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Overview of Social Media Platforms- Ideas for use within local Navy League Councils
· Facebook 
· Audience: Broad, multi-generational (strong with ages 30–65+). 70% of U.S. adults use it, with 3.1 billion monthly active users globally. 
· Best Use: Community building, event promotion, and sharing detailed updates. 
· Why It Works: Facebook’s large audience makes it ideal for reaching local residents, veterans, and families. Its event features and group functionalities foster engagement. 
· Council Strategy: 
· Create a council page to post about events (e.g., ship visits, fundraisers). 
· Share photos and videos from Navy League activities to build trust and visibility. 
· Use Facebook Events to promote meetings or community service projects. 
· Engage with comments and messages to address community inquiries.
· Tip: Post 1–2 times weekly, including visuals, to maintain engagement. Videos and live streams (e.g., event recaps) have high reach.
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· Instagram 
· Audience: Younger, visually-driven (60% under 35, especially 18–24). 2 billion monthly active users. 
· Best Use: Showcasing the council’s activities through vibrant visuals and stories. 
· Why It Works: Instagram appeals to younger potential members and is great for sharing the “human side” of council work, like youth programs or community events. 
· Council Strategy: 
· Post high-quality photos or short videos (Reels) of council events, such as award ceremonies or sea cadet activities. 
· Use Stories to share behind-the-scenes content or quick updates. 
· Include hashtags like #NavyLeague, #SeaServices, or #SupportOurTroops to increase discoverability. 
· Tag local businesses or partners to expand reach.
· Tip: Post consistently (2–3 times weekly) and use Reels for higher engagement. Ensure captions are accessible with hashtags in camel case (e.g., #NavyLeague).
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· LinkedIn 
· Audience: Professionals, business-oriented (53% Millennials, 1 billion users). Popular with high-income households. 
· Best Use: Networking, recruiting council leaders, and sharing professional updates. 
· Why It Works: LinkedIn is ideal for connecting with community leaders, veterans, and businesses for sponsorships or partnerships. 
· Council Strategy: 
· Maintain a council page highlighting leadership, mission, and achievements. 
· Share articles or posts about the Navy League’s impact on national security or local initiatives. 
· Use LinkedIn to recruit volunteers or board members by posting opportunities. 
· Connect with local businesses for event sponsorships or collaborations.
· Tip: Post long-form content (1,900–2,000 words) or updates during work hours (e.g., 10 a.m. Tuesdays) for maximum engagement.
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