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Internet penetration in South Africa 
is at 62% and we have the highest 
mobile connectivity in the world, 
at 176%!  Social Media are used by 
37% of the population with people 
spending an average of just over 3 
hours a day on social media.1

Undoubtedly, social media platforms 
are powerful marketing tools and 
they will certainly appeal to young 
talent.  Which platforms to use and 
how best to use them to engage with 
this target audience are important 
considerations.  Ensuring that you 
have a well-thought-out social media 
strategy that is properly managed and 
enhances your brand and reputation 
is of utmost importance.  This toolkit 
will help you to do just that!

  Which platforms do students use? 

  According to the 2019 SAGEA Candidate Insights Study among over 2000 recent graduates, 77% 
are on LinkedIn and used this platform for their job search, 57% are on Facebook with 51% using 
Facebook for their job search, 47% are on Instagram but 27% used it for job search purposes and 46% 
are on YouTube with 33% usage as part of a job search strategy.  28% are on Twitter and used Twitter 
to aid in their job search. Pinterest is used by 17% and Snapchat features with only 11% of candidates. 

  Which platforms do they find “very useful” when searching for a job?  

  According to the same research, 55% found LinkedIn very useful during their job search, 19% said the 
same about YouTube and Twitter, respectively, 18% found Facebook useful and 5% thought Pinterest 
or Instagram had been very useful.

  How do students use social media for job search purposes? 

	 	Mostly,	students	will	use	social	media	platforms	to	find	out	about	an	employer’s	graduate	vacancies,	
to get tips on interview and selection processes, to utilise banners and links and to join employer 
networks, groups and pages.

  So, which platform/s should you, as an employer be using? 

	 	Different	platforms	can	be	used	for	different	purposes	–	and	costs	will	vary,	too.	Decide	what	you	aim	
to achieve through your social media presence and then choose the right platform.  Is your primary 
purpose to build brand awareness, to promote your employer value proposition, to appeal to students 
to	apply	for	your	graduate	programme	or	bursaries	or	to	promote	a	specific	event	such	as	a	career	fair?		
Knowing what your end-goal is will assist you to choose the right platform.

Which platforms should you use 
and why?

1  Extracted from We are Social, Hootsuite, Digital 2020, Feb 
2020. See www.datareportal.com/reports/digital-2020-
south-africa



Each social media platform works best with different types of media. To get the most out of your chosen platform/s, use media that audiences prefer on 
each:

LinkedIn

Pinterest

Facebook

Twitter

Instagram

LinkedIn is a specialised professional platform. 	At	a	minimum,	keep	your	company’s	LinkedIn	profile	up	to	date	and	use	it	to	post	graduate	vacancies.	
Image,	short	text	and	link	combo’s	work	well	on	LinkedIn,	as	do	short	video	clips	and	infographics.	This	is	also	the	ideal	platform	for	long-form	blog	posts,	
which you could use to talk about your company culture, your social and environmental citizenship, and other business topics that you know (from 
SAGEA’s	Candidate	Insights	Studies)	are	important	to	the	graduates	you’re	targeting.	

Targeted	advertising	or	boosted	posts	on	LinkedIn	are	reasonably	inexpensive	and	can	be	used	to	good	effect	at	key	times	in	your	employment	cycle,	such	
as	just	before	your	application	closing	date.	Join	LinkedIn	groups	that	resonate	with	your	brand	and	establish	the	best	groups	to	share	your	organisation’s	
expertise.		Many	employers	also	give	candidates	the	option	of	providing	a	link	to	their	LinkedIn	profile	when	applying	for	positions	–	in	preference	to	
having to upload a CV.

Like Instagram, this is a mostly-visual platform. Unlike Instagram, Pinterest is about curating visual content and adding value, rather than sharing for fun. 
As such, it will be more suited to some industries than others. Any industry that produces products that are great to look at could use this platform to 
good	effect	–	fashion,	retail,	motor	manufacturing	and	architecture,	for	example.		

Infographics and how-to guides are also popular on this channel, provided they are visually appealing, so stunning data visualisations paired with 
beginners guides on how to produce them using popular or emerging programming languages could work well for attracting quantitative skills. Assess 
whether Pinterest is relevant to your business and whether you can produce the type of visually stunning content that grabs attention here. 

Facebook is a great platform for sharing curated content	–	specific	campaigns,	providing	insight	into	your	EVP	and	for	promoting	events.		In	South	Africa,	
videos	have	the	highest	engagement	rate	(7.6%)	on	Facebook,	followed	by	images	(4.13%),	so	leverage	these	as	much	as	possible	to	create	a	good	‘feel’	of	
what	working	for	your	company	is	like.	Paid-for-advertising	and	boosted	posts	on	Facebook	are	critical	to	make	sure	your	posts	don’t	get	lost	among	all	
the	cat	memes,	but	fortunately	it’s	relatively	inexpensive,	and	can	be	targeted	effectively.		

Twitter is mostly used to keep up to date with news and, as indicated above, is somewhat less popular with students, so assess whether it is relevant to 
the	graduates	you	are	targeting.		The	challenge	is	making	sure	career	information	makes	it	into	students’	feeds,	and	this	means	a	lot	of	frequent	posting.	
You	might	already	be	using	Twitter	to	share	news	that	is	relevant	to	your	customers	and	clients	–	industry	news,	company	news	or	product	news.	You	
can	then	share	this	with	your	student	followers	but,	perhaps	use	different,	more	informal	language	than	you	would	use	for	customers.		If	your	CEO	or	
Executives are active on Twitter, and followed by students, you can encourage them to post content that is relevant to students.

Who would have thought that Instagram could be used as a recruitment tool?  Well, it can be!  Use this platform to add a bit of fun to your social media 
presence	–	show	the	fun	side	of	your	corporate	culture	by	posting	high-resolution	pictures	of	events,	quotes,	and	stories.		Instagram’s	use	as	a	video	
platform	is	also	on	the	rise.	Once	you	have	created	a	following	you	can	post	announcements	about	your	graduate	opportunities.



Getting your social 
media presence right

There are many considerations when planning your social media presence.  
The most important of these is to have a clear strategy and the correct 
resources to manage the platforms you have chosen to use.  

Here are the things you need to think about:

Review and 
evaluate

As with all marketing tools, you will need to constantly evaluate your social media strategy and 
presence.  Are you achieving your goals or do you need to tweak various elements?  Use the analytics 
provided by the platforms you use and monitor market research to assist you in planning your 
presence.

Social	media	is	part	of	your	company’s	
bigger digital presence, so try to coordinate 
with your marketing team to leverage your 

website,	keywords	that	are	used	to	find	and	
promote your company online, search engine 
optimisation	efforts	and	so	on.

A key success factor will be the extent 
to which you monitor your social media 
presence and measure the impact of 

campaigns.  An attractive feature of all social 
media platforms is that they provide almost 
instant analytics. Set clear campaign goals and 
measure your progress towards meeting them.

Having a social media presence means 
being responsive, therefore you need 
to ensure that you have the necessary 

resources. Many platforms require a two-way 
“conversation” with followers.  You also need to 
carefully manage spam or any negative posts by 
followers.  Failure to do so can cause irreparable 
damage to your reputation.

#’s	are	ubiquitous	with	Facebook	and	
Twitter, and increasingly on LinkedIn.  
Choose	the	right	one’s	for	your	business	but	

don’t	overdo	them!

Use social media platforms to build a 
graduate community and following.  
Personalise and tailor your content 

according to the needs of your student audience, 
as well as to the platform itself. Native content for 
each platform is important, not just to increase 
engagement but to keep search engines happy.

Ensure that you have a clear social media 
policy outlining company expectation for 
employee conduct online. Restricting who 

can post about the company is an increasingly 
dated	concept	–	and	if	your	employees	want	to	
engage with you or promote you on social media, 
why	would	you	want	to	stop	them?	Instead,	help	
your employees be good brand ambassadors 
by	clearly	defining	your	social	media	“do’s	and	
don’ts”	and,	if	necessary,	workshop	these	with	
your	employees	and	influencers	who	will	assist	
with your social media presence.

Ensure that your EVP for young talent is 
clearly	defined	and	then	communicated	
via the most appropriate platforms for your 

brand.

Recognise that building a social media 
presence	and	following	takes	time	–	but	if	
done properly, it is a worthwhile investment. 

Involve employees in your social media 
platforms and presence and identify 
influencers	among	your	student	network.	

Likes, shares and comments are the engagement 
collateral of social media campaigns. User-
generated content is even better. Why not invite 
your	previous	year’s	graduate	recruits	to	share	
short video clips of how they have experienced 
your	programme	so	far?
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