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Submit your questions now 
using Zoom chat

Click the chat button on the bottom 

of the screen to submit your 

questions for the call

Having technical issues? Email events@esource.com or call 1-800-ESOURCE 
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11:00–11:40 a.m. ET

11:40–11:50 a.m. ET

11:50 a.m. –12:30 p.m. ET

The lay of the land: Social media trends across the 

utility industry and the Tennessee Valley

Break

How to organically grow your social media presence 

and create engaging content
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Session outline

Social media trends across the industry

Social media trends across the Tennessee Valley 

COVID-19 utility social media trends

Discussion
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Industry insights
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The top uses of social media for utilities
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Instagram is a growing channel 
for utilities
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Metrics utilities use to measure success
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Social media management tools
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Industry and 

Tennessee Valley 

benchmarks
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Methodology
▪ Created an industry landscape of 150 North American utilities and 25 organizations 

from the Tennessee Valley (TNV) using RivalIQ, a social media analytics tool

▪ Industry benchmark snapshots for 5-month period (February 2020 to June 2020)

▪ TNV benchmark snapshots for 5-month period (February 2020 to June 2020)

▪ Social posts = total number of posts done across channels during the selected time 

period 

▪ Social engagement = total engagement* received across channels (count of 

measurable interactions including retweets, likes, comments, and shares)

▪ Engagement rate by follower = total interactions on posts* published during the 

selected time period, per follower, expressed as a percentage

* includes boosted and organic posts, except for Instagram; doesn’t include pure ads
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Industry: Social post total and by day 
(February 2020 to June 2020)

Average posts per month Average posts per day

90.6

30.2

12

3

3

1

0.4

0.1
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TNV: Social post total and by day 
(February 2020 to June 2020)

24.1

24.1

15.1

0.8

0.8

0.5

Average posts per month Average posts per day
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Industry: Social engagement total
(February 2020 to June 2020)

Average number of engagements per month

400

3,600

742

6.2
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TNV: Social engagement total
(February 2020 to June 2020)

86.6

1,160

127.2

Average number of engagements per month
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Industry and TNV: Engagement rate by 
follower (February 2020 to June 2020)

Landscape average =         1.76%

Landscape average =         0.36%

Landscape average =         0.11%

Landscape average =        0.041%

1.66%

0.81%

N/A

0.024%

Industry TNV
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Key findings

▪ Social posts per day 

▪ Room for improvement on Twitter

▪ Almost on par on Facebook

▪ Leading the industry on Instagram

▪ Social engagement total

▪ Room for improvement across all social media channels

▪ For each channel, the TNV average is less than half of the average for the 

utility industry. 

▪ Social engagement rate per follower

▪ Room for improvement on Twitter

▪ Almost on par on Instagram

▪ Leading the industry on Facebook
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Most engaging posts: Facebook 
(February 2019 to June 2020)
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Most engaging posts: Twitter 
(February 2019 to June 2020)
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Most engaging posts: Instagram 
(February 2019 to June 2020)
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COVID-19 utility 

social media trends
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Current and future COVID-19 trends 

Thanking and featuring employees 

for their hard work

▪ Showcasing the amazing 

things they do at work and in 

the community

Featuring animal content

▪ To educate

▪ To create a lighthearted tone

▪ To demonstrate humanity 

Taking part in national 

conversations and holidays

▪ BLM, Pride month, 

Independence Day, International 

Women in Engineering Day 

Showing support

▪ Businesses, employees, 

healthcare workers 

Sprinkling in classic utility content

▪ Outages, infrastructure updates, 

updates on renewable or 

decarbonization goals



© 2020 E Source | www.esource.com 26

See the latest weekly trends in social media

A weekly update on the top-performing utility social media posts during COVID-19

https://www.esource.com/126201gagu/top-performing-utility-social-media-posts-during-covid-19
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10-minute break!
Stay in this meeting!

Up next: How to organically grow your social media presence and create 

engaging content
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Session outline

Easy, organic ways to increase followers and engagement

How to create engaging posts

Examples of utilities and companies doing this well

Discussion/Q&A
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Easy, organic ways 

to increase followers 

and engagement
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Use your other communication 

channels

Blog

Website

Feed
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Use your other communication 

channels

Email Insert
Newsletter
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Incentivize customersIncentivize customers
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Partner and cobrand
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Be useful!
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Our recommendations

▪ All communication channels and 

materials should point to social media

▪ Incentivize customers to follow and 

engage with you

▪ Partner and cobrand with other 

organizations to promote your brand

▪ Be useful!
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How to create 

engaging posts
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Tell stories
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Be VISUAL
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Incentivize customersMade you look! (at my text)
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#Hashtags
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Humor and puuursonality
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Our recommendations

▪ Tell the stories of your employees, 

customers, and community

▪ Make every post visual or interactive in 

some way if possible

▪ While being visual is important, your text 

should also be engaging

▪ Hashtags are a great way to start and 

participate in conversations

▪ Don’t be afraid to use a little humor, 

personality, or emojis
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Final questions and discussion
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E Source social media resources

▪ A weekly update on the top-performing 

utility social media posts during COVID-19

▪ The essentials for a strong social media 

strategy

▪ Addressing negativity on social media

▪ How are utilities using social media to 

promote their carbon-reduction efforts?

▪ Spring 2020 E Source Social Media 

Summit

▪ COVID-19 resource center

https://www.esource.com/126201gagu/top-performing-utility-social-media-posts-during-covid-19
https://www.esource.com/10320-001/essentials-strong-social-media-strategy
https://www.esource.com/126191fkrw/addressing-negativity-social-media
https://www.esource.com/126201g1sa/how-are-utilities-using-social-media-promote-their-carbon-reduction-efforts
https://www.esource.com/social-media-spring2020
https://www.esource.com/127201g32a/covid-19-resource-center
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Other helpful tools

▪ TVA marketing hub

▪ Canva: Free, easy-to-use design tool that helps you create engaging 

social media posts

▪ IFTTT: Free tool that helps you automate some social media 

processes such as posting the same post to multiple social media 

channels

▪ CoSchedule’s social message optimizer: Helps you fine-tune every 

post for maximum engagement

▪ A scheduling/editorial tool to plan out and automate social media 

posting (Hootsuite, Buffer, Sprout Social, and more)

▪ A link-shortening tool such as Bitly or TinyURL.com

https://www.canva.com/
https://www.canva.com/
https://coschedule.com/social-message-optimizer
https://hootsuite.com/
https://buffer.com/
https://sproutsocial.com/
https://bitly.com/
https://tinyurl.com/
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Thank you! Questions?

Shelby Kuenzli
Analyst, Customer Engagement Solutions

E Source

303-345-9164

shelby_kuenzli@esource.com

You're free to share this document in its entirety inside your company. If you'd like to quote or use our material outside of your business, 

please contact us at customer_service@esource.com or 1-800-ESOURCE (1-800-376-8723).

Have a question? Ask E Source!

Submit an inquiry: 

www.esource.com/question

mailto:shelby_kuenzli@esource.com
mailto:customer_service@esource.com
http://www.esource.com/question

