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What are the principles of effective strategies (incl. 
storytelling and collaborating)? 
 
How can we grow our followers, and 
can we move from passive to active 
engagement?  
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Largest international organization/nonprofit on 

social media with over 32 million fans/followers 

  UNICEF on social media overview  
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  Facebook 

• Despite Facebook reducing organic reach, maintained very strong growth 

• We create, as well as source and optimize, most engaging content possible on 

UNICEF’s key priorities and relevant topics  

• Emotive, first person, child focused, empowering, image led 
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  Twitter 

• Turning various UNICEF digital content into clickable tweet form 

• Creating image led content, including graphics, videos 

• One of few UN agencies to share stories from outside news sources and jump into 
trending conversations 
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  Twitter content 

• In 2015, series of #youthtakeover(s): handing over our account to young African 
female advocates, Syrian refugees and climate change campaigners.  

• Boosted reach and engagement, demonstrated transparency and genuine youth 
engagement and led to positive press coverage. 

• Recognized (by the 2015 Twiplomacy study) as the “by far the most engaging” 
international organization on Twitter 
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  Engagement life cycle 



8 

  Youth engagement – Voices of Youth 

• Voices of Youth is our key online initiative which aims to inspire, engage and empower 
young people across the globe  

• Vibrant community of youth bloggers from around the world, offering inspiring, original 
insight and opinion on a variety of topics 

• Offer blogging internships – in Spanish, French and English - for young people to 
strengthen their blogging skills and learn more about social, economic and political 
issues 
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  Youth engagement – mapping and digital citizenship 

Voices of Youth Maps:  
 

• Empowering marginalized young people around the world through technology 

• Digitally illustrating challenges and opportunities that young people face in their 
communities, to raise awareness and do advocacy 

Voices of Youth Citizens:  

• Gathers timely and relevant information to help young people, policymakers and public 
understand opportunities and risks digital presents to young people 
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2. 

What are the 

principles of 

effective 

strategies? 



2.1 

The power  

of storytelling 

11 

• Everyone is a storyteller 

 

• We’re programmed as 

humans to follow and 

understand a message if 

it’s told as a compelling 

narrative 

 

• Taking a storytelling 

approach has helped us 

dramatically increase our 

reach and engagement 
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Everyday Voices   

 

  The power of storytelling 

 

• First person, telling their story 

 

• Rather than trying to shoehorn 

issues or show what UNICEF 

is doing, allow those affected 

to simply tell their stories  
 

• Not only much more engaging, 

but issues still tackled  

 

• Over 400% growth on 

Instagram in 2015  

 

• Big increase in views per video 

- and pickup by media outlets 
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The power of storytelling 

Blogging – your staff are storytellers 
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  The power of storytelling 

Blogs picked up by news outlets 
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Using a platform to tell a story: Day of the Girl on Instagram  

  The power of storytelling 
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The power of storytelling 

Day of the Girl on Instagram 



2.2 

Joining the 

conversation 

rather than 

always trying to 

start your own 
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• As the UN, we’re always going to 

have very good reasons to start our 
own conversations 
 

• But that doesn’t mean we 
shouldn’t look out for meaningful 
and relevant moments to join in 
and add value  
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  Joining the conversation 

• Huge campaign, started organically in April 2014 

 

• No brainer to join, chimed with many of our issues 

 

• More importantly, could add value to conversation  

#BringBackOurGirls 
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#BringBackOurGirls 

  Joining the conversation 

0.00% 5.00% 10.00% 15.00% 20.00% 25.00%

No Lost Generation

Water Is

BringBackOurGirls

Engagement rate – Campaigns 

Twitter Facebook
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#youthtakeover on refugee and migrant crisis 

Joining the conversation 

• Europe refugee crisis,  
big opportunity 
 

• Wanted to insert children’s voices into 
conversation in authentic way  
 

• Four Syrian refugees, in Austria, Turkey 
and Jordan 
 

• Reached 12 million – x3 our daily 
average   
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Blogging as a means to join conversation 

  Joining the conversation 

• Is a topic relevant to your mission in 
the news or being talked about?  
 

• As we expand our blog in 2016 
we’re looking for entries for our 
‘Experts Speak’ and ‘Data and 
Research’ categories 
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  Joining the conversation: Post 2015 / Agenda 2030 

Goals  

 

• Create and share compelling social media content 

around the most talked about/child-relevant 

moments at the UN General Assembly in real time 

 

• Insert UNICEF and children into conversations at 

a critical time 

 

• Reach new audiences who hadn't previously 

engaged 

 

Results 
 
• Leading voice on children at UNGA by far, owning 

46% of conversation (closest next was 29%)   

 

• Facebook engagement 150% increase; Twitter 

over 100% increase in reach  

UNGA live coverage: Content Studio 
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Joining the conversation: climate change 

Getting children in climate change conversations 

 
Goals  

 

• Repeated Content Studio model for COP21 

(without an agency).  

 

• Huge increase on engagement compared to 

previous years  

 

• #ClimateChain at UNGA  

 

 

Results 
 
• #6 in Twitter influencers on climate change in 

Carbon Brief study  



2.3 

Multi-platform 

approach 
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  Multi-platform approach 

• Over 1 million followers, most rapidly growing 

platform - 400% growth in 2015 

 

• Curate most visually striking UNICEF photos - 

prioritizing emergencies and personal stories 

 

• First person content, ‘Everyday Voices’ style portraits 

Instagram 
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  Multi-platform approach 

Snapchat 

• Snapchat content is temporary, and disappears within 24 hours. UNICEF's content 
fits within this style by creating multiple images/videos (aka ‘Snaps’) that are 
threaded back-to-back to form a short narrative around specific topics (aka ‘Snap 
Story’). 

• Snapchat content is like no other platform in its whimsical and fleeting nature, and 
allows us to cover topics and events we might otherwise not 

• We receive around 2.5k views per story on Snapchat   
• We started our account in April 2014 with the launch of the 

#BringBackOurChildhood campaign - Support from influential Snapchat users 
helped UNICEF launch with a strong following, and has fueled growth with each 
new campaign 

• Successful Snap Stories focused on content created by refugee children 
(#BringBackOurChildhood), events (#UNGA #ClimateChain), and timely 
newsworthy content such as children on the move from Syria through Europe. 



Thank you! 
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gbeger@unicef.org 

@begerrit 


