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Navy.mil Navy Live blog 

Additional 
social content, 

information 
and context 
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Demographics Interests Content Consumption 
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Demographics Interests Content Consumption 

Age Platform implied Videos 

Gender Platform specified Photos 

Location Observations Links 

Desktop vs. Mobile Updates 

Graphics 
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U.S. Navy Facebook has more than 2.5 million fans. 
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U.S. Navy Facebook has more than 2.5 million fans. 
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U.S. Navy Twitter has more than 630,000 followers. 
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U.S. Navy Instagram has more than 360,000 followers. 
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U.S. Navy YouTube has more than 50,000 subscribers. 

 



Video Minutes watched Views 

EMALS Tested aboard 
PCU Gerald R. Ford 
(CVN 78) 

880,731 (6.3%) 495,756 (5.9%) 

U.S. Navy P-8A 
Poseidon flies over 
new islands in South 
China Sea #2 

657,120 (4.7%) 266,825 (3.2%) 

USS George H.W. Bush 
(CVN 77) 
homecoming from 
Norfolk, Va. Part 1. 

575,743 (4.1%) 97,889 (1.2%) 
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U.S. Navy YouTube’s Top Three Videos in 2015 
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Organic Audience* 

Facebook (70%) Twitter (18%) Instagram (10%)
YouTube (1%) Pinterest (1%)
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• Facebook 
– Community-based content 

• Twitter 
– Real-time news and 

information 
– Trending conversations 

• Instagram 
– Younger audience 
– Navy platforms and action 

• YouTube 
– Navy platforms and action 

• Pinterest 
– Female audience 
– Repurposed content into 

boards 
*Weekly reach consistency  exceeds organic audience. 
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Organic Audience* 

Facebook (70%) Twitter (18%) Instagram (10%)
YouTube (1%) Pinterest (1%)

*Weekly reach consistency  exceeds organic audience. 
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Big Navy 
• Facebook Q&A with 

NASA astronauts 
• CVN 78/Ford class 
• Silent Service Infovideo 
• #ArmyNavy Football 

Game 
• Memes 

Big Navy + Commands 
• Blue Angels Super Bowl 

Flyover 
• U.S. Women’s Soccer 

Finals 
• The Last Ship 
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Twitter Impressions: 
320K 

Facebook Reach: 
497K 

 

 



Silent Service Infovideo  

March 29, 2016 
 

28 






Silent Service Infovideo  

March 29, 2016 
 

29 



#ArmyNavy Football Game 

March 29, 2016 
 

30 



#ArmyNavy Football Game 

March 29, 2016 
 

31 



Memes 

March 29, 2016 
 

32 



Blue Angels Super Bowl Flyover 

March 29, 2016 
 

33 

   
 

 
 
 

 



U.S. Women’s Soccer Finals 

March 29, 2016 
 

34 

Total Facebook Reach on Facebook.com/USNavy: 
1.8M 

 
Total Twitter Impressions for @USNavy: 

508K 
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• Know your audiences 
• Have different platforms for different 

purposes 
• Create families of content 
• Integrate social and digital media 
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