Top 10 social
media trends
For growing your cyber business
in 2021

Social media
evolution in 2020
If we learned anything from 2020, it's that
the world is changing faster than
expected and that new trends are
shaping our realities.
For businesses, this means increased
pressure to adapt and remain relevant to
their customers.

Interesting stats that are
shaping trends for 2021
Since 2010, the number of active social media users has grown from 970 million to
3.81 billion in 2020 - that's almost half of the world's population that are currently on
social media. Without a doubt, a significant segment of this huge number of people
will be your target audience.
Forced by the lockdown and isolation policies, in 2020, people spent more time online
than ever before. In fact, 47% more people are spending more time using social
media than before Covid-19. This reality is likely to shape the trends for 2021 as well.

Top 10 trends to watch
for in 2021
Memetic media will
continue to boom
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Memetic Media, or memes, act on 4 levels:
(1) See (publish, share, or repost engaging
posts that will be seen by a large
number of users).
(2) Think (users associate the brand with a
positive feeling that memes have instilled in
them, such as fun, nostalgia, feel good, etc.).
(3) Do (purchase).
(4) Care (users continue to engage with the
brand by repurchasing it, or/and becoming
brand ambassadors).
In 2020 users engaged with memes as a form of escapism. From August 2019 to July 2020,
the mention of memes increased by 26% (Talkwater).
Although they are most popular among younger audiences, brands like Pryvate, a secure
communications app, demonstrate memes can be very successful among all age groups
when used in the right manner.
Memes work better on social media than branded content, because people want to be
entertained on social media.
That’s why a dog meme will always be more engaging than a corporate
post, as long as the meme is, in some way, relevant for the brand.
Plus, memes are usually memorable, and they tend to create
brand associations.

Behind the Scenes:
bring back the
human touch
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In the context of Covid-19's work from home
and partial or full lockdowns, many of us
have missed connecting with real people in
their natural environments.
The chance to get to know someone beyond
their corporate title is something that social
media users showed increased interest in
during 2020.

Behind the scenes content humanises brands, giving them a face, a smile, and a
personal story.
Symantec, a security products enterprise, or Crowdstrike, an internet company, capitalise
on this approach to generate more engagements for their posts. This translates into
increased brand awareness and more opportunities for finding leads, converting them
into sales from social media.

User-generated content
takes the floor in 2021
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Users are creating and uploading pics and videos on TikTok, Instagram and Snapchat
daily. In fact, Snapchat has included e-commerce brand integration since June, allowing
brands such as Nike, Jordan, Gucci, and most recently Levi’s, to showcase their products.
Like this, snappers can use these cool brands to style up their avatars, and then post
photos or videos of them wearing branded items.
User-generated content can be highly effective for brands.
Look at Ocean Spray, where a user recorded himself enjoying
the drink while skating and listening to the Fleetwood Mac
song, 'Dreams'.
The video went viral, the song (popular in the seventies) came
back into the charts and the person taking the video created
a trend, as many other users began replicating the clip.

Old-school
marketing adapted
for a new market
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Old-school marketing processes, like
email marketing or podcasts, will
continue to be popular in 2021.
Brands are looking for simpler ways to
engage with their audiences in
uncertain times.
However, old-school marketing will
need to be adapted to the new market.
Marketers will need to incorporate existing technologies to be relevant to the new market.
In the new normal, phones are being used more for voice rather than text, as a way to
maintain social connectivity. This sees the rise of voice search, voice notes, and even
voice Tweets.

Social gaming = gaming social
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The number of people who identify as gamers has increased from 31.1 million in August
2019 to 41.2 million in July 2020. This shows that people have turned to gaming as a
means of distraction during the pandemic.

Gaming creates habits, and also
gaming communities.
Tapping into these
communities with gaming-like
content will likely increase
followers’ engagement.
Engaging with gaming-like
posts will also create a brand
community with engaged
followers, as long as the
content continues to be
interesting.

Brands are pushed
more towards the
paid social media
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Facebook (and implicitly Instagram) are gradually removing some features:
Tagging companies and employees on corporate accounts.
Creating polls.
Decreasing reach, impressions and engagement for business accounts.
Social media platforms are pushing
companies to use paid social media. This
includes ad campaigns or post boosting
for being visible on social.
Their algorithms keep changing,
disfavoring business accounts by limiting
their reach, likes and impressions. For
this reason, many companies on social
media platforms are turning to paid
advertising.

However, paid social media allows for more detailed targeting, which helps brands
connect with relevant followers, with whom they can later develop meaningful
conversations.

Socially conscious
consumers will lead social
media content in 2021
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Brands are tapping into the socially-conscious audience (i.e. Nike - "For Once Don't
Do It" - A response to Black Lives Matter which saw huge engagement and hashtag
mentions across the world). Remember: authenticity is a huge reason for a
campaign's success.
For cyber companies, being socially conscious means educating users on
how to protect their online privacy, keep their data safe, and stay away
from cyber threats. Companies like Signal or Pryvate are leading the way in
this direction.

For socially conscious brands in the cyber tech industry, try
showcasing your gender-equal workforce, which is what bigIDsecure
have done.

The 4 Cs of Covid-19
in social media
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Covid-19 is changing the way people live,
and this should be reflected in the way
brands communicate.
Here are the 4 Cs of Covid-19
communications:
1. Create routine.
2. Continue connections.
3. Care for yourself and your loved ones.
4. Consider change.
Incorporating messages that address these 4 Cs into the brands’ social
media content will help to:
Build stronger relationships with their followers.
Create interest in their brands from users who are not yet already
following them on social media.
Position their brands like flexible, early adopters, trend-setters.

How-to videos to
educate and engage
audiences
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The importance of video content for companies’
marketing strategies has constantly increased
from 78% in 2015 to 92% in 2020.
Video content represents one of the most
engaging formats on social media because it
keeps users on the platform for a longer period
of time. Companies using this format have seen
increased reach and engagement for such posts.
For cyber companies, it is important to show
users how to utilise their products or services.
Cyber products and services are usually too technical for regular users who need tutorial
videos, explaining them in a simple, clear and engaging manner, how to use the specific
cyber product or service and to educate them on why they need such services.
Examples of video tutorials for cyber companies can be:
How to install an app.
How to perform an action within an app.
How to use the app.
How to set-up a security camera.
"How to" tutorials that help inform users in
this type of format are favored by social
media platforms.
Also, due to its practical educational
approach, it will continue to attract users’
attention on social media in 2021.

Informative content
still valuable in 2021
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It’s no longer a novelty for people to use social media as a source of up to the
minute information. In fact, a recent survey shows that 39% of the UK respondents
are using social media as their source of news.
This is a good opportunity for companies that can act
as a reliable news source for their followers by:
Sharing industry headlines.
Debating news flashes.
Commenting on reports that relate to their
customers' industries.
These types of formats keep brands relevant on social
media, allowing them to show their expertise by
interpreting industry data.

Are you excited by the opportunities presented
by social media, but need help implementing
these trends into your own strategy for 2021?
We’re game! Get in touch with us today via email:
elena@oggadoon.co.uk

