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Housekeeping

 No-one wants to hear Dave snoring! 
(Please mute when not speaking)

 Helloooo, is anyone out there? (Shout 
out to speak)

 Can anyone hear the Great Escape 
theme tune? (Mobile phone on silent)

 Don’t shush me! (Chat function 
distractions…)

 Does my chin look big in this? (Video on 
if possible)

 I don’t need an inspirational quote, I 
need coffee (Breaks)

 We are not recording



Today we 

will…

Consider the basics – not a how to set up 
your account but key things to consider

Look at content types – 3 C’s 

(Creative, Copy, Content)

Understand social media policy and your 
role

“Fail to plan, plan to fail”



What is Social Media?



What do you 

use?

TIP 1 – Regularity brings rewards











And so many more…



So what is 

Social Media?



THE 3 C’s …



How to engage your audience

Step 1 – Be Creative!
 Imagery – 35% more people are likely to sign up if they see a real photo 

as opposed to a stock one.  People remember an image 65% longer than 
text.

 Human factor – What would you read/click on? Your inspiration, your 
values, your sense of humour?

 Creating graphics – What’s your point? Pull quotes from your main 
content. Short, sharp, simple.  Don’t crowd a graphic on social media –
no one will see anything.

 Powerful images evoke an emotion – happiness, sadness, humour, 
empathy, concern etc.  If your image is ‘Meh?!’ it won’t get as much 
traction.

 Colour – don’t be dull!

 Stories – over 500 million people use Insta Stories every day with 65% 
saying they have discovered a new brand on there…

 Consider inclusivity



#RealBeauty – 2004 to Present Day 

(yep that long!)



#KnowYourLemons – Jan 

2017

Reached 166 million



How to engage your audience

Step 2 - Copy

 Social media posts are essentially headlines – start with something catchy!

 They are also you talking – be you!

 Understand who you are targeting and apply the right tone

 Keep it short and simple

 Flobba lobba ding dong – Are you speaking the right language?  Acronyms are 

tempting with limited characters but will your audience know them?

 Spell check, spell check, spell check

 Be proactive AND reactive – if you aren’t engaging for others how can you 

expect them to engage with you?  It’s not about the size of your following, it’s 

what you do with it!

TIP 3 – Don’t be a Selfish Socialer!



Quick Break



How to engage your audience

Step 3 - Content

 Brand – while this is more of a personal approach, the bigger picture in everything we do is 
the brand.  Not about colours of a photo – but who we are, our role, public perception & 
professionalism.  If you are posting as a member of staff, your personal opinion is not always 
necessary!

 Call to action every time

 Videos, photos, GIFs, graphics (charts, quotes etc)

 Consider purpose – one off post, wider campaign

 Hashtags and tagging

 Stay topical – search current trends if necessary, think news/campaigns/storytelling

 Share news from others - and contribute based on fact or experience.  Keep the conversation 
flowing

 CONTENT IDEAS:  Asking questions, Polls, Encouraging your audience to ask you questions (try an 
“Ask Me Anything” session), Test their knowledge, Media upload contests, Animated gifs, Spotlighting 
customers, Custom stickers or filters for Instagram Stories

TIP 4 – Know your intentions/purpose…



Ice bucket challenge 



https://www.yo

utube.com/watc

h?v=koPmuEyP3a

0

https://www.youtube.com/watch?v=koPmuEyP3a0


Charmin 2018

Even Dolly had her say…



What if I have a ‘no 

content’ day?
Keep an eye on what is going on nationally, regionally and locally i.e. news, 

events, campaigns

What is trending on social media – can you contribute or adapt it for your 
platform?

‘Filler’ posts – not necessarily specific to events etc, but perhaps just ‘A day 
in the life of..’, Thought for the day, Something to make you smile, Sharing, 

just because…, Share and comment on someone else’s post etc.

And if all else fails – use these links to find ideas for content… 

https://sproutsocial.com/insights/social-media-ideas/

https://www.quicksprout.com/social-media-posts/

https://www.angiegensler.com/what-to-post-on-social-media/

https://www.marketingsolved.com/70-content-ideas-to-post-on-social-
media/

(these links are quite repetitive, but there are some different gems of ideas 
in each if you keep scrolling through)

https://sproutsocial.com/insights/social-media-ideas/
https://www.quicksprout.com/social-media-posts/
https://www.angiegensler.com/what-to-post-on-social-media/
https://www.marketingsolved.com/70-content-ideas-to-post-on-social-media/


Social Media Policy-The rules of 

engagement!

 Policy is there for a reason – to protect the organisation AND YOU!

 Expectation that our social media engagement will ENHANCE the reputation 

of our organisation.  

 Failure to meet expected standards may result in removal of accounts i.e.: 

- Infrequent posting

- Ignoring messages & comments

- Lack of engagement

- Inconsistent branding

- Lack of accuracy 

- No evidence of added value to the service



Rules of engagement cont…

 All social media channels must only be used for business purposes – NEVER for 

private use

 All user names and passwords must be provided to IT team

 CAS must be recognised in the name of the user i.e. @Hannahreidatcas , 

TrainingatCAS etc.  All handles must be authorised by D of I&BD

 Links between personal and professional accounts – don’t be caught out

 DO NOT engage in politics, religion or anything that could bring CAS in to 

disrepute; express an opinion on behalf of CAS or others; delete 

posts/comments unless absolutely necessary; reveal confidential or sensitive 

information

 Responding to negative posts…



TROLLS, MOANERS & 

REACTION ROLLERS…

As a brand with a social media presence, 
criticism and negative comments are the norm 
rather than the exception. With thousands of 
customers connected to your social media 
accounts, negative comments are 
unavoidable.

Whether it’s a dissatisfied customer, someone 
who looks for something nasty to say 
deliberately/seeking a reaction, or the victim 
of a misunderstanding, how you handle these 
negative comments largely determine your 
online credibility.





A reasonable response?!



IT WILL HAPPEN…

10 Tips to help when it does

1. Don’t ignore negative comments

2. Apologise sincerely

3. Don’t make false promises

4. Be polite

5. Take it out of the spotlight

6. Personalise your message

7. Reply instantly

8. Explain yourself

9. Learn from your mistakes

10. Generate positive comments



And finally…

 Give it a go!

 Content Planning – where to start:

- What is happening in your organisation over the next couple of months?

- What kind of opportunities will that give you for content?

- What media can you use?  Vary it – Images, videos, stories etc

- How does it relate to the bigger picture – local, regional, national campaigns 
etc

- Leave time to react and engage 

- Schedule if you can – invest time up front to save time later & keep posting 
regularly.  Better to add little bits when you have something to say, than 
create last minute content because you haven’t said enough.



Any questions?
Hannah Reid

hannah.reid@communityactionsuffolk.org.uk

@Hannahreidatcas

If you would like us to promote 

your work, please send content 

ready to be published (including 

images where applicable) to:

news@communityactionsuffolk.org

.uk
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