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Why hashtags are so successful

Hashtags are ubiquitous. We use them on social media to collect information, take part in conversations or 

to express our emotions. Sometimes, we even use hashtags in everyday speech offline.

But hashtags are also important on a bigger scale — for memes, for when things go viral, or for marketers 

trying to get some traction with a hashtag campaign.

Overall, hashtags still very much serve a purpose and can be used in many ways to enhance the social 

media experience for everyone.

Hashtags collect information

Hashtags are used to make information easily accessible and searchable. They are created by companies, 

social causes or even just plain user power to collate conversations about certain topics.

Hashtags make it easier to search social media for conversations and to take part in them. It can start with 

the spontaneous creation of a hashtag in a conversation between friends. But itʼs also happening on a 

bigger scale, e.g. with trending topics on Twitter, e.g. when everyone is talking about a TV show premiere or 

about the news.

Hashtags make events more social

They can connect the attendees of an event, giving the audience a way to interact with each other, discuss 

relevant topics on social media and share their thoughts to be seen by others.

Hashtags are a great addition to all kinds of events. Let attendees discuss talks they see at a conference. 

Create a live and collaborative photo album at a wedding. Or drive communication at a trade show. There 

are many more ways to use hashtags at events, especially in combination with a social media wall that 

displays the conversation centred around a hashtag.
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BMW Group Germany used a hashtag campaign to enhance a 500-people event they organised. They set up 

the hashtag #BMWWOLCon for the event “BMW Working Out Loud Conference”. The organisers collected all 

posts on a social wall and showed the wall on a big screen on stage after each moderation, in the break, and 

during the workshop as well. This way, people could always see what was happening on social media. In 

addition, it encouraged people to use the hashtag. Attendees loved seeing their posts appear on the wall 

the moment they published them. 

Hashtags are expressive

Hashtags can also be used to embellish tweets with humour or other emotions. This adds a secondary layer 

to communication beyond the written word and allows people to express themselves or to create a sense of 

community.

The often wordy creations were never meant to spread anything, but are simply a part of Twitter lingo and 

used to make more or less clever utterances. Hashtags like  Hashtags like #BecauseReasons or 

#SorryNotSorry are not used to focus a conversation but are simply funny quips.

Nowadays a lot of people have taken this to the next (arguably somewhat annoying) level by #hashtagging 

#every #single #word in their tweets or Instagram posts. From a marketing perspective, this is, of course, 

rather useless because most of those hashtags are not in the least bit unique (or too unique, when whole 

sentences are turned into hashtags) and cannot really be used to search for content. But using hashtags 

that way allows people to express themselves and show their belonging to a certain age or interest group.

The benefits of using hashtags in marketing 
campaigns

Hashtags accompany almost all our online conversations. They can add contextual cues to a message or 

indicate the authorʼs emotions. They can be used to inject humour and sarcasm or create a connection by 

tapping into a community.

Often, hashtags can develop all on their own, like a snowball gathering more snow and turning into an 

avalanche. But hashtags can also be driven single-handedly by outside forces who already have a lot of 

clout. In these cases, when thereʼs a conscious decision to market a certain hashtag, we are talking about 

hashtag campaigns.

The main opportunity for marketers lies with the creation of these hashtag campaigns. A hashtag campaign 

is a marketing initiative meant to gain social media attention, create engagement, or drive traffic for a 

specific topic, product or idea.

Hashtags also function as virtual beacons or anchors on social media networks. They focus and bundle 

conversations.
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When used correctly, hashtags can make it easier to:

● follow conversations on social media,

● keep track of the news,

● stay connected and discuss topics at events and conferences,

● allow causes to gain traction,

● help companies run promotions,

● connect friends, strangers,  people who share the same interests.

Hashtags are created by individuals, activists, nonprofit organisations, companies, and many others. 

Theyʼre also used for more private means, for example at weddings and birthday parties as a way to collect 

photos and posts by attendees.

When hashtags catch on, they can be immensely powerful, going viral and reaching millions of people 

around the world. Making good use of hashtagsʼ natural capability for gaining reach, marketers are utilising 

them in marketing campaigns.

A hashtag campaign is a marketing campaign that relies on hashtags to generate engagement and gain 

reach on social media. When brands first consider creating a hashtag campaign, they are often held back by 

certain fears that come with every new territory.

● What if no one takes part?

● What if users post the wrong kind of content?

● What if someone hijacks my campaign and it has a negative effect on my brand?

These are all completely understandable fears. And theyʼre not irrational either. All of this can happen and 

has happened to brands before. But the good news is that all of these mishaps are avoidable if you follow a 

few simple rules.

By doing your research, planning your campaign properly and promoting the hell out of it, you will be on 

the best path to a successful hashtag campaign. This ebook will show you what you can do to create a 

successful hashtag campaign and walk you through each step.
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How to use hashtags
on different social platforms

How hashtags are used — their placement, the recommended number of hashtags per posts, and whether 

they are tied to search functions — varies from network to network.

How to use hashtags effectively on Twitter

Should you use hashtags: yes

The recommended number of hashtags per tweet: 1–2

Are hashtags hyperlinked: yes

Hashtags on Twitter are hyperlinked and a popular tool to bundle conversations around trending topics, 

Twitter chats, marketing campaigns, breaking news, etc.  

On Twitter, hashtags are a great discovery tool for new content. Hashtags automatically turn into links, 

which lead to a search results page for other tweets using the same hashtag. This also includes suggestions 

for related searches, allowing you to discover new content even more easily.

Research shows that using some hashtags (as opposed to none) will get you seen more on Twitter. 

However, hashtag overuse will be frowned upon, and hashtag-laden tweets are easily dismissed as spam 

messages.

How to use hashtags effectively on Instagram

Should you use hashtags: yes

The recommended number of hashtags per post: 7–10

Are hashtags hyperlinked: yes

Instagram is a good place for schools to raise brand awareness and engage your existing community of 

students and alumni. Hashtags on Instagram serve as a content discovery tool and are widely used.

Just like on Twitter, hashtags turn into links which then show search results for posts that also use the 

hashtag.

Instagrammers very much like to use hashtags to discover more content from people with similar interests, 

which often leads to likes and sometimes even to new followers. You can also follow hashtags on Instagram, 

much like you would follow a profile, and theyʼll show up in your feed. Plus, you can add clickable hashtags 

to your profile bio and your Instagram Stories as well.

The acceptable number of hashtags per post is much higher than on Twitter. Instagram allows up to 30 

hashtags per post. Using multiple hashtags leads to good results, and 7–10 hashtags per post are seen as 

best practice. But more than ten on one post may end up looking like spam.
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How to use hashtags effectively on Facebook

Should you use hashtags: depends

The recommended number of hashtags per post: 1–2

Are hashtags hyperlinked: sort of

Hashtags are less effective on Facebook than other platforms, as the networkʼs stringent privacy settings 

prevent hashtagged posts from showing up in search unless their visibility is set to “public”.

Of course, everything that is posted publicly can still be found via search, so you can still use hashtags on 

your own pages and encourage your fans to post on your page using hashtags.

Facebook also creates unique URLs for hashtags, where all posts with that hashtag are collected, e.g. 

facebook.com/hashtag/socialmedia for #SocialMedia. It can be worthwhile for your brand to create a 

unique hashtag and then specifically drive traffic to that page.

But if you want to find content with your hashtag posted by anyone else on their own profiles, you can only 

do so when itʼs actually public content. Furthermore, hashtags used in comments, public or not, donʼt show 

up in search either.

So, when running a marketing campaign with hashtags on Facebook, youʼll need to inform your fans that 

they need to make their posts with your hashtag public so you can see them. Overall, this can take a lot of 

effort and can hamper participation, especially in times of privacy fears.

Many brands now opt to run hashtag campaigns and competitions directly on their Facebook page, asking 

people to post entries there using the hashtag or simply by posting in the comments of the brandʼs post.

How to use hashtags effectively on LinkedIn

Should you use hashtags: yes

The recommended number of hashtags per post: 3–4

Are hashtags hyperlinked: yes

Hashtags on LinkedIn are hyperlinked, and you can also follow hashtags as you would do with people or 

groups. But as with Facebook, LinkedInʼs complicated privacy settings impact whether content using 

hashtags can be seen and found via search.

Whatʼs interesting is that hashtags on LinkedIn are not just connected to status updates but also to 

LinkedInʼs built-in publishing platform where you can add hashtags to your articles before publishing.

When you click on a hashtag or search for one, articles tagged with that hashtag will show up in the search 

results next to regular public posts from your network that are using the hashtag. Whether you post a status 

update or a LinkedIn article, you have to make your whole profile publicly visible for any of it to be found 

via hashtag search.
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How to use hashtags effectively on Pinterest

Should you use hashtags: yes, but sparingly

The recommended number of hashtags per post: 2–5

Are hashtags hyperlinked: yes

Hashtags on Pinterest are hyperlinked to the search results for posts using that same hashtag. 

You can use hashtags in the description of your pin, but also when commenting on pins. In both cases, the 

hashtags will be clickable and lead to the search result. Unlike with Instagram, it doesnʼt make sense to use 

hashtags in your bio or even in the board description or board name, as they wonʼt be clickable.

As for the number of hashtags: you can add up to 20, but that will be seen as spammy. Some hashtags will 

likely help you get some exposure, though. Stick to something between two and five hashtags. Be sensible 

and only add hashtags that make sense and lead to good search results. And donʼt use the same hashtags 

for each one of your pins, as you will only attract the same audience every time, rather than widening your 

audience.

As you type the hashtag symbol into the pin description, Pinterest will give you a dropdown list of popular 

hashtags, including the number of pins that use them.

How to use hashtags effectively on YouTube

Should you use hashtags: yes

The recommended number of hashtags per post: 3–5

Are hashtags hyperlinked: yes

On YouTube, hashtags are mostly a search and discovery tool. You can find content for specific hashtags 

using the search function. Furthermore, they are hyperlinked so you can also click on hashtags on videos to 

find other content tagged the same way.

Google has released clear guidelines on YouTube hashtag use. Hashtags on a video can be shown:

● in the title

● in the description

● above the title

If you donʼt add any hashtags to your title, the first three hashtags mentioned in the description will show 

above the title. You can prevent hashtags from being shown above the title by using at least one hashtag in 

the title. 
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What are hashtag marketing campaigns

Once hashtags caught on, advertising and marketing professionals began to notice their potential and 

started using hashtags in marketing campaigns.

A hashtag campaign is a marketing campaign built around a hashtag which has been created specifically to 

drive traffic to the campaign. The hashtag aggregates, mostly user-generated, content and helps the 

campaign spread.

Organically growing hashtags, which start to trend without any push from a company, can sometimes go 

viral on their own if thereʼs enough public interest. Hashtag campaigns use hashtags with the specific aim of 

getting traction — they hope to achieve the unachievable and go viral.

Hashtag campaigns are used for various purposes by companies, nonprofits or individuals. They are used to 

help launch products, raise awareness, create a sense of community, etc.

Common use cases for hashtag campaigns are:

● Awareness or fundraising campaigns run by nonprofits

● Internal campaigns to motivate and connect employees

● To connect attendees and create conversations at conferences or other events

● Promotional campaigns for product launches

● To connect students and alumni in academia

● At weddings (and other private events) to create a digital photo album of the event

● To collect and show off user-generated content

How to find the perfect hashtag
for your campaign

One important factor for a successful hashtag marketing campaign is choosing a hashtag that is new, 

memorable and unambiguous. This requires creativity and clear goals for the campaign.

A lot of brands do this quite successfully. Of course, things can also go terribly wrong, like when fast-food 

giant McDonaldʼs wanted to collect peopleʼs heartfelt #McDStories, but the hashtag got hijacked and ended 

up aggregating a flood of horror stories about their brand. Whoops!

So what can you do to NOT end up like McDonaldʼs? How do you find the perfect hashtag for your 

campaign?
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Pick something emotive

Based on the name of your campaign, find a hashtag that triggers emotions. That might not be your brand 

name, so take some time to find the perfect claim. Take this example: Everybody loves Ben & Jerryʼs, but itʼs 

not exactly an emotive brand name. However, their #CaptureEuphoria campaign is crystal clear on the 

extreme joy of eating yummy ice cream. And whatʼs more emotional: #Nike or #MakeItCount?

Pick something unique (or as unique as possible)

Find a hashtag that is not widely in use already. In order to figure this out, you will have to check social 

media extensively and internationally. Simply do a search on Twitter, Facebook and Instagram. You can also 

create a free wall on Walls.io to test the hashtag across multiple platforms. Walls.io collects all posts for a 

hashtag automatically, so you get an overview of whatʼs out there. 

KISS: The good old Keep-It-Short-and-Simple rule

Try to keep it below ten characters, but when in doubt go for a longer but understandable hashtag rather 

than an acronym no one will get. Avoid the use of umlaut characters where possible.

Decide on only one hashtag for your campaign. A combination of different hashtags will only confuse 

people. Only very rarely will it make sense to use more than one hashtag, for example, when youʼre running 

a campaign where hashtag use equals votes for or against something.

Show it to a dirty mind

I mean it. Tell your most ambiguously thinking friend about your hashtag idea to make sure there are no 

unintended suggestive meanings embedded in it. A prime example and old-time favourite for a hashtag 

campaign gone wrong is British singer Susan Boyleʼs album launch for which her team had created the 

hashtag #susanalbumparty. The “Britainʼs Got Talent” contestant was heavily ridiculed for the hashtag. It 

was easily misread as an invitation to a rather more R-rated party than intended.
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So, how do you find a hashtag thatʼs unique, catchy and unambiguous?

The 4-Step process of creating a new hashtag

Step 1: Define your goals

Your first step will be to figure out what you want to achieve with your campaign and what kind of 

campaign makes sense for you.

Are you running a campaign to:

● Raise awareness for a cause?

● Sell a product?

● Create buzz around your brand and drive engagement?

● Collect user-generated content for your brand?

● Promote an event?

Good. Now, write it down. This will be your guide for the rest of this process.
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Step 2: Brainstorming

Gather a small group of people who know their way around social media. Ideally, this could be your team or 

department. If you work alone, you can always pull in people from other departments or ask a partner or 

friends to help you out.

Introduce your campaign to your focus group and tell them what you are looking to achieve with it. Then, 

brainstorm ideas as a group. Just write them all down on a board, a sheet of paper or a digital equivalent.

When youʼve come up with a bunch of ideas, start selecting the best ones and research them. Google if 

someone is already using the hashtag you just “invented”. Check on social media if similar hashtags are 

circulating. Immediately cross out the ones that arenʼt unique.

Step 3: Make an informed decision

Have a good nightʼs sleep. No seriously, let the hashtag ideas that youʼve ended up with sit overnight and 

sleep on them. Only then make your choice.

If you have a hard time deciding on your own, you can always run your top contenders by someone you 

trust. Ideally, someone who wasnʼt involved in the initial brainstorming session — you want fresh minds on 

this.

Is your hashtag clear and concise? Will fans of your brand immediately understand what it is about? Will 

newcomers to your brand get it? If it takes you longer than a few sentences to explain your hashtag and 

campaign to someone new, itʼs probably still too convoluted.

Step 4: Fireproof your hashtag

Once youʼve chosen a hashtag youʼre happy with, give it one last test run and approach that one person 

who will always see a double entendre if there is one. You know, that friend who always chuckles quietly in 

the background at seemingly innocuous remarks? The aunt with the inappropriate comments at the dinner 

table? Those are the people you need for this.

If you can get your hashtag past a “dirty mind” without eliciting giggling, you probably wonʼt have to worry 

about being the next #susanalbumparty.

Of course, if your “filth tester” ends up chuckling youʼll have to take a deep breath, figure out what the 

problem is and go back to the drawing board. Perhaps one of your other hashtag ideas from the 

brainstorming session will be a safer bet.
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Bonus step: vet your campaign to safeguard against misuse

Itʼs smart to not just vet the hashtag itself but the overall direction of your campaign as well. Review 

whether your campaign will open you up to any negative reactions.

There have been plenty of campaigns in the past that were basically begging to backfire. Donʼt tempt fate!

A great example of a hashtag fail is the previously mentioned #McDStories campaign by McDonaldʼs. Meant 

as a way to share great experiences with McDonaldʼs, the hashtag quickly derailed when people began 

sharing their horror #McDStories.

13

The hashtag and associated campaign obviously werenʼt properly vetted before the launch. McDonaldʼs 

was taken by surprise when people started putting a negative spin on what McDonaldʼs probably 

considered an innocuous hashtag. The whole campaign massively backfired and created a PR disaster 

instead of boosting the brandʼs image.

To this day, the campaign is used as an example for failed hashtag campaigns. Furthermore, the hashtag 

itself is still used on Twitter to talk about negative McDonaldʼs experiences.



Donʼt let disasters like the McDonaldʼs one deter you. Simply weigh the risks before you start. Sit down and 

take some time to consider what could potentially happen, so youʼre prepared. If you think your campaign 

would be too risky, then go back to the drawing board and modify until you feel itʼs safe to run it.

Running your campaign: the PEPE Formula

At first, the idea of running a hashtag campaign can feel like a gigantic task. You might worry about messing 

up or about the campaign not taking off or even about simply getting overwhelmed by the whole thing.

The secret to a successful, seemingly effortless, campaign lies in a solid planning phase. If you take the time 

to plan out your campaign and prepare the materials youʼll need, youʼll have a much easier time running 

the day to day of the campaign. You can react faster to unforeseen circumstances and focus on engaging 

with your audience.

Planning is also the first part of our PEPE Formula for Hashtag Campaigns: Plan — Execute — Promote — 

Engage.

Plan

Planning your hashtag campaign should cover multiple areas. You need to know what you want to achieve 

with the whole campaign and plan out the individual steps as well.

Define a clear, measurable goal and then work towards that. Do your research and find out where your 

target group is. Find the right network and the right hashtag [see our chapter about finding the right 

hashtag above].

Take the time to plan your campaign:

● What is your main goal?

● How long will the campaign run?

● Who are you targeting?

● Which channels are you going to use?

● How are you going to motivate people to post and use your hashtag?

● How are you going to make your campaign interesting?

● Are you going to ask for UGC?

● What incentives are you going to offer in return?

● How are you going to utilise content posted throughout the campaign?

● How are you going to reward people who create and share content?

Plan out the phases of your campaign. Create a schedule for your most important posts in each phase and 

assign responsibilities within the team.
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Execute

Once youʼve planned your campaign, you can start working on the details, the ins and outs of the 

campaign. This means preparing everything you expect youʼll need throughout the campaign in advance. 

This will make the launch and rest of your campaign go more smoothly.

Set up a social wall: Create a social media wall where you collect and show off all your content: your own 

posts, all public posts with your hashtag, or even posts from a specific Facebook page.

Build a microsite: Consider creating a dedicated microsite that houses all the info about your campaign 

and embed your social media wall on it to have everything related to your campaign in one place.

Prepare copy and visuals: Produce visuals and copy in advance, so they are ready to be used in a variety of 

formats on various channels. Youʼll probably have enough to do on the fly during the campaign and donʼt 

want to have to magic content into being that you could have easily prepared beforehand.

Schedule social media posts: Prepare, and even schedule, posts ahead of time. If you have your most 

important promotional posts done ahead of the campaign, you can focus more on interacting and engaging 

during the campaign itself.

Set up competitions and giveaways: Remember to allow enough time to plan competitions and 

giveaways if youʼre using them. Prepare them in detail before you launch.

Promote

Itʼs time to tell people about your campaign. Promoting your hashtag is essential if you want users to take 

note and use it. You can incorporate offline and online, paid and unpaid, promotion methods to create 

some buzz for your campaign.

Use online promotion: Online banners and well-targeted social ads help you reach people who already 

care about your brand.

Use your own channels: Of course, always use your hashtag on your own channels: on your website, in 

your newsletter, your tweets and Facebook posts, etc.

Use influencers: Influencer marketing is a great way to expand your reach. Find a handful of influencers 

relevant to your market— or influencers who can help you expand your reach beyond your already 

established fan base — and ask them to participate in your campaign. Convince them to promote your 

hashtag, to tweet, retweet and create content for your campaign. 

Promote offline: Donʼt make the mistake of assuming promotion for a social media campaign can only 

happen online. Offline ads can be a great way to promote your hashtag if you have the budget for them: 

billboard ads, print ads in magazines and newspapers or even a hashtag printed on a product (like T-shirts) 

will lead fans to your campaign. Just make sure your hashtag is always present in promotional materials. 
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Set up competitions and giveaways: Part of promoting your campaign is finding ways to make people 

want to use your hashtag, for example, by asking them to contribute content and incentivising them 

accordingly. Competitions and giveaways are a great way to make it worth their while. Just keep in mind 

that contribution and incentive should always be in balance. If youʼre asking people to create a video for 

your hashtag campaign, you better offer them something amazing for their effort.

Collect user-generated content: To get good user-generated content from users, they need to immediately 

understand what your campaign is about. Be concise about what you would like them to do or create. Be 

clear in all your writing and visuals when planning and promoting your campaign.

Engage

An important part of everything brands do on social media — albeit one that is easily forgotten — is that 

brands absolutely need to engage instead of just yelling into the void, tooting their own horn. Thereʼs no 

better opportunity for this than a hashtag campaign.

Interact with the people who are picking up your hashtag. Reply to them, start a conversation. You will be 

much more likely to retain them as fans of your brand and perhaps turn them into brand ambassadors.

Show appreciation when someone takes the time to create content for your campaign. Thank them and 

reshare their UGC. Getting some recognition from a brand can often make someoneʼs day.

When you are organising an event, make sure to cover it live on social media, to give people more insight 

and reward them for their loyalty.

Analytics: Determining if your campaign
was successful

As with most things marketing, itʼs important to analyse your hashtag campaign. The parameters by which 

you measure the success of your campaign depend entirely on your campaign goal.

If youʼre running a giveaway or asking for user-generated content, the number of submissions will be 

important for you.

If your goal was to engage as many people as possible with your campaign, you need to take a closer look at 

the numbers of your mentions, tweets, unique users and reach. Frequency, the number of times you have 

reached one unique user, can also be an important factor.
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There are plenty of free and paid social media monitoring tools available online. If youʼre already using a 

tool to monitor your social media reach on a daily basis, tracking your hashtag will be an easy way for you 

to isolate the information about to your campaign from your overall analytics data.

Always take a look at the actual content throughout and after the campaign as well. Quality isnʼt something 

an analytics tool can measure, but it can make the difference between a campaign you deem successful or 

not.

Add some oomph to your hashtag campaign
with a social media wall

A social media wall is a great way to collect all social media posts in one place. What good is it to have 

fantastic user-generated content when you canʼt show it off to the world?

A social wall puts your and your fansʼ posts from Facebook, Twitter, Instagram etc. on one landing page, 

turning it into a hub for your hashtag campaign.
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If youʼre using Walls.io for your campaign, take a closer look at your Walls.io Analytics tab. Once your 

campaign has been running for a while, you will see results for some basic parameters: the number of 

mentions for your keywords, the number of mentions sorted by source and the number of unique users per 

source. This should give you a first impression of how your campaign is doing. 



Beyerdynamic, a German audio equipment manufacturer, uses the hashtag  #beyerdynamic to collect 

user-generated content posted by customers on various social media platforms and display them on a 

social wall. They select the most amazing posts, link them to their products, and easily embed the social 

wall on their product pages. This helps visitors see that customers are happy with the brand and get 

inspired by seeing the products in action.

With Walls.io, you can collect content from over 15 social media platforms by setting them up as sources. 

You can then either show all posts on your social wall in real-time or use filtering to only show specific 

types of content.
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Youʼre in control of the image you project with your social media hub. Monitor incoming posts and use 

moderation features to hide specific posts and call attention to others.  

Customise the look of your social wall. Choose from pre-configured themes. Adjust colours and much more 

to make your wall blend in with the look of your brand.

Thereʼs a lot more that you can do with a social wall:

● Embed the wall on your website or your campaign microsite.

● Show the wall on a screen at an event as a live social hub for your hashtag.

● Get creative and create your own social wall integration using the Walls.io API.

● Make your social wall permanent by turning it into a brand hub.

Try creating your social wall with Walls.io now and enjoy one week of Walls.io Pro features for free. You can 

upgrade afterwards or stick with the free version which is free forever!
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Best practice examples

By now, youʼve hopefully learned a lot about how, why and when to use a hashtag campaign. Needless to 

say, this has been mainly theoretical. But how do hashtag campaigns work in reality, and how do 

companies employ them? We gathered some best practices examples for you, as inspiration for your next 

campaign. 

Hashtag campaigns for boosting donations

Life is Good has been selling apparel of all sorts branded with optimistic messaging since 1994. To celebrate 

its 25th anniversary, Life is Good ran a hashtag campaign for donations. For every post using the hashtag 

#SomethingGood, the company donated $1 to the Life is Good Kids Foundation.

$1 million was raised over the course of the campaign. Posts from the campaign were displayed on a 

Walls.io social wall, which was embedded on the campaign website. Using a social wall removed the 

complexities of separately aggregating posts from various social channels. They also displayed the social 

media feed at the companyʼs office using a large-screen TV displaying usersʼ posts in real-time. Read the full 

story here.

CREATE A FREE SOCIAL WALL

https://hubs.ly/H0qqGwc0
https://hubs.ly/H0qqGwc0
https://hubs.ly/H0qnzwG0


Life is Good promoted the campaign through a variety of different avenues: lifeisgood.com and Life is 

Goodʼs owned social channels. Additionally, they worked with paid media partners to promote the 

campaign across music streaming channels and online publications, as well as influencers and friends of 

the brand. 
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#SomethingGood is a great hashtag, but a reasonably popular hashtag used for generic posts as well. Being 

able to moderate the displayed posts on the wall was essential for Life is Good.

The Walls.io dashboard is extremely user-friendly and provides robust moderation tools. Out of the box, it 

uses artificial intelligence to automatically filter spam posts based on text and image analysis. It also has the 

ability to show/hide posts by language or following a custom blacklist. Life is Good initially filtered for 

English-only posts but then decided that it would be better to let the whole world share #SomethingGood.

Walls.ioʼs AI moderation tools take over the grunt work of filtering posts for the social wall, and in the rare 

case that something slips past the automated filters, there are easy-to-use manual moderation tools 

available.

Hashtag campaigns for growing engagement

The Canadian eCommerce agency Northern Commerce developed a hashtag campaign for NatureFresh™ 

Farms, a family-owned supplier of vegetables in the U.S. and Canada.  The social media campaign called 

#KidsInTheKitchen aimed to get families to cook together and children to eat more vegetables.
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The #KidsInTheKitchen campaign was also connected to a guide for parents to help them make vegetables 

more interesting for their kids.

They created a dedicated landing page on the NatureFresh™ Farms website that included a short 

explanation of the campaignʼs mission, instructions for how to take part, and the hashtag wall collecting all 

the posts. Read the full story here. 

https://hubs.ly/H0qqGwk0


The #KidsInTheKitchen campaign used only Instagram for the social wall but promoted the campaign 

across other channels as well to drive traffic to the landing page.

A good mix of organic and paid content is essential to promote a campaign. #KidsInTheKitchen posted 

organic content on Instagram and Instagram Stories, but also on Facebook and Twitter, as well as paid 

content on Facebook and Instagram. NatureFresh™ Farms also leveraged their email list and used 

influencers connected to the brand to spread the word about the #KidsInTheKitchen challenge.

They incentivised the #KidsInTheKitchen campaign with $50 grocery gift cards for five random winners. 

They also used strong statistics and messaging that evoked an emotional response around their mission of 

encouraging healthy eating in children.

#KidsInTheKitchen did a really great job explaining how the campaign works. But no matter how well you 

explain the process, sometimes people wonʼt follow the instructions or forget to add a hashtag. No need to 

panic, though. With Walls.io, you can easily save the day by manually adding missing posts to your wall as 

Native Posts.

 To do that, simply upload photos or videos by hand, copy over the caption of the original post, and add the 

username of the original user. By then linking back to the post itself, the native post will be virtually 

indistinguishable from other posts on your social wall.
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Notably, the guide that #KidsInTheKitchen produced is based on the user-generated content collected 

during the run of the hashtag campaign. Released as an eBook on the NatureFresh™ Farms website, it 

features advice, tips and recipes contributed by users during the campaign.

Hashtag campaigns for boosting sales

IKEA Poland uses a social media photo gallery to display authentic content posted by customers using the 

storeʼs official hashtags on Instagram. IKEA Poland has integrated various social media photo galleries into 

its online store; One for each room section of the website.



They encourage visitors to share their photos using the Polish hashtag #kuchniaIKEA. The images serve as 

inspiration for other customers and communicate that you donʼt need to be an interior designer to make 

your home look great with IKEA products. Read the full story here.
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IKEA Poland clearly does really well with user-generated content. It can be a bit nerve-wracking when you 

choose to show posts from other people on your website, but thatʼs where post moderation comes in. A 

social wall offers various moderation settings that give you full content control.

IKEA handpicks the content they want to display using Walls.ioʼs manual moderation settings because they 

want to be sure that only trustworthy content gets displayed on the product pages.

https://hubs.ly/H0qqGgv0


Hashtag campaigns for leveraging corporate employer branding 

German insurance provider LV 1871 has launched an innovative Corporate Influencer Programme. Around 

30 employees who have volunteered as influencers post on social media using the #TeamLV1871 hashtag, 

presenting the company to the outside world. Their posts are collected on a social wall, next to posts from 

the official LV 1871 accounts and posts by the general public using the hashtag #LV1871.
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The Corporate Influencer Programme includes about 30 employees from almost every business unit. On 

their personal social accounts, the influencers talk about topics related to their job, as well as personal 

matters. This helps LV 1871 broaden their corporate communications strategy and become more authentic 

and trustworthy as a company. Read the full story here. 

LV 1871 use a social media wall to curate and visualise what the corporate influencers are talking about, in 

addition to what others say about the company. As a typical B2B insurance company, they are looking to 

heighten brand awareness and perception, mainly focusing on their peer community.

The social wall shows who is talking about the company and what people are saying. That helps LV 1871 

generate more social buzz and monitor their social media channels.

https://hubs.ly/H0qqGwz0


Corporate influencers are internal brand ambassadors and create the employee equivalent of 

user-generated content. Their posts give a glimpse into the inner workings of the company. They also 

boost the companyʼs reputation as an employer and brand.

LV 1871 found a smart way to use the social wall to curate and keep an eye on what customers are saying 

about the company, while at the same time continually improving and evolving the image the company 

presents to the outside world with the Corporate Influencer Programme.

Hashtag campaigns for bundling information

Austrian daily newspaper KURIER has set up a landing page and dedicated the hashtag #BeatTheVirus to 

all things COVID-19. The paperʼs #BeatTheVirus hub collates all kinds of information relevant to the 

outbreak in Austria, from stats and news updates to in-depth reporting. Social media posts that contain 

the hashtag #BeatTheVirus are shown on an embedded social wall.

The wallʼs sources are the KURIERʼs Instagram and Facebook profiles, filtered for coronavirus-related 

keywords, as well as public posts from Instagram for the hashtag #BeatTheVirus (also filtered further for 

keywords specific to the KURIER campaign).
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They display the social wall at their head office so colleagues can find out what people are saying about the 

company on social media. 



Moderation is absolutely necessary in this case. The newspaper sees it as its responsibility as a serious 

media company to prevent misinformation, so they are carefully moderating the public content that is 

displayed via the #BeatTheVirus hashtag.  Read the full story here.

In a time where the internet is rife with fake news, KURIER has created a clear and easy-to-use hub to thwart 

misinformation. By bundling all relevant information about the COVID-19 pandemic in one place, they make 

it easy for the public to know where to go for reliable, trustworthy updates. 
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https://hubs.ly/H0qSBM50


Printed newspapers are a lot slower than websites, but even websites canʼt move as fast as social media 

does. Consequently, it makes sense for them, as a trusted news source, to use social media channels to 

provide the same reliable reporting they are providing in the paper and on the website. 

By including public posts from other sources, aggregating it via a hashtag, they add even more information 

to their social wall and website. For example, KURIERʼs #BeatTheVirus social wall includes a post by an 

Austrian hospital giving an update about the impending ease of lockdown. Thatʼs content that is already 

being produced by another source, and yet itʼs important content that provides valuable information to 

Kurier readers.

Hashtag campaigns for interactive events

Google has been using hashtag campaigns with social media walls for some of its large-scale international 

events. The team set up huge displays and incorporated social walls into their live streams. Google set up 

multiple social media feeds for the hashtag #AndroidDevSummit.

They displayed the social media feed before and after talks on the stage, but also on smaller screens at 

coffee stations throughout the venue or on TVs in the hallways. By making sure the social wall was 

omnipresent, they encouraged attendees to post about the event and spark conversations. The hashtag 

bridged the gap between offline and online communication as well.
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Google has been very diligent about making sure there is a live stream for all of these events. And they 

made the social wall part of the live stream, often showing it in the breaks between the individual agenda 

items.

A live stream, especially when it includes a social wall, is a great way to make an event accessible for 

everyone and goes a long way towards making people feel included, even when they canʼt be at the event 

in person.



Google adapted each social wall to fit the event it accompanied. This is most clearly noticeable with the live 

stream at Android Dev Summit, which was adapted to fit the green Android brand colour. Branding your 

social wall to go hand in hand with your brandʼs CI helps set the mood and create a continuous experience. 

Read the full story here. 

Walls.io makes branding a social wall fairly easy. You can not just customise the colour scheme but even 

add custom CSS code to style your wall. Of course, you can always upload your logo or a fitting graphic as a 

header as well.

Hashtag campaigns for global engagement  

Bundesgartenschau — BUGA for short — is Germanyʼs biennial federal horticultural show. To promote 

BUGA, they created the hashtag campaign #bugazwerg (the German word “Zwerg” means gnome). 

Central to the mascot hashtag campaign is a garden gnome — one specific garden gnome, that is: Gnome 

Karl personifies the idea behind BUGA 2019. He looks less traditional than usual garden gnomes. Instead, 

he is modern, edgy and in an eye-catching pink colour. Through the  #bugazwerg campaign, people were 

invited to share pictures with the BUGA gnome on social media using the #bugazwerg hashtag. The pictures 

were displayed on their Walls.io social wall, which is embedded on their website.
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https://hubs.ly/H0qqGgy0


Earlier in the year, BUGA collected content using the hashtag #buga2019. They did gain a few interactions, 

but that was nothing compared to the success that #bugazwerg had. The reason was the mascot, Karl. 

People loved Karl, so they were taking pictures with him on vacation and all around the world. Read the 

full story here. 

BUGA promoted BUGA gnome Karl and the campaign on all available channels: social media (Facebook, 

Instagram), website, tourist fairs, out-of-home advertising and through merchandising. You could even 

take a bite out of Karl because there was one made out of chocolate.

One of the main takeaways from #bugazwerg is that a hashtag campaign has to entertain. The new 

campaign, focused on Karl, was far more successful than the old hashtag campaign because it was tied to 

something tangible. People like Karl. Itʼs a cute idea. And itʼs engaging, as people can take pics with Karl 

and even 3D-print their own gnome. This motivates people to take part and post using the hashtag.

It also shows that you donʼt necessarily need a material incentive if the use of the hashtag provides 

entertainment in and of itself.
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https://hubs.ly/H0qqPsV0


Hashtag campaign checklist

Do you feel just about ready to get started on your hashtag campaign? Letʼs do a quick recap to make sure 

youʼve got everything covered with our PEPE formula.

Plan

❏ Set your campaign goal

❏ Figure out what kind of hashtag campaign you need to reach this goal and whether you are going to 

ask for user-generated content

❏ Come up with a unique and catchy hashtag that canʼt easily be hijacked

❏ Research everything: for example, your target group and which social networks to use to reach 

them

Execute

❏ Prepare visual content and copy in advance

❏ Plan competitions and giveaways

❏ Schedule social media posts for your campaign

❏ Create a dedicated campaign microsite

❏ Create a social media wall for your hashtag

Promote

❏ Use your hashtag on your own channels — social and email

❏ Create social ads

❏ Promote cross-media in print, TV and out-of-home ads

❏ Incentivise user-generated content

Engage

❏ Interact with fans on social media instead of just blasting your promos out

❏ Show appreciation for posts using your hashtag

❏ Share and retweet to show some love

❏ Reward user-generated content — with awesome prizes or with 15 minutes of fame

❏ Be present and join the conversation on social media during live events
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Tips for creating your campaign microsite

Many brands and campaigns like to create a dedicated microsite to accompany their hashtag campaign.

Microsites

● are dedicated to a specific campaign or purpose,

● can be one or more pages but are usually smaller than standard websites, and

● are often temporary.

A microsite can be elaborate with lots of animated and interactive elements like the Dominoʼs DXP 

microsite, where you can drive one of Dominoʼs delivery cars in a sideways scroller. But they donʼt have to 

be fancy to be effective.

The water conservation nonprofit Waterwise created a microsite which plays an animated infographic as 

the user scrolls down the page. EveryLastDrop.co.uk was developed to playfully inform consumers about 

the water wastage in the UK and what they can do to reduce it.

Whether your microsite is simple or elaborate is up to you. It can be a one-pager or a multi-page site. Just 

make sure to keep it contained. Donʼt create a sprawling web of pages that rivals your main brand website. 

Your microsite has one purpose and one purpose only: to introduce your hashtag campaign and get people 

to contribute to it.

Elements that should be on your microsite

Campaign information: What you want is clear, concise copy that introduces your campaign and its 

purpose. Visitors to the microsite should be able to quickly grasp what your campaign is about and what 

they should use your hashtag for. Invest in good copy to ensure no information gets lost.

Your hashtag: Of course, your hashtag should be prominently displayed on your microsite. Make it clear as 

well which social media platforms the hashtag should be used on.

A clear call to action: How would you like people to contribute to your campaign? Should they post to 

Twitter with your hashtag or to your Facebook page? Tell them.

Example UGC: If youʼre asking for user-generated content, clearly communicate what you are looking for 

and, ideally, show examples. Are you asking for video or photo content? Would you like people to post haiku 

poems with your hashtag? Tell them and show them how they can participate.

A social media wall: Embed a social media wall on your microsite to show off existing posts in your 

campaign. This helps people understand what they should be contributing and makes your campaign look 

active and appealing. Seeing content that has already been posted will also motivate users to create and 

submit their own content.
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http://www.dominosdxp.com/
http://www.dominosdxp.com/
http://everylastdrop.co.uk/


Social media wall tools like Walls.io will let you modify which kind of content you want to show on your 

embedded wall. Perhaps you only want to display Facebook posts with a specific keyword or only 

Instagram posts. You can also use moderation features to curate your embedded wall to perfection for your 

microsite.

Sharing options: If you want your campaign to spread, you need to give people ways to share your 

campaign with their friends. Share buttons for social media networks are an obvious choice but donʼt knock 

the good old “share via email” button just yet. People still use it to share websites.
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