
ACG SOCIAL MEDIA CHANNELS



FACEBOOK
CREATED ON:  2009 AS A PUBLIC GROUP, NOT A COMPANY PAGE

HANDLE/PAGE:  HTTPS://WWW.FACEBOOK.COM/GROUPS/41580969391/

FOLLOWERS:  438

FORMS OF ENGAGEMENT:  POST, COMMENT, LIKE OR SHARE

PUBLIC/PRIVATE:  PUBLIC

TARGET AUDIENCE:  ACG MEMBERS, VISITORS TO AUDIENCE BUILDER SITES (SEE BELOW)

AUDIENCE BUILDER:  ACG.ORG, MMG.ORG, IG.ORG, EG.ORG, IG DAILY EMAILS 

COMM PHILOSOPHY:  SHARE MMG CONTENT AND SERVES AS PHOTO LIBRARY FOR ALL ACG EVENTS

VALUE:  WORKS WELL AS PHOTO LIBRARY; ACG GLOBAL’S FEED CAN BE REPURPOSED BY CHAPTERS.

LIMITATIONS:  IF NOT SET UP AS A COMPANY PAGE, POSTING ISN’T AS EFFECTIVE SINCE IT FORCES 

INDIVIDUAL USERS (ACG EMPLOYEES) TO POST. 

https://www.facebook.com/groups/41580969391/




LINKEDIN – ACG
HANDLE/PAGE:  HTTPS://WWW.LINKEDIN.COM/GROUPS/139408 (CLOSED GROUP) / 

HTTPS://WWW.LINKEDIN.COM/COMPANY/ASSOCIATION-FOR-CORPORATE-GROWTH/ (COMPANY)

FOLLOWERS:  

• CLOSED GROUP: 3,030 

• PUBLIC COMPANY PAGE: 3,479 (

FORMS OF ENGAGEMENT:  POST (GROUP ONLY), COMMENT, LIKE OR SHARE

PUBLIC/PRIVATE:  ONE PRIVATE (GROUP) / ONE PUBLIC (COMPANY)

TARGET AUDIENCE:  

• CLOSED GROUP: ACG MEMBERS ONLY  

• PUBLIC COMPANY PAGE: ACG MEMBERS AND NON-, SPONSORS, MEMBERS OF ORGANIZATIONS IN THE M&A & MIDDLE-MARKET SPACE

AUDIENCE BUILDER:  ALL COMM CHANNELS (GROUP)

COMM PHILOSOPHY:  SHARE MMG CONTENT, ACG NEWS AND EVENTS, AND RELEVANT ARTICLES; SHARE OTHER’S CONTENT IF IT’S ON 

BRAND FOR ACG OR IN A SPONSOR AGREEMENT

VALUE:  MOST RELEVANT CHANNEL TO REACH BUSINESS AND MEMBER AUDIENCES (NOT MEDIA); ACG GLOBAL’S FEED CAN BE REPURPOSED 

BY CHAPTERS.

LIMITATIONS:  POLICING CLOSED GROUPS FOR EX-MEMBERS IS A MANUAL PROCESS; NOT ABLE TO SEE FOLLOWERS ON COMPANY PAGES

https://www.linkedin.com/groups/139408
https://www.linkedin.com/company/association-for-corporate-growth/






LINKEDIN – MMG
CREATED ON:  2018

HANDLE/PAGE:  HTTPS://WWW.LINKEDIN.COM/COMPANY/MIDDLE-MARKET-GROWTH-MAGAZINE/

FOLLOWERS:  98

FORMS OF ENGAGEMENT:  COMMENT, LIKE OR SHARE

PUBLIC/PRIVATE:  PUBLIC COMPANY PAGE

TARGET AUDIENCE:  ACG MEMBERS AND NON-, SPONSORS, READERS OF COMPETING PUBLICATIONS, 

MEMBERS OF ORGANIZATIONS IN THE M&A AND MIDDLE MARKET SPACE

AUDIENCE BUILDER:  ALL MMG COMM CHANNELS

COMM PHILOSOPHY:  SHARE MMG CONTENT

VALUE:  MOST RELEVANT CHANNEL TO REACH BUSINESS AND MEMBER AUDIENCES (NOT MEDIA); 

MMG’S FEED CAN BE REPURPOSED BY CHAPTERS.

LIMITATIONS:  POLICING CLOSED GROUPS FOR EX-MEMBERS IS A MANUAL PROCESS; NOT ABLE TO 

SEE FOLLOWERS ON COMPANY PAGES

https://www.linkedin.com/company/middle-market-growth-magazine/




TWITTER – ACG
CREATED ON:  SEPTEMBER 2010

HANDLE/PAGE:  HTTPS://TWITTER.COM/ACGGLOBAL

FOLLOWERS:  6,023

FORMS OF ENGAGEMENT:  TAG IN A POST, RESPOND, LIKE OR SHARE

PUBLIC/PRIVATE:  PUBLIC

TARGET AUDIENCE:  ACG MEMBERS AND NON-, MEDIA, POLICY INFLUENCERS, SPONSORS, READERS OF COMPETING PUBLICATIONS, 

FOLLOWERS OF ORGANIZATIONS IN THE M&A AND MIDDLE MARKET SPACE

AUDIENCE BUILDER:  ALL COMM CHANNELS & STRATEGIC FOLLOWING/RETWEETING OF OTHER TWITTER USERS

COMM PHILOSOPHY:  SHARE MMG CONTENT, ACG NEWS AND EVENTS, AND RELEVANT ARTICLES; FOLLOW ALL CHAPTERS, SPONSORS 

AND RELEVANT MEDIA – SHARE CONTENT IF IT’S ON BRAND FOR ACG OR AS A CONGRATS/APPRECIATION FOR THEIR TWEET

VALUE:  PRIMARY CHANNEL FOR REACHING MEDIA; THE IMMEDIACY OF IMPACT OF CONTENT POSTED: NOT AS EFFECTIVE AS LINKEDIN IN 

REACHING MEMBER AUDIENCE, BUT REACHES AUDIENCES THAT OTHER SOCIAL CHANNELS DO NOT; ACG GLOBAL’S FEED CAN BE 

REPURPOSED BY CHAPTERS.

LIMITATIONS:  CHALLENGE TO CUT THROUGH THE CLUTTER IN THE TWITTERVERSE; LIMITED RESOURCES MAKE LEVERAGING THE CHANNEL 

FULLY A CHALLENGE

https://twitter.com/ACGGlobal




TWITTER – MMG
CREATED ON:  JANUARY 2013

HANDLE/PAGE:  HTTPS://TWITTER.COM/ACG_MMG

FOLLOWERS:  1,760

FORMS OF ENGAGEMENT:  TAG IN A POST, RESPOND, LIKE OR SHARE

PUBLIC/PRIVATE:  PUBLIC

TARGET AUDIENCE:  ACG MEMBERS AND NON-, MEDIA, POLICY INFLUENCERS, SPONSORS, READERS OF COMPETING PUBLICATIONS, 

FOLLOWERS OF ORGANIZATIONS IN THE M&A AND MIDDLE MARKET SPACE

AUDIENCE BUILDER:  ALL COMM CHANNELS & STRATEGIC FOLLOWING/RETWEETING OF OTHER TWITTER USERS

COMM PHILOSOPHY:  SHARE MMG CONTENT AND RELEVANT ARTICLES FROM OTHER SOURCES (THE LADDER); FOLLOW ALL CHAPTERS 

AND RELEVANT MEDIA – SHARE CONTENT IF IT’S ON BRAND FOR MMG OR AS A CONGRATS/APPRECIATION FOR THEIR TWEET

VALUE:  PRIMARY CHANNEL FOR REACHING MEDIA; THE IMMEDIACY OF IMPACT OF CONTENT POSTED: NOT AS EFFECTIVE AS LINKEDIN IN 

REACHING MEMBER AUDIENCE, BUT REACHES AUDIENCES THAT OTHER SOCIAL CHANNELS DO NOT; MMG’S FEED CAN BE REPURPOSED 

BY CHAPTERS.

LIMITATIONS:  CHALLENGE TO CUT THROUGH THE CLUTTER IN THE TWITTERVERSE; LIMITED RESOURCES MAKE LEVERAGING THE CHANNEL 

FULLY A CHALLENGE

https://twitter.com/ACG_MMG




VIMEO
CREATED ON:  2012

HANDLE/PAGE:  HTTPS://VIMEO.COM/USER9273249

FOLLOWERS:  30/152 VIDEOS /645 PLAYS

FORMS OF ENGAGEMENT:  COMMENT, LIKE OR SHARE

PUBLIC/PRIVATE:  PUBLIC

TARGET AUDIENCE:  ACG MEMBERS AND NON-, MEDIA, POLICY INFLUENCERS, SPONSORS, READERS OF 

COMPETING PUBLICATIONS, FOLLOWERS OF ORGANIZATIONS IN THE M&A AND MIDDLE MARKET SPACE

AUDIENCE BUILDER:  ALL ACG COMM CHANNELS

COMM PHILOSOPHY:  SHARE SPONSORED CONTENT ONLY (E.G., WEBINARS, MMI THEATERS, ETC.); STRATEGY IS 

TO EMBED VIDEOS ON ACG SITES VS PUSHING USER TO VIMEO CHANNEL

VALUE:  GREAT CHANNEL TO HOUSE VIDEO CONTENT; ACG USES THIS CHANNEL FOR SPONSOR-DRIVEN CONTENT

LIMITATIONS:  NOT USED A SOCIAL CHANNEL, PER SE, AS ALL VIDEOS ARE EMBEDDED ON ACG/MMG SITES; 

EXPENSIVE TO PRODUCE CONTENT FOR THE CHANNEL

https://vimeo.com/user9273249




YOUTUBE
CREATED ON:  MAY 2014

HANDLE/PAGE:  HTTPS://WWW.YOUTUBE.COM/CHANNEL/UC7BU_LK0YTKZLDIVH2LPPPG

SUBSCRIBERS:  43/55 VIDEOS/6,822 VIEWS SINCE INCEPTION

FORMS OF ENGAGEMENT:  COMMENT, LIKE OR SHARE

PUBLIC/PRIVATE:  PUBLIC

TARGET AUDIENCE:  ACG MEMBERS AND NON-, MEDIA, POLICY INFLUENCERS, SPONSORS, READERS OF 

COMPETING PUBLICATIONS, FOLLOWERS OF ORGANIZATIONS IN THE M&A AND MIDDLE MARKET SPACE

AUDIENCE BUILDER:  ALL ACG AND MMG COMM CHANNELS

COMM PHILOSOPHY:  SHARE ACG/MMG CONTENT; SPONSOR CONTENT LIVES ON VIMEO; STRATEGY IS TO 

EMBED VIDEOS ON ACG SITES VS PUSHING USER TO YOUTUBE CHANNEL

VALUE:  GREAT CHANNEL TO HOUSE VIDEO CONTENT; ACG USES THIS CHANNEL FOR ACG-FOCUSED 

CONTENT

LIMITATIONS:  NOT USED A SOCIAL CHANNEL, PER SE, AS ALL VIDEOS ARE EMBEDDED ON ACG/MMG SITES; 

EXPENSIVE TO PRODUCE CONTENT FOR THE CHANNEL

https://www.youtube.com/channel/UC7Bu_lK0yTKZLdivh2lpPPg



