
 

1   

Medway Youth Council  

Marketing Report 

Author: Craig Liddell, 

Marketing Lead 2018-2019 



 

2   

Introduction 
This report will outline the achievements made from the Medway Youth Councils 
Social Media Pages from October 2018 - May 2019, all data used within this report is 
taken straight from the retrospective analytic pages from each social media 
company. This report will also suggest where the Medway Youth Council can 
improve its social media presence as we go into the 2019 - 2020 term. 

We also encourage all councillors and members of the Medway Community to 

engage with us on these channels. 

Medway Youth Council Social Media Channels 

Twitter: @MYC_Medway 

Facebook: Medway Youth Council 

Instagram: Medway_Youth_Council 

YouTube: Medway Youth Council   
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Twitter 

Twitter has always been the Youth Councils most popular platform to interact with 
people within Medway. This includes Councillors, local charities and many more people 
within Medway. 
 
During October 2018 to December 2018 we found that the amount of impressions were 
fluctuating heavily dependent on the events going on during the month, However, in 2019 
we have seen a steady growth in the amount of interactions (the amount of views the 
Youth Council gets)  
 
From October 2018 until April 2019 the amount of Engagements goes as follows. 
 
October: 24.4k 
November: 15.4k 
December: 9.6k  
January: 11.6k 
February: 18.7k 
March: 21.5k 
April: 21.9k 
 
What this data shows us is that the most popular month for the Youth Council’s Twitter 
was October 2018. This was during the time of the Make Your Mark Ballot that the Youth 
Council was heavily campaigning on. This explains the impressive 24.4k impressions that 
were hit during that month. From there we head into November where the Youth Council 
held its Annual Conference.  
 
You will see that in the month of November the amount of impressions decreased to 
15.4k. However, this is due to the conference taking place on the 7th of November and 
therefore most of the marketing for the Conference would be included within the 24.4K in 
the Month of October. The rest of November was a Quiet time for the Youth Council as 
the report for the conference was fully underway and members were preparing for the 
New Year. 
 
December 2018 was also a quiet time for the Youth Council and therefore the social Media 
reflected this. However, as the Holidays began a new marketing strategy for 2019 was 
being formed. The Youth Council Twitter still held a respectful 9.6k, However it was 
recognised from the Marketing Lead that a strategy needed to be in place to ensure that 
throughout 2019 any quiet periods throughout the year had content that would allow the 
social media pages to stay active and to ensure a steady amount of impressions. 
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January 2019 saw the New Marketing Strategy created by the Marketing Lead (although it 
wouldn’t start until February), its purpose was to ensure that the Medway Youth Council had 
a steady stream of content that could be used on the social media pages during quiet periods 
to ensure that participation through all of our social media pages were constant. This saw 
January increase to 11.6k which was mainly due to events such as the visit to the British Youth 
Council Convention and retweets of other local organisations and charities. 
 
February 2019 is where the New Marketing Strategy officially started. The idea was that every 
Thursday an interview would be uploaded from our annual conference to show what both 
Councillors and Young People thought about the conference and the importance of young 
people’s voices being heard. The hashtag #ThrowbackThursday was decided upon with the 
first interview being with the Chair of the Children and Young Peoples Overview and Scrutiny 
Committee Cllr David Royle. This new strategy for content proved to be a success by that 
post alone gaining 3,344 impressions (views) alone. This helped prove that the New 
Marketing Strategy was successful.  
In February the Youth Council also elected its two new members of Youth Parliament. As per 
the Marketing Strategy a video was created to introduce the new Members. This video 
earned a total of 2,901 impressions that also showed us that Video content proved very 
successful on twitter and so we knew that videos were going to be crucial within the 
Marketing Strategy. All of this allowed us to gain 18.7k impressions (views) which is a very 
respectful number considering the Youth Council twitter only tweeted 6 times and that the 
Youth Council used to only see numbers like this during the Make your Mark Ballot or the 
Annual Conference. The Twitter also hit a massive milestone due to the fact it reached 1,000 
Twitter followers and so made February one of the most successful months under this new 
administration.   
 
March 2019 was always going to be the true test for the New Marketing Strategy due to the 
Youth Council not having many engagements (Events) during the Month. Therefore more 
#ThrowbackThursday videos were released, this time with Cllr Vince Maple which again 
proved to be successful along with a video that was created for the Local Elections to explain 
to Young people why they should vote from fellow Young People. This video was able to 
generate 1714 Impressions. Medway Council then used this video officially on their social 
media platforms showing the success of the Youth Councils pursuit into using videos more to 
communicate effectively to our audience. 
March also hosted the 20th Anniversary of the Youth Council which also generated a lot of 
impressions and particularly the amount of retweets and mentions that the Youth Councils 
twitter received. March ended with a total of 21.5k Impressions being reached, again a very 
impressive number for a month that would have usually earned around 10k is now reaching 
the levels of October 2018 which had 2 massive events within or soon after. 
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April 2019 was much like a continuation of March, although the start of the marketing 
campaign for the Youth Awards Nominations started in March. The campaign was in full swing 
as we headed into April. Multiple videos were created throughout the month to encourage 
more people to nominate for the youth awards. This was key feature of our strategy to use 
videos to our advantage, as we saw this as the most effective way of communicating our 
message. Each of the videos we produced had gained over 1,000 impressions each, with two of 
the videos reaching over 2,000 impressions each. This was aided alongside text reminders to 
nominate which all averaged around 800 impressions which was impressive for text based 
tweets. The Youth Council also started to Campaign around the Local Elections, posting 
reminders for people to vote in which one of our tweets reached 1,647 impressions and a 
repost of the Local Election Video that was created in March. The repost coincided with the 
Medway Leaders Debate that allowed the perfect opportunity to repost the video to ensure 
we could reach the most people possible. This again was pretty successful with the repost 
gaining a further 2,063 impressions alongside the 1,714 impressions from March. Meaning in 
total our Local Election Video managed a staggering 3,777 impressions (views) alone which 
makes it the most successful video ever produced by the Youth Council. 
 
Overall, the rest of 2018 followed the usual formula for the Youth Council Twitter, and most 
months were within the 10k range; except from the months with Make Your Mark or the 
Annual Conference. The New Marketing Strategy has found to have been very successful at 
breaking that formula by allowing quiet months such as February, March and April to gain near 
the same amount of impressions as the highest months under the old formula. You will also 
find the new marketing strategy has not only made every month since its creation to the same 
level of the most successful months in the old formula , but it has also been more stable due to 
March and April staying near the same level, much different to the old formula where you 
would frequently see major fluctuations between the months. 
 
Therefore I would suggest that the New Marketing Strategy has been a great success for the 
Youth Council twitter and would advise future successors to follow and innovate upon it to 
stop the old formula from returning. I hope this shows how much the twitter account has 
grown over the last 7 months and I look forward to reporting further success at my terms end 
in June/July. 
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Facebook has always been used somewhat effectively by the Youth Council. However, when I 
entered into the position of Marketing Lead, I made it one of my priorities to try and improve 
the Youth Councils presence on Facebook. I done this by ensuring that any events that were 
posted on twitter, we're also put onto the Facebook as well, to ensure that both the Twitter 
and Facebook were both getting the same amount of content. Therefore as mentioned in the 
Twitter section, the Facebook (much like the twitter) was also helped by the new marketing 
strategy. 
 
Unfortunately due to the way Facebook deals with page analytics, I cannot go through each 
month’s performance like I could with the Twitter. However, overall the Facebook page has 
been going steady seeing a frequent increase of likes to the page and views on our posts; 
including one of our posts hitting 1.1k views on Facebook. I have found that while our 
Facebook page does still lack behind the twitter. We are seeing more Facebooks posts 
preform to the same Level as on Twitter.  
 
One of the great benefits of Facebook is that you can schedule posts. This is incredibly useful 
as the Marketing Director as you can prepare posts weeks in advance to ensure that no 
matter circumstances on certain days, there will still be a constant stream of content. The 
Facebook was again heavily used to help campaign for nominations for the Youth Awards. 
This is where the scheduled posts became particularly handy as it allowed us to constantly 
remind people to nominate. 
 
However, while it should be noted that the Facebook has steadily improved throughout the 
2018-2019 term, there Is still a lot of work that needs to be done before the Facebook will be 
on the same level as the twitter. Therefore I would recommend any future successor to 
increase focus on the Facebook page. 

Facebook 
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Instagram 

Instagram has always been somewhat of a weak point for the Youth Councils social media. 
This is mainly due to it being heavily neglected from past administrations so therefore it 
hasn’t had as much time to grow in comparison to the Facebook and Twitter page. While 
also being one of the newest social media pages created for the Youth Council.  
 
I’m happy to say that during the 2018-2019 term the Instagram has seen much greater 
activity with a considerably higher stream of content being added to the Instagram. 
Ensuring that all followers are still engaged with the account. It has also been considerably 
useful that you can create one post that sends to both the Facebook and the Instagram 
which has made it much more time efficient for us to keep the Instagram (and the 
Facebook) constantly updated. 
 
However, The Instagram account still majorly lacks behind the Facebook and the Twitter as 
the Instagram’s impressions per month is around 20% of the Facebook pages. While this is 
disappointing to see, I believe if my successor implemented ways to increase the 
participation with the Instagram and gave it time to naturally progress then the Instagram 
could become successful.  
 
Considering how we inherited the Instagram Account I believe that the 2018-2019 term has 
preserved the instagram account. Giving it the constant stream of content that it 
desperately needed, ensuring that it is ready for the next Marketing Lead to inherit and so 
they have a basis in which they can grow the Instagram account. We also saw an increased 
follower count with many companies and action groups in Medway reaching out to us 
through this platform. 
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Youtube 

The Medway Youth Councils YouTube page was launched in February, with the intention of 
providing MYC with an archive of videos and content. The YouTube Channel was also created 
so we could effectively post videos to the Facebook Page and has an easily shareable link to 
the video itself. While it is too soon to say how successful the YouTube Channel will become. I 
believe it was important to ensure that the Youth Council had a place to store its new video 
content (as requested by the marketing strategy). 
 
The YouTube channel becomes especially useful during the Election cycle of the Members of 
Youth Parliament for Medway. The YouTube channel allowed us to post the Election videos 
and therefore a link which we could easily send through email to places such as Schools and 
Youth Centers to ensure that we had the most participation possible. Without the YouTube 
channel this process would have been very complicated, due to the fact video files would 
have had to been sent instead. This would have taken much longer and would have meant 
that the videos would have had to been sent in a worse resolution. Therefore having the 
YouTube channel allowed easy access to the video while also allowing us to show the video 
with the maximum resolution possible. 
 
I would advise my future successor to take advantage of the opportunity that the YouTube 
Channel gives us, potentially even live stream full council sessions or Cabinet sessions. 
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Summary 

Overall, I believe that the 2018-2019 term for the Social Media pages has been very successful. The 
Youth Council Twitter page which was a priority for me, since it was our biggest platform which 
enabled us to reach the most amount of people. The Twitter has only gone from strength to strength 
with us now seeing monthly views above 20k, something that under the old marketing formula was 
only ever seen during 1 - 2 months but we are now on course to see 20k+ views for a third month in a 
row which doesn’t include months with major events such as July, October and November. Therefore 
the Twitter has been very successful and future marketing leads should now let the marketing 
strategy hold the twitter at around 20k views a month and focus on other social media pages. 
 
The success for the Twitter account can be shown no better than this statistic: 
 
Total Views Per Period: 
 
October 2017 - April 2018 = 87,020 
 
October 2018 - April 2019 = 123,100 
 
Which is a 30% increase from the same period, I project that by the end of the 2018 - 2019 the Twitter 
will see an over 50% increase from the same period under the last administration. 
 
The Facebook has also been successful with us seeing a steady increase of the amount of likes on the 
Facebook page. We are also starting to see more of our Facebook posts perform to the same level as 
the Twitter account and in some circumstances perform better. This is a major improvement showing 
the possibility for the platform and the great amount of growth it could see if given more focus by the 
next Marketing Lead.  
 
Unfortunately, while we have been able to improve the Instagram by giving it constant content, there 
has been no overwhelming rise in the amount of likes and views for the account and so the main 
objective from this administration has been to ensure that the platform had a good basis to ensure 
the next Marketing Lead can focus on expanding the Youth Councils reach on the platform instead of 
trying to maintain what Is already there. 
 
The YouTube Channel has so far proven to be successful, especially with helping the Youth council to 
publicise the candidates for Youth Parliament. I hope the Next Marketing Lead will continue to use 
the YouTube channel effectively and expand it to ensure an archive is kept. The YouTube Channel can 
also provide the opportunity of live streaming council meetings as a new way of effectively marketing 
what the youth council does, an increasing the accessibility. 
 
In conclusion I believe that all of the Youth Councils social media pages are in a better position than 
which we inherited, and I look forward to looking at the analytics at the end of my term to analyse the 
further success with our social media pages and hopefully achieve our target of a 50% increase on our 
twitter page.  
 
I want to thank everyone who has supported me as the Marketing Lead and I look forward to meeting 
my future successor to ensure that the great progress we have achieved goes even further under the 
next administration. 


