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Social Media Campaign

I was retained to grow social media engagement and brand awareness through 
PC Matic’s existing social media channels.  This included Twitter, LinkedIn, and 
Facebook.  

The primary focus was growth with their Twitter audience.  Through monitoring of 
specific keywords and injecting the brand into conversations pertaining to those 
keywords, their engagement rates tripled. 

I wanted to understand expectations better from and industry perspective.  
According to Social Insider, software companies have an average engagement 
rate on Twitter of .03%.  PC Matic’s current Twitter engagement is on average 
2.5%, approximately 8,233% above the industry average.

https://www.socialinsider.io/blog/social-media-industry-benchmarks/#31


Twitter August Overall Metrics

August was the first 
month of the Twitter 
push initiative.  Far 
more tweets were sent 
out, which led to 19.3k 
impressions and four 
new followers.  

The goal, continued to 
be, drive more 
engagement.



Twitter August Overall Metrics

With the amount of tweets that were being sent, our impressions 
were higher than they had been in months.  Although the 
engagement rate was only 1.1%, that is almost double from 
the previous month of .7%.



Twitter September Overall Metrics
Tweets increased 
from the month 
of August, yet 
impressions were 
down ~3k.  

However, as 
mentioned 
previously, the 
goal of increased 
time invested in 
Twitter is to bring 
value to 
conversations 
and increase 
engagement.   



Twitter September Tweet Metrics

Over 30 days, we averaged 547 impressions per day on the content 
distributed through the platform.  Because of the consistency, and 
increased engagement on our end of Twitter, others are increasing their 
engagement with our content as well, seeing a full percent increase 
from August to September. 



LinkedIn 

In addition to working on Twitter, I have also been following #ransomware, 
#cybersecurity and #applicationwhitelisting on LinkedIn.  By injecting the brand 
into conversations, when applicable, and posting consistently, the page 
engagement has increased in the month of September. 



Facebook 

Over the last 28 days, there has been a 16% increase in 
people reached, and a 92% increase in post 
engagement.  

Organically the audience grows on Facebook due to the 
Company’s request a review letter.  The goal for 
Facebook is to keep those that join the page engaged. 

**The narrative for Facebook is B2C focused.  Not 
everything shared on LinkedIn or Twitter goes to 
Facebook.  Posts that drive the best engagement 
directly relate to the audience (ie: Facebook breach, 
Apple patch, and phishing warning)


