% of people say they share because it helps them

to stay connected to people.

By liking, sharing or favoriting each other’s posts, we maintain and
add value to our relationships. There is also a reciprocity effect
involved, in the sense that we feel we should give something back
to people who have given to us. How many times have you liked a
post because that friend always likes yours?

Social media provides an easy and convenient way to stay in
touch with friends when time doesn’t allow you to meet with
them in person. We oftentimes share content that we see as
benefiting a friend or a group of friends or that has relevance to
a relationship.

The Power of Commenting
Relevant social media conversations and interactions need to

be based upon a set of shared values and beliefs. Otherwise,
they’re meaningless conversations.

Since 85% of us read other people’s responses on a topic

to better understand and process information, it means that
comments sometimes have the power to change our minds.
Otherwise put, any comment about a brand, service (and even
person) anywhere online, can help readers determine whether
it’'s good or bad. It doesn’t have to be based upon facts, it just
needs to appear somewhere.

That’s how our brains work and it definitely poses a great deal
of challenges because it’s literally impossible to annihilate

all negative comments out there. Thus, it’s mandatory to be
engaged in the comments section on your blog and on social

media and moderate conversations whenever necessary.

To Get an Incentive

Yes, many people share content to receive something in return.
You know those “Like & Share” contests on Facebook? That’s
exactly what they do. A study showed that 67% of users who
“liked” a brand page on Facebook did so simply to become
eligible for special offers. Therefore, you may not get a Like if
you don’t offer something in return.

Mind Gestalt’s Laws

Gestalt psychology or gestaltism is a theory of mind of the
Berlin School of experimental psychology. According to
Wikipedia, “Gestalt psychology tries to understand the laws
of our ability to acquire and maintain meaningful perceptions
in an apparently chaotic world. The central principle of Gestalt
psychology is that the mind forms a global whole with self-
organizing tendencies.”

Gestalt psychology is based upon the principle that the mind
understands external stimuli as a whole rather than the sum
of their parts. The wholes are structured and organized using
grouping laws.

The principle itself applies to social media marketing in the
following ways:

® | aw of “Pragnanz” (“conciseness”). The human brain seeks
simplicity and processes simple concepts faster. Simple
patterns, simple order, simple ideas. No wonder everyone
in marketing is trying to follow the “less is more rule”. More
often than not, simple is more effective.

® | aw of Continuity. Since people respond well to things
that visually align, it is advisable to align elements linearly
when creating visuals for a social media post or campaign.
When for example the human brain sees two crossed lines,
it doesn’t interpret them as being two angles, but rather as
what they are: two lines that cross one another.

® | aw of Similarity. ltems that are similar (similar colors, shapes
or sizes) are perceived as a group. Use this law to help create
relationships or groups in marketing materials. For example,
when creating a pie-chart for an infographic, using colors to
group similar items together within the chart itself will make it
easier to understand.

Bottom line, if you want your content to be shared, liked,
retweeted, etc. it needs to create a sense of identity, add value
for consumers and, if possible, provide some sort of incentive.
Content needs to be simple, concise, visually aligned and built
around similarities. Although these laws seem to be common
sense for some people, they are quite new to others who’ve
always believed that the more the better, regardless of the form
and sequence.

It’s always good to take a step back and remember that you’re
creating content for people and that relying on psychology to
better understand what triggers an emotional response and
what doesn’t might be the key to viral content!


http://eleventygroup.com/site/2015/10/06/what-compels-people-to-share-online/
http://eleventygroup.com/site/2015/10/06/what-compels-people-to-share-online/
http://blog.swat.io/2015/12/22/star-wars-the-force-awakens-social-media-marketing-from-another-galaxy/
http://nytmarketing.whsites.net/mediakit/pos/
http://blog.swat.io/2015/12/15/tools-to-implement-your-social-media-marketing-strategy/
http://blog.swat.io/2015/12/15/tools-to-implement-your-social-media-marketing-strategy/
http://blog.swat.io/2015/12/15/tools-to-implement-your-social-media-marketing-strategy/
http://chrisreed.brandrepublic.com/2012/04/17/is-advertising-on-facebook-a-waste-of-your-money/
https://en.wikipedia.org/wiki/Gestalt_psychology
https://en.wikipedia.org/wiki/Gestalt_psychology
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The Psychology of Social Networks

It is said that, from a psychological standpoint, there are no 2 identical individuals on this planet. Extrapolating this to
social networks, although some are similar to others, there are no two identical platforms out there.

Consequently, marketers need to adjust their strategies and messages depending on the particularities of each social
network. Taking into account users’ characteristics and behavioural patterns, psychology principles also apply differently
to every platform.

Facebook - Real Identities, Real Networks

Facebook is widely used by most people online. Although many don’t use other networks, they do maintain a presence
on Facebook.

B O s Fosboo sosot F
have a Facebook account °
Ve & Facetock scoaunt
have a Facebook account f 3%
5 )
Age 25 to 34, at 29.7% of users, is the f
most common age demographic

21% of the entire world f

population uses Facebook 21% USA (14%), India [(9%) and Brazil (7%) form the three largest markets!

intion e Facnonr T TN
population uses Facebook f 37%

0% 20% 40% 60% 80% 100%
\ + 1.59 billion monthly active users —
The Psychology Of Facebook There may be a huge difference between how people are in

One of the factors that made Facebook so popular was the real life and how they appear to be on Facebook, and yet, their

apparently happier lives can lead to negative self-perception in

decision to use the “friends” denomination for contacts. This

points out to the fact that the list of people we keep in touch their frie LR e IEE e SRR

. . . . . . On the other hand, there are numerous studies that attest to
with on this social network typically comprises of family

Facebook’s role in identity formation, meaning that there’s

members, friends and acquaintances we’ve actually met in

real life. Since there’s a focus on closeness, privacy plays an often &\

essential role, and because of that, posts are shared only with real-worldineRiE Rt R R L e

: have in real-life are often reflected in their social network profile.
friends by default.


http://www.bloggingwizard.com/psychology-of-social-networks/
http://www.bloggingwizard.com/psychology-of-social-networks/
http://online.liebertpub.com/doi/abs/10.1089/cyber.2011.0324
http://www.sciencedirect.com/science/article/pii/S0747563208000204%2520pp.1826-1830
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Christopher Carpenter, an assistant professor of
communication at Western lllinois University, pointed out

in another study that Facebook has a dark side where
narcissism is cultivated. Carpenter defined narcissism here as
“a pervasive pattern of grandiosity, need for admiration and

an exaggerated sense of self-importance,” fact that makes
Facebook the perfect platform for average narcissists.

All of the aspects mentioned above affect the interaction
between users, and the way they communicate with companies
on this social network.

Facebook has recently introduced Reactions, thus expanding
the emotions its users can express beyond the “Like” button.
The five new ways of reacting to other people’s posts (“Love,”
“Wow,” “Haha,” “Sad,” and “Angry”) are unequally spread over
the positive and negative spectrums.

While some feel that expressing even more complex emotions

or even the inclusion of “Dislike” would be beneficial, this
might in fact represent a major downside as it would push
away brands and users who feel insulted by their friends’
reactions (including, but not limited to boredom, frustration,
jealousy, contempt, and so on).

In terms of marketing, Facebook reactions could actually
be good news because they allow marketers to get a better
understanding of how their audience reacts to content.

If previously a “Like” could mean anything and reactions couldn’t
be segmented in a meaningful way, Reactions, as implemented
now can be a great source for marketers who want to learn more
about their community and in turn produce better fitting content.
Although the Newsfeed algorithm currently values all Reactions
the same (1 Like = 1 Wow, etc.), this is not necessarily a bad
thing, since we could assume that overall engagement might
increase, given that users have more options to react than they
previously had. Take for example a news article about some
catastrophe. Audiences wouldn’t really “like” this one, but can
now react “Sad” etc. Facebook Reactions basically help fulfill
every marketer’s dream: increased engagement levels on social
media posts.

How this affects your marketing

® Brands can build up trust on Facebook by including users in
the creation of their content. Thus, there’s a greater chance
for users to interact with a post if there’s a real-life story
in it that they can relate to. Ultimately, this will provide the
audience with a feeling of importance and will feed its need
for admiration.

® Facebook likes are natural reflections of a person’s favorite
topics in real-life. This is something your company should keep
in mind while developing a campaign strategy, as referring to
these topics can help you touch the right chord with the top
audience.

® Focus on inspirational stories that can help counter your
audience’s possible negative self-perception issues.


https://www.psychologytoday.com/blog/wired-success/201405/how-facebook-can-amplify-low-self-esteemnarcissismanxiety
http://www.immagic.com/eLibrary/ARCHIVES/GENERAL/JOURNALS/P111209C.pdf
http://qz.com/627612/facebooks-new-reactions-emoji-expose-the-lies-we-tell-about-ourselves-online/
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Twitter - Real-Time Interactions

21% of all Internet Female
users use Twitter y 21%

24% of all Internet male o
e
e o e
are from outside of the US y 7%

e e o0 W
ages of 18 and 29 °
0 e ol
30-49 years old ’ 25%
80% active users on mobile Yff

0% 20% 40% 60% 80% 100%
A  There are approximately 1.3 billion registered users —/
The Psychology Of Twitter sort of external rewards. That is why people often click on links

Because Twitter lacks a cohesive and structured network, a Y O ELEE SR o R,

profile can be anything and anyone. This makes understanding
Last but not least, Hubspot explains that the psychological

Twitter users quite challenging, or at least not as easy as in

the case of Facebook users. Furthermore, in contrast to FB, all il el N T Dl T )

posts on Twitter are public by default. Twitter is not so much people favourite/ retweet. Cognitive dissonance refers to a

about privacy but about keeping users in the loop through real- situation when there are dissonant beliefs which lead to one’s

time updates. psychological discomfort. In order to restore a balance, people

will alter their actions or beliefs.

Studies have linked Twitter’s use to narcissism and the need

How this affects your marketing
® Don’t waste your resources on trying to get any follower.

for self-validation. According to the self-perception theory,

people develop attitudes from observing their own behaviour

and drawing conclusions from it. Take for example someone On Twitter, the right type of followers, those who have

who goes to work every day to perform marketing actions. something in common with the people you follow, are the

He or she will act in a way that reinforces his/ her identity as a valuable ones.

marketer. People will retweet tweets that are consistent with ® Given that Twitter is known as a real-time information

their perception of their self. network, informational content ranks far better than self-

promotional content.

From a neurological perspective, Twitter’s ‘intermittent ® According to Cornell, using the same language as your

rewards’ light up the effort-reward loop part of the brain. target audience and writing news headlines that are brief

In other words, the few ‘rewards’ in the form of retweets, and focused helps get more shares.

favorites, replies, or reading a funny tweet users see in their ® Your tweets should be in line with how your buyer personas

feed make the effort of going through hundreds of tweets see themselves, since they are more likely to share those

worthwhile. with their audience.

® Offer something of value to your audience in return for clicks.

Another explanation for why people favourite/ retweet has to ® Perform a thorough analysis of your buyer personas, put

do with what is known as extrinsic motivation. The latter is down some assumptions that they might have and challenge

defined as performing specific actions in order to receive some them with smart tweets.


http://expandedramblings.com/index.php/march-2013-by-the-numbers-a-few-amazing-twitter-stats/
http://www.pewinternet.org/2015/01/09/demographics-of-key-social-networking-platforms-2/#twitter
http://www.pewinternet.org/2015/01/09/demographics-of-key-social-networking-platforms-2/#twitter
http://www.sec.gov/Archives/edgar/data/1418091/000119312513390321/d564001ds1.htm
http://www.pewinternet.org/2015/01/09/demographics-of-key-social-networking-platforms-2/#twitter
https://about.twitter.com/company
https://www.psychologytoday.com/blog/the-tao-innovation/200903/understanding-the-psychology-twitter
http://www.theatlantic.com/health/archive/2014/02/the-psychology-of-begging-to-be-followed-on-twitter/283947/
http://blog.hubspot.com/marketing/psychology-twitter
https://chenhaot.com/pubs/wording-effects-message-propagation.pdf
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Instagram - King of Visual Social Interaction

e ©
users are male 2
SRR L
younger than 35 @ 90%

20% of global internet users aged be- @
tween 16-64 have an Instagram account .

1% otinstagram weere a0 T &
outside the US hd

Instagram adoption is at @
85% among top brands

80% actve sers on moble

0% 20%

Instagram’s mobile ad revenue to reach USD 2.81 billion by 2017.

85%

40% 60% 80% 100%

Top brands on Instagram are seeing a per-follower engagement rate of 4.21 percent

Instagram’s per-follower engagement rate for top brands is 58 times higher than on Facebook and 120 times higher than on Twitter

The Psychology of Instagram

Zachary McCune’s study on why people use Instagram reveals

that user activity revolves around six major trends:

® Sharing

® Documentation
® Seeing

® Community

® Creativity

® Therapy

These emerge from people’s need to exchange their images
with others, to connect with people who share their interests,
and to help others visualize what they’re doing at a specific
point in time. Ultimately, common interests can lead to the
development of communities. Moreover, Instagram can have a
therapeutic effect, in that it abounds in uplifting images.

' There are around 400 million monthly active users —

Instagram has its dark side, as well, and that has already been
well documented by social psychologists, journalists, and the
social-media users themselves. The term “Instagram envy”
has been coined to describe the reaction Instagram users have
when the ones they follow show off their exorbitant lifestyles.
On the upside, brands can take advantage of lifestyle envy, as
it has the potential of boosting their sales.

How this affects your marketing

® [nclude #hashtags in your posts and try to develop
communities around them.

® Focus on the aspect that sets your brand apart.

® Subscribe to the Instagram For Business blog to learn about

the latest developments this social network has made for its
business users.

® Mention experiences that are relevant to your brand in your
company’s posts.

® Take note of what your top audience likes and shares, and
include that in your posts.



http://expandedramblings.com/index.php/important-instagram-stats/
http://expandedramblings.com/index.php/important-instagram-stats/2/
http://www.emarketer.com/Article/Instagram-Mobile-Ad-Revenues-Reach-281-Billion-Worldwide-2017/1012774#sthash.7mg3egse.dpuf
http://blogs.forrester.com/nate_elliott/14-04-29-instagram_is_the_king_of_social_engagement
http://blogs.forrester.com/nate_elliott/14-04-29-instagram_is_the_king_of_social_engagement
http://readwrite.com/2012/03/14/study_why_do_people_use_instagram
http://www.nytimes.com/2013/11/06/t-magazine/sign-of-the-times-look-out-its-instagram-envy.html
http://blog.business.instagram.com/
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Google+ - The Serious Network

/—I THE STATISTICS ARE AS FOLLOWS: 't

22% of online adults visit Google+ _
at least once a month 8+ 22%
17% of B2B marketers use Google+ 8"’
for new product launches 2

3% - Google+’s percentage of the
total worldwide social sharing 8"’@

0% 20%

7 minutes - average time spent monthly on Google+

S ers arerernale
users are female 8+ 26:3%

0,
73.7% of Google+ g+ 73.7%
users are male

40% 60% 80% 100%

| S 300 million monthly active users (20 million monthly mobile users) —’

The Psychology of Google+

Martin Shervington explains that one of the reasons why we

use Google+ to seek people and subjects that we can relate
to has to deal with the human need of feeling connected to
people who understand us.

Martin sees relating as an emotional response, which means
that whenever a person sees another person’s name appear
on Google+, they will have a thought emerge at the same time
with an emotion attached. Then, one of these 3 scenarios
follows:

1. If the emotion is positive, people will be likely to take the
next step in the form of a +1, comment, share etc.

2. If the person doesn’t relate and has a neutral stance, he
won’t be performing any action.

3. If the emotion is negative, a situation of ‘dischord’
emerges. As a result, the person may uncircle someone/
make a negative comment etc.

Simply put, in the mind of the user there will be a movement of

attraction, indifference or aversion depending on the situation.

How this affects your marketing

® Use your personal page for sharing posts related to your
business as people are known to connect better when they
see a human face.

® Post third-party content to increase your authority.

® Analyse which posts your audience relates to and create
similar content.

® While you can diversify a bit, on Google+ it’s important to
keep posts consistent and on-topic.


http://expandedramblings.com/index.php/google-plus-statistics/2/
http://www.martinshervington.com/the-psychology-of-relating/
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Pinterest - One Place for All Your Pins

Pinterest has proven that Facebook and Twitter are not exactly the be-all and end-all of social media marketing tools.
Pinterest pins are 100 times more spreadable than a tweet, with the retweet average hitting only 1.4%. And, as for
Facebook, the half-life of a pin is 1,6000x longer than a Facebook post.

— ’ N
xcept in he Uk, credemale ueers o TR

92% ofallPriercstpine e o 7

4% ofa Prterestactivy @

ot o |

O D et soooery. P W
86% of Pimers use Pinterest os2ve @ T

0% 20% 40% 60% 80% 100%

Two-thirds of the content that people Pin comes from business’ websites

176 million registered users / 100 million active users —

(Source:http://expandedramblings.com/index.php/downloads/pinterest-statistic-report)

The Psychology Of Pinterest users Mundane things are neglected in the majority of the cases,

“Pinterest boards are like its users’ personal happiness as it's expensive things or experiences that people focus on.

collages,” pointed out Dr. Christopher Long of Ouachita Baptist There’s a lot of focus on the future, and brands need to keep

University, thus successfully capturing this social network’s that in mind when building campaigns.

essence into a single sentence. . .
How this affects your marketing

Since it’s designed to focus on a user’s “desire graph,” ® The recipe to success is to focus on the audience’s “ideal

Pinterest is very much unlike Facebook, which is built around self,” instead of what users already are or have.

the user’s “interest graph.” Moreover, if Facebook profiles ® Pick exotic images in order to feed the users’ need for the

typically depict people as they are now, Pinterest boards reflect extraordinary.

the “ideal self,” something that users would like to be or own. ® Each user has a desired identity that you need to discover

and build upon.


http://expandedramblings.com/index.php/pinterest-stats/
http://expandedramblings.com/index.php/downloads/pinterest-statistic-report
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LinkedIn - A Place for Businesses

13% of adults use ¢ o
Linkedin daily in TREN
28% of adult internet users/
23% of entire adult population

50% of college graduates
use Linkedin

57% of companies
have a LinkedIn page

0% 20%

in TN

in T
in T

40% 60% 80% 100%

LinkedlIn is the only platform that has more users aged 30-64 than 18-29
LinkedIn generates social media’s highest lead conversion rate

. There are 400 million LinkedIn users —

The Psychology of LinkedIn users
Psychologist Abraham Maslow, conducted a famous study
in 1943 known as “Maslow’s Hierarchy of Needs”. One of

those needs was the need to belong and nowadays online
communities satisfy that need. LinkedIn offers thousands of
communities known as Groups where you can connect with
individuals in your field or experts in others.

LinkedIn is highly used as a connecting medium for users
seeking to build interpersonal relationships via the platform.
The only mention here is that networkers should only use
LinkedIn to reconnect with past colleagues or connect with
new ones met in person.

If you have 500+ connections, make sure you know all of them
or start removing the people you have never met. Otherwise,
you run the risk of others not wanting to connect with you
because your professional network is flawed. Actually, the
perception that having 500+ connections on Linkedln means
that you are well connected is false. In fact, it may very well
hurt your credibility factor.

How this affects your marketing
® Mind your profile picture! It should be clear and professional
to suit the network’s requirements and particularities.

® Only valuable content works on LinkedIn and only if it’s
posted in relevant communities on a frequent basis.

® Always put the group’s interests before your own.

® Don’t spam and don’t ask to join groups for the sake of
spamming.

® Don’t try to connect with people you’ve never met.

® Give it time...LinkedIn works if you give your audience
enough time to trust you!

Each and every social media platform is very different from
the rest. A different audience, with different needs and
expectations. Even if the same person is on Facebook,
LinkedIn and Instagram, he will expect to find very different
types of content on each platform: business-related
information on LinkedIn, updates from friends and family on
Facebook and catchy photos on Instagram.

This is why businesses need to stop posting the same content
on all platforms and start creating specific content for each
social media channel. Knowing what triggers audiences’
reactions on every platform is the main thing that should be
taken into account when putting together an infographic,

a whitepaper, an eBook and even the simplest article.
Psychology rules can be used to explain human behaviour so
that businesses of all sizes stop launching campaigns in the
dark and start delivering content the smart way.



http://expandedramblings.com/index.php/by-the-numbers-a-few-important-linkedin-stats/
https://blog.bufferapp.com/linkedin-company-pages
http://www.simplypsychology.org/maslow.html
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Psychology Principles You Need
to Leverage to Boost Social Media

Engagement

If brands want to interact and build meaningful relationships with their audience, they must first grasp the

psychology principles that drive action.

In order for them to understand how audiences can be turned
into consumers, brands invest time and money into analyzing
their needs and behavioral tendencies. Many companies
have already figured out that converting social media fans
requires more than constant sharing; it requires a thorough
understanding of what lies underneath the surface, what
constitutes a motivating factor for their audiences to share,
like, favourite and ultimately buy their products and services.

Focus on an Aspiration / Want
Social media posts that include the word “want” develop a

desire in readers’ brains that empowers them to act according
to their aspiration.

Include Your Audience in What You

are Doing

One way of improving your social media engagement is by
including your audience in what you’re doing. Leverage every
opportunity to get them to participate in whatever it is that
you're doing, while constantly implementing their feedback and
suggestions.


http://www.socialmediaexaminer.com/3-psychology-principles-that-boost-social-media-engagement/
http://www.socialmediaexaminer.com/3-psychology-principles-that-boost-social-media-engagement/
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“Why?” Provide Explanations
As you probably remember from your childhood, children love
listening to explanations. The same applies to adults. The word
“why” is one of those trigger words you can use in your own
social media marketing messages. When you use “why” readers
immediately want to search for the answer to a question.

Reciprocity Triggers Loyalty

Since people oftentimes feel obliged to help someone who has
previously helped them, reciprocity works really well on social
platform like Twitter and Facebook. Before asking for anything
from their audience, companies must make sure that they have
established a two-way communication. Fans may be more
likely to respond to a company’s request if it previously helped
him or her solve a specific problem.

Create Problem-Solving Content

In a world where everybody wants to get value, if your content
solves the problems of the readers, they’re likely to share it
with their audience. Always create your social media messages
so that they convey a sense of giving. You can do this either

by providing a solution or by saying something that resonates
with the readers.When you share something valuable to the
community, they will thank you for it. Plus, helping others is
always a kind thing to do!

Urgency Drives Immediate Action
People are more likely to complete an action without giving

it much thought when they feel they may be missing out on
something valuable if they don’t react quickly. Facebook, for
example, recommends adding urgency to the copy using the
prompts like “free shipping, this weekend only,” “12 hour flash
sale,” and “two days left” to drive engagement.


https://www.semrush.com/blog/6-reasons-why-psychology-increases-social-media-sharing/
https://www.facebook.com/business/a/online-sales/page-post-tips
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Curiosity Makes People Inquisitive

People are more likely to want to find out more if they see a gap
between what they know and what you promise they can learn.
An experiment by fMRI found that that people’s brain activities

increase when faced with a question that triggers their curiosity,
which makes them more engaged with a specific topic.

Conclusions

It’s high time you stopped launching social media campaigns in the dark. Of course it’s always important to
test and try things in order to know what works and what doesn’t but documented testing is way better than
taking mere guesses. That is why marketers who leverage psychology to build a solid foundation for their
campaigns, have more chances of success.

Since you can’t be on all social media platforms at the same time, closely analyse the psychology of
each network to decide upon the best approach. Remember, social media users behave very differently
depending on the channel that they’re on. This is why knowing the particularities of every social media
platform is compulsory work for marketers.

Leverage psychology principles to understand why audiences behave in a particular way and how you can
use that to your benefits. When in doubt, think about yourself...how would you react if you saw...? The
answer might provide a clue to whether you’re on the right path or still wandering in the dark.

Last but not least, choose 5 to 10 solid psychology principles and put them somewhere in sight. Use those
principles every time you’re planning a new social media campaign. Treat humans for what they are: human
beings. With that thought in mind, cut through the clutter and deliver value. It works every time!



http://www.wired.com/2010/08/the-itch-of-curiosity/

Any questions left?

VWe would love to hear from you!

Get in touch

Contact us office@swat.io or call +43 (1)942 48 91
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