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Shoot a video, not an ad. 
“i’ll partner with a popular 
blogger and have him or 
her mention my brand in  

a funny, unscripted video,” 
McGovern says. “it has to 

feel authentic.” 

Stay on top of pop culture. 
“i ask my 22-year-old cousin 

what YouTube celebrities 
or music she likes,” Jones 

says. “That way, i can make 
references the younger 

audience will get.”

New Yorkers Nicole Cherie 
Jones and Lauren McGov-
ern have built careers out 

of the app. Below, their top 
tips for Snapchat success.

How to kill it at 
Snapchat

Adopt the lingo. 
“i follow people under 25 

on instagram to teach my-
self the vocab that genera-
tion uses—things like spell-
ing ‘days’ as ‘daze’ or ‘cool’ 

with a ‘k,’” Jones says.
“’THAT’S THe dick pic 
app, right?’ That’s what 
everyone my age asks when 
I mention Snapchat,” says 
East Village resident Nicole 
Cherie Jones, 31. The jour-
nalist, until recently Food 
Network’s first Snapchat 
editor, wants to set the record 
straight. True, when the 
app launched in 2011, all it 
did was send photos with a 
10-second shelf life. But after 
reeling in more than 100 
million monthly users (three 
times that of Twitter), 75% 
of whom are under age 25, 

for 24 hours—an eternity in 
Snapchat land. Then there’s 
Snapchat Stories, a more 
basic 24-hour photo/video 
platform open to anyone with 
a Snapchat handle. 

Think of Discover as a dai-
ly paper for the 21st century: 
Every morning, Snapchat 
delivers what Jones calls an 
“edition” of Food Network—a 
batch of recipes and videos 
adapted for a smartphone 
screen—visible until it goes 
poof! the next morning, when 

a new one appears. Since Dis-
cover launched in January, 
weekly mobile use on Snap-
chat has quadrupled. 

Meanwhile, social media 
strategist and West Village 
resident Lauren McGovern, 
29, uses Stories to promote 
her clients—from hair-care 
brands to Brooklyn musi-
cians. When a brand posts 
a photo or video on Stories, 
followers can view it as many 
times as they want in a 24-
hour period. “My artists film 
behind-the-scenes moments, 
spontaneous mini-interviews, 
games of truth or dare,” 
McGovern says. “It’s all 
funny and raw. There’s no 
filter or Photoshopped thigh 
gap. You can’t be phony, be-
cause younger users will call 
bullshit if it feels staged.” 

If you’re hunting for a job 
in marketing, advertising, 
media, or even fundraising, 
Snapchat is now a key skill, 
says NYC-based career coun-
selor Melissa Llarena, presi-
dent of Career Outcomes 
Matter. “The World Wildlife 
Fund just did a brilliant 
Snapchat campaign,” she 
says. “They posted photos of 
endangered animals with text 
that said ‘Don’t let this be 
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Snapchat: not just 
for teens! Why 
you should mas-
ter the app—for 
work—stat. By 
Marissa Conrad

Snapchat is adding features 
beyond photo self-destruct—
and emerging as the Next 
Big Thing for connecting 
brands with young consum-
ers. Welcome to the era of 
Snapchat as a legit job skill.

At Food Network, Jones 
worked with Snapchat Dis-
cover, a new platform within 
the app that lets partnering 
media outlets (11 and count-
ing, including Cosmopoli-
tan, National Geographic, 
and Comedy Central) post 
videos, short articles, reci-
pes, and quizzes that stay live 

my last selfie.’ Someone had 
to come up with and execute 
that idea, and that means 
they needed someone who 
understood Snapchat.” 

Llarena has spotted Snap-
chat in job listings at Vic-
toria’s Secret, Viacom, and 
more. “Put it on your resume 
and cover letter,” she advises. 
“Share a specific idea ... it 
shows you know which digital 
tools are important and how 
to use them intelligently.” 

Jones says because she 
added Snapchat to her 
LinkedIn title, her profile 
views have skyrocketed by 
25% a week. “Anytime an em-
ployer sees that you’re paying 
attention to what’s new and 
experimenting with it,” she 
says, “they’ll be interested.”

 “it’S aLL fuNNY 
 aNd raw... You 
 CaN’t Be phoNY.” 

Lauren McGovern 
on her rooftop


