
BIA Social Media Analysis

T H E  B R A D F O R D  D A L T O N  G R O U P                        J A N U A R Y  2 5 ,  2 0 2 1



Business Intelligence Associates



Business Intelligence Associates | Twitter



Business Intelligence Associates | LinkedIn



Business Intelligence Associates | Facebook



Business Intelligence Associates | YouTube



Business Intelligence Associates | Social Media Insights 

• Moderate following on Twitter and LinkedIn

• Small following on Facebook

• Moderate to high engagement levels on Twitter

• Moderate engagement levels on LinkedIn

• Low levels of engagement on Facebook and YouTube

• Primarily duplicated content across channels

• Blog posts, relevant articles outside of organization and white papers



Access Data



Access Data | Twitter



Access Data | LinkedIn



Access Data | Facebook



Access Data | YouTube



Access Data | Social Media Insights 

• Large following across all platforms

• Moderate engagement levels on LinkedIn, YouTube, Facebook and Twitter.

• Primarily duplicated content across channels

• Blog posts, tips and tricks, software tutorial, webinars and podcast as content.



Cloud Nine



Cloud Nine | Twitter



Cloud Nine | LinkedIn



Cloud Nine | Facebook



Cloud Nine | Social Media Insights 

• Large following on Twitter, moderate following on LinkedIn, small following on Facebook

• Moderate engagement on LinkedIn

• Low engagement on Twitter and Facebook

• Primarily duplicated content across channels

• Mainly blog posts or relevant law posts



CDS Legal



CDS Legal | Twitter



CDS Legal | LinkedIn



CDS Legal | Facebook



CDS Legal | Social Media Insights 

• Moderate following on Twitter and LinkedIn

• Small following on Facebook

• High engagement levels on Facebook and Instagram

• Primarily duplicated content across channels

• Blog posts, webinars, and “women in law” content.



Consilio



Consilio | Twitter



Consilio | LinkedIn



Consilio | Social Media Insights 

• Large following on LinkedIn

• Moderate following on Twitter 

• Highest levels of engagement on LinkedIn

• Primarily duplicated content across channels

• Networking events, webinars, “women in tech” blog posts, and blog posts.



H5



H5 | Twitter



H5 | LinkedIn



H5 | Facebook



H5 | YouTube



H5 | Social Media Insights 

• Moderate following on LinkedIn

• Small following on Twitter, Facebook, and YouTube

• Highest engagement levels on LinkedIn

• Low level of engagement on Facebook, Twitter, and YouTube

• Primarily duplicated content across channels

• Podcast, blog posts, and webinars.



Lighthouse Global



Lighthouse Global | Twitter



Lighthouse Global | LinkedIn



BRAND | Social Media Insights 

• Large following on LinkedIn

• Moderate following on Twitter 

• Moderate levels of engagement on LinkedIn

• Low levels of engagement on Twitter

• Primarily duplicated content across channels

• Blog posts, podcast, and office culture on holidays



Social Media Recap
Followers, Content and Share of Voice 



Social Media Follower Analysis 

Brand Twitter LinkedIn Facebook YouTube

BIA 1,451 1,978 111 39

Access Data 11k 13,089 5,147 2.5k

Cloud Nine 4,919 2,312 123 -

CDS Legal 2,446 1,478 157 -

Consilio 1,468 10,218 - -

H5 384 1,743 394 52

Lighthouse Global 1,092 6,249 - -



Social Media Channel Analysis 
Brand Post Frequency Notable Content Types Community Management

BIA 4+ posts a week Blog posts, articles outside of 
organization, white papers.

Few comments overall, mostly 
positive. Interacts with many others 
posts on Twitter.

Access Data 3+ posts a week Podcast, YouTube tutorials, webinars, 
blog, and tips.

Few comments overall, mostly 
positive or questions. Replies to 
questions.

Cloud Nine 3+ posts a month Blog posts and video posts for holidays.
Few comments overall, mostly 
positive or questions. Interacts with 
few others posts on Twitter. 

CDS Legal 3+ posts a week Blog posts, webinars, and women in 
law content.

Few comments overall. Interacts with 
many others posts on Twitter.

Consilio 10+ posts a week Networking events, webinars, women in 
tech blog posts, blog posts.

Few comments overall, mostly 
positive. Interacts with some others 
posts on Twitter.

H5 5+ posts a month Podcast, blog posts and webinars.

Few comments overall, mostly 
positive. Interacts with few others 
posts on Twitter.

Lighthouse Global 2+ posts a week Blog posts, office culture, and podcast. Few comments overall. Interacts with 
others posts on Twitter.



Overall Key Insights 
Brand and Social Media



Overall Key Insights

• Overall, there is not a lot of differentiation between types of posts within the industry

• Opportunity to separate BIA by focusing on unique offerings and respective strengths 

• Opportunity to evolve social media content and expand into more employee centric efforts

• Opportunity for growth on YouTube by developing and posting more video content



BIA currently does well when compared to the 
competition in these areas: 

• Creating white papers

• Interacting with people on Social Media

• Incorporating outside organization information into feed

• Posting relevant content frequently



From a creative perspective: 

• Other brands are using more employee quotes as posts and rely heavily on graphics

• Podcasts and software tutorials are engaging posts that others use. It might be a good idea to try 

some of these.


