
 SOCIAL 
MEDIA  
 TOOLKIT.



01 SET UP YOUR  
SOCIAL MEDIA  
ACCOUNTS
So you want to make a music video? STOP!  
Before you start, find and build your audience. 

STEP 1
SET UP YOUR SOCIAL ACCOUNTS:

Facebook, Twitter, and Instagram are good places 

to start when promoting your project and yourself. 

STEP 2
BUILD FOLLOWERS:

If you start now, once it comes time to crowd fund 

your next project, you will already have a steady 

base to draw from. 

STEP 3
REWARD FOLLOWERS:

Give them sneak peeks. Talk to them individually. 

These people will be your audience at the big 

premiere, so it’s a good idea to get to know  

them now.



02 FINDING  
YOUR  
FANS
Is your music video a little too cutting edge for Mom 
& Dad? Then it’s time to find a new audience.

STEP 1
DEFINE YOUR GENRE: 

Are we watching an Indie, coming-of-age music video set in 

a small town, a period piece set in post-war America, or a 

sci-fi love story set 100 years in the future? Make sure you 

completely understand your genre and the rules that come 

along with its universe. 

STEP 2

Find every blog, website, Facebook post, Tweet or Instagram 

pic that is relevant to your music video. Get involved in the 

conversation—these people will likely be your first audience. 

STEP 3
GO DEEPER:

Think about your music video, and how you might relate it to 

then repeat Step 2 to build a more diverse fanbase.

HINT

Identify the cool kids: every community 

has influencers. It’s your job to find 

out who they are and then get them 

excited about your project. This will 

go a long way in raising awareness for 

your music video.



03 TALK  
TO YOUR  
FANS
So you’ve got an audience. Now what?  

STEP 1
GET THEM INVOLVED:

Know what you want them to do before you post anything. 

Is your goal new followers? Views of your video? Always 

have an end goal in sight.

STEP 2
SAY SOMETHING INTERESTING:

Only post quality images, copy or videos. A good rule of 

thumb is to always have 10 minutes worth of quality content 

available at any time. This will keep people scrolling, and 

stop them from losing interest. 

STEP 3
GIVE AND TAKE:

Don’t just launch straight into asking someone to vote, help 

or donate. Instead, get them to join the conversation. Make 

them feel they’re just as much a part of making the project 

something, like project updates or behind the scenes pics. 

This shows you value their support, and that they are truly a 

part of the creative journey.

HINT

Keep track: create a Google Doc to 

help you remember who you’ve 

messaged and when and where you 

messaged them. This way, you’ll hold 

yourself accountable to nurturing these 

relationships. 



04 FIND  
THE BIG  
FISH
Otherwise known as: superfans.

STEP 1
SPOT THE SUPPORTER:

Look at your Google Doc and your online conversations. 

Is there someone who keeps popping up? There’s your 

superfan. Bold them on your list. 

STEP 2
GET THEM EVEN MORE EXCITED:

Find out what it is they love about your music video. 

Message them directly. Build a dialogue. Get to know 

them. If you have promo materials, give them some. Only 

after you’ve built this relationship, ask them to help you 

promote through their own social channels. 

HINT

Don’t limit yourself to one audience. 

You can find and engage superfans 

in each of your targets (discussed in 

section 2). This helps bring your music 

video to the masses—and connects 

people who might not normally  

cross paths. 



05 TIPS AND TRICKS  
TO WINNING  
AN AUDIENCE

Do what you can’t do on TV. People watch 

videos online to see what they can’t 

normally see. 

Make sure you know the specs of the 

website you are using, and optimize your 

final product to be the highest quality 

possible within those parameters. 

Make the intro to your project shine. 

You have 15 seconds to grab someone’s 

attention, so make it count. 

Weigh the pros and cons of a lengthy video. 

If the subject warrants a longer format, 

consider breaking it into digestible parts. 

And remember, 40% of all YouTube traffic 

now comes from a mobile phone. If people 

can’t watch your video on their commute, 

they probably won’t watch it at all.

Content is king, but quality is queen. So 

make sure you up your audio, editing, and 

camera equipment. You could have the best 

script since Titanic, but if people can’t hear 

the actors, your shots are too shaky, or you 

hold your b-roll for too long, your audience’s 

interest will wane. Check out our DIYs on the 

STORYHIVE Facebook page to help bring 

your game to the next level.

Make use of tools like Hootsuite and 

Facebook’s admin panel to pre-schedule 

posts, monitor hashtags, and create lists to 

organize your audience. 



06 THAT  
TECHY  
STUFF
Let’s talk pixels. 

Because most campaigns will be run on social networks, here are the dimensions 

you will need to optimize your content for Facebook, Twitter and Instagram.  

For all other social networks please click here: postcron.com

TWITTER
There are really only three image sizes you need to worry about:

1. Profile picture: 400px × 400 px

2. Cover photo: 1500px × 1500px

3. Timeline photo

 Preview of the photo: 440px × 220px 

Only the very centre of the picture will be seen in the preview,  

so make sure the most important information is there.

 Expanded version of the photo: 1024px × 512px



07 THAT  
TECHY  
STUFF
Let’s talk pixels. 

FACEBOOK
Unlike Twitter, image dimensions can be a bit tricky 

on Facebook. Here’s a list of what you’ll need:

1. Profile picture: 180px × 180px

2. Cover photo: 851px × 315px 

3. Page app image: 111px × 74px

4. Content you share to your timeline:

 Shared link image: 1200px × 627px

 Shared image: 1200px × 1200px

5. Photos posted to your timeline:

 Desktop: 400px × 400px

 Mobile: 618px × 618px

For a more detailed outline on how your profile photo 

overlaps your cover photo see the image below:



08 THAT  
TECHY  
STUFF
Let’s talk pixels. 

INSTAGRAM 
A social channel dedicated to images 

demands accuracy. Luckily there are only a 

few dimensions you need to worry about:

1. Profile picture: 110px × 110px

2. Timeline image: 612px × 612px

 Maximum resolution: 2048px × 2048px



09 THAT  
TECHY  
STUFF
Let’s talk pixels. 

YOUTUBE
A few notes on posting your videos:

1. Keep your videos short: ideally,  

no more than 2 minutes.

2. Make sure you have clear titles and 

tags, to make sure people—and search 

engines—can find you.

3. Consider uploading not only to YouTube, 

but also directly to other channels (such 

as Facebook). Remember, videos placed 

natively in their respective apps often 

perform better than links from YouTube. 



10  
 

VIMEO
 

Vimeo is a great place to build community around your content, 
especially if you’re a director or filmmaker. 

Remember, the more places you put your video 
the more people will see it.

STEP 1
Upload your video. VIMEO supports HD so take advantage of that.

STEP 2
Share your work! 

STEP 3
Follow/subscribe other video makers. This is a great way to make 
connections and to develop a community around your creativity. 
You can even send direct messages. 



11 BRANDED 
STORYHIVE 
CONTENT

This toolkit comes with branded STORYHIVE content to help  

you spread the word about your project and attract fans.  

For more resources and tips, visit storyhive.com/resources.

INCLUDED
1. Facebook cover photo (2 versions)

2. Twitter header image (2 versions)

3. Sharable post images

 Square format works for Twitter, Facebook, and Instagram.

4. Sharable :15s videos (5 versions)

 Square format works for Twitter, Facebook, and Instagram.

 Included: 3-Point Lighting Hack, Teleprompter Hack,  

Plank Cam Hack, Punch Sound Hack and  

Reflector Card Hack

 Try and make reference to the hack in your post, so the 

audience understands. For example: “Hey guys, help me 

 

Vote at storyhive.com/[yourURL]”

5. STORYHIVE-branded video end slate

 For use at the end of your promotional video content.

FOLLOW US

   twitter.com/storyhive

   facebook.com/storyhive

   instagram.com/storyhive



12 STAY IN TOUCH

 
 

Don’t forget to mention, tag, hashtag and engage with 
STORYHIVE and TELUS online. It makes it easier for us to
join the conversation and promote your content. 

 

HERE ARE THE PRIMARY SOCIAL MEDIA
HANDLES TO ENGAGE:

WORDS OF ADVICE:

 

@STORYHIVE on Twitter

@STORYHIVE on Instagram

“STORYHIVE” on Facebook

@TELUS on Twitter

@TELUS on Instagram

“TELUS” on Facebook 

@OptikLocal on Twitter

#OptikLocal on Facebook and Instagram 

Take full advantage of every channel. Social Media is only as valuable as you make it. If you forget 
to post content for weeks at a time, people will lose interest and your audience won’t grow. Keep 
your content diverse and maintain your channels. 

Hashtags are great for marketing; they can be funny, and sum up your project in a matter of a few 
characters. They can also serve as a very practical organization tool:

Audiences can search your Hashtag to find other posts containing the same phrase. This enables 
people to discover your content more easily. You can even use this function to find archived 
content, like that great picture you posted 6 months ago. 

When tagging your videos, include the band name, the cast and crew, the production company, 
the song title, album name, genres, titles of other popular videos you've been a part of. It will make 
your music video easier to find and will make it more discoverable when people are browsing 
related content. 


