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I. Introduction 

 

Company Background  

Tickled Pink Paper + Ink is a stationary shop based out of Portland, Oregon. In addition to stationary, 

Tickled Pink sells custom cards, rubber stamps, party decor and wedding invitations.  

 

Tickled Pink Paper + Ink’s founder, Teresa Diepenbrock, has owned and operated the company since 

2009. She has an extensive background in graphic design, having worked at advertising agencies and 

in-house corporate design departments. 

 

Tickled Pink Paper + Ink currently uses five social media channels: Facebook, Twitter, Instagram, 

Pinterest, and a blog. We did not analyze the blog for this social media audit. Teresa updates the 

social media with some help from her son and Kelli Matthews. However, this help is inconsistent. 

 

Purpose 

The purpose of this social media audit and conversation analysis is to evaluate Tickled Pink Paper + 

Ink’s social media activity compared to three of its competitors: Rifle Paper Co., 1canoe2 Letterpress 

and la Happy. Following some analysis of the various social media accounts, we will make 

recommendations to help Tickled Pink Paper + Ink improve its online presence and better 

communicate with existing and potential customers.  

 

II. Method 

 

For this social media audit, we analyzed the Facebook, Twitter, Instagram and Pinterest accounts for 

Tickled Pink Paper + Ink and three of its competitors. We evaluated the social media presence for 

each of these companies over a four-month period from Oct. 1, 2014, to Jan. 31, 2015. We examined 

the number of followers, the number of posts per month, and the average interaction per post for 

each social media platform. We also examined the most successful and least successful posts for each 

company.  

 

For the conversational analysis we researched the industry trends that companies like Tickled Pink 

Paper + Ink are implementing in their promotion strategies. We looked at commonly used hashtags 

and search engine optimization (SEO) that would help increase traffic onto the Tickled Pink Paper + 

Ink channels. We also looked at themes of fonts, colors, themed weddings and events that are 

popular for companies to generate a larger income.  

 

Outreach to other blogs, trade publications and trade shows allows the company to stay up to date on 

innovative practices. Following popular paper blogs will increase the chance of being featured on their 

pages for their viewers to see. Recently, trade shows have become an option for businesses to 

develop. We looked at the benefits of being a new exhibitor at a trade show and the opportunities it 

creates for up-and-coming businesses.  
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III. Results 

 

Social Media Audit 

 

Overview of Social Media 

We were faced with a few difficulties while performing the social media audit: Rifle Paper Co. does 

not have a Pinterest account; Rifle Paper Co. has two Instagram accounts; and 1canoe2 Letterpress 

has three Pinterest accounts associated with the company. We dealt with these challenges by 

analyzing the common trends and successes each company used rather than just focusing on how 

many followers each one has. Although certain companies have a larger presence on social media, 

smaller companies such as Tickled Pink Paper + Ink and la Happy were able to still reach their targeted 

audiences through different tactics.  

 

On Facebook, Tickled Pink Paper + Ink's main page has 3,164 likes, 1canoe2 Letterpress has 5,990 

likes, la Happy has 1,872 likes, and Rifle Paper Co. has 60,292 likes. On Twitter, Tickled Pink Paper + 

Ink's account has 1,493 followers, 1canoe2 Letterpress’ account has 1,587 followers, la Happy's 

account has 297 followers, and Rifle Paper Co.'s account has 23,900 followers. On Instagram, Tickled 

Pink Paper + Ink's account has 251 followers, 1canoe2 Letterpress’ account has 17,300 followers, la 

Happy's account has 3,537 followers, and Rifle Paper Co.'s account has 24,200 followers. On Pinterest, 

Tickled Pink Paper + Ink account has 900 followers, 1canoe2 Letterpress' account has 2,117 followers, 

la Happy's account has 297, and Rifle Paper Co. does not have an account.  
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On Instagram and Pinterest, Tickled Pink Paper + Ink attempted to engage its targeted audience by 

posting pictures of available products. Both Rifle Paper Co., la Happy and 1canoe2 showed initiative 

when generating high levels of interaction with their clients by using company hashtags. Tickled Pink 

Paper + Ink can use this as a model for its social media participation to increase the outside 

conversation of the company. On Twitter and Facebook, Tickled Pink Paper + Ink does not create 

conversation among customers. It does not retweet other content and does not try to create 

engagement with its followers. Tickled Pink Paper + Ink would benefit from following the example of 

Rifle Paper Co. by responding to comments. Although Rifle Paper Co. has a larger audience, we 

believe that these tactics will be beneficial for Tickled Pink Paper + Ink as a brand. 

 

Brand Consistency  

We found that Tickled Pink Paper + Ink lacked consistency across its channels, which disadvantaged 

the brand. One of the major issues was that the handle is under Tickled Pink Paper + Ink, but the 

search engine name is Teresa Diepenbrock. This makes it difficult for people to find the different 

channels by searching for the company name.  

 

Another issue is the logos are inconsistent across each platform. The brand would be easily 

identifiable if the company used the same logo for all accounts. Also, the social media pages are not 

linked to each other. On the Tickled Pink Paper + Ink website, there is not a tab connected to the 

Instagram account. Similarly, linking the Instagram account to the Twitter and Facebook accounts 

would make it possible to share Instagram content across all platforms at once.  

 

Voice  

 

Facebook 

Tickled Pink Paper + Ink’s posts on Facebook are mainly promotions of products that include a link to 

Tickled Pink Paper + Ink’s website where the products can be purchased. On holidays and other 

special occasions, Tickled Pink Paper + Ink posts free printouts for its customers. Tickled Pink Paper + 

Ink’s other posts include information about when and where the company will be selling its products 

at local craft shows and DIY crafts with a link to the directions. 

  

Tickled Pink Paper + Ink uses a happy, upbeat voice and exclamation marks to keep customers 

engaged. Warm words like “adorable,” “cute,” “precious,” “silly,” and “cuddly” appeal to the audience 

that Tickled Pink Paper + Ink is targeting. 

  

Rifle Paper Co. uses Facebook in a different way. Some of its posts are about awards that it has won. 

Its customers engage with these posts and respond positively to them. Other posts are photo shoots 

of products and the links to purchase the items. Rifle Paper Co. uses behind-the-scenes video of 

products being packaged and labeled for shipping. The purpose of these videos is to engage 

customers and show that the products are carefully handled during the busy holiday season. It also 

uses contests to grab the customer’s attention by offering free gifts and sales. 
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1canoe2 Letterpress uses Facebook to engage with customers by posting sneak peeks of new 

products. It has its Instagram and Pinterest accounts linked to its Facebook page, which shows 

customers that the company is active on multiple social media outlets. This leads to customers 

checking out the other sites and potentially leads to more business for the company. 1canoe2 

Letterpress gives its Facebook followers the chance to work for the company by posting job 

opportunities and including the link to the application. 

  

By using many exclamation points and warm words, 1canoe2 Letterpress appeals to an appropriate 

audience of women ages 18-50. Sales and special promotions are also used to attract attention and 

business from current customers and future customers.  

 

La Happy uses Facebook to show customers products in use. Many of the posts include links to 

pictures of la Happy products being used in weddings. La Happy has had products featured on blogs 

and in bridal magazines, so many posts consist of links. By using hashtags, la Happy draws the 

attention of more customers.  

 

Twitter 

Tickled Pink Paper + Ink uses a professional tone on its Twitter account and also has a personal feel to 

its content. Tickled Pink Paper + Ink posts a balanced combination of its products, blog posts and 

other industry content. 

  

Rifle Paper Co. uses a personal tone on its Twitter account. It posts many personal opinions and 

experience that followers can relate to. It posts a combination of products, industry content and 

personal content. 

  

1canoe2 Letterpress has a friendly, inviting tone on its Twitter account. The writing is professional, 

and has a personal tone to relate to followers. The majority of content posted is about its products, 

but there is occasionally other industry content posted. 

  

La Happy has a personal tone to its Twitter posts. It is a relatable tone that is accompanied by 

opinions, exclamation points for emphasis and personal descriptions. It has a good balance of posting 

about products and the industry.  

 

Instagram 

Tickled Pink Paper + Ink uses a friendly, fun approach in its captions for posts. It usually consists of a 

play on words or funny sayings to grab the user’s attention. This brings an inviting and interesting 

aspect to the posts. 

 

Rifle Paper Co. uses a lot of promotional language when posting. The company tends to post pictures 

of sneak peeks and debuts products on the channel to get customers excited. The company is able to 

create a relationship with its followers by allowing them to be a part of the design process on some of 

its cards and journals.  
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1canoe2 Letterpress tends to either use basic captions or not include a caption at all. Most of its 

images are outdoor environments and buildings rather than products.  

 

La Happy is detail-oriented with its captions. The company includes descriptions such as whether the 

products are hand dipped or gold foiled. Its voice across the posts tends to be professionally driven 

and promotes the different types of products and styles it provides. 

 

Pinterest 

Tickled Pink Paper + Ink does not have much of a voice on Pinterest. Although Pinterest is mostly a 

visual platform, there is a lot of opportunity to give the brand a voice through the captions on the 

pins. This includes writing new captions for all repins. 

 

Because Rifle Paper Co. does not have an official Pinterest account, it does not have a voice through 

Pinterest. Any pins featuring Rifle Paper Co. demonstrate the views of the pinners rather than the 

company. 

 

1canoe2 Letterpress also missed an opportunity to create a voice for its brand on Pinterest. Many of 

1canoe2 Letterpress’ pins did not have original captions. In this way, the company does not display a 

voice.  

 

Finally, la Happy also doesn’t have much of a voice on Pinterest as a brand. However, because it is a 

personal account, the pins give a sense of the owner’s likes and dislikes.  

 

Channel Frequency  

 

Facebook 

Tickled Pink Paper + Ink posted on Facebook 31 times over the past four months and all posts included 

some type of multimedia. Twenty-one of the 31 posts were in October, when Kelli Matthews was 

running the Facebook account. Rifle Paper Co. posted 44 times, with every post including multimedia. 

1canoe2 Letterpress posted the most over the past four months with 49 posts. All 49 posts except one 

included multimedia. La Happy posted on Facebook 19 times in the past four months and all of the 

posts included multimedia.  
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Twitter 

Tickled Pink Paper + Ink is not very active on Twitter. It has only posted 30 tweets between October 

2014 and January 2015. About half of the tweets incorporate multimedia. Similarly, la Happy is not 

very active on Twitter, with only 24 tweets between October 2015 and January 2015. La Happy barely 

uses any multimedia in its posts. Rifle Paper Co. and 1canoe2 Letterpress are very active on Twitter. 
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Rifle Paper Co. has posted 112 tweets between October 2014 and January 2015, and 1canoe2 has 

posted 138 tweets between the same time period. About a third of the Rifle Paper Co.’s tweets 

incorporate multimedia, and about half of 1canoe2 Letterpress’ tweets incorporate multimedia.  

 

Instagram 

Each company has an established Instagram account under the business owner’s name. When 

comparing the channel frequency between each company, the common theme was to post pictures 

of its products. We wanted to evenly evaluate each company based on the effectiveness of each post 

because the number of followers varied from 240,000 followers to 251.  

 

During the four-month period, Tickled Pink Paper + Ink posted 15 times, and 7 of its posts displayed its 

products. Rifle Paper Co. posted 86 times, and 23 included products. La Happy posted 34 times, and 

all but four of the posts incorporated the available products. 1canoe2 Letterpress posted 77 times, yet 

only used 8 of those photos to promote its products.  
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Using an Instagram post to promote products proved valuable for Tickled Pink Paper + Ink, Rifle Paper 

Co. and la Happy. The interactions on these type of posts were repeatedly higher than any other type 

of photo. Photos that were more personal and less visual received a lower level of responsiveness 

from clients. This shows that having a separate account for personal and professional posts will result 

in having more interactions with each post.  
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Pinterest 

Tickled Pink Paper + Ink is relatively active on Pinterest. Between October and January, Tickled Pink 

Paper + Ink posted 68 pins. This is an average of 3.8 per week. However, of these 68 pins, only 22 

featured Tickled Pink Paper + Ink products. That means Tickled Pink Paper + Ink only posts about 

Tickled Pink Paper + Ink on Pinterest an average of 1.2 times per week. In terms of self-promotion, 

this is a missed opportunity.  

 

However, this is similar to the competitor’s Pinterest accounts. 1canoe2 Letterpress posted 50 times 

between October and January, but only 8 of those posts featured 1canoe2 Letterpress products. 

Likewise, la Happy posted 70 times and only 13 of those posts featured la Happy products. 

 

Rifle Paper Co. does not have an official Pinterest, so we analyzed the frequency that Rifle Paper Co. 

products were pinned by users. Although there were many results that mentioned Rifle Paper Co., 

there were only two posts within the October-January timeframe.  

 

Interaction and Client Engagement  

 

Facebook 

Interactions on Facebook consist of the company liking comments and responding to customers on 

the page. None of the companies are highly interactive with customers on their Facebook pages.  
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1canoe2 Letterpress has the most interactions with customers. When a customer asks a question or 

leaves a comment on a post, 1canoe2 Letterpress promptly likes the comment or responds to the 

question. La Happy also has less, but some, interaction with customers on the Facebook page, by 

liking comments left on posts. Although Rifle Paper Co. has the most followers, it does not seem to 

interact much with customers. Tickled Pink Paper + Ink has little to no interaction with customers on 

Facebook other than liking a comment from time to time.  

 

 

 

 

Twitter 

Twitter offers a few ways for companies to interact with their followers and vice versa. Users can 

retweet other users’ content, reply to followers who mention them, create original posts mentioning 

other accounts, and favorite other tweets. Companies can utilize these actions to increase 

engagement with their current followers and gain new followers. For companies, it is important to 

continue gaining followers and engaging with them to interact with influencers who will expand their 

reach.  

 

Tickled Pink Paper + Ink does not have interaction with its followers on Twitter. It does not try to 

create engagement with followers. It does not retweet others’ content. According to the Topsy Social 

Media Analytics Tool, there has been only been one mention of Tickled Pink Paper + Ink by another 

Twitter account. Tickled Pink Paper + Ink does not receive many favorites or retweets of its tweets. 
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Rifle Paper Co. is engaged with its followers on Twitter. It responds to many tweets that followers 

mention them in. In addition, Rifle Paper Co. frequently retweets content from other places. 

According to the Topsy Social Media Analytics Tool, there are about 400 mentions of Rifle Paper Co. 

by other Twitter accounts every month. Rifle Paper Co. receives a lot of interaction from its followers 

with many favorites and retweets of its tweets. 

 

 

 

1canoe2 Letterpress is very engaged with its followers on Twitter and responds to many of the tweets 

that followers mention them in. 1canoe2 Letterpress also tweets content from other places on its 

Twitter account. According to the Topsy Social Media Analytics Tool, there are about 8-20 mentions of 

1canoe2 Letterpress by other Twitter accounts every month. 1canoe2 Letterpress receives a fair 

amount of interaction from its followers with frequent favorites or retweets of its tweets. 

 

 

  

  

La Happy is somewhat interactive with followers on Twitter. La Happy responds to some tweets that 

followers mention the company in and retweets content from elsewhere. According to the Topsy 
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Social Media Analytics Tool, there are about 2-6 mentions of La Happy Design by other Twitter 

accounts every month. La Happy does not receive many favorites or retweets of her tweets. 

 

 

  

None of these accounts utilize hashtags in their tweets. 

 

Instagram 

The companies’ interaction with the posts correlated with the level of followers on their accounts. 

Although Rifle Paper Co. has a more established brand, both la Happy and 1canoe2 Letterpress use 

similar tactics to generate responses from clients.  

 

On Instagram, Tickled Pink Paper + Ink was the only brand that did not have an established hashtag 

promoting its products. Although Tickled Pink Paper + Ink was interactive when customers would 

comment on posts, it would just thank them in their response which did not prove to be as helpful as 

a hashtag. Each competitor had a hashtag using its company’s name, which users were able to put in 

their comment when posting a picture of a card or calendar. This allowed other users to engage with 

one another about the brand without it coming directly from the company account. La Happy had 47 

responses to its hashtag, compared to 1canoe2 Letterpress, which had 674. However, Rifle Paper Co. 

consistently uses a hashtag on almost every post, which resulted in over 21,000 uses of the hashtag by 

other accounts.  

 

A company hashtag allows other users to directly connect their friends with the company. It can 

increase traffic to the company’s channel and is another way to promote products on other platforms.  
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Pinterest  

Hardly any of Tickled Pink Paper + Ink followers interact with the Pinterest boards. For this audit, we 

define interactions as repins, likes or comments. In the four-month period between October and 

January, Tickled Pink Paper + Ink received a total of 14 repins and 4 likes. This means that every week, 

Tickled Pink Paper + Ink received an average of 0.8 repins and 0.2 likes. None of Tickled Pink Paper + 

Ink’s pins received comments.  

 

When analyzing Tickled Pink Paper + Ink’s most successful and least successful posts, the most 

successful post - which only received four repins - featured another company’s product.  

 

On the other hand, most of Tickled Pink Paper + Ink’s pins did not garner any interaction. One issue 

may be that these posts did not utilize search engine optimization by using key search words.  
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Rifle Paper Co. does not have an official Pinterest, so we analyzed the frequency that other users pin 

Rifle Paper Co. products. In the last 18 weeks, only two pins referenced Rifle Paper Co. However, over 

the last two years, the same five pins were repinned multiple times. These pins can be used as 

examples of what kind of content creates user engagement.  

          

 

 

1canoe2 Letterpress had the best interaction on Pinterest. Over the 18 weeks between October and 

January, 1canoe2 Letterpress had a total of 254 repins and 53 likes. On average, 1canoe2 Letterpress 

had 14.1 repins and 2.9 likes per week. 

 

1canoe2 Letterpress’ most successful post featured a 1canoe2 product. It also featured the price and 

a link to the website.  1canoe2 Letterpress’ least successful post featured a picture from the 

company’s Instagram. This kind of content is likely better suited for another channel. Likewise, the 

post doesn’t utilize SEO keywords.  
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Unlike 1canoe2 Letterpress, La Happy did not have a strong Pinterest presence. Between October and 

January, La Happy had 29 repins and 15 likes. This is an average of 1.6 repins per week and 0.8 likes 

per week.  

 

Similarly to Tickled Pink Paper + Ink, la Happy had many posts that users did not interact with. The 

most successful post only received two repins and two likes. Many of the unsuccessful posts on la 

Happy’s Pinterest did not use SEO keywords in the captions. Lastly, la Happy’s Pinterest was a private 

account used by the owner. This limits the brand’s potential reach because it is hard for users to find 

the account, and it includes personal pins that are unrelated to la Happy. 

 

        

 

Conversation Analysis and Industry Trends 

 

A. Themes 

Popular wedding themes that are currently trending are rustic, vintage, whimsical, high drama and 

pure romance. DIY is also becoming more common in weddings and other events. Many people opt to 

make their decorations rather than purchase them in order to save money. Soft, earthy and pastel 

colors are also becoming more popular in wedding and event color schemes.  

 

Fonts that look handwritten are trending and popular on invitations. Cursive is another font that is 

used widely by paper companies. Each of the four companies have different styles. For example, 

Tickled Pink Paper + Ink’s products are more animated and cute while Rifle Paper Co. has more of a 

vintage, floral style. Pinterest is an efficient way to see what colors, fonts and themes are trending.  
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B. Blogs, trade publications and trade shows  

The list of stationery blogs Tickled Pink Paper + Ink has for outreach is comprehensive. There were 

only a couple of blogs we found to add to that list. These would be Paper Love Story and Tiny Prints. 

Continue to pitch these bloggers according to their posting schedules and reviewing timelines. Be sure 

to pitch as soon as new products are launched. 

  

There is one main trade publication that is made for the stationery industry. Stationery Trends 

Magazine has both a physical and online edition. It is published quarterly with the intent to inform 

retailers about the latest trends and designers. 

  

Trade shows are another option to look into for business development. The National Stationery Show 

is annual and is always looking for new exhibitors. Having a booth at this tradeshow can cost between 

$31 and $49 per square foot. This may not fit Tickled Pink Paper + Ink’s budget; however, just 

attending the show to evaluate what trends are popular, see what new products are being launched, 

and assess the competition could be valuable for Tickled Pink Paper + Ink.  

 

C. Hashtag and SEO terms 

 

The easiest way to increase traffic on your channels is to use the search engine optimization. Payment 

isn’t involved and major search engines like Google, Bing and Yahoo are able to show your website as 

a listing for what is the most relevant for users. It is important to notice what the competing 

businesses are using for SEO keywords.  

 

Hashtags are another simple way to get your photo seen by a wider audience. Beautiful, fun, happy, 

pink, colorful, funny and art are just some of the most relevant hashtags used on social media 

channels. Figuring out how to incorporate these words into your posts will make your picture show up 

on multiple searches. Although these are the most popular hashtags for any pictures, looking 

specifically at paper companies will help narrow the search for people who are looking for companies 

like Tickled Pink Paper + Ink. Using descriptive words like stationery, cards, decorative, holiday names, 

calligraphy, and design will help attract the targeted audience’s attention.  

 

IV. Recommendations 

 

Facebook 

● Use the logo of Facebook across all platforms for consistency.  

● Interact with customers on posts. 

● Use hashtags to gain more traffic on page (e.g., #tickledpink, #stationary, #invitations) 

 

Twitter 

● Interact with followers and other stationery industry accounts more. Retweet industry 

content, mention other accounts and create tweets that have a call to action to create 

conversations with followers. 
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● Post more consistently to be on par with competitors. 

 

Instagram 

● Add an Instagram tab on the website to direct traffic to the account. 

● Create a company hashtag (e.g., #tickledpink). 

 

Pinterest 

● Make the account entirely professional and establish a separate personal account if desired. 

● Repin from stationary bloggers to interact with your target audience: Oh So Beautiful Paper, 

Paper Crave, Paper Love Story, and Tiny Prints. 

● Create original captions for pins to show industry knowledge. 

● Use SEO keywords in captions to draw traffic to your pins. 
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