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Introduction

What is this toolkit for?

What do we mean by “social media”?

Who is this toolkit for?

How should you use this toolkit?
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INTRODUCTION:
What is this toolkit for?  Have you heard (or do you agree with) any of these ideas? 

We just need to give people information about what to do to prepare for a disaster, and then of course 
they’ll do it.

I already know what our community needs from us. Research isn’t going to tell me anything new.

All of our posts are relevant to everyone.

Why would it matter what people are saying to each other on social media? We’re the experts so they’ll 
listen to us.

What other motivation for disaster preparedness do people need besides staying alive? That should 
be enough!

We don’t need to be strategic about the social media platforms we use – everyone’s on Facebook (or 
Twitter or Instagram or…).

All of these statements are just not true in most cases. If you’re working to promote actions that 
will keep your community members safe and alive in the face of disasters, you need to understand how 
behaviour change works. Social media is an effective method for reaching people wherever they are, and for 
that and many other reasons, it’s a key tool you can use for bringing about behaviour change.

WHAT DO WE MEAN BY “SOCIAL MEDIA”?

The term covers many different types of digital platforms, but essentially it refers to websites and apps that 
connect people to each other, allowing them to easily share and interact around ideas, information and 
content they create. While the most popular social networks include Facebook, WhatsApp and Instagram, 
social media includes blogs, photo and video sharing, discussion sites, review sites and more. The social 
nature of these sites makes them an ideal place to influence people’s attitudes and behaviours, which are 
strongly determined by what others in their social network think and do.

This toolkit will help you to learn and apply the most important concepts of behaviour change to use 
in your social media planning, content development and outreach. In fact, the ideas you’ll gather here can 
help you with all aspects of your program’s communications and project design. The activities described in 
this toolkit fit in well with a community engagement and accountability approach, with a basis in listening to 
communities’ needs and feedback and encouraging participation in the process. 

The content and examples in the toolkit are geared towards those working in the areas of disaster 
preparedness and disaster risk reduction, with a special focus on issues related to the Latin America and 
Caribbean region. However, the core concepts are applicable across the board, no matter what type of 
behaviour change you are working towards or where in the world you happen to be.

This toolkit is NOT:
A basic introduction to using social media

An in-depth guide to applying behavioural science

A comprehensive how-to manual for succeeding on all the latest social networks

A handbook for how to use social media for disaster response and recovery

Many other guides on exactly these topics already exist, so rather than duplicating those, this toolkit focuses 
specifically on the intersection between social media, behaviour change and disaster risk reduction. But you 
will see links to other helpful resources for more details on related topics.
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This toolkit is designed to be helpful to anyone who wants to use social media to bring about positive 
behaviour change regarding disaster risk reduction among people in their community or other groups they 
serve. It will be most useful for:

Humanitarian aid and public sector professionals working to help communities take actions related to 
disaster preparedness and disaster risk reduction

Organizational staff responsible for social media outreach activities

Communicators who want to make their social media content more effective

Executives who understand the need to build behaviour change capacity in their organization 

Individuals who care about their own communities and want to maximize the impact of their personal 
engagement on social media

HOW SHOULD YOU USE THIS TOOLKIT?

WHO IS THIS TOOLKIT FOR?

The toolkit is designed as a flowchart to lead you through the key questions that need to be answered in 
order to be successful in using social media for behaviour change.

Depending on your current level of knowledge and skills in various areas, 
you have the ability to either:

Work through the toolkit from beginning to end to master the material
OR
Jump to the section that’s relevant to what you need to know RIGHT NOW

1.

2.

From the overview flowchart, each diamond represents a section based on the desired output and will take 
you to a series of components, containing steps that will help you consider key issues and make decisions. 
By answering the questions and filling in the digital worksheets, you can create and save your own printable 
Social Media for Behaviour Change (SM4BC) strategy.

Each component provides information, key considerations and additional resources on one specific step 
of the SM4BC process. Note that on each component, ratings of relative importance, time and cost for that 
step are depicted on a scale of one to three stars, to help you judge where best to invest your time and 
budget. Worksheets provide a format to structure and capture your SM4BC strategy.

For best results, include a representative team from across your organization and/or community in the 
SM4BC process to ensure that the strategy you create takes into account the input and voices of all 
stakeholders.
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Using this toolkit will help you:
LEARN – understanding the concepts and frameworks that underlie the recommendations 
provided in the other sections

ANALYZE – clarifying how social media fits into your organization’s work and providing 
guidance on how to better understand your priority audiences

PLAN – designing a social media for behaviour change strategy that takes into account all 
the elements needed to drive your community to take action

CREATE – developing effective messages and social media content that are optimized for 
behaviour change

ENGAGE – interacting with your priority audiences on social media to disseminate content 
and bring about behaviour change objectives

EVALUATE – assessing how effective your efforts have been in order to refine and improve 
your approach



9

MAIN FLOWCHART - 
OVERVIEW OF SM4BC PROCESS
Social Media for Behaviour Change
Overall Flowchart
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Section 1:
Who Are You?

What is your organization’s mission?

Are you currently using social media?

How does social media fit into your 
organization’s communication 
strategy?

How are you currently coordinating 
communications with stakeholders/
partners?

How effective is your current social 
media approach?

What is your organization’s capacity for 
social media activities?
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Section 1 - 
Assess internal capacity - Who are you?
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Making decisions without considering the 
organization’s mission and goals means 
that, even if you create something you 
consider amazing, it may be ultimately 
useless or even counterproductive to your 
organization’s work.

If your organization does not have disaster 
preparedness or disaster risk reduction 
as part of its mission, you can still use this 
toolkit effectively by adapting and applying 
its lessons to your own issues.

Global commitments such as the UN 
Sustainable Development Goals, the Sendai 
Framework for Disaster Risk Reduction, and 
the Paris Climate Agreement may be used 
to direct your organization’s goalsetting.

Read and understand your organization’s 
mission statement and its current set of 
goals and objectives.

As you proceed with the SM4BC process, 
be sure that you align the choices you make 
with your organization’s mission and goals.

Importance                                                         Time                                   Cost  

Summary
Every organization has a purpose for which it exists. What is the goal that drives your organization to do the 
work it does?

Why is it important?
Knowing what your organization is trying to accomplish will guide every decision you make from this 
point onward, in terms of which problems to address via behaviour change and how to do that. This toolkit 
is geared specifically towards organizations that have disaster preparedness and/or disaster risk reduction 
as part of their mission.

What is your organization’s 
mission?

Key Considerations:

1 1

2
2

3

Action steps:

For more information:
Roundtable: What Does It Mean To Be Mission-Driven?

How to Create an Effective Non-Profit Mission Statement

Example:
The International Federation of Red Cross and Red Crescent Societies’ vision statement, which guides 
the mission statements of its National Societies is:

“To inspire, encourage, facilitate and promote at all times all forms of humanitarian activities 
by National Societies, with a view to preventing and alleviating human suffering, and thereby 
contributing to the maintenance and promotion of human dignity and peace in the world.”

http://www.nesc.org/mission/
https://hbr.org/2011/03/how-nonprofit-misuse-their-mis
https://www.ifrc.org/en/who-we-are/vision-and-mission/
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The IFRC’s activities are guided by three aims:
Save lives, protect livelihoods, and strengthen recovery from disasters and crises

Enable healthy and safe living

Promote social inclusion and a culture of non-violence and peace.

1.

2.

3.

Are you currently using 
social media?

Summary
As you consider how to apply social media for behaviour change, first look at whether and how your 
organization is currently using social media in its activities.

Why is it important?
If your organization already has social media-savvy staff and a social media presence, building in a behaviour 
change orientation to your digital outreach should be a relatively straightforward process.

Importance                                                         Time                                   Cost  

If you intend to add a behaviour change 
approach to your current social media 
outreach activities, identify the key staff 
who are involved and include them in the 
SM4BC process.

If you do not yet have a social media 
outreach component, but would like to 
develop that capacity, begin the process of 
identifying appropriate staff, providing them 
with training on how to use social media 
tools, and allocate resources to establish 
an ongoing social media presence.

If you do not have, and do not intend to 
start using social media within your own 
organization, identify potential partners 
among your stakeholders or beneficiaries 
who you can work with to implement SM4BC 
activities outside of your own organization.

If your organization is already using 
social media, consider why and how it is 
currently being used. Who are the staff 
that are involved in its development? What 
resources have been invested in it to date? 
Does it make sense to continue as-is or 
expand capacity?

If your organization is not currently using 
social media or does not intend to make it 
a priority, consider partnering with other 
NGOs or government agencies with similar 
missions or priority audiences to combine 
your important content expertise with their 
social media capability.

Key Considerations:

1 1

2
2

3

Action steps:
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Getting Started with Social Media: A Guide for Nonprofit Organizations and Government 
Agencies

Social Media Effectiveness for Public Engagement: An Example of Small Nonprofits

7 Reasons Nonprofits Don’t Try Harder with Social Media

Top 10 Reasons to Avoid Social Media

For more information:

Example:
Case Study:

Through its Barrio Resiliente (Resilient Neighborhood) program, GOAL Honduras worked to reach 
the community via its beneficiaries, rather than directly through the organization’s own social 
media outreach. Staff trained administrators at the local Water Management Boards to build their 
organizational capacity to use social media to reach their customers with behaviour change-focused 
communications. GOAL Honduras helped the administrators investigate and understand their 
communities’ needs, taught them how to use Facebook pages and engage with the public, and created 
message templates for them. Their first objective was increasing on-time payment of water bills, so they 
created content that showed how paying bills on time helps support the community infrastructure. 
Also, to achieve this objective, they carried out training on customer service, empowerment, teamwork 
and administration. Their tracking showed that the percentage of people paying on time increased as 
a result of the SM4BC strategy and the Water Boards now regularly report progress in the water and 
sanitation infrastructure in their communities.

Example post from one of the Water Boards:

Translation: “Pay to all what is owed to them: taxes to whom taxes are owed, revenue to whom revenue is 
owed, respect to whom respect is owed, honor to whom honor is owed.” – Romans 13:7. Your friend, Piochin

https://guides.library.illinois.edu/social-media-for-nonprofits
https://guides.library.illinois.edu/social-media-for-nonprofits
http://www.nesc.org/mission/
https://nonprofitquarterly.org/social-media-effectiveness-for-public-engagement-an-example-of-small-nonprofits/
https://nonprofithub.org/social-media/7-reasons-non-profits-dont-try-harder-with-social-media/
https://www.cobizmag.com/articles/top-10-reasons-to-avoid-social-media
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How does social media fit 
into your organization’s 
communication strategy?

Summary
Your SM4BC social media strategy needs to be aligned with your organization’s overall communications 
strategy to complement and support primary goals and objectives.

Why is it important?
Social media should not be created in a vacuum, unrelated to the other work that your organization does. 
If your organization does not have a communications strategy, that needs to be your first step to ensure 
all your efforts work together to make them more effective. A useful communications strategy includes a 
plan for how you will use social media in concert with other outreach approaches to support each specific 
communication objective.

Importance                                                         Time                                   Cost  

Review your organization’s communications 
strategy to understand how social media can 
best be used to support key organizational 
objectives.

If your organization has not created a 
communications strategy, now is the 
time to create at least a basic framework 
to guide your efforts. Determine how 
communications, including social media, 
can reinforce the other work that your staff 
is doing, to create an integrated approach.

Does your organization have an overall 
communications strategy? This type of 
plan is critical for guiding all outreach and 
promotional work that you do, to ensure 
that the team is working towards the same 
key objectives.

Social media is just one method of 
reaching people. Digital outreach is not 
the only, or always, the best approach. 
Your communications strategy must put 
it in context and coordinate social media 
activities with other effective ways of 
reaching your priority audiences. 

Key Considerations:

1 1

2
2

Action steps:

For more information:
What Goes Into a Nonprofit Marketing and Communications Plan or Strategy?

Social Media Best Practices for Nonprofit Organizations: Integration with Existing 
Communications

The Strategic Communications Toolkit

Template: Develop a Communication Plan in Nine Steps

https://www.nonprofitmarketingguide.com/blog/2019/05/21/what-goes-into-a-nonprofit-marketing-and-communications-plan-or-strategy/
http://www.nesc.org/mission/
https://www.ccghr.ca/wp-content/uploads/2014/06/CCGHR-Social-Media_Module-15_Integration-with-existing-communications.pdf
https://www.ccghr.ca/wp-content/uploads/2014/06/CCGHR-Social-Media_Module-15_Integration-with-existing-communications.pdf
https://www.hhs.gov/ash/oah/resources-and-training/online-learning-modules/strategic-communications-toolkit/index.html
https://www.crs.org/sites/default/files/crs-files/communication-toolbox-template-develop-a-communication-plan.pdf
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Example:
Social Media in Your Communication Strategy

Goals/Objectives:
Which goals/objectives can 

social media help achieve?

Priority Audiences:
Which social networks do they 
use? What can you learn about 

them via social media?

Key Messages:
What are people saying 
online about your issue and 

organization?

Communication Methods:
How can social media support 
and complement the other 

tactics you’re using?

Budget:
What social media resources 

do you need to plan for?

Ongoing Monitoring and 
Evaluation: 

How can social media help 
identify how your audience 
is responding to your 

communications?

How are you currently 
coordinating 
communications with 
stakeholders/partners?

Summary
Your organization’s account is just one voice in the ecosystem of social media communications. To be most 
effective, coordinate with the other organizations and public agencies that are responsible for disaster 
management to ensure unified messaging.

Why is it important?
NGOs like the Red Cross/Red Crescent National Societies and local chapters often play an auxiliary function 
in concert with national and local government agencies to provide support before, during and after 
disaster incidents. To best serve the community, NGO and public sector staff should mutually develop a 
communications plan before a crisis begins, to be sure that key messaging is unified and led by a single 
agency, and to define roles for how to divide up tasks in various types of circumstances. Otherwise, 
contradictory information being disseminated by different organizations can cause confusion and can even 
mean the difference between life and death.

Importance                                                         Time                                   Cost  
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Is there an existing interagency disaster 
preparedness planning group for your 
country or local region? Who are the NGOs, 
public agencies, stakeholders and other 
partners that need to be involved?

Do you currently have any kind of plan in 
place for coordinating communications 
among relevant organizations, stakeholders 
and partners? If so, is it only activated in crisis 
situations, or do you proactively coordinate 
messaging for disaster preparedness and 
risk reduction as well?

You need time to build the types of 
relationships that create trust among the 
participants to collaborate in an efficient 
way. Don’t wait until a crisis to reach out to 
the other key players the community will 
turn to for lifesaving information.

In a large organization, it’s possible that many 
of your staff already have their own social 
media accounts and are publicly posting 
while identifying themselves as employees. 
This situation needs to be managed and 
coordinated internally to make sure that the 
messaging is aligned with the organization’s 
strategy.

Reach out to local stakeholders and 
partners to begin the process of 
coordinating disaster-related outreach, to 
ensure that the community does not receive 
contradictory and confusing information.

If your organization is already working in 
conjunction with stakeholders and partners, 
take a proactive approach to social media 
outreach based on identified needs of the 
community.

Key Considerations:

1 1

2

3

4

2

Action steps:

For more information:
Improving Coordination – IFRC

A Red Cross Red Crescent Guide to Community Engagement and Accountability (CEA) - 
Community engagement and accountability in rapid-onset emergencies Section

Guide to the Auxiliary Role of Red Cross and Red Crescent National Societies – Americas

IASC Emergency Response Preparedness Guidelines

Social Media Checklist For Emergencies and Disasters Response

CERC: Crisis Communication Plans and CERC: Understanding the Roles of Federal, State, and 
Local Community Health Partners - CDC

https://www.ifrc.org/Global/Impcoor.pdf
http://www.nesc.org/mission/
https://media.ifrc.org/ifrc/wp-content/uploads/sites/5/2017/12/IFRC-CEA-GUIDE-0612-LR.pdf
https://media.ifrc.org/ifrc/wp-content/uploads/sites/5/2017/12/1294600-Guide_Americas_En_LR-1.pdf
https://interagencystandingcommittee.org/system/files/iasc_emergency_response_preparedness_guidelines_july_2015_draft_for_field_testing.pdf
https://www.socialmediatoday.com/content/social-media-checklist-emergencies-and-disasters-response
https://emergency.cdc.gov/cerc/ppt/CERC_Crisis_Communication_Plans.pdf
https://emergency.cdc.gov/cerc/ppt/CERC_Understanding%20the%20Roles%20of%20Partners.pdf
https://emergency.cdc.gov/cerc/ppt/CERC_Understanding%20the%20Roles%20of%20Partners.pdf
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Example:
The Government of the Republic of Trinidad and Tobago created a Crisis Communication Guidelines and 
Response Plan that very clearly lays out the responsibilities of each government agency and how they would 
work together. 

The Regional Migration Platform for Venezuelan migrants is an inter-agency portal for UN agencies, NGOs 
and CSOs, providing regional coordination for communicating with communities, outreach, and engagement 
initiatives.

How effective is your 
current social media 
approach?

Importance                                                         Time                                   Cost  

Summary
If your organization has been using social media for a while, now is a good time to take a look at how 
effective your current approach has been.

Why is it important?
Looking at what’s been working and not working to engage your followers will help you to expand your 
efforts further. And if you have not been tracking and evaluating the success of your approach up until now, 
it is time to start so you will have baseline data in place.

Key Considerations:

Has your social media outreach been tied 
to specific objectives in your program? If so, 
have you met those objectives?

Do you track social media analytics, so you 
have an idea of which types of posts are 
sparking the most engagement? And do you 
understand what the analytics are telling 
you?

On which social networks have you built the 
biggest audience?

1

2

3

1

2

Action steps:

If you are not already tracking and assessing 
your social media outreach, set up a 
social media analytics dashboard to start 
collecting data. (See 8E for guidance.)

If you do have data, analyze it and use the 
results to help guide you in decisions that 
will come later in the SM4BC process.
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Example:
Elements of a Social Media Audit

Social media metrics for all 
your accounts

total followers, likes, 
shares, clicks, etc.

best performing social 
networks, posts, times

organic reach vs. paid 
reach ROI

99 99 99

Referral traffic to your 
website

How your competition is 
using social media

Audience demographics Consistency and quality 
across your accounts

Budget

Response rate (time to 
respond to comments and 

messages)

How to Create a Social Media Report

For more information:
Ten Steps To A Social Media Audit

How to Assess and Improve Your Social Media Marketing: A Monthly Plan

https://blog.hootsuite.com/social-media-report-template-guide/
https://medium.com/@JBBC/how-to-conduct-a-social-media-audit-a104e67ac1a9
http://www.nesc.org/mission/
https://www.socialmediaexaminer.com/how-to-assess-and-improve-your-social-media-marketing-a-monthly-plan/
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What is your organization’s 
capacity for social media 
activities?

Summary
The scope of social media outreach that is reasonable for your organization will depend on whether 
adequate staff time, expertise and resources are available to support the desired level of activity.

Why is it important?
While the use of social media is ostensibly free, it does require an investment of resources. Staff time 
must be devoted to tracking relevant social media conversations, developing content, and engaging with 
the online community. Your organization may decide to create content that costs money to produce or 
requires special equipment, such as videos or podcasts. And it may make sense to use paid advertising to 
reach specific audiences or to grow your following. Unless your organization’s leadership understands the 
importance of social media to fulfilling your mission, and makes it a priority in terms of resource allocation, 
your social media outreach is unlikely to succeed. 

Importance                                                         Time                                   Cost  

Consult with your organization’s leadership 
to secure their commitment to the 
necessary investment for SM4BC.

Determine staffing and resource levels 
needed for the desired level of social media 
engagement and content production.

Is your organization’s leadership on board 
with investing the necessary resources to 
ensure that your SM4BC efforts will flourish?

Who are the people who will be involved 
in your social media content development 
and community engagement? What skills do 
they need to be successful?

Your organization’s capacity will determine 
decisions such as how many different 
social networks to have accounts on, your 
level of engagement, what types of media 
and formats you will use, and what type of 
analytics you will be able to collect.

This capacity assessment is critical, because 
if your organization establishes a social 
media presence, then stops updating or 
responding, any trust that was built with 
your audience may disappear.

Key Considerations:

1

2

3

4

1

2

Action steps:
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Example:
Elements of a Social Media Budget

Social Media 
Budget

PAID PARTNERSHIPS

PAID ADVERTISING
Dependent on social
network

CONTENT CREATION SOFTWARE/TOOLS
Content Hosting
Editing Tools
Social Media Management/
scheduling
Analytics Tools

MANAGEMENT
Social media team staff
time

TRAINING
Dependent on
staff needs

For more information:
How Different Size Nonprofits Perform on Social Media

Social Media Time Management: Resource Allocation

Resource Planning for Social Media

How to Set Your Digital Marketing Budget

https://causeinspiredmedia.com/social-media/how-different-size-nonprofits-perform-on-social-media/
https://www.socialmediatoday.com/content/social-media-time-management-resource-allocation
https://www.smartinsights.com/social-media-marketing/social-media-governance/resource-planning-social-media/
https://www.macmandamedia.com/social-media/nonprofit-digital-marketing-budget/


22

Worksheet 1 - 
ORGANIZATIONAL ASSESSMENT WORKSHEET

Name of 
Organization:

Is your 
organization 

currently using 
social media?

Organizational 
Mission:

How does 
social media 
fit into your 

organization’s 
communication 

strategy?

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

1.

3.

2.

4.

Yes
No but want to start
No and don’t want to start

Which organizations could 
you partner with that are 
social media savvy?
_______________________________

It’s integrated into the overall 
strategy
It’s not connected to the overall 
strategy
We do not have a communication 
strategy

Who will be responsible for 
creating or updating the 
communication strategy?
________________________________
________________________________
_____________________________

ACCESS WORKSHEET ONLINE HERE

https://docs.google.com/forms/d/e/1FAIpQLSdvFdxCOj6VTwi-b1ZbBJ57Ujosi70I0hESeo_7AYMP2E5VOg/viewform?usp=sf_link
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5.

6.

7.

How are you 
currently 

coordinating 
communications 
with stakeholders 

and partners?

We coordinate proactively
We coordinate only during a crisis
We do not coordinate

Which stakeholders and 
partners do you need to 
coordinate with?
________________________________
________________________________
Which types of communications 
require coordination?
________________________________
________________________________

Which of these 
elements does your 
organization have 

that can contribute 
to its capacity 

for social media 
activities?

Committed leadership
A person or team overseeing social 
media
Appropriate staff social media skills 
and/or training
Staff time devoted to social media 
activities
A budget/resources for items like 
social media content development 
and paid ads

If your organization 
currently uses 

social media, how 
savvy are you in 

terms of engaging 
in the following 

basic best 
practices? (check 
all that currently 

apply)

Focusing on sites your audience 
spends time on
Setting up accounts with your 
organization’s branding
Providing links to your social media 
accounts on all marketing materials
Posting original content on a daily 
schedule
Using graphics and/or video to 
enhance text-based posts
Sharing content from others 
regularly
Responding to comments, 
mentions and messages daily
Engaging in “social listening” to 
understand your audience
Tracking mentions and relevant 
keywords
Using hashtags
Monitoring your audience 
engagement and other metrics
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9.

8.
Have you conducted 
a social media audit 
to better understand 

your current 
strengths, weaknesses 

and opportunities?

Yes
No
Not applicable

What next 
steps does your 

organization need 
to take to make 

sure it is ready to 
use social media 

effectively?

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________
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Section 2:
What do you want to 
accomplish?

What is the problem you want to 
address?

What are the factors that contribute to 
the problem?

Which factors are changeable via 
SM4BC?

What are your social media objectives?
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Section 2- 
Set goals/objectives - What do you want to accomplish?
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What is the problem you 
want to address?

Summary
Get specific about the problem to be addressed so you can ensure that all your efforts are focused in the 
right direction.

Why is it important?
You likely already have an idea of the main problem that needs to be solved, based on your organization’s 
mission and current priorities. Defining the problem as clearly as possible from the beginning ensures that 
you don’t end up spinning your wheels on the wrong issue.

For more information:
Are You Solving the Right Problems?

Solve the Right Problems with this 7-Step Problem Framing Workshop Template

How To Frame A Problem To Find The Right Solution

Importance                                                         Time                                   Cost  

Which problems does your organization’s 
mission address?

Have you asked the population you serve 
what they see as the major problems?

Based on your organization’s overall 
strategy, what are the priority issues for 
your communication efforts?

Is there a particular sector or angle of the 
problem that you will address? For example, 
for the problem of households not being 
prepared for disasters, you could focus on 
a particular type of natural hazard (e.g., 
floods, fire, earthquake), specific tasks that 
people need to do (e.g., preparing a first aid 
kit, reinforcing their home’s foundation), 
relevant local policies (e.g., zoning 
regulations), or higher level policies (e.g., 
climate change-related legislation).

Consult with your organization’s leadership 
to ensure that the problem(s) you will be 
focusing on fit with existing or new priorities.

If possible, ask members of your community 
about their needs to help align your efforts 
with what they see as the main problems.

Define the problem as clearly as you can, 
including what aspects you will include and 
what you will not include.

Consider reframing the problem in a 
different way, to help identify more creative 
solutions.

Key Considerations:

1

2

3

4

1

2

3

4

Action steps:

https://hbr.org/2017/01/are-you-solving-the-right-problems
http://www.nesc.org/mission/
https://www.mightybytes.com/blog/problem-framing-workshop-template/
https://www.forbes.com/sites/palomacanterogomez/2019/04/10/how-to-frame-a-problem-to-find-the-right-solution/#588295895993
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Example:

https://twitter.com/NoNatDisastersstatus/1221946804788518912

Importance                                                         Time                                   Cost  

Summary
Big problems usually have many different causes. By identifying the factors that are involved for your 
community, you can assess where to focus your efforts on solutions.

Why is it important?
Even when you think you understand the problem, you may not have taken into account all the elements 
that contribute to it. You can identify these factors by talking with experts and seeing what information is 
already available online and elsewhere. Most important is how your community sees the problem through 
their eyes – they may know about issues that are not obvious.

Recognition: Define Your Problem and Map Out the Challenge - Humanitarian Innovation 
Guide

IFRC CEA Hub

What are the factors that 
contribute to the problem?

https://twitter.com/NoNatDisasters/status/1221946804788518912
https://higuide.elrha.org/toolkits/recognition/
https://higuide.elrha.org/toolkits/recognition/
https://communityengagementhub.org/
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Environmental level – The house gas shutoff valve is rusted into the “on” position and is hard to move

Organizational level - The local hardware shop does not stock water heater brace kits

Community level – The community is used to having NGOs assisting after disasters, and so they do 
not have a community preparedness plan in place

Societal level – Residents are poor, and they do not have the economic ability to build their homes 
strongly enough to withstand an earthquake

Key Considerations:

Where can you find information about 
the problem and its contributing factors? 
Perhaps your organization already has 
compiled this information as part of its work.

Have you consulted with members of the 
specific community you’re trying to help? 
They may have a better understanding of 
what the main factors contributing to the 
problem are and how they impact different 
parts of their lives.

Though it’s easiest to look only at the 
individual level and stop there, you may be 
able to make a more comprehensive impact 
by thinking bigger. Addressing the higher 
level problems can create a cascade effect 
and result in positive changes for individuals.

Search for information on the specific 
problem you want to address, its causes 
and potential solutions – in your own 
organization, in information found online, 
or in the research literature.

Talk with members of your community to 
better understand the problem as they see 
it, the factors they believe contribute to it, 
and the solutions they propose. (See 2A.)

For each potential level of change, list out 
the factors that contribute to the problem, 
based on the needs assessment and other 
research you have done.

1

2

3

1

2

3

Action steps:

For more information:
IFRC CEA Hub

Socio-Ecological Model – SBCC for Emergency Preparedness

Intro to the Ecological Model (video)

Detecting Disaster Root Causes

Individual level – Perhaps people don’t believe that they have the ability to prevent earthquakes from 
damaging their homes

Interpersonal level – Making structural improvements to their home, which has shared walls with 
another home, may cause resentment from their neighbors because of potential noise and dust

For example, if the problem you want to address is reducing residential damage from earthquakes, think 
about some of the different levels that might influence how that happens:

https://communityengagementhub.org/
https://sbccimplementationkits.org/sbcc-in-emergencies/learn-about-sbcc-and-emergencies/what-is-social-and-behavior-change-communication/
https://www.youtube.com/watch?v=5NNw0GSUR-c
https://www.preventionweb.net/files/globalplatform/entry_bg_paper~studydetectingdisasterrootcausesweb.pdf
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Example:

The Levels of Change (Socio-ecological Model)

Individual level

Interpersonal level

Environmental level

Organizational level

Community level

Societal level

Which factors are 
changeable via SM4BC?

Importance                                                         Time                                   Cost  

Summary
Not every factor influencing the problem can likely be solved via SM4BC, so focus your objectives on the 
elements of behaviour that can be best addressed via social media.

Why is it important?
Once you’ve identified the components that contribute to the problem, you can then analyze which will 
be most likely to respond to a SM4BC approach. Issues that are reinforced by societal forces and power 
structures, such as poverty or systematic discrimination, may not respond as well to an individual behaviour 
change-oriented approach and require a different type of intervention.

Social media is most effectively used to address certain pieces of the behaviour change puzzle, including:
Education and awareness (knowledge about the issue)

Empowerment (helping people feel they have the power to change)

Skill development (providing mental tools people can use for change)

Self-efficacy (the belief that you have the ability to do the behaviour)

Social norms (helping people feel like it’s the normal thing to do)

Social support (connecting people with others working on change)

Call to action (reminding people to take action at the right time/place)
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For more information:
Theory of Change – DIY Toolkit

Theory of Change in Ten Steps – NPC

Behaviour Change Communication Using Social Media: A Review

How to Create Sustainable Behaviour Change Through Social Media Marketing

Key Considerations:

Develop a theory of change that describes 
the process of how each root cause 
connects to each other and the main 
problem. 

Look at the list of factors that influence 
the problem and highlight those that you 
think are most changeable via the methods 
described above.

Think about each factor related to the 
problem and whether it’s something 
individuals could take action on themselves. 
Are the key audiences even reachable via 
social media? If not, you may need to use 
other types of change activities.

Social media is all about communication. 
Are there aspects of the problem that would 
be easier to talk about in the short format 
that social media provides? Are some parts 
too complex? Is this something that is better 
dealt with through face-to-face contact 
between a health care professional and 
patient?

You may decide to focus on specific 
behaviour change elements that need to be 
addressed in your community, such as skill 
development and self-efficacy, or education 
and social norms, rather than all of them at 
once. Or take a stepped approach and shift 
emphasis over time, based on your theory 
of change.

1

2

3

1

2

Action steps:

https://diytoolkit.org/tools/theory-of-change/
https://www.thinknpc.org/resource-hub/ten-steps/
https://www.researchgate.net/profile/Emmanuel_Adewuyi2/publication/306106636_Behavior_Change_Communication_Using_Social_Media_A_Review/links/57b1d7bc08aeb2cf17c57b10.pdf
https://alltopstartups.com/2018/03/28/how-to-create-sustainable-behaviour-change-through-social-media-marketing/
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Example:
In this graphic, the individual characteristics in the yellow center are most influenceable via social media. 
We may also be able to affect the green interpersonal factors, but those at the structural outer level likely 
require other types of interventions.

https://views-voices.oxfam.org.uk/2020/09/wash-your-hands-why-influencing-behaviours-is-more-complicated-than-we-think/

What are your social media 
objectives?

Summary
Your social media objectives should support your program’s overall communication goals and objectives. 
They define specifically how social media activities will contribute to creating behaviour change.

Why is it important?
Objectives describe the steps that need to happen to reach your ultimate goal of behaviour change. What 
will it take to get the community to take action? Do people need to know what should be included in a family 
emergency plan? Do they believe that their home is at risk for a fire? Creating specific objectives gives you 
the structure for a strategy to get to your ultimate destination of behaviour change. They also help you 
evaluate whether you’re on track.

Objectives say: WHO will do WHAT by HOW MUCH and by WHEN

When you write your objectives, make sure they are SMART:
Specific – What observable change will occur?
Measurable – What metrics will you use to track the amount of change?
Achievable – What type and amount of change is reasonable to expect?
Relevant – Will it move you closer to your overall goal?
Time-framed – What amount of time is reasonable to allocate to accomplish this objective?

Importance                                                         Time                                   Cost  

https://views-voices.oxfam.org.uk/2020/09/wash-your-hands-why-influencing-behaviours-is-more-complicated-than-we-think/
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For more information:
SBCC for Emergency Preparedness Implementation Kit – Unit 6: Developing Communication 
Objectives and Indicators

25 SMART Social Media Objectives

Example:
For an Early Warning System where one of the communication objectives is that residents will leave their 
neighborhood when an evacuation order is announced, some examples of social media objectives in 
support could be:

Knowledge: Social media followers will know via our program’s social media feed that an evacuation 
order has been called for their neighborhood within 15 minutes of its official announcement and be 
aware of updates every 30 minutes thereafter.

Attitudes: 90% of parents will believe that our community emergency shelters are a safe place to 
bring their children in the event of an evacuation, within 2 months from the start of our campaign.

Social support: At least 10 people following our social media accounts will share information about 
the evacuation order or locations of shelters on their own accounts during a given emergency.

Sample social media activities: Posts with lists of neighborhoods and map graphics

Sample social media activities: Pre-emergency posts with pictures and videos of examples 
of family-friendly shelters, posts during an emergency highlighting parents talking about the 
experience

Sample social media activities: Encourage followers to share information widely, thank them 
when they do so accurately, and address misinformation if shared.

Key Considerations:

Each social media objective should relate 
back to your organization’s overall goals. 
Otherwise, you may be wasting your time 
on irrelevant activities.

You may have different objectives for 
different groups of people. As you define 
your priority audiences, consider what each 
group needs most to change.

Remember that objectives are not the actual 
social media activities themselves, but the 
reasons why you choose particular tools 
and tactics.

Start thinking now about how you will track 
your progress on each of your objectives so 
you can build in evaluation indicators from 
the beginning.

Refer to your overall communication 
objectives and determine which one’s social 
media would best support. 

Write at least three social media objectives 
in SMART format.

1

2

4

3

1

2

Action steps:

Focus on a small number of objectives specifically for your activities in social media so you’re not trying to 
tackle too many different elements.

http://healthcommcapacity.org/wp-content/uploads/2017/01/SBCCforEP_I-Kit.pdf
http://healthcommcapacity.org/wp-content/uploads/2017/01/SBCCforEP_I-Kit.pdf
http://www.bethkanter.org/25-smart/
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Worksheet 2 - 
SOCIAL MEDIA GOALS AND OBJECTIVES WORKSHEET

What is the 
problem you 

want to address?

 Based on the problem you’ve 
identified, what is the overall 

goal that you’re working 
towards that social media will 
be used for? (Be specific on 
what success will look like.)

What are the 
factors that 

contribute to the 
problem?

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

1.

3.

2.

4.

Yes
No => Be sure to check that your 
problem selection aligns with your 
audience’s priorities.

At the individual level? (e.g., 
knowledge, attitudes, self-efficacy, 
perceived social norms)It’s not 
connected to the overall strategy
___________________________________
___________________________________

At the interpersonal level? (e.g., 
influence of friends and family, 
social support)
___________________________________
___________________________________

a)

b)

Have you spoken with 
the population you 

serve to understand 
what they see as the key 

problem?

ACCESS WORKSHEET ONLINE HERE

https://docs.google.com/forms/d/e/1FAIpQLSdSFtbyXUz77bWfUG5crsPvZMoA0gE1zyaByh3UhlEeDciMkg/viewform?usp=sf_link
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4.

What are the 
factors that 

contribute to the 
problem?

At the environmental level? 
(e.g., the surrounding physical 
structures)
___________________________________
___________________________________

At the organizational level? (e.g., 
work, school, businesses)
___________________________________
___________________________________

At the community level? (e.g., 
leaders, government, local decision 
making)
___________________________________
___________________________________

At the societal level? (e.g., cultural 
values, gender norms, economic 
conditions)
___________________________________
___________________________________

c)

d)

e)

f)

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

5.
Now check off the factors 

above that are likely 
changeable via a social 

media for behaviour change 
approach.

What are your 
key social media 

objectives?

[WHO?] will do [WHAT?] by [WHEN?] 
and [BY HOW MUCH?]
_____________________________________
_________________________________

[WHO?] will do [WHAT?] by [WHEN?] 
and [BY HOW MUCH?]
_____________________________________
_________________________________

[WHO?] will do [WHAT?] by [WHEN?] 
and [BY HOW MUCH?] 
_____________________________________
_________________________________

6. a)

b)

c)
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6.
d) [WHO?] will do [WHAT?] by [WHEN?] 

and [BY HOW MUCH?] 
_____________________________________
_________________________________

What are your 
key social media 

objectives?
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Section 3:
Who do you need to 
reach?

Whose behaviours need to change?

What can you learn about your priority 
audience(s)?

Who are the people who most influence 
your priority audience?

What are they doing and saying online?
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Section 3- 
Prioritize audience(s) - Who do you need to reach?
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Whose behaviours need to 
change?

Summary
Be very specific about who needs to take action in order to reach your objectives. “Everyone” or “the general 
public” is not precise enough to be helpful as you design your strategy.

Why is it important?
The clearer you are about which specific types of people to include in your priority audiences, the more 
effectively you can tailor your outreach to them. A one-size-fits-all strategy does not fit anyone very well. 
Begin with your objectives and try to define which specific people in that category should take action.

For more information:
SBCC for Emergency Preparedness Implementation Kit – Selecting Priority Audiences

Identifying and Prioritizing Audiences

Importance                                                         Time                                   Cost  

Key Considerations:

Review the objectives you previously 
created. Can you get more specific on who 
needs to take action on each objective? 

Use existing research to help you hone in on 
which groups’ behaviour changes can make 
the biggest difference on the problem.

Use what you know about the problem and 
how it can be addressed to figure out what 
types of people are able to take relevant 
actions.  At what level in the socio-ecological 
model does it make the most sense to 
intervene?

Just as important as saying who you will 
include in your priority groups is identifying 
who you will NOT include. Not everyone is 
in a position to take action on a particular 
aspect of the problem. You can also specify 
the geographic area to focus on, if your 
program serves a particular community.

1

2

1

2

Action steps:

https://sbccimplementationkits.org/sbcc-in-emergencies/select-priority-audiences/
https://www.health.org.uk/sites/default/files/Identifying-prioritising-audiences-dl.pdf
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Example:
Same Topic, Different Audiences, Different Approaches

https://www.instagram.com/p/B_0b8-9lja9/

https://www.instagram.com/p/B92fSr8J1Zq/
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https://www.instagram.com/p/B-cW9AvlVCD/

What can you learn about 
your priority audience(s)?

Importance                                                         Time                                   Cost  

Summary
Talk to the people in your priority audience(s) to understand what they already know about the problem, 
what will be motivating for them, and what barriers stand in their way to adopting key behaviours.

Why is it important?
Whether you call it “research” or just “getting to know your audience better,” this step is critical for the 
success of your program’s social media outreach. Ideally, you would conduct formal research, such as 
surveys, focus groups or interviews with people in your priority audiences, to explore how they think about 
the issue, what they’re already doing (or not doing) and why.

Even if you cannot invest in formal research, there are many ways of finding information about your priority 
audiences—through secondary research that other programs have done with similar audiences, or by 
talking with audience members informally. In later steps you will also learn more about them by seeing 
what they’re saying online .

Here are some of the types of information you need to know about your priority audiences to help you 
design messages and materials that will be optimized for behaviour change:

Demographics – sex, age, life stage, socioeconomic status, ethnicity, language, literacy levels

Psychographics – lifestyle, values, personality type

Risk factors – medical history, health status, home/neighborhood disaster readiness

Knowledge – facts they don’t know, misinformation they believe, where they get their information
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Behaviours – what they currently do related to the issue, frequency, in what circumstances, whether 
they are using social media

For more information:
How to Do an Audience Analysis

How to Do Audience Segmentation

Behaviour Change Communication in Emergencies Toolkit – Part 3: Tools

Formative Research for Assisting Behaviour Change

Key Considerations:

Not all characteristics of your priority 
audiences will be relevant for you to focus 
on for behaviour change. Invest more 
effort on reaching people with the traits 
that likely have an impact on their disaster 
preparedness decision making or in how 
you will be able to reach them. For example, 
specific knowledge and attitudes may be 
more important than demographic factors in 
whether they take action, but demographics 
like language spoken or age may be very 
relevant to how you reach them online. 

You can use the ideas of “high risk” and 
“high opportunity” to prioritize audience 
groups with particular characteristics. Who 
is most at risk of the problem if they don’t 
change their behaviours? Who is most ready 
to make a change? These two groups don’t 
always intersect, but sometimes by focusing 
efforts on those who are most ready, you 
can create momentum that then reaches 
the higher risk groups.

Decide what type of information to collect 
directly from members of your priority 
audiences, and which research methods 
to use. Talk to as many people as you can 
to learn about how they think about the 
problem, what motivates them, and the 
barriers that stand in the way of behaviour 
change.

Find secondary research on similar 
audiences to supplement what you are able 
to collect yourself.

Prioritize the most important characteristics 
based on “high risk” and “high opportunity” 
groups.

1

2

1

2

3

Action steps:

Attitudes – opinions and beliefs about the problem and related behaviours, benefits and barriers 
they see to behaviour change, perceptions of social norms

https://www.thecompassforsbc.org/how-to-guides/how-do-audience-analysis
https://www.thecompassforsbc.org/how-to-guides/how-do-audience-segmentation
https://reliefweb.int/report/world/behaviour-change-communication-emergencies-toolkit

https://www.actionagainsthunger.org/sites/default/files/publications/FormativeResearchGuidance_ABC.pdf


43

Example:
In a study for the Global Disaster Preparedness Center, researchers found three distinct audience types 
when it comes to disaster preparedness digital engagement, which could extend to social media. Based on 
their different characteristics, each would need a specific type of strategic approach. They are:

Preppers – who have extensive experience in disaster preparedness or the emergency field, along 
with an extensive preparedness ecosystem. Disaster-related alerts trigger them to turn to other 
sources to confirm the information, then they take preparedness action and transmit the information 
to other people in their network.

Learners - who are interested in using technology for learning and exploring new knowledge about 
disaster preparedness. When they develop a sense of trust in an information source, they fill their 
own knowledge gaps and gain confidence in their own ability to act in emergency situations, becoming 
motivated and ready to act.

Trustors – who are not necessarily predisposed toward preparedness, but their relationship with 
and trust of another person in one of the other types leads to their taking action.

1.

2.

3.

Source:https://www.preparecenter.org/sites/default/files/strategies_for_effective_msging_in_rcrc_digital_
design_final.pdf

Who are the people who 
most influence your priority 
audience?

Importance                                                         Time                                   Cost  

Summary
Identify the people who your priority audiences trust and pay the most attention to in their lives. They may 
be an even more significant group to mobilize in order to reach your priority audiences.

Why is it important?
No person is an island. Everyone is influenced to some extent by the other people in their lives. These 
influencers may include people like parents, spouses, teachers, doctors, local or online celebrities, or 
community leaders.

https://www.preparecenter.org/sites/default/files/strategies_for_effective_msging_in_rcrc_digital_design_final.pdf
https://www.preparecenter.org/sites/default/files/strategies_for_effective_msging_in_rcrc_digital_design_final.pdf
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For more information:
How to Do an Audience Analysis

How to Do Audience Segmentation

Behaviour Change Communication in Emergencies Toolkit – Part 3: Tools

Formative Research for Assisting Behaviour Change

Key Considerations:

In order to identify the likely influencers on 
the behaviour of your priority audience, ask 
them who they think is most knowledgeable 
and credible on your issue. Who would they 
go to with questions? Who do they admire 
and want to be like? Who is most associated 
with the issue?

If you choose to add an influencer group 
to your outreach, you’ll need to follow the 
same process for that audience to develop 
your social media strategy that you are 
using for the primary priority audiences.

You can choose to work with individual 
social media influencers, either directly or 
through an agency, depending on how they 
operate. The most popular online celebrities 
generally charge a fee for sponsored posts, 
though you can likely find many who would 
share your information as a public service 
at no cost. Influential accounts can also be 
identified through social listening or other 
analysis to see whose posts your audience 
likes or talks about most.

Include questions about influencers when 
you talk with members of your priority 
audiences.

Consider whether it makes sense to add an 
influencer group as an additional priority 
audience.

Keep a list of potential individual social 
media influencers to work with when you 
are ready to design your social media 
engagement plan.

1

2

3

1

2

3

Action steps:

https://www.thecompassforsbc.org/how-to-guides/how-do-audience-analysis
https://www.thecompassforsbc.org/how-to-guides/how-do-audience-segmentation
https://www.unicef.org/cbsc/files/BCC_Emergencies_full.pdf
https://www.actionagainsthunger.org/sites/default/files/publications/FormativeResearchGuidance_ABC.pdf


45

Example:

https://twitter.com/IFRC_es/status/1257717566199533571

https://twitter.com/WilliamShatner/status/1168611658974953472

What are they doing and 
saying online?

Importance                                                         Time                                   Cost  

Summary
Understanding your priority audiences’ online activity is critical for designing an effective social media 
strategy to engage them.

https://twitter.com/IFRC_es/status/1257717566199533571
https://twitter.com/WilliamShatner/status/1168611658974953472
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Do they use social media regularly? (If not, this is likely not the right way to reach them!)

Which social networks are they most active on?

Which accounts do they follow that they consider trustworthy and influential?

What are their social media use patterns? Do they tend to lurk and just read what other people post? 
Do they interact with other people? Do they post their own content?

Use “social listening” to learn what people are saying on social media about your issue (see 8B for more 
details). Numerous social media analysis tools offer methods of tracking conversations via keywords and 
hashtags, so you can find out how people are talking about your issue and organization. Also important is 
learning which words they tend to use related to the topic, so you can talk to them in their own language.

For more information:
For more information on behaviour change documents go to the: CEA HUB

Social Technographics Profile

What is Social Listening, Why it Matters, and 10 Tools to Make it Easier

Key Considerations:

A great deal of secondary data exists on 
where different groups can be found on 
social media, and how they are using the 
sites. This can help get you started when 
looking at demographics like age, sex, 
ethnicity, country, etc.

Find out which online news and information 
sites your priority audiences spend time on 
in addition to social media, to get a sense of 
their digital lives and how it all fits together.

Social listening is an important research 
method to use throughout the social media 
development and community engagement 
process. Tracking what people are talking 
about online in relation to your topic 
is critical to be able to address gaps in 
knowledge and negative attitudes, as well 
as to take advantage of social media trends 
that can make your posts more relevant.

In your research with the priority audiences, 
be sure to ask them which social networks 
they use regularly and what they do on 
them, as well as where else they spend time 
online.

Set up a social listening system to start to 
understand what people in your audiences 
are talking about on social media.

1

2

3

1

2

Action steps:

Why is it important?
Throughout the strategy design and content development process, you need to have a good idea of how 
your priority audiences use social media and other online sites. This means learning where they spend their 
time online, what they are doing there, and what they post about your issue.

Analyze your audiences’ social media habits, or “technographics,” such as:

http://communityengagementhub.org/
https://www.toolshero.com/marketing/social-technographics-profile/
https://blog.hootsuite.com/social-listening-business/
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Example:
What are social technographics?

Creators

Conversationalists

Critics

Collectors

Joiners

Spectators

Inactives

Publish a blog
Publish your own website
Upload video you created
Upload audio/music you created
Write articles or stories about them

Update staus on a social networking site
Post updated on Twitter

Post ratings/reviews of products or services
Comment on somone else’s blog
Contribute to online forums
Contribute to/edit articles on Wiki

Use RSS feeds
Vote for Web sites online
Add “tags” to Web pages or photos

Maintain profiles on a social networking site
Visit social networking sites

None of the above

Reads blogs
Listens to podcasts
Watch video from other users
Read online forums
Read customer ratings/reviews
Read tweets

Credit: Forrester Research, Inc.
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Worksheet 3 - 
PRIORITY AUDIENCE PROFILE WORKSHEET

What are the key groups 
whose behaviours need to 

change to make a difference 
on the problem, based on 

your objectives?

What kind of research 
will you do to learn 
about your priority 

audiences?

Which audience group(s) are 
at highest risk of the problem 

if they don’t change their 
behaviours?

Secondary research (existing data 
about similar audiences)
Interviews
Focus groups
Survey
Other _____________________________
____________________________________

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

1.

3.

2.

4.

a)

b)

c)

d)

e)

f)

Based on the results of your 
research, what are the most 

relevant characteristics of 
your priority audiences for this 
issue? (Fill out one worksheet 

for each audience.)

Demographics
____________________________________
Psychographics
____________________________________
Risk factors
____________________________________
Knowledge
____________________________________
Attitudes
____________________________________
Behaviours
____________________________________

ACCESS WORKSHEET ONLINE HERE

https://docs.google.com/forms/d/e/1FAIpQLSdQZ99NjZlDO1mKSl2a0nfQi_IZhgzwj_1cAunOMp4U7R8hLA/viewform?usp=sf_link
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Which audience 
group(s) are most 
ready to make a 

change?

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

5.
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Section 4:
What do you need 
them to do?

What behaviours will help meet your 
objectives?

How will you choose which behaviours 
to prioritize?

How will you design the behaviour to 
maximize change?
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Section 4- 
Selecting behaviours - What do you need them to do?
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What behaviours will help 
meet your objectives?

Summary
Often, a problem has many different behaviours that people could do that would make a difference. Begin 
by considering all the possible options, before narrowing them down.

Why is it important?
Clearly defining the behaviour to be promoted via social media helps ensure that both you and your priority 
audience know exactly what they are supposed to do. A behaviour is an action that is observable. For 
example, “staying safe” is not a behaviour. But “taking cover under a heavy table during an earthquake” is 
an action you can see. 

You also need to specify the time, place, quantity, duration or frequency that the action should be done – is 
it a once-in-a-while event (e.g., getting a flu shot each year) or does someone need to keep doing it every 
day (e.g., washing their hands correctly after using the toilet)? 

What are You Asking People to Do? 

Designing for Behaviour Change: A Practical Field Guide – Step 1: Define the Behaviour

For more information:

Importance                                                         Time                                   Cost  

Key Considerations:

For each of your objectives for each priority 
audience, brainstorm a list of possible 
behaviours that they could engage in that 
would make a difference on the problem. 

Take each behaviour on the list and 
carefully define it to be one (and only one) 
action that is:

A common mistake in defining behaviours is 
saying you want people to “be aware of…,” 
“care about…,” or “believe…,” as the action. 
These may be objectives that can eventually 
lead to the behaviour, but they are not the 
behaviour itself. Figure out what you want 
people to DO as a result of knowing or 
caring about the issue.

The people in the priority audience need 
to have the ability and opportunity to carry 
out the behaviour to be a feasible choice 
for you to promote. If they don’t have the 
money or the skills to do what your program 
is proposing, you’re wasting your time.

In this step, make as big a list as you can of 
potential behaviours. You’ll narrow it down 
later. By considering all the different options, 
you may find some valuable alternatives 
that might not have been obvious at first.

Observable
Specific
Actionable
Feasible

1

2

3

1

2

Action steps:

https://brooketully.com/asking-to-do/
https://fsnnetwork.org/sites/default/files/designing_for_behavior_change_a_practical_field_guide.pdf
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Example:

How will you choose which 
behaviours to prioritize?

Summary
Once you have a list of possible behaviours to choose from, the next step is to identify which are most likely 
to be successful in being adopted by your priority audience and in making a difference.

Why is it important?
All behaviours are not equal. Some are harder than others, which means that people will be less likely to 
adopt them. What makes a behaviour harder to change?

Time intensive

Frequent or ongoing action

High cost or resource requirements

Requires specific skills

Importance                                                         Time                                   Cost  

https://twitter.com/ifrc/status/1218895889390956547

Social and Behaviour Change: Insights and Practice – Chapter 3.1: Select the Desired 
Behaviours

https://twitter.com/ifrc/status/1218895889390956547
https://www.snrd-africa.net/wp-content/uploads/2019/05/2019-05-13_GIZ_SBC-Pratitioners-GUIDE_WEB.pdf
https://www.snrd-africa.net/wp-content/uploads/2019/05/2019-05-13_GIZ_SBC-Pratitioners-GUIDE_WEB.pdf
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The key criteria to use when choosing the target behaviours to prioritize are behaviours that:
Have a direct and significant impact on solving the problem

Have a high likelihood of your priority audience adopting them

Have a low penetration rate among your priority audience (in other words, they have not already 
been adopted by a large percentage of people in your priority audience

1.

2.

3.

Fostering Sustainable Behaviour – Step 1: Selecting Behaviours

Achieving Behaviour Change: A Guide for Local Government and Partners – Behaviour 
Selection

Behaviour Change 101 Series: Five Steps to Select the Right Behaviour/s to Target

The Fogg Behaviour Grid

For more information:

Key Considerations:

Though some behaviours may be considered 
“hard to change” because past programs 
promoting them have not been successful, 
sometimes the potential impact is worth 
trying a new approach.

Sometimes engaging in certain behaviours 
can create a “spillover” effect, having an 
impact on the adoption of other behaviours 
as well. For example, engaging in one 
environmentally friendly behaviour like 
biking to work may increase the likelihood 
that a person will adopt other behaviours 
like recycling.

Think also about how easily you will be able 
to measure each behaviour for evaluation 
purposes.

Consider your level of time and resources, 
in terms of whether to choose one or two to 
focus on, or a set that could be promoted to 
complement each other. 

Rate each of the behaviours on your list by 
potential for impact, probability of adoption, 
and opportunity to gain new adopters in 
your priority audience. 

Use these ratings to choose the behaviours 
most likely to lead to success in reaching 
your objectives.

Take a new look back at your objectives 
to see whether they need to be adjusted 
based on the behaviours you chose to be 
done by each priority audience.

1

2

3

4

1

2

3

Action steps:

Goes against social norms

Delayed payoff

Can’t be done by one person alone

https://www.cbsm.com/book/step-1-selecting-behaviors
https://www.ucl.ac.uk/behaviour-change/sites/behaviour-change/files/phebi_achieving_behaviour_change_local_government.pdf
https://www.ucl.ac.uk/behaviour-change/sites/behaviour-change/files/phebi_achieving_behaviour_change_local_government.pdf
https://www.behaviourworksaustralia.org/behaviour-change-101-series-five-steps-to-select-the-right-behaviour-to-target/?utm_source=Habit+Weekly&utm_campaign=1f1cda8506-EMAIL_CAMPAIGN_2020_02_02_02_55_COPY_01&utm_medium=email&utm_term=0_ab93d31fb5-1f1cda8506-105258131
http://www.behaviorwizard.org/wp/behavior-grid/


55

The seven preventive behaviours selected were: apply mosquito repellent, use condoms during pregnancy, 
remove standing water, cover water storage containers, clean and remove mosquito eggs from water 
containers, seek prenatal care, and seek family planning counseling.

Source: Evidence-Based Process for Prioritizing Positive Behaviours for Promotion: Zika Prevention in Latin 
America and the Caribbean and Applicability to Future Health Emergency Responses

How will you design the 
behaviour to maximize 
change?

Summary
Each target behaviour should be designed to make it as actionable as possible for your priority audience.

Why is it important?
Behaviours are often connected to each other— some require other things to happen first, and others are 
necessary to occur before other behaviours can follow. Sometimes behaviours that seem to be one unit 
actually can be divided further into different pieces in a sequence.

For example, creating a disaster preparedness kit requires someone to carry out a lot of other behaviours, 
such as:

Creating or printing a list of what to buy

Purchasing additional items when at the grocery store, possibly over the course of several weeks 
or months, to build a supply of water and non-perishable food

Going to a pharmacy and purchasing first aid supplies, medications and other personal care 
products

Going to a hardware store and/or specialty stores to buy tools and other survival items

Going to the bank to take out emergency cash or traveler’s checks

Finding a bag or box to store the supplies

In the USAID response to the 2015 Zika outbreak in Latin America and the Caribbean, more than 30 different 
preventive behaviours were being promoted, which was challenging for social and behaviour change efforts. 
A group of experts developed an evidence-based process to prioritize and focus in on the behaviours with 
the highest potential to reduce Zika infection and transmission. 

Using existing research, they and USAID’s Zika implementing partners assessed each identified behaviour 
based on:

Potential effectiveness against Zika

Required frequency

Feasibility of the behaviour

Accessibility and cost of the necessary materials

1.

2.

3.

4.

Importance                                                         Time                                   Cost  

Example:
Case Study 

https://www.ghspjournal.org/content/7/3/404
https://www.ghspjournal.org/content/7/3/404
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For more information:
Behavioural Design – Phase 1: Do a Behavioural Diagnosis

Fostering Sustainable Behaviour – Step 1: Selecting Behaviours

Is it a Behaviour or Is It an Action?

Key Considerations:

For each of your priority behaviours, create 
a behavioural map to better understand 
how they may connect to other related 
behaviours.

Identify the end-state behaviours in the 
behavioural map.

For the behaviours that you have chosen, 
creating a behavioural map can help you 
understand every step that someone has 
to do to successfully achieve the behaviour. 
What comes before it and what comes after 
it?

In your social media outreach, you can use 
the map to sequence messages over time 
in a logical way to help your audience make 
the changes step by step.

Always have your eyes on the prize of the 
end-state behaviour that ultimately will 
make the impact on the problem. The 
intermediate steps are important to get 
there, but not sufficient by themselves to 
achieve your objectives.

1

2

3

1

2

Action steps:

The action of grabbing a go-bag when you have to evacuate means that you had to have completed the 
above first to have something to take.  Each of the steps may have very different barriers, so getting 
specific about each one will help you design social media messages that take that into account. But be 
sure to focus the bulk of your efforts on the behaviour at the end of the chain that’s the one that actually 
produces the desired outcome (the end-state behaviour).

Finding a place in the home to store the bag or box

Periodically checking expiration dates and replacing items

https://irrationallabs.org/content/uploads/2020/01/IL-BehavioralDesign.pdf
https://www.cbsm.com/book/step-1-selecting-behaviors
https://brooketully.com/behavior-vs-action/
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Example:
Behaviour: Employees will move to shelter at the workplace in the event of a tornado.

Company safety manager will 
create a safety plan to be followed 

in the event of a tornado.

Building manager will designate a 
shelter in the strongest part of the 

building.

Company safety manager will 
conduct a drill with all employees 

to test the shelter space.

Employees will move to designated 
shelters when a warning signal is 

sounded.

Employees will remain in shelter 
until it is safe to leave.

Company safety manager will 
monitor the emergency alert 
system or news sources when 
there is a severe thunderstorm.



58

Worksheet 4 - 
BEHAVIOUR SELECTION WORKSHEET

Brainstorm a list of all the 
possible behaviours that could 

make a difference on the 
problem addressed by your 

objectives (don’t be limited by 
the number of lines!):

Now, go through each of the 
behaviours on your list and 
rewrite them, if needed, to 

make them observable, specific, 
actionable and feasible for your 

priority audience:

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

1.

3.

2.

Rate each of the behaviours on your list by estimating their potential for 
impact, probability of adoption, and opportunity to gain new adopters 

in your priority audience. Add those scores together to compare 
behaviours.

Behaviour
Potential
Impact

Probability
of Adoption

Low = 1, Medium = 2, High = 3

Overall
Score

Add
columns

Opportunity 
to Gain new 

Adoptors

ACCESS WORKSHEET ONLINE HERE

https://docs.google.com/forms/d/e/1FAIpQLSdKH5ArQeJfjEBl5bskR8tfYMCoX7WDgywnvPgm25vcQZvKxA/viewform?usp=sf_link
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Select up to three priority 
behaviours (or more if you 

prefer) with the highest scores 
and write them here:

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

4.

5.
Create a behavioural map for each of the priority behaviours.
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What are their main motivators to 
adopting the behaviour?

Section 5:
What can you do to 
help their behaviour 
change?

What can you do to influence their 
behaviour?

What are their main barriers to 
adopting the behaviour?

What are the social factors that 
influence adopting the behaviour?

What are the windows of opportunity 
to cue the behaviour?
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Section 5- 
Identify levers of change - What can you do to help their 
behaviour change?

What Can You Do
to Influence Their

Behaviour?
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What can we do to 
influence their behaviour?

Summary
Behaviour is determined by many different factors. By understanding the various levers that influence 
someone’s decision to take action, you can design your messaging and approach to increase the chances 
of success.

Why is it important?
Though different types of people may have a range of reasons why they do or do not engage in a behaviour, 
they generally fall into specific categories. These determinants are based on decades of behavioural 
research that resulted in theories identifying the elements needed for change. Find out which reasons 
drive the decisions of many of the priority audience members, through research and talking with them, to 
design an effective SM4BC strategy.

The main levers of change we can use to influence behaviour via social media are:

Research with your priority audience is critical at this stage to understand what they perceive as barriers 
and benefits to the behaviour, how social factors impact it, and the context in which reminders could be 
most helpful.

Remove barriers – make it as easy as possible for someone to take action

Increase motivation – show the benefits of taking action

Apply social persuasion – use the influence of social norms and social proof 

Provide reminders – create a call to action or a nudge

1.

2.

3.

4.

Importance                                                         Time                                   Cost  

Key Considerations:

Some strategies may draw on levers of 
change from all four categories, and others 
may focus on one or two. Your research will 
help you determine what’s needed.

One method that is particularly helpful at 
this stage is called a doer/non-doer barrier 
analysis. By interviewing people who are 
already doing the desired behaviour and 
those who are not doing it, you can identify 
the key barriers and motivators to target for 
the non-doers.

Read the descriptions of each of the 
categories of levers of change in the rest 
of this section.

Conduct research with members of your 
priority audience(s) to better understand 
their barriers, motivators, social 
perceptions and reminder opportunities.

1

2

1

2

Action steps:
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Example:
Community health workers conducted a barrier analysis using an in-person survey in a primarily 
Hispanic area on the Texas Coastline that is prone to hurricanes. They compared those who said they 
were “very” or “somewhat” prepared for a hurricane with those who were less prepared. 

The unprepared people were more likely to report the barriers to evacuating in the event of a hurricane 
(out of a list of 15) that they:

Think the roads would be too crowded to leave*

Think evacuating will be dangerous

Believe they will be safe at home

Believe being unable to work will mean being replaced*

Worry their possessions would be stolen or damaged

Cannot afford to leave (travel expenses)

Report that their entire family cannot leave*

Have a family member with medical special needs*

*Highest likelihood of being unprepared

Those who reported being prepared were more likely to:
Have $300 or more in cash savings

Have smaller households

Have a person age 65+ living with them

Live closer to the shore

Be of Hispanic ethnicity

Knowing this type of information about your community can help define your priority audiences and 
develop messages to address their biggest concerns.

Source: Barriers to Disaster Preparedness among Medical Special Needs Populations

IFRC Behaviour Change Guidance (Appendix - Doer/Non-Doer Analysis)

Barrier Analysis Resources

Social and Behaviour Change: Insights and Practice – Chapter 2: What Influences Behaviour 
Change?

Achieving Behaviour Change: A Guide for Local Government and Partners – COM-B Diagnosis

For more information:

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4557096/
https://drive.google.com/file/d/1PU0ZjgUx-iTgwl0KOOQfDdaY7MMGOqux/view

https://www.behaviourchange.net/barrier-analysis-ba
https://www.snrd-africa.net/wp-content/uploads/2019/05/2019-05-13_GIZ_SBC-Pratitioners-GUIDE_WEB.pdf
https://www.snrd-africa.net/wp-content/uploads/2019/05/2019-05-13_GIZ_SBC-Pratitioners-GUIDE_WEB.pdf
https://www.ucl.ac.uk/behaviour-change/sites/behaviour-change/files/phebi_achieving_behaviour_change_local_government.pdf


64

What are their main 
barriers to adopting the 
behaviour?

Summary
Even if someone is motivated to engage in the target behaviour, they may get tripped up by stumbling 
blocks on the road to behaviour change. Identify the barriers and remove them to make it as easy as 
possible for people to take action and stick with it.

Why is it important?
Many different types of barriers may stop people from taking action – physical, psychological, financial, and 
more. Here are some categories of barriers with the questions that will need to be answered:

Importance                                                         Time                                   Cost  

Type of Barrier Questions to Ask

Knowledge
What do they know about the problem?

Do they know what to do to solve or prevent the problem?

Beliefs and Attitudes
about Problems and 

Behaviours

Self-efficacy Do they believe they have the ability to carry out the 
behaviour?

Skills Do they have the skills to do the behaviour?

Ability Do they have the physical and/or mental strength to 
carry out the behaviour?

Will they have the opportunity to take action?

Does the behaviour need to be carried out at a time or 
place that is accessible?

Do they have the necessary money or equipment, if any, 
to engage in the behaviour?

Do they remember to do the behaviour at the appropriate 
time?

Opportunity and
Accessibility

What are the bad things they think might happen if they 
adopt the behaviour? (Related to the problem, their own 
health and wellness, their family, their social status, their 
economic status, their community?)

Perceived
Negative

Consequences
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Key Considerations:

1

2

1

2

Action steps:

Note that barriers are as seen from the 
priority audience’s point of view. You may 
see nothing standing in their way, but the 
only thing that matters is how they see it.

When you know specifically what your 
audience’s barriers are, you can then help 
them to overcome the obstacles via your 
social media activities. For example, if they 
have misconceptions about the problem or 
its solutions, post the correct information. 
If they do not have the necessary skills, 
provide a video leading them through the 
steps. If they don’t think they can do the 
behaviour, share examples of other people 
like them who have been successful.

Based on your research, identify the most 
common barriers faced by your priority 
audiences. Be as specific as you can.

As you continue through this guide, apply 
the information to address each barrier 
and help your audience overcome their 
obstacles to behaviour change.

For more information:
EAST: Four Simple Ways to Apply Behavioural Insights (and Spanish version) – Make It Easy

Don’t Condemn People Who Don’t Evacuate for Hurricane Florence

With each barrier you can remove, adopting the behaviour will become easier and easier for your 
audience. Some barriers will not be possible to reduce via social media (e.g., a lack of money to buy 
necessary safety equipment), but consider how you might be able to help them maneuver around that 
problem (e.g., share what they could substitute that they probably already have at home).

https://www.bi.team/publications/east-four-simple-ways-to-apply-behavioural-insights/
https://www.bi.team/publications/east-espanol/
https://blogs.scientificamerican.com/observations/dont-condemn-people-who-dont-evacuate-for-hurricane-florence/
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Type
of

Barrier

Potential 
Evacuation

Barriers

Ideas for 
Removing Barriers 

via Social Media

Knowledge

Beliefs and 
Attitudes about 
Problems and 

Behaviours

DonÕt believe the risk of 
injury or death is high if 
they stay

Believe they will be stuck 
on crowded roads when 
the storm comes 

Given all their 
disadvantages, donÕt 
believe they have the 
ability to evacuate

Self-efficacy Share stories and posts from people 
like them who are evacuating

Skills Create how-to video or step-by-step 
graphic to provide assistance

Elderly and disabled 
cannot evacuate without 
assistance, may have 
specialized medical 
equipment

DonÕt have transportation 
options

Ability
Share information and links about 
publicly funded and medical 
transportation options if available

Opportunity and
Accessibility

Lack of money for car, 
hotel, gas

Lack of social support to 
have free place to stay

Lack of ability to miss 
work shifts

Perceived
Negative

Consequences

Example:
What are the potential barriers to evacuating before a hurricane for people living in poverty?

Don’t have transportation 
options
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What are their main 
motivators to adopting the 
behaviour?

Summary
Align the behaviour with what your priority audience members already want to accomplish. Make them an 
irresistible offer that they can’t refuse, and they’ll be more likely to take action.

Why is it important?
Your audience research will tell you which of their problems or needs they think the behaviour will help. 
Understanding their core values, identity and aspirations will assist you in aligning your messaging and 
approach with how they want to think of themselves and present themselves on social media. 

If your audience does not feel strongly about the positive aspects of the behaviour, consider using goal 
setting and incentives to encourage them to make progress and stick with it. Social media challenges, 
contests and giveaways done in a fun way can help get people more excited about the behaviour.

Importance                                                         Time                                   Cost  

Type of Motivator Questions to Ask

Perceived
Positive Consequences

What are the good things they think are likely to happen if 
they adopt the behaviour? (Related to the problem, their 
own health and wellness, their family, their social status, 
their economic status, their community?)

Pleasure What would make the behaviour fun or attractive for 
them?

Identity/Aspirations How does the behaviour help them be the kind of person 
they want to be, or want others to see them as?

Values How does the behaviour support their core values?
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Key Considerations:

The perceived benefits of the behaviour you 
are promoting need to be greater than the 
perceived barriers. How can you show that 
the target behaviour is different and better 
than the competition (i.e., what they are 
currently doing)?

Motivation to take action can come from 
an emotional connection to the issue, so 
knowing your audience’s motivators will 
help you frame the benefits according to 
what people care about most to create that 
emotional response.

Based on your research, identify the 
benefits to the behaviour that are most 
appealing to your priority audiences. Be 
as specific as you can.

As you continue through this guide, 
apply the information to build on each 
motivator and increase your audience’s 
desire to take action.

1

2

1

2

Action steps:

For more information:
EAST: Four Simple Ways to Apply Behavioural Insights (and Spanish version) – Make It Easy

Designing for Behaviour Change: A Practical Field Guide  - Step 3: Conduct Barrier Analysis

Tools of Change: Building Motivation Over Time

https://www.bi.team/publications/east-four-simple-ways-to-apply-behavioural-insights/
https://www.bi.team/publications/east-espanol/
https://fsnnetwork.org/sites/default/files/designing_for_behavior_change_a_practical_field_guide.pdf
http://www.toolsofchange.com/en/tools-of-change/building-motivation-over-time/
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Example:
What are some potential motivators for evacuating before a hurricane?

What are the social factors 
that influence adopting the 
behaviour?

Summary
Humans are social animals and generally want to do what they think “everyone else” in their social circle is 
doing. Take advantage of that potential social influence for behaviour change.

Importance                                                         Time                                   Cost  

Type
of

Motivator

Potential 
Evacuation
Motivators

Ideas for Increasing 
Motivation via
Social Media

Perceived
Positive

Consequences

Pleasure

Identity/Aspirations

Values

Safety, staying alive

Responsible person

Member of a resilient 
community

Security

Connection

Recognition

Share success stories of people like 
them who were glad they evacuated

Post messages congratulating the 
people who evacuated for being 
responsible

Start a hashtag to instill pride in those 
who identify with their community 
(e.g., #CaribbeanStrong)

Share stories of people like them who 
decided not to evacuate and 
regretted it

Encourage evacuees to share pictures 
of themselves with the people they 
are staying with 
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Why is it important?
While the impact of social factors could also be included as a motivator or a potential barrier in the previous 
elements, the prominence of social norms in determining behaviour means that you should consider it as 
its own category. Understanding what members of your priority audience believe other people are doing 
and thinking will tell you a lot about how to influence them.

You can incorporate social persuasion by people whom your research shows influence the priority 
audience(s) via testimonials, ads, social media posts, or brand ambassador programs. 

Use social proof methods to highlight that other people like them have adopted the behaviour.

Demonstrate that they will receive social support and feel part of the group or community when they 
engage in the behaviour. 

Find ways to link the behaviour to existing cultural practices or values to make it more acceptable to 
your audience.

Social Factor
Perceived

Social Norms What do they believe other people like them are doing?

What do they believe other people whose opinions they 
care about will think of them if they engage in the 
behaviour?

Social Connection How do they prefer to spend time with their friends and 
family?

Questions to Ask

Beliefs About What 
Others Will Think



71

Key Considerations:

Shifting social norms toward widespread 
adoption of a behaviour is not easy, but 
social media can be a valuable tool toward 
that goal. The circle of people someone 
follows can influence their perceptions of 
how prevalent an attitude or behaviour is. 
If many in their online community post that 
they got a flu shot, it may feel like everyone 
is doing it, and increase their motivation to 
get one too. 

Whenever you can find a way to make the 
behaviour a social experience—whether 
shared online or offline—it will be more fun 
and likelier to be adopted.

Consider creating a way that people can 
identify themselves to others as someone 
who has taken action and belong to your 
online community. This could be through 
an overlay frame for their profile picture, 
a unique name that members of your 
community use and include in their bios, or 
a distinctive hashtag they add to relevant 
posts.

1

2

3

1

2

Action steps:

Based on your research, identify the social 
influences on your priority audiences 
related to the behaviour. Be as specific as 
you can.

As you continue through this guide, 
apply the information to build on social 
influence and increase your audience’s 
desire to take action.

EAST: Four Simple Ways to Apply Behavioural Insights (and Spanish version) – Make It Easy

Everybody Wants to Belong: A Practical Guide to Tackling and Leveraging Social Norms in 
Behaviour Change Programming

Can We Use Social Influence to Drive Change for Good?

The 7 Principles of Social Influence for Digital Psychology

For more information:

https://www.bi.team/publications/east-four-simple-ways-to-apply-behavioural-insights/
https://www.bi.team/publications/east-espanol/
https://www.unicef.org/mena/everybody-wants-to-belong
https://www.unicef.org/mena/everybody-wants-to-belong
https://www.weforum.org/agenda/2015/08/can-we-use-social-influence-to-drive-change-for-good/
https://www.alterspark.com/blog/7-principles-of-social-influence-for-digital-psychology
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Example:
What are some potential social influences that could help for evacuating before a hurricane?

Beliefs About 
What Others Will 

Think

Social Connection

Perception of number of 
other people in their 
community who are 
evacuating

Local celebrities

Connecting with 
neighbors who are also 
evacuating

Share news reports and posts of 
other people getting ready to 
evacuate

Do a poll of followers to see how 
many are planning on evacuating

Partner with relevant celebrities to 
create social media content 
encouraging people to evacuate

Cultural
Beliefs And
Practices

Livestream a video interview with an 
expert to reassure that evacuation is 
necessary and that everyone else is 
doing it too 

Perceived
Social Norms

What are the windows 
of opportunity to cue the 
behaviour?

Summary
Determine the times and places where people are most likely to be receptive to social media messages 
about the behaviour or are in a position to take action. Provide cues to remind them at the right time.

Why is it important?
Reaching people where they are is a key tenet of behaviour change (both in terms of where their attention 
lies, as well as where they are mentally regarding readiness to take action). A critical piece to this is identifying 
the specific social media platforms where your priority audiences spend time, and when they tend to scroll 
through their feeds so you can post when they will be most likely to see it.

Importance                                                         Time                                   Cost  
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Windows of
Opportunity Questions to Ask

Times
At what days and times are they using social media?

At what days and times are they in a position to take 
action on the behaviour?

Locations

Which social media platforms are they on?

Where are they physically when using social media?

At which locations are they in a position to take action on 
the behaviour?

Events Which types of events will provide occasion to engage in 
the behaviour?

States Of Mind What state of mind would make them more likely to 
engage in the behaviour?

Key Considerations:

Many people check their social media feeds 
constantly throughout the day. Others are 
more likely to do so at certain times, such 
as on the commute to work, at lunchtime, 
or in the evening after work. Knowing the 
habits of your specific priority audience and 
combining that with the context of when 
they may be in a position to take action on 
the behaviour will mean that you can post 
reminders and nudges that may reach them 
at the right time.

Social media analytics tools can identify the 
days and times that your audience tends to 
be most active online, as well as what type 
of device they use, to help you better time 
your posts and know when they are more 
likely to be out and about with a mobile 
device.

Events could include things like holidays that 
a majority of people celebrate, an incident in 
the news that is relevant to the behaviour, 
or even some sort of new life stage (e.g., 
becoming a parent). You can tie the 
behaviour into these events, either to your 
broad feed for the things that are universal 
or use social media advertising to reach 
people with very specific characteristics.

Based on your research, identify the 
windows of opportunity to cue your 
priority audiences to perform the 
behaviour. Be as specific as you can.

As you continue through this guide, apply 
the information to build on opportunities 
to reach your audience at the right time 
and right place to help your audience take 
action.

1

2

3

1

2

Action steps:
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For more information:
EAST: Four Simple Ways to Apply Behavioural Insights – Make It Timely

How to Design Behaviour – Level 3: Triggers

The Persuasive Power of the Digital Nudge

Example:
What are some potential windows of opportunity that could trigger evacuating before a hurricane?

Type of 
Windows of 
Opportunity

Potential 
Evacuation 
Windows of 
Opportunity

Ideas for Using Cues 
to Action via
Social Media

Locations

Events

States Of Mind

Days between forecast 
of potential hurricane 
and evacuation order

Hurricanes in other 
locations

Information gathering

Concern/anxiety

Local news social media 
accounts

Weather accounts

Shift messaging on posts over time to 
increase urgency of preparation for 
possible evacuation

Use news of other hurricanes to 
encourage preparedness for the next 
local hurricane

Anticipate information needs and use 
appropriate wording/tone to create 
emotional arousal to act, but without 
a fear response

Partner with local news and weather 
organizations to cross-post on social 
media accounts

Times

https://www.bi.team/publications/east-four-simple-ways-to-apply-behavioural-insights/
https://samuelsalzer.com/design-behavior-triggers/
https://www.bcg.com/en-mideast/publications/2017/people-organization-operations-persuasive-power-digital-nudge.aspx
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Worksheet 5 - 
LEVERS OF CHANGE WORKSHEET

1. What are the main barriers to behaviour change you found in your 
priority audience?

What are 
the 

Barriers?

How Can You 
Remove or Reduce 

the Barriers?

Knowledge

Beliefs And 
Attitudes About 

Problem And 
Behaviour

Self-efficacy

Skills

Ability

Opportunity and
Accessibility

Perceived
Negative

Consequences

ACCESS WORKSHEET ONLINE HERE

https://docs.google.com/forms/d/e/1FAIpQLSfKXxyr2Kn6Sxa-vkonCaB__ttrMnpYao5rZJc35J8aasEmtA/viewform?usp=sf_link
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2.

3.

What are the main motivators to behaviour change you found in your 
priority audience?

What are 
the 

Motivators?

How Can You 
Increase  

Motivation?

Perceived Positive 
Consequences

Pleasure

Identity/Aspirations

Values

Perceived Social 
Norms

Beliefs About 
What Others 

Will Think

Social Connection

Cultural Beliefs 
And Practices

What are the main social influences to behaviour change you found in 
your priority audience?
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4. What are the main windows of opportunity to cue behaviour change 
you found in your priority audience?

What Are The 
Windows Of 
Opportunity?

How Can You Use The 
Windows Of Opportunity 

To Cue The Behaviour?

Times

Locations

Events

States Of Mind
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Section 6:
What will your 
messages say?

What is the purpose of this message?

How will you match the message to the 
behavioural levers?

How will you make the message
memorable?

How will you make the message 
actionable?

How will you construct your post?
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Section 6- 
Creating a Message Strategy - What will your messages say?
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What is the purpose of this 
message?

Summary
Each message you post should have a reason behind it. Knowing the objective, it will support and to whom 
it’s directed will guide the message content and style of delivery.

Why is it important?
Social media is not just a one-and-done task, especially when it comes to behaviour change. Your success 
builds slowly, one message at a time. Each message serves a purpose and builds an impression.

Your social media objectives, along with the relevant priority audiences, guide your overall messaging 
strategy. The bulk of your SM4BC messages should address the key behavioural levers of change you 
identified as being most important to your audiences’ decision making and will be driven by the overall 
message concepts you develop next. Your messages should be created to do one or more of these:

Importance                                                         Time                                   Cost  

Reduce barriers and make it easy to take action
Tie the things your audience cares about to the behaviour
Use social influence, such as norms and social support, to encourage them
Provide a call to action

For each of the levers of change (i.e., a specific barrier, motivator, etc.) for your audience, create a message 
map to guide you in the themes to cover as you build your social media messages. This consists of at least 
three key messages addressing the lever, and three to five supporting points with information that clarifies 
and expands on the messages.
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Key Considerations:

What is the desired outcome of your 
message? What do you want people to 
do, think or feel as a result of it? Not every 
message will have a call to action. Some of 
your messages may be intended to educate 
or change attitudes, or to create a specific 
emotion that increases the likelihood of 
change over time. 

Who is the message intended for? Knowing 
the audience helps you tailor the message 
based on their needs – in terms of language, 
behavioural levers, local factors, social 
network used, etc.

Not every message must be laser-focused 
on one of the levers of change. Your social 
media activities create a relationship over 
time with your audience. This means that, 
in addition to posting behaviour-related 
messages, you also need to engage with 
your audience interactively, and that may 
include more spontaneous posts (in a 
purposeful way) based on what’s happening 
on a given day. And though things like posts 
about your organization’s activities may not 
necessarily tie into one of your behavioural 
objectives, they can bolster your credibility 
as an information source.

Pretesting messages with your priority 
audience is an important part of the 
behaviour change communications process. 
You can do this via research methods like 
focus groups or individual interviews, or 
even online surveys. Check to make sure the 
messages are understandable, appropriate, 
and relevant to your audience.

Create a message map to guide your 
content development.

Before you develop a social media post, 
identify the desired outcome, based on 
the relevant levers of change or other 
social media engagement objectives. 

Be mindful of each priority audience and 
its specific needs as you compose your 
messages for them.

When possible, pretest your core 
messages with members of the priority 
audience.

1

2

3

4

1

2

3

4

Action steps:

For more information:
SBCC for Emergency Preparedness Implementation Kit – Develop Message Maps

How to Create a Messaging Map for Social Media Engagement

How to Use Ideas, Messages, and Themes to Build Your Content Strategy

How Social Media is Redefining the Meaning of ‘Message’

How to Define Your Key Messages

https://sbccimplementationkits.org/sbcc-in-emergencies/develop-message-maps/
https://www.dummies.com/social-media/blogging/how-to-create-a-messaging-map-for-social-media-engagement/
https://www.socialmediatoday.com/content/how-use-ideas-messages-and-themes-build-your-content-strategy
http://www.millennialmarketing.com/2010/05/social-media-is-redefining-the-meaning-of-message/
https://www.luanwise.co.uk/social-media-planning-part-one-key-messages/
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Example:
Message Map

For example, if one of the barriers to creating an emergency stockpile of food is the cost, the message 
map might look like this:

How will you match the 
message to the behavioural 
levers?

Summary
Depending on the lever of change you will be addressing in your message, use the specific behaviour 
change approaches for each that will be most powerful via social media.

Why is it important?
Simply providing information is often not effective in creating lasting behaviour change, so don’t rely only on 
fact-focused messages. Very often people know what they should do, but can’t make it happen in their own 
lives. To address the levers of change you’ve found are most relevant to your audience, your core messages 
will need to draw on a variety of intervention approaches. Here are some examples of methods you could 

Importance                                                         Time                                   Cost  
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Lever of Change: Intervention Approach

Barriers

Motivators

Knowledge Education

Beliefs And Attitudes 
About Problem And 

Behaviour

Education
Demonstrations 
Personalization
Emotion 
Social modeling

Training
Tips/How-to
Social modeling
Social support
Examples 
Planning/Goal-setting
Challenges

Perceived Negative 
Consequences

Education
Social Modeling
Social Support

Perceived Positive 
Consequences

Commitment
Education
Incentives
Social modeling
Habit development
Emotion

Training
Tips/How-to
Social modeling
Social support
Examples 
Planning/Goal-setting
Challenges

Opportunity And 
Accessibility

apply through social media, each described in more detail in the Key Considerations section below:
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Social Factors

Windows of Opportunity

Pleasure

Social modeling
Challenges
Reinforcement
Recognition
Emotion

Identity, Aspirations, 
Values

Emotion
Social modeling
Social support
Personalization

Perceived Social Norms
Education
Social modeling
Social support

Beliefs About What Others 
Will Think

Social modeling
Social support
Tips

Social modeling
Social support

Social Connection
Challenges
Recognition
Social support

Times
Locations

Events
States of Mind

Reminders
Tips
Social support
Planning
Habit development
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Key Considerations:

For each behavioural lever of change you 
identified for your priority audiences, 
refer to the chart to find the specific 
approaches that will be most helpful in 
making that change.

Use the message approaches as a 
jumping-off point for thinking about what 
types of themes and posts you could 
create on that topic.

1

2

Action steps:

Here are brief explanations for the 
intervention approaches described above:

Key Considerations:
Continued
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For more information:
For more information on behaviour change documents go to the: CEA HUB

Theory & Techniques Tool for Linking Behaviour Change Techniques and Mechanisms of 
Action

The Behaviour Wizard

Example:
Lever: Perceived Social Norms
Approach: Social Modeling

https://twitter.com/RedCross/status/1168245925594247173

http://communityengagementhub.org/
https://theoryandtechniquetool.humanbehaviourchange.org/
https://theoryandtechniquetool.humanbehaviourchange.org/
http://www.behaviorwizard.org/wp/
https://twitter.com/RedCross/status/1168245925594247173
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Lever: Windows of Opportunity
Approach: Reminder + Tips

https://twitter.com/nemabahamas/status/1167785110663507973

How will you make the 
message memorable?

Summary
Social media posts come and go. Your messages need to be designed to get people interested so they’ll 
remember the content and be inspired.

Why is it important?
Social media trades in the currency of attention. Your posts will be appearing in your followers’ streams 
as just one of many others, so making your message stand out is critical. What are the characteristics of a 
memorable message? It must be:

Importance                                                         Time                                   Cost  

Relevant – addressing the things that your audience cares about

Timely – taking social context and timing into account

Original – not just the same idea that people have already seen many times
The way you frame your message can make it easier to understand and more compelling. Using the 

https://twitter.com/nemabahamas/status/1167785110663507973
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Simple – Boil the concept down to its essence to make it as understandable as possible. For example, 
people don’t generally need to know the complicated mechanics of a tsunami, but they do need to know 
in the event of an earthquake to head for higher ground.

Unexpected – Surprise people! This could be by sharing a fact that goes contrary to what they would 
expect or by showing a situation from an angle they never thought about. What if instead of a parent 
saving a child from drowning in a flood, a child saved their parent based on something they learned in 
school?

Concrete – Use the five senses to make an abstract concept real to people. Showing people, a packet 
of sugar and salt, with a bottle of water, is much easier to understand than the term “oral rehydration 
solution.”

Credible – Give your audience reasons to believe that what you say is true. A doctor may make a good 
spokesperson. Someone whose child died from the measles because they didn’t get vaccinated is an 
even better messenger to promote immunizations.

Emotional – Draw on your audience’s emotions to help them remember your key point. Tie the issue 
to what they care about, such as building on people’s identity and values. A community that values self-
sufficiency as part of their identity will likely respond to a message tying that characteristic to disaster 
preparedness.

Stories – Use stories, real or fictional, to bring in all of the previous approaches to make the core ideas 
more memorable and to see the behaviour in action. A short video of someone telling their own story of 
how the preparations they made in advance led to their survival in a disaster is much more compelling 
than an academic paper coming to the same conclusion.

Key Considerations:

When you create social media content, think 
about what emotion you want the message 
to evoke: hope, belonging, trust, urgency, 
self-confidence, etc. These will likely be 
dictated by the behavioural lever of change 
you’re working with.

Don’t post on social media with the intention 
of making your content “go viral.” That’s an 
outcome that you have little control over 
beyond creating content that’s compelling 
and share-worthy. 

Using your message maps, think about 
how you can make the ideas relevant, 
timely and original.

Also consider which Made to Stick elements 
you can use to create memorable, 
understandable social media posts.

1

2

1

2

Action steps:

The Six Principles to Make Your Ideas Stick

Which Messages Go Viral and Which Ones Don’t

Are You Repeatable & Retweetable?

How to Use Behavioural Triggers to Spur Social Media Actions

For more information:

framework from the Heath Brothers’ excellent book Made to Stick, consider how you might present the 
core ideas to make them:

https://medium.com/constraint-drives-creativity/the-6-principles-to-make-your-ideas-stick-91a17229c949
https://hbr.org/2014/04/which-messages-go-viral-and-which-ones-dont
https://gettingattention.org/blog/marketing-message/
https://www.socialmediaexaminer.com/behavioral-triggers/


89

Storytelling for Behaviour Change

Social Media 101: How To Use Storytelling

Example:
Simple

https://twitter.com/KS1729/status/1236848918849294336

https://thesocialdeck.com.au/storytelling-behaviour-change/
https://www.section5media.com/social-media-101-how-to-use-storytelling/
https://twitter.com/KS1729/status/1236848918849294336
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Unexpected

https://twitter.com/USCPSC/status/1255226075254263813

Concrete

https://twitter.com/ali_noorani_teh/status/1231800964945862661

https://twitter.com/USCPSC/status/1255226075254263813
https://twitter.com/ali_noorani_teh/status/1231800964945862661 
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Stories

https://www.youtube.com/watch?v=6ypYUMJGeU4

Credible

https://www.facebook.com/OficinaNacionalDeEmergencia/posts/2973526049344802

https://www.youtube.com/watch?v=6ypYUMJGeU4
https://www.facebook.com/OficinaNacionalDeEmergencia/posts/2973526049344802
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Emotional

https://twitter.com/CICR_es/status/1242605185513512964

https://twitter.com/CICR_es/status/1242605185513512964
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How will you make the 
message actionable?

Summary
Be strategic with the language and concepts you use to make your message easier for people to understand 
and act upon.

Why is it important?
The language you use in your social media messages can make a big difference in how well your audience 
understands what you intend, and in whether it will motivate them to take action. Know your audience’s 
literacy and education levels, and levels and write to match that.

Here are some tips for writing on social media to spark action:

Importance                                                         Time                                   Cost  

Write in a conversational style so you sound like a person, not a press release.

Be as specific as possible when you tell people what to do.
No: “Stay out of a thunderstorm.”

Yes: “If you are outside during a thunderstorm, seek shelter immediately in a fully enclosed vehicle or 
building.”

Speak directly to your reader – use the word “you” rather than talking about what people in general 
should do (if culturally appropriate).

Use the active voice, not passive. 

Keep messages short and simple.

Use positive action words. 

Use plain language without jargon, acronyms or “text speak” abbreviations.

Focus on one key message or theme per post. Avoid more than three different components to the 
message.

Ask questions! By invoking curiosity about the answer, people will be more likely to read the rest of your 
post, watch your video or click the link.

No: “The community was flooded by the raging river.”

Yes: “The raging river flooded the community.”

No: “You should not wait to call the Fire Department.”

Yes: “Call the Fire Department immediately.”

For disaster preparedness and disaster risk reduction messages in particular:

Repeat the same core messages (presented in different ways) consistently over time.

Whenever possible, use evidence-based information to inform message development. 

Be careful to avoid fueling fear and anxiety.

Emphasize the effectiveness of the recommended actions.

Reinforce the audience’s self-efficacy in carrying out the activities.

Address both all-hazards preparedness and content for the specific disasters that are most common in 
your location.
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Key Considerations:

What is the call to action in your message? 
Ultimately you want your audience to 
engage in the desired behaviour. But before 
they get there, interim steps might be to 
click a link to your website, to subscribe 
to your SMS reminder messages, to watch 
a video, to join a movement, to share the 
post…

Think about why someone would want 
to share your post with their friends. Is it 
relevant, interesting, useful, fun? Making it 
shareable means that it will spread to more 
people, increasing your audience.

Tailor your posts to match the style of each 
social network, in terms of how people 
communicate and what they post about. 
One platform, such as TikTok might use 
short videos, where you can demonstrate 
an action, while another like Twitter is more 
text-based, focused on reading and having 
conversations. 

Create messages using language that 
helps your audience understand exactly 
what they are supposed to do.

Include calls to action that will get them 
closer to actually performing the desired 
behaviour.

Create messages that are tailored to 
appropriate actions on the social networks 
you will post them on.

1

2

3

1

2

3

Action steps:

For more information:
CDC’s Guide to Writing for Social Media

This Is How To Write For Social Media To Create The Best Posts

Plain Language Guidelines

How to Design SBCC Messages

Crisis and Emergency Risk Communication: Messages and Audiences

https://www.cdc.gov/socialmedia/Tools/guidelines/pdf/GuidetoWritingforSocialMedia.pdf
https://coschedule.com/blog/how-to-write-for-social-media/
https://www.plainlanguage.gov/guidelines/
https://www.thecompassforsbc.org/how-to-guides/how-design-sbcc-messages
https://emergency.cdc.gov/cerc/ppt/CERC_Messages_and_Audiences.pdf
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Example:

https://www.instagram.com/p/B2fc9yDIRfJ/

https://twitter.com/HorryCounty911/status/1169554475268366336?s=20

https://www.instagram.com/p/B2fc9yDIRfJ/
https://twitter.com/HorryCounty911/status/1169554475268366336?s=20
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How will you construct your 
post?

Summary
The way you present your key message and the elements you choose to include in each post can influence 
behaviour change in various ways.

Why is it important?
Prior to creating a post, decide on which social network(s) you will share it, so that it can be customized 
specifically to fit the conventions of the intended platforms.

Your organizational voice plays a big role in the “personality” and style of your social media outreach.  While 
some organizations prefer to keep a neutral, businesslike tone, others offer a more fun, friendly, or even 
snarky, approach. Create a style guide that will help manage the design of your posts, to keep the look and 
tone consistent even if multiple people are involved in creating them.

Next, in what format will you “wrap” your message? Many different types of social media content offer 
opportunities to be creative and share the message in a variety of ways. For example, you can provide a 
straightforward fact-focused message, or you could share the story of a real person that makes the same 
point. 

You can add on many options to your message to make it more effective:

Importance                                                         Time                                   Cost  

Visuals or video can reinforce a text-based message (and vice versa). 

A link will back up your call to action with the opportunity to learn more or get the tools needed to take 
action. 

#Hashtags are a way of helping people find your posts when they’re looking for a particular topic or 
event, or to build a community of like-minded people. But go easy on the use of hashtags, unless it’s 
common to use a lot on that social network, such as on Instagram.

Tags of other people or organizations can help draw attention to your posts by the people who might 
be interested or able to amplify their reach.

Threads or ‘stories’ are a way of connecting individual posts to share a bigger message.
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Key Considerations:

Determining your organizational “voice” 
on social media is a decision to make 
in conjunction with your marketing 
department or organizational leadership 
and should match the overall branding style 
that suits how you want your audience to 
think about you.

Depending on which social networks you 
decide to use, you will likely have differing 
options and emphasis on the amount of 
text, incorporation of graphics, and use of 
video. You might focus on one element or 
a combination to help tell your story and 
reinforce your message. 

Shares or retweets of other people’s or 
organizations’ social media content in your 
feed can diversify and round out the content 
you offer, while building engagement with 
your community and partners.

Create a social media style guide that lays 
out details of your organizational voice, 
as well as any guidelines regarding the 
general look and feel of your posts for 
consistency.

Based on the conventions of the social 
media platform you are designing for, 
brainstorm a variety of different content 
formats that can help you get across each 
of your messages.

Develop a plan for the use of relevant 
hashtags, links and tags in your social 
media outreach.

1

2

3

1

2

3

Action steps:

For more information:
50 Social Media Content Ideas

37 Social Media Ideas for Nonprofits

How to Create a Social Media Style Guide: 10 Things to Include

How to Use Hashtags: A Quick and Simple Guide for Every Network

How to Use Social Media Stories to Boost Engagement

https://npengage.com/nonprofit-fundraising/50-social-media-content-ideas/
https://www.wholewhale.com/tips/social-media-ideas-nonprofits/
https://sproutsocial.com/insights/social-media-style-guide/
https://blog.hootsuite.com/how-to-use-hashtags/
https://www.business2community.com/digital-marketing/how-to-use-social-media-stories-to-boost-engagement-02283686
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Example:
Ideas for types of SM4BC content:

Promotional – reinforce credibility of your organization

Educational – provide facts and context related to the behaviour

Engagement – use conversation starters to build community

News/trending topics – show relevance of the behaviour or problem to current events or topics being 
talked about on social media

Storytelling – share stories of real people or draw people in with a fictional entertainment education 
story

Contests/challenges – give followers an incentive to share your post or engage in the behaviour

Inspirational/quotes – offer an inspirational quote related to the benefits of adopting the behaviour 

Humor/memes – make your followers laugh and see things in a new way

Lists – provide ideas or resources to enable the behaviour

Polls/questions – gauge relevant knowledge and attitudes

Curate community generated content – engage your audience in customizing solutions for themselves 
and share them with others

How-tos/Demos – provide skills for carrying out the behaviour

Livestreaming videos/live chats – interact with people in real time to answer questions, share events 
and build community

Interviews – share viewpoints and stories from relevant social influencers or peers to provide social 
proof and build norms
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Worksheet 6 - 
MESSAGE STRATEGY WORKSHEET

1. Based on your objectives and key behavioural levers of change for 
each of your priority audiences, identify the main outcomes you will be 

creating messages to support (i.e., what do you want people to do, think 
or feel as a result of the messages?).

Behaviour

Levers of Change/Objectives Desired Outcomes to Support

Barriers

Motivators

Windows of Opportunity

Other Social Media Objectives

Audience

ACCESS WORKSHEET ONLINE HERE

https://docs.google.com/forms/d/e/1FAIpQLSevg-mgaZ71q0xA1rIV_ECrcD8dCGWb_EPlNQYXpuhU88QLWg/viewform?usp=sf_link
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2.For each behavioural lever of change you’ve identified for each of your 
priority audiences, create a message map.

Key Message 1 Key Message 2 Key Message 3

Lever of Change:

Audience:

Supporting Facts Supporting Facts Supporting Facts
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Lever of Change Theme/Post Ideas

Key Message:

Audience:

3. For each of your key messages, what are some potential behaviour 
change intervention approaches you can use that will address the 
relevant levers of change for that audience? (Refer to chart in 6B)

Intervention Approach
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4. How will you make your messages memorable?

Message Element

Simple

Ideas for Presenting the Message

Core Message

Behaviour

Audience:

Unexpected

Concrete

Credible

Emotional

Stories

5. a)

b)

c)

Before you create each social 
media post, consider the 

following questions:

Who is the intended audience? 
_______________________________________

What is the purpose of the post? 

What is the behaviour to be changed?
_______________________________________
_______________________________________
_______________________________________

Reduce a barrier
Promote a motivator
Engage social influence
Provide a cue to action
Build organizational credibility
Develop relationships with online 
community
Other: _____________________________
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5.

Before 
you create 
each social 
media post, 
consider the 

following 
questions:

d)

e)

f)

Which specific behavioural lever of 
change for your audience will you be 
addressing in this message?

Barriers
Knowledge
Belief/attitude
Self-efficacy
Skills
Ability
Opportunity/accessibility
Perceived negative consequences

Motivators
Perceived positive consequences
Pleasure
Identity/aspirations/values

Social Factors
Perceived social norms
Beliefs about what others will think
Social influencers
Cultural beliefs and practices
Social connection

Windows of Opportunity
Time
Location
Event
State of mind

Additional details about the selected 
lever of change:
_____________________________________
_____________________________________
_____________________________________

What is the basic message to be 
conveyed in this post?
_____________________________________
_____________________________________

Which behaviour change intervention 
approach will you use to address that 
specific lever of change?

Challenge
Commitment
Demonstration
Education
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Emotion
Goal-setting
Habit development
Personalization
Planning
Recognition
Reinforcement
Referrals
Reminders
Social modeling
Social support
Tips
Training
Other:
_____________________________________
_____________________________________

5.

Before 
you create 
each social 
media post, 
consider the 

following 
questions:

How will you incorporate the message 
and/or intervention approach into a 
social media post (what type of content 
will it be)?
_____________________________________
_____________________________________

What is the call to action (if any)?
_____________________________________
_____________________________________

Which social network(s) will this 
message be posted to?

g)

h)

i)

Facebook
Instagram
Twitter
Pinterest
YouTube
Blog
Snapchat
Tiktok
LinkedIn
Whatsapp
Other:
_____________________________________
_____________________________________
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Link
Hashtag(s)
Tags
Thread/Stories

5.
Before you create each social 

media post, consider the 
following questions:

What social media elements will you 
include in the post?

j)

Text
Graphic
Video



106

Section 7:
How will you create 
the content for your 
posts?

Which social networks will you use?

Will you create text-based posts?

Will you create graphics?

Will you create video or audio content?

How will you make the post accessible 
to all?

Is the content ethically and culturally 
appropriate?

How will you use this content?
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Section 7- 
Tactical plan / Content Production Plan - How will you create 
the content for your posts?
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Which social networks will 
you use?

Summary
In order to create appropriate content, select which social networks you’ll be posting on to match how you 
present the message with the audience and style of each platform.

Why is it important?
People may follow your accounts on different social networks for various reasons – for example, on Twitter 
for news updates, on Facebook for community connection, and on TikTok for entertainment. Understand 
the reasons why your priority audiences use each site so you can match the style and type of content they 
want. 

Each platform can be used to support your behaviour change objectives in specific ways. Some examples 
include:

Importance                                                         Time                                   Cost  

Twitter – provide information and cues to action in real time, build community around hashtags

Facebook – reinforce social norms among family and friends, use ads to provide tailored messages to 
very specific priority groups

Instagram – apply social influence

YouTube – offer step-by-step instructional videos and demonstrations

Pinterest – use aspirational values to connect the behaviour to what people care about

Whatsapp – create a more personal experience

TikTok – make the behaviour fun and appealing

Key Considerations:

If you have not done research directly 
asking your priority audiences which social 
networks they are on, refer to other sources 
of data that can give you a rough idea of 
which are the most popular social networks 
for your country and demographic groups.

If you have the capacity, you could create 
multiple accounts assigned to different 
geographic areas or audiences. 

Having inactive accounts may be more 
harmful for your organization’s reputation 
than not to have an official site at all.

Identify which social networks will best 
reach your priority audiences. 

Match up the behaviour change approach 
for a specific post with the platform(s) 
that will best support it. 

Create posts for each platform customized 
based on requirements for text formats, 
image size, video length, etc. as well as 
style.

1

2

3

1

2

3

Action steps:
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The 5 Types of Social Media and Pros & Cons of Each

Twitter for Nonprofits: Does Your Organization Really Need to Tweet?
Social Media for NGOs

Social Platforms Cheat Sheet: A Look at Key Differences

50+ Social Media Sites You Need to Know in 2020

We Are Social/Hootsuite Social Media Data by Region and Country

Always Up-to-Date Guide to Social Media Image Sizes

For more information:

Example:
Most Popular Social Networking Sites

Most Popular Social Networking Sites in 
Latin America (2019) are:

64%
Users:
419M

60%
Users:
390M

36%
Users:
233M

23%
Users:
150M

12%
Users:
102M

Will you create text-based 
posts?

Summary
Several options exist for using text within your social media posts, depending on the specific platform. 
Decide if and how you will include text – as the primary communication or as an “add-on” to a post in 
another medium like a graphic or video.

Why is it important?
Even if you create a post that’s video- or image-based, you’ll likely want to include some words with it as 
a descriptive caption or headline, or to emphasize the visuals or audio while it runs. In these cases, less 
is more, and the text should reinforce the most important points (remember your key messages!) in what 
people are seeing and hearing without detracting from the content. 

When text is the main format you’ll use to convey your message, two basic options are:

Importance                                                         Time                                   Cost  

Short-form text – such as posts on Twitter, Facebook, LinkedIn, etc.

Long-form text – such as blog posts on Wordpress, Medium, etc.
You can think of long-form content as a “meal,” which is filling and satisfying by itself, and short-form content 
as a “snack,” which gives you a quick bite of information. Ideally, both types of content complement each 
other and provide reinforcement of your messages and call to action.

Short-form text fits the way many people browse their social media feeds like Twitter and Facebook, 

Source: https://www.colibricontent.com/social-media-latin-america/

https://blog.hubspot.com/marketing/which-social-networks-should-you-focus-on
https://www.wildapricot.com/blogs/newsblog/2020/01/15/twitter-for-nonprofits
https://proposalsforngos.com/social-media-for-ngos/
https://www.prnewsonline.com/social-platform-cheat-sheet-a-look-at-key-differences/
https://influencermarketinghub.com/social-media-sites/
https://datareportal.com/library
https://sproutsocial.com/insights/social-media-image-sizes-guide/
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providing a brief idea that people can digest quickly as they scroll by. Using around 200 words or less, 
short-form content keeps your audience coming back for more on a regular basis. Keep the content simple 
and don’t try to pack too much into one post. Images can help draw attention and reinforce the message, 
and links can provide additional information when the text is not enough.

Long-form text refers to posts over about 1,000 words, usually in the form of a blog post, article or case 
study. This format can provide in-depth education on a topic that requires details to understand and act 
on it. It’s also a great way to tell a story, such as a case study, or to build your credibility by demonstrating 
expertise in the topic. Another bonus of long-form text is a longer lifetime than other forms of social 
media, and your content is more likely to appear in people’s online searches (referred to as “search engine 
optimization” or “SEO”).

Key Considerations:

Short- and long-form content work together 
well. Use short-form posts to drive interest 
to the link where the long-form content 
lives. And use the content from the body of 
the long-form content to create interesting 
and relevant short-form content across 
accounts.

A challenge of long-form posts is that big 
blocks of text can be off-putting and make 
reading them feel like a chore. Format them 
with section headers, pull-out quotes, bullet 
lists and images that make the text easier to 
read and understand. And keep the reading 
level appropriate for your audience!

The “short-form” and “long-form” labels 
are not hard-and-fast rules. For example, 
though Twitter posts are limited to 280 
characters, a Facebook status post can hold 
about 63,000 characters (more than 30,000 
words!). A short or long post should only be 
as long as required to make your point.

For each post you create, decide whether 
the message would be better presented 
as short-form text, long-form text, or in 
combination with visual content.

Create a mix of long- and short-form text 
posts that contain your messages and 
complement each other for the social 
media platforms you will be using.

1

2

3

1

2

Action steps:

How to Combine Text and Visual Content for Better Social Engagement

Short-form & Long-form: Where They Fit in Your Content Strategy

How to Create Long Form Content and Why You Should

We Analyzed 912 Million Blog Posts: Here’s What We Learned About Content Marketing

How to Write a Blog Post in 2020: The Ultimate Guide

A Handy Dandy Guide on How to Write Social Media Posts: Best Practices, Length, & More

Know Your Limit: The Ideal Length of Every Social Media Post

For more information:

https://www.socialmediaexaminer.com/make-visual-content-marketing-work/
https://en.rockcontent.com/blog/2016/09/28/short-form-and-longform-where-they-fit-in-your-content-strategy/
https://www.greengeeks.com/blog/2019/05/07/how-to-create-long-form-content/
https://backlinko.com/content-study
https://smartblogger.com/how-to-write-a-blog-post/
https://expresswriters.com/how-to-write-social-media-posts/
https://sproutsocial.com/insights/social-media-character-counter/
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Example:
Research has found the ideal lengths for different types of posts to increase engagement 
with your audience and social sharing:

Ideal Length of a Facebook Update: 
40-80 Character

Ideal Length of a Tweet: 
71-100 Characters

Ideal Length of a Instagram Caption: 
138-150 Characters

Ideal Number of Hashtags for Instagram Captions:
5-10

Ideal Number of Characters in a LinkedIn Status Update:
50-100 Characters

Ideal Length of a Blog Post:
1,000-2,000 words

Ideal Length of a Blog Headline:
14-17 words
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Will you create graphics?

Summary
Adding graphics to a text-based post or creating a visual as the primary communication method, depending 
on the social media platform, often increases the effectiveness of the post.

Why is it important?
Social media posts that include visuals increase attention to the message, as well as the likelihood of 
engagement, such as link clicks, likes, comments and shares. Graphic elements also influence comprehension, 
memory and learning.

The main types of graphic content on social media are:

Importance                                                         Time                                   Cost  

Photos/illustrations – photographs or illustrated pictures that may or may not contain text

Infographics – graphic depictions that make data and information easy to understand

Memes/GIFs – humorous images or video loops that tap into internet and cultural references to 
make a point

Photos and illustrations provide an opportunity to signal for whom the message is intended, to show 
how to carry out the behaviour, and to reinforce elements of the message. Photos should be culturally 
appropriate, clear in what they are depicting, and demonstrating the behaviour you DO want, not the wrong 
behaviour. Illustrations are another way of producing eye-catching graphics customized exactly to your 
needs. Photos often provoke emotions, but illustrations excel at conveying an abstract idea or process.

Infographics simplify complex subjects using graphic elements, colors and data. They are not just graphs 
and charts, but a logically presented set of concrete, clear messages organized and depicted graphically. In 
addition to presenting data, infographics can also provide instructions and tips.

Memes are photos or illustrations that are reused over and over with different humorous captions to 
provide commentary on an event or situation. They can be adapted and customized by anyone, and the 
funniest ones are shared widely. Memes can help your audience see the issue or behaviour in a new or 
surprising way, to help them understand it better. 

GIFs are short video clips that loop and are often used as amusing reactions to other people’s posts. They 
can also be effectively used to demonstrate concepts, such as how immunizations prevent sickness in a 
population, or how to wash hands effectively.
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Key Considerations:

If you can, avoid obvious stock photos using 
models because they are more likely to be 
ignored. Instead use photos of real people 
from the priority audience community 
whenever possible.

A common social media graphic approach, 
especially on Instagram and Pinterest, is 
a photo with a text overlay featuring an 
inspirational quote or an excerpt from an 
expert’s book or presentation. This can be 
used to motivate or to apply social influence, 
if the expert is known and respected.

Be careful when posting memes and GIFs 
because the organization risks losing 
credibility if not done well. They should only 
be created by a “digital native” who knows 
the priority audience well and can make 
sure the implementation is not tone deaf 
or offensive. Done well, memes and GIFs 
can create a connection through humor 
with the community and show that your 
organization understands them. 

If you can, avoid obvious stock photos using 
models because they are more likely to be 
ignored. Instead use photos of real people 
from the priority audience community 
whenever possible.

Determine whether you will add visuals to 
complement a primarily text-focused post 
or whether you will create a stand-alone 
graphic. 

Match the message to the appropriate 
type of graphic and be sure that the 
implementation of the picture conveys 
the message and tone effectively.

1

2

1

2

Action steps:

Graphic Design for Behavioural Change

4 Ways to Integrate Text with Visual Content on Social Media

6 Ways to Tell Your Nonprofit Story With Images

How Designers Do It: 15 Easy Steps to Design an Infographic from Scratch

How to Use Memes: A Guide for Marketers

4 Things You Should Know Before You Start Using Memes on Social Media

The Ultimate Guide to GIFs: How to Create Them, When to Use Them and Why They’re Essential 
for Every Marketer

For more information:

3

http://www.envirocomms.com/wp-content/uploads/2016/04/Importance-of-Design-in-Behaviour-Change.pdf
https://landt.co/2018/07/social-media-visual-content-text/
https://www.classy.org/blog/nonprofit-story-images/
https://www.canva.com/learn/create-infographics/
https://www.socialmediaexaminer.com/how-to-use-memes-guide-for-marketers/
https://adespresso.com/blog/4-things-you-should-know-before-you-start-using-memes-on-social-media/
https://buffer.com/library/animated-gifs
https://buffer.com/library/animated-gifs
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Example:
Photos/Illustrations: 

Customized at https://washyourlyrics.com

Infographics

https://conred.gob.gt/www/index.php?option=com_content&view=article&id=4460&Itemid=963
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Memes

https://twitter.com/Carabdechile/status/776571375511154688
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Gifs

https://twitter.com/ifrc/status/1338470368240078848?s=21

https://twitter.com/ifrc/status/1338470368240078848?s=21
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Will you create video or 
audio content?

Summary
Video is a key component of many social networks and can play an important role in conveying your 
messages and influencing the behavioural levers of change.

Why is it important?
Video is  one of the most effective ways to engage your audience. If a picture is worth a thousand words, 
video plus audio is worth a million. It’s the closest medium we have to one-on-one human communication, 
and our brains respond to it accordingly.

Include people early on in the video to keep your viewers’ attention and to add an emotional component. A 
story-oriented approach works well in a video format, especially when it’s kept short and focused.

Video can be used to influence behaviour change in several ways, such as:

Importance                                                         Time                                   Cost  

How-to demonstrations to build skills

Informational approaches to educate and reduce barriers

Social influence via testimonials, expert interviews, peer generated content

Storytelling to evoke emotion

Relationship-building with your organization to create trust and credibility

Live streaming video is a real-time method for sharing an event as it happens, commenting on an emerging 
potential disaster situation or holding an interactive question and answer session with your audience. Live 
streaming can build excitement and engagement, and a recording of the resulting video can be shared 
afterward for those who were not able to participate.

Similar to video, podcasts are a way to bring the human voice into your communications, making the 
message more intimate and immediate. Podcasts can take several forms: as scripted radio-like content 
such as a news report or magazine show, as a conversation, or as a serial entertainment education story.
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Key Considerations:

Professional videos are nice, but with 
the good quality video cameras built into 
our smartphones, creating videos does 
not have to be an expensive proposition. 
People do not expect Hollywood-level video 
production on social media video content, 
and often prefer the more authentic user-
generated approach. But do make sure that 
at least the audio is captured well.

The majority of people browsing their social 
media feeds do so with the sound muted. 
Be sure to include subtitles, or at least text 
captions, in your video so that they will get 
your message even if they watch without 
the sound on. 

If you’d prefer not to include real people 
in your videos, for cost or privacy reasons, 
consider an animated approach or text 
motion graphics.

Identify how video and/or audio content 
could help you effectively convey your 
messages and augment other social 
media formats you are using. 

Match up the approach you use in a video 
or podcast with the levers of behaviour 
change being addressed with each 
message.

1

2

3

1

2

Action steps:

Social Media Video Tips & Strategies

How to Create Engaging Short Videos for Social Media

26 Ways to Use Video for Your Social Media Marketing

11 Different Types of Videos for Social Media

How to Live StreamHow to Live Stream

The Viral Video Toolkit for Nonprofits

Video for Change Impact Toolkit

The Step-by-Step Guide: How to Start a Podcast

For more information:

https://sproutsocial.com/insights/topics/social-media-video/\
https://buffer.com/library/social-media-videos
https://www.socialmediaexaminer.com/26-ways-to-use-video-for-your-social-media-marketing/
https://biteable.com/blog/tips/11-different-types-of-videos-for-social-media/
https://biteable.com/blog/tips/live-stream/
http://eepybirdstudios.com/wp-content/uploads/2018/02/Viral-Video-Toolkit-for-Nonprofits-1.pdf
https://toolkit.video4change.org/
https://www.buzzsprout.com/how-to-make-a-podcast


119

Example:
Coronavirus: How the Red Cross is using TikTok to keep Gen-Z safe

https://www.tiktok.com/@ifrc/video/6800376233327676678

https://medium.com/@dantelicona/coronavirus-how-the-red-cross-is-using-tiktok-to-keep-gen-z-safe-32cfccab361
mailto:https://www.tiktok.com/@ifrc/video/6800376233327676678
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How will you make the post 
accessible to all?

Summary
A few small adjustments to your posts will assure that everyone you want to reach will be able to fully access 
and understand your social media communications.

Why is it important?
Whoever your priority audiences are, it’s likely that some people within them have disabilities or other 
conditions (e.g., hearing, vision or mobility limitations) that affect their use of social media. By utilizing some 
of the social networks’ lesser-known features and being aware of potential obstacles to accessibility, you 
can make your content easier to comprehend for everyone – not just those with disabilities.

Accessibility solutions primarily involve adding options to your content such as:

Importance                                                         Time                                   Cost  

Captions for the audio portion of videos

Audio descriptions for visual elements of videos

Transcripts for audio content, such as podcasts

Image descriptions, or “alt text,” for photos, graphics and GIFs

Key Considerations:

The colors you choose to use for graphics 
can also help to make the important visual 
elements stand out. Use a high color 
contrast and remember that certain colors 
may appear differently to people who are 
colorblind.  

Rather than thinking that you are only 
helping a small number of people who are 
permanently disabled, realize that many 
people need these inclusion adjustments at 
different times in their lives for temporary 
medical conditions or other situations that 
change their ability to hear or see, such as a 
loud or dark room.

For each of your social accounts, get to 
know how to use the platform’s features 
for increasing accessibility, such as alt text 
for images, and captioning for videos.

As you write the text for your social media 
posts, or design graphic or video content, 
identify how you can make them more 
inclusive from the start. Then use the 
available options for adapting the content 
when you post. 

1

2

1

2

Action steps:
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Federal Social Media Accessibility Toolkit Hackpad

Everything You Need to Know About Inclusive Design for Social Media

Captions and Transcripts and Audio Descriptions, Oh My!

Designing for Accessibility

Designing with the Colorblind in Mind Will Improve Your Design for Everyone

For more information:

Example:
Earthquake survival kit items are laid out on the wood floor. They include a box of latex gloves, a box of isosafe 
cone masks, an orange vest, a small American Red Cross backpack, a first aid kit, a flashlight, two D batteries, 
a pile of Luna bars, a yellow hard hat, two pairs of work gloves, a packaged metal Earthquake Survival Tool, a 

glowstick, a phone charger in a bag, keys, IDs, and an envelope with cash.

Photo Credit: Global X

https://digital.gov/resources/federal-social-media-accessibility-toolkit-hackpad/
https://blog.hootsuite.com/inclusive-design-social-media/
https://developer.paciellogroup.com/blog/2019/07/captions-and-transcripts-and-audio-descriptions-oh-my/
https://ukhomeoffice.github.io/accessibility-posters/posters/accessibility-posters.pdf
https://medium.com/we-are-colorblind/designing-with-the-colorblind-in-mind-will-improve-your-design-for-everyone-5c25ecfcde64
https://www.flickr.com/photos/globalx/5532445369/
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Video Captions

https://www.youtube.com/watch?v=Vf76gq41YCo

Is the content ethically and 
culturally appropriate?

Summary
Before posting, review the content one more time to be sure that the messages and images are presented 
in an ethical way, and that it is culturally appropriate for the specific priority audience.

Why is it important?
Ideally any ethical or cultural issues with the content would be resolved before this point, but it’s always a 
good idea to do a final check before posting. All of your communications should maintain respect and dignity 
for the members of your priority audience, as well as the specific people who might be featured in any of your 
posts.

Avoid ethical concerns by being sure that your posts:

Importance                                                         Time                                   Cost  

Do not apply excessive social pressure to the point of coercion or stigmatization of people who do 
not engage in the desired behaviour

Do not make false promises about the benefits of the behaviour or availability of resources

https://www.youtube.com/watch?v=Vf76gq41YCo
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Are transparent about your organization’s identity and your relationship to the problem you’re 
addressing

Ensure that people featured in your posts agree on how their story is to be used, and that no potential 
harm will come to them as a result of sharing it

Include only accurate and verified information

In addition, check that the post is culturally appropriate for its intended audience, and tailored as much as 
possible to their needs and sensibilities. Generic messages borrowed from other campaigns are unlikely to 
be effective. The post should be localized to the context and population, as well as focused on the specific 
hazards that are most likely in that geographical area. The language and wording of the post should match 
how your audience speaks day-to-day. If translated from another language, be sure a native speaker has 
reviewed the text and that it’s not just a word-for-word translation, but culturally appropriate as well. Visuals 
should include people who look like your priority audience in similar settings to where they live. Essentially, 
your priority audience members should feel like the post was created just for people like them.

Key Considerations:

Be mindful of the message your posted 
images could send about the people being 
depicted and be sure their dignity is always 
respected. Would you be comfortable if 
someone posted a picture of you in the 
same situation? Avoid the possibility of 
cultural or racial stereotyping of people, 
places or situations.

Obtain written consent from the subjects 
of the photos or videos for use on social 
media or be sure that the original source 
has done so. This is especially important 
when children are depicted.

Your social media accounts should clearly 
show that they come from your organization, 
with a link to your website in the profile or 
other contact information. Your staff should 
also make it clear that they are affiliated 
if they will be posting from their personal 
accounts.

If you are working with social media 
influencers in exchange for a fee or other 
items of value, they must be transparent 
about that and follow relevant disclosure 
laws in their own posts.

If any of your posts or shared content 
are later found to be inaccurate or 
misrepresenting the truth, do your best to 
correct them publicly right away.

Build a development process that 
will ensure that ethics and cultural 
considerations will be an integral and 
ongoing part of your social media 
outreach. 

Before every post, do a final ethical and 
cultural check of your message and 
visuals. 

1

2

3

4

5

1

2

Action steps:
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For more information:
A Guide to Understanding and Implementing the Code of Conduct on Images & Messages

7 Steps to Ethical Storytelling

Behaviour Change Toolkit for International Development Practitioners – Section 1.4: (Un)
Ethical Behaviour Change

How to Adapt SBCC Materials

SocialMedia.org Disclosures Best Practices Toolkit

Disclosures 101 for Social Media Influencers

Social Media Best Practices for Nonprofit Organizations – Developing Social Media Guidelines

https://admin.concern.net/sites/default/files/documents/2019-03/Dochas%20Code%20of%20Conduct%20Guide.pdf
https://gettingattention.org/blog/ethical-storytelling/
https://www.clovekvtisni.cz/media/publications/752/file/1498144203-behaviour-change-toolkit-mail.pdf
https://www.clovekvtisni.cz/media/publications/752/file/1498144203-behaviour-change-toolkit-mail.pdf
https://www.thecompassforsbc.org/how-to-guides/how-adapt-sbcc-materials
https://socialmedia.org/disclosure/
https://www.ftc.gov/tips-advice/business-center/guidance/disclosures-101-social-media-influencers
https://www.ccghr.ca/wp-content/uploads/2014/06/CCGHR-Social-Media_Module-17_Developing-social-media-guidelines.pdf
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Example:

https://twitter.com/IFRC_es/status/1184142041892171777/photo/1

https://twitter.com/IFRC_es/status/1184142041892171777/photo/1
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How will you use this 
content?

Summary
Develop and post your content in a planned, strategic way that helps you meet your objectives and maximize 
its impact.

Why is it important?
In order to be sure you cover your program’s various social media objectives, priority audiences, levers 
of behaviour change and intervention approaches, take a step back and think about how to fit the pieces 
together in a logical, strategic way over time.

Apply the concept of transmedia storytelling, telling different parts of a cohesive story across multiple 
platforms. Rather than sharing essentially the same post in each of your social accounts, offer different 
angles of the overall big picture. For example, you might use Twitter to build a community of practice with 
professional audiences and potential organizational partners, Facebook to connect with citizens around 
home and family disaster preparedness, Instagram to post aspirational and identity-focused content, and a 
blog to provide more in-depth understanding of the issues covered on the other platforms.

The repetition of the core messages in different ways will help your priority audience become familiar with the 
concepts and remember them when they need them.

When you are juggling the development of many types of content on multiple social networks, creating an 
editorial calendar is critical. An effective editorial calendar helps you to develop a posting schedule that 
covers all aspects of your strategy and coordinates the writing and production of each post. By creating a 
schedule for each type of content, and building on the ideas you’ve previously generated here, your social 
media posts will be more systematic and strategic. 

Your editorial calendar should include fields for:

Importance                                                         Time                                   Cost  

Posting date

Social network

Priority audience

Objective/behaviour

Lever of change

Intervention approach

Topic/core message

Type of content 

Call to action

Who is responsible
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Key Considerations:

Though the majority of your social media 
posts should be planned in advance and 
scheduled on your editorial calendar, 
you can also build in the opportunity for 
spontaneous, timely posts based on the 
day’s current events or trending social 
media topics. 

Think in terms of weekly themes that can be 
supported by your social media posts. Or 
schedule certain types of content based on 
the day of the week (e.g., #MotivationMonday 
or #ThrowbackThursday). 

Your editorial calendar can be in the form 
of a basic spreadsheet plus online calendar 
or a more fully featured social media 
scheduling app. Color coding can also be 
very helpful.

Create an editorial calendar in advance 
of each month, which specifies weekly 
themes and the general characteristics of 
each post on the schedule.

Generate ideas for the content of each 
post and keep a running list to refer to for 
the future.

Determine how posts can be repurposed 
as other types of content.

Design the content and post when 
scheduled.

1

2

3

1

2

3

4

Action steps:

Five Rules for Repurposing Your Content

How to Repurpose 1 Blog Post into 80+ Pieces of Content

The Best Way to Get Organized With a Content Marketing Editorial Calendar

How to Build an Editorial Calendar: 5 Useful Examples

101 Ways to Source Content Ideas

How a Tiny South Indian State Is Using Transmedia Storytelling to Fight COVID-19

For more information:

Example:
Case Study

In 2016, Oregon Public Broadcasting (OPB) created an organization-wide transmedia storytelling project 
around the concept of preparing for a large-scale earthquake hitting their coast. OPB’s Unprepared project 
included a television documentary, radio stories, an emergency preparedness app and social media posts 
that focused on helping residents take action to prepare for a major natural disaster. In this year-long 
initiative, content was coordinated to make sure it was consistent and integrated across all the platforms. 
OPB partnered with the Red Cross to share accurate information about how to prepare.

One engaging piece of the project was the “Live Off Your Quake Kit” experiment, which had four families 
spending a weekend living off the supplies in their emergency kits. The families then shared what they 
had learned, including creating content for social media channels. Online efforts also included the 
#14GallonChallenge, which encouraged people to stockpile emergency water and share the message with 
their own social networks. Survey research found that those who had been exposed to OPB’s coverage 
were more than twice as likely to take action to prepare.

From: https://current.org/2016/10/transmedia-journalism-expands-storytelling-for-deeper-impact/

https://www.nonprofitmarketingguide.com/blog/2017/05/25/my-five-rules-for-repurposing-your-content-npcomm-style/
https://www.searchenginejournal.com/repurpose-blog-post-content/341603/#close
https://coschedule.com/blog/content-marketing-editorial-calendar-template/
https://amywright.me/how-to-build-an-editorial-calendar/
https://amywright.me/how-to-build-an-editorial-calendar/
https://thediplomat.com/2020/04/how-a-tiny-south-indian-state-is-using-transmedia-storytelling-to-fight-covid-19/
 https://current.org/2016/10/transmedia-journalism-expands-storytelling-for-deeper-impact/
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Worksheet 7 - 
CONTENT PRODUCTION WORKSHEET
Note: These questions apply to each piece of content you create.

Which social 
network(s) will 
this content be 

posted to? (select 
all that apply)

Provide details on 
the content and 

approach:

Will this content 
include…

Who will take 
the lead on 
production?

1.

3.

2.

4.

Facebook
Instagram
Twitter
Pinterest
YouTube
Blog
Snapchat
Tiktok
LinkedIn
Whatsapp
Other:
______________________________________
______________________________________

______________________________________

______________________________________

______________________________________

______________________________________

______________________________________

______________________________________

______________________________________

______________________________________

______________________________________

______________________________________

______________________________________

______________________________________

______________________________________
______________________________________

Short-form text
Long-form text
Photos
Illustrations
Infographics
Memes
GIFs
Video
Audio
Other:

ACCESS WORKSHEET ONLINE HERE

https://docs.google.com/forms/d/e/1FAIpQLSdG2nvM2jAg658BbE31RzB0YKs9ZHGtPY2TtjhKxIwr-UXzSw/viewform?usp=sf_link
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What accessibility 
solutions will be 

included?

Have you 
reviewed 

the content 
for cultural 
concerns?

Have you 
reviewed the 
content for 

ethical concerns?

How can this 
piece of content 

be effectively 
repurposed for 

other platforms and/
or formats?

5.

7.

6.

8.
_____________________________________________

_____________________________________________

_____________________________________________

_____________________________________________

_____________________________________________

_____________________________________________

Yes
No

Yes
No

What are the specific concerns, if any?

What are the specific concerns, if any?

Video captions
Audio descriptions
Transcripts
Image descriptions
Other: 
______________________________________
______________________________________
______________________________________
______________________________________
______________________________________
______________________________________

___________________________________________
___________________________________________
___________________________________________
___________________________________________
__________________________________________
___________________________________________

___________________________________________
___________________________________________
___________________________________________
___________________________________________
__________________________________________
___________________________________________
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When is 
this content 

scheduled to be 
posted?

9. _____________________________________________

_____________________________________________

_____________________________________________

_____________________________________________

_____________________________________________

_____________________________________________
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Section 8:
How will you 
engage with your 
community?

What guidelines and policies will you 
use to guide your activities?

How will you monitor audience needs 
and emerging trends?

How will you engage with your 
audience on social media?

How will you tailor and deliver content 
to specific audiences?

How will you track community 
engagement?

How will you use data to continually 
refine your approach?
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Section 8- 
Community engagement plan - How will you engage with your 
community? 
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What guidelines and 
policies will you use to 
guide your activities?

Summary
Create a set of policies that will guide your social media activity and interactions so that everyone involved 
in posting knows up front how to interact appropriately with the community.

Why is it important?
Community engagement is a critical component for building your program’s social media audience around 
the topics of disaster preparedness and disaster risk reduction so that in an emergency situation they will 
know where to turn. This approach builds trust, empowers people, and builds community resilience, thereby 
supporting positive behaviour change. Engaging the community involves interacting with them in a two-way 
conversation, in which listening and responding are two sides of the same coin.

The development of a social media protocol lays out the policies you’ll follow for all of your program’s social 
networking accounts. This is a document that specifies guidelines for:

Importance                                                         Time                                   Cost  

Who has authority to post on behalf of the organization

Chain of command and approval process, when needed, for posts and issues that arise

Which channels will be used for each audience and types of information

Your organization’s style guide for “voice,” look and feel of posts, and profile information

Development process for each type of content

How to deal with comments and criticisms online

What types of accounts to follow (and not follow)

Disclosure, transparency and other legal issues

Guidance for staff posting about the program from their own accounts

Account password protocol
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Key Considerations:

While several people may be involved in 
maintaining the account, a designated 
social media manager or online community 
manager should be designated as the lead. 

The more details you are able to include 
in the social media protocol, especially 
for how to engage the community before, 
during and after a potential disaster event, 
the more quickly your posts can be ready 
to go when needed.  Preplanning messages 
and content for the most likely scenarios 
will be helpful.

Creating a protocol for when and how it’s 
appropriate to engage with people who post 
negative messages about your program 
online will keep you from wasting your time 
responding to “trolls” who are not part of 
your priority audience.

For all social media platforms that offer the 
option, get your account verified (e.g., the 
blue check on Twitter and Facebook). This 
will help your potential followers know that 
your account is the correct one to follow for 
accurate information.

Create a social media protocol document 
and keep it updated as needed, to include 
helpful information for whoever may be 
involved in running the accounts. Be sure 
that organizational leadership signs off on 
the plan.

1

2

3

4

1
Action steps:

Your Guide to Creating a Social Media Policy

Re-Thinking the Social Media Policy

How to Guide Your Employees to Post More on Social Media

Need Social Media Policy Examples? Here Are 7 Terrific Social Policies To Inspire Yours

Social Media Manager Vs. Community Manager: What’s The Difference?

CERC: Crisis and Emergency Risk Communication. Community Engagement

For more information:

Example:
The IFRC Social Media Policy provides guidelines to staff on using official social media accounts, 
as well as posting from their own personal accounts. The policy includes guidance for community 
managers of the IFRC’s social media accounts on the rules for what to post and how to interact 
online. It also lays out which departments and individuals are responsible for various activities.

https://sproutsocial.com/insights/social-media-policy/
https://businessesgrow.com/2019/10/23/social-media-policy/
https://www.socialmediaexaminer.com/how-to-guide-employees-to-post-more-on-social-media/
https://everyonesocial.com/blog/need-sample-social-media-policies-here-are-7-to-inspire-yours/
https://sproutsocial.com/insights/social-media-vs-community-manager/
https://emergency.cdc.gov/cerc/ppt/CERC_CommunityEngagement.pdf
https://www.communityengagementhub.org/wp-content/uploads/sites/2/2019/08/IFRC-Social-Media-Policy.pdf
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How will you monitor 
audience needs and 
emerging trends?

Summary
Create a social listening program to monitor the needs and concerns of your priority audiences, as well as 
to identify emerging news and trends.

Why is it important?
Social listening is an integral part of the social media content development and audience engagement 
process. Being aware of what members of your priority audiences are talking about—whether related to 
your organization, disaster preparedness and disaster risk reduction, your key behaviours, or other issues 
of the day—serves as a valuable research tool to help guide content development.

You can use the search and analytics tools that are built into each platform or subscribe to online social 
media analysis tools that scan multiple platforms at once and provide more detail about who’s saying what. 

Importance                                                         Time                                   Cost  

Choose keywords that reflect the topics you want to track, using the language your priority audiences 
would use to talk about them. 

Include the name of your organization, your location, likely disaster types, and words related to your 
key behaviours and levers of change. 

Track relevant hashtags, including those you create for your own campaigns, existing hashtags, and 
those that arise organically out of disaster events.

Follow people strategically on your accounts to ensure that your social media streams include 
members of your priority audiences, the news and entertainment accounts they tend to follow, and 
their social influencers.

Keep tabs on trending topics and be sure to also watch out for rumors or misinformation that are 
getting passed around so you can address them immediately. 
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Using Social Media Monitoring to Enhance Your NGO Impact

The Complete Guide to Social Media Listening for Nonprofits

The Ultimate Guide to Social Listening

Social Media Analysis Tools for Preparedness

Rumour Has It: a Practice Guide to Working with Rumours

For more information:

Key Considerations:

If you serve a specific geographic area, you 
may be able to limit the results of your social 
listening to your region. Geo-mapping posts 
when users include location information can 
be helpful to spot local trends and disaster-
related needs.

Social listening can help you identify 
the people and organizations who tend 
to talk about topics related to disaster 
preparedness or your other issues 
of interest. Consider reaching out to 
these people and organizations to build 
relationships that can be helpful to increase 
the reach of your content.

Decide on the tool(s) you will use for your 
social listening activities and set them up.

Choose appropriate keywords to monitor 
(you can add and subtract keywords as 
needed over time).

Follow relevant accounts, or create Twitter 
lists, to help stay on top of emerging news 
and trends.

Create a routine for how often you will 
review the results of the social listening 
and respond as needed.

1

2

1

2

3

4

Action steps:

https://www.mentionlytics.com/blog/using-social-media-monitoring-to-enhance-your-ngo-impact/
https://www.socialbrite.org/2020/03/25/the-complete-guide-to-social-media-listening-for-nonprofits/

https://www.searchenginejournal.com/social-listening/331459/
https://www.preventionweb.net/publication/comparative-review-social-media-analysis-tools-preparedness
http://www.cdacnetwork.org/tools-and-resources/i/20170613105104-5v7pb
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Example:
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members => Encourage them to actively create and share their own content related to your posts and 
topics

Leaders – Influencers who provide a source of expert guidance, who offer commentary on other posts 
and correct misinformation => Work with them as partners, providing them with quality content to 
share with their followers and amplifying their relevant posts

Create a variety of content that will appeal to the different types of social media users in your audience:
Lurkers – Interested in your posts but don’t want to interact at all => Continue creating good content 

Novices – Active observers in your online community, who create a limited amount of content, and 
may participate occasionally in conversations => Make it easy for them to join in by posting questions 
and specific challenges

Insiders – Consistently engage in dialogue and content creation, and interact with other community 

How will you engage with 
your audience on social 
media?

Summary
Create an engagement strategy for how you will interact with people via your social media accounts. Having 
a plan set in advance facilitates posting and replying in a timely and consistent way. 

Why is it important?
Being responsive on social media boosts your organization’s credibility and reputation. Answer questions. 
Respond to concerns. Let your priority audiences know you understand them and care about their needs. 
This is how you build a relationship and become a trusted source of information and disaster-related 
guidance.

The general guidelines for engagement cut across all the social networks. 

Importance                                                         Time                                   Cost  

Create relevant and valuable content. 

Use social media as a two-way medium for dialogue, not just broadcasting information. 

Communicate like a real person – it’s okay to be more informal. Respond to comments in a timely way. 

Be accountable by sharing facts only from credible sources, andsources and correcting your mistakes 
publicly and quickly.
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Key Considerations:

Your intent should be not just posting 
content, but also building an online 
community. Think in terms of communal 
tactics like hosting Twitter chats, initiating 
unique community hashtags, sharing 
content created by your community 
members, and celebrating their successes.

Look for opportunities to participate in 
relevant initiatives and conversations 
across the social media landscape as a 
way of reaching members of your priority 
audiences and bringing them into your 
online community.

Building your follower base is generally a 
slow yet steady process. Don’t buy “fake 
followers” to increase your count and 
remember that quality is more important 
than quantity – better to have 100 real 
members of your priority audiences than 
1000 random people who don’t care about 
your content.

Decide what level of participation your 
organization will engage in on each of 
its social network accounts. Will you take 
a staged approach, focusing on social 
listening first, or jump into posting and 
responding immediately?

As you create content, keep in mind the 
different types of social media users and 
how you can engage each.

Create a plan for how you will respond 
to different types of comments on your 
posts and from other accounts, including 
how to deal with negative feedback and 
internet trolls

1

2

3

1

2

3

Action steps:

How to Use Social Media to Better Engage People Affected by Crises: A Brief Guide for Those 
Using Social Media in Humanitarian Organizations

American Red Cross Social Engagement Handbook

CERC: Social Media and Mobile Media Devices – Social Media Users, Working with Social Media 
Before and During a Crisis

The Art of Listening: Social Media Toolkit for Nonprofits

Want A Successful Community? Don’t Be A Social Media Manager

The Ultimate Guide to Community Management

26 Tips for Managing a Social Media Community

For more information:

https://media.ifrc.org/ifrc/wp-content/uploads/sites/5/2017/10/ICRC_IFRC_OCHA_SoMe_Guide_CommIsAid_2017-WEB.pdf
https://media.ifrc.org/ifrc/wp-content/uploads/sites/5/2017/10/ICRC_IFRC_OCHA_SoMe_Guide_CommIsAid_2017-WEB.pdf
http://redcrosschat.org/wp-content/uploads/2012/06/SocialEngagementHandbookv2.pdf
https://emergency.cdc.gov/cerc/ppt/CERC_Social%20Media%20and%20Mobile%20Media%20Devices.pdf
http://greenlining.org/wp-content/uploads/2013/09/The-Art-of-Listening-Social-Media-Toolkit-for-Nonprofits.pdf
https://www.socialmediatoday.com/news/want-a-successful-community-dont-be-a-social-media-manager/476223/
https://blog.hubspot.com/marketing/community-management-expert-advice

https://www.socialmediaexaminer.com/social-media-community-management/
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Example:
Responding to Social Media Comments

From American Red Cross Social Engagement Handbook 2.0 - Adaptation of the US Air Force flowchart for 
how to respond to comments

How will you tailor and 
deliver content to specific 
audiences?

Summary
Use methods that tailor and target your social media outreach to each of your specific priority audiences to 
maximize behaviour change effectiveness. 

Why is it important?
People respond more to communications that feel like they are speaking directly to them. If you have more 
than one priority audience or want to get more precise in reaching out to a segment who holds a certain 
attitude or behavioural characteristic, you can use various methods to direct specific posts or messages to 
them. You may already use different social media platforms to reach distinct priority audiences. Use some 
of the following approaches to connect with those subgroups even more effectively.

Advertising options on social media platforms, such as Facebook, Twitter, Instagram and others, let you get 
very specific regarding who will see your promotion. 

Find where people in your audiences spend their online time by searching for relevant groups and forums, 
such as on Facebook, LinkedIn or Reddit. Perhaps your community has a local Facebook group for parents 
or a LinkedIn group for school administrators. 

Importance                                                         Time                                   Cost  

Avoid being self-promotional but be helpful in answering questions and providing resources. 

Use hashtags, Twitter chats often have a hashtag that the community uses for conversations and 
sharing resources, even in between scheduled events.
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Key Considerations:

Determine the content that will be most 
successful as a paid ad by tracking the 
engagement on your organic posts to 
identify which have resonated most with 
your followers (see Section 8E). Boost those 
posts as promoted posts to reach others in 
your priority groups who have not yet seen 
them.

Work with your partners to cross-promote 
posts that will be of interest to followers 
of both organizations’ accounts.  Consider 
inviting relevant partners and influencers to 
write guest posts on your blog or offer to 
make your content available for their social 
media, when it’s beneficial to both groups.

Some of the social media sites, such as 
Facebook, let you upload an email list or use 
those who have liked your page to create a 
“lookalike” audience for your ad campaign. 
These are other people on the site similar 
to those who have shown interest in your 
content.

Determine the priority audience or 
subgroup for whom you want to tailor 
and target content. 

Consider using promoted posts or 
social media ads to deliver the content 
specifically to that audience.

Search for relevant groups, forums and 
hashtags that would be of interest to your 
priority audiences and join them. Respond 
to questions that arise and share helpful 
resources.

Identify influencers and create a strategy 
for working with them to reach your 
priority audience.

Create a strategy for involving your 
priority audience members, partners and 
stakeholders in content creation.

1

2

3

1

2

3

4

5

Action steps:

How to Find Your Target Audience on Social Media: 10 Tips to Follow

How to Find Popular Twitter Hashtags

The Ultimate Guide to Instagram Hashtags

The Ultimate Guide to Mastering the Basics of Effective Social Media Advertising

Social Media Advertising & Paid Social Guide

The Evergreen Guide to Launching a Facebook Advertising Strategy

7 Examples of Successful Reddit Marketing

Influencer Marketing Guide: How to Work With Social Media Influencers

For more information:

Effective influencers are not always celebrities but may be the people in a particular niche whose opinions 
others value. Reach out to them, whether by formally inviting them to work with you, or tagging them 
informally with content they may be interested in sharing.

Make your messages more credible and findable by working with the social media content creators 
whom your priority audiences follow.

https://promorepublic.com/en/blog/10-ways-find-audience-social-media/
https://sproutsocial.com/insights/twitter-hashtags/
https://later.com/blog/ultimate-guide-to-using-instagram-hashtags/
https://blog.hubspot.com/marketing/basics-effective-social-media-advertising
https://sproutsocial.com/insights/topics/social-media-advertising/
https://www.falcon.io/insights-hub/topics/social-media-strategy/facebook-advertising-strategy-guide/
https://maximizesocialbusiness.com/7-examples-successful-reddit-marketing-10364/

https://blog.hootsuite.com/influencer-marketing/


142

Example:
Case Study

Know Your City.TV (KYC.TV) is a project of the NGO Slum Dwellers International, which is a network of 
community-based organizations of the urban poor in 32 countries in Africa, Asia, and Latin America. 
KYC.TV brings together an international collective of youth living in slums, learning by doing, and 
making media for social impact. Youth are trained via local workshops to create videos with their 
phone cameras, using social media to tell the stories of their communities. Through social networks 
like Facebook, Instagram and YouTube, they reach their peers and others to work toward change 
around issues including in-situ upgrading for informal settlements, anti-forced eviction, participatory 
development, co-creation of habitat, youth development and inclusion.

How will you track 
community engagement?

Summary
Set up systems to monitor the community’s engagement with your social media activity so you can respond 
and adjust your approach based on that information.

Why is it important?
In addition to social listening activities that help you understand what people are generally talking about 
online, you also need to track how they are engaging specifically with your content so you can respond in 
real time and use the feedback to improve. 

Set up a dashboard to track the key engagement metrics that will help you identify the approaches that 
resonate most with your priority audiences. You can easily create a dashboard manually with a spreadsheet, 
or there are numerous social media analytics apps that will automatically collect and track the metrics for 
you. Many of the social networks have a built-in analytics engine that can provide you with information on 
how individual posts perform and give you a snapshot of the overall characteristics of your followers.

For each post, you’ll want to track descriptive information like:

Importance                                                         Time                                   Cost  

Social network

Timing (day of week/time of day)

Topic/message

Behavioural driver of change addressed

Type of media (e.g., text, graphics, video)

Type of content (e.g., educational, story-based, how-to, meme, etc.)

Then, to determine which of these approaches are most effective over time, track the different types of 
posts on engagement metrics such as:

Likes

Shares/retweets

Link clicks
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Comments/replies

Direct messages

Engagement rate (any interaction with the post divided by the total number of people who saw it)

Key Considerations:

Twitter’s Analytics, Facebook’s Page Insights, 
Instagram’s business account Insights and 
the other social networks track certain 
metrics on your accounts for you. You can 
also install Google Analytics on your website 
to track which social networks and posts 
send the most visitors to various pages on 
your site.

The specific metrics to be tracked may 
be different for various platforms. For 
example, using YouTube Analytics, you 
can monitor things like views, watch time, 
audience retention (percentage of video 
watched), where people are finding your 
videos, number of subscribers, and more. 
On Pinterest, the analytics include numbers 
of link clicks, impressions, “closeups” (how 
many users looked more closely at the pin 
content), saves, and overall engagement.

Identify the engagement metrics you want 
to track for each of your social network 
accounts.

Create a social media dashboard, either 
manually or via an online monitoring 
service.

Include your social listening results in 
the dashboard, monitoring who is talking 
about your organization or issue on social 
media, whether or not it’s related to one 
of your posts.

Track each of your posts and their 
performance on the engagement metrics, 
in real time as well as on a weekly 
or monthly basis for the big picture 
perspective.

1

2

1

2

3

4

Action steps:

22 Tips for Building Meaningful Social Media Dashboards from All Networks

Social Media Analytics: A Practical Guidebook for Journalists and Other Media Professionals

10 Metrics to Track When Analyzing Your Social Media Marketing

How to Create a Social Media Report (Includes a Free Template)

For more information:

https://databox.com/tips-for-building-a-social-media-dashboard
https://www.dw.com/en/social-media-analytics-a-practical-guidebook-for-journalists-and-other-media-professionals/a-49615889
https://www.socialmediaexaminer.com/10-metrics-to-track-analyzing-social-media-marketing/
https://blog.hootsuite.com/social-media-report-template-guide/
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Example:
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How will you use data to 
continually refine your 
approach?

Summary
Use the monitoring data you collect to help refine and continually improve your social media content in real 
time and for the future.

Why is it important?
While you may have specific overall program objectives that you’ll be evaluating over a longer time period, 
tracking short-term response to your social media posts and making real-time adjustments will help you 
reach those bigger objectives. After all, if your audience doesn’t see your posts or pay attention by engaging 
with them, you won’t have the opportunity to influence their behaviour.
 
As you track the engagement metrics showing how your audience is responding (or not), you will likely see 
trends emerging regarding what’s working and what needs to be changed. In the long term, you can use this 
information to cut back on the types of posts that are not gaining much engagement, and to focus more on 
the successful approaches.

In the short term, and in fact as soon as you post and people start responding, you can immediately use 
what you’re seeing to make changes. For example, sometimes messages are misinterpreted as they spread, 
or raise specific questions; by keeping an eye on the replies to your posts, you can immediately follow up 
with clarifications or additional information.

Importance                                                         Time                                   Cost  
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How to Successfully Refine Social Media Campaigns

Test, Measure, Reflect and Refine

A/B Testing on Social Media: How to Do it with Tools You Already Have

A Simple 6-Step Framework for Running Social Media Experiments (with 87 Ideas Included)

For more information:

Key Considerations:

Real-time adjustments to your social media 
strategy should be based not just on a single 
negative response to one of your posts, 
but on the overall trends you see from 
your audience. Be agile in terms of shifting 
messaging when necessary in real time, 
but also look at the bigger picture before 
overhauling the entire strategy.

To test different elements of your paid or 
organic posts, you can conduct what’s called 
“A/B testing.” This is a way of learning which 
messages, visuals or calls to action yield the 
best engagement, by changing only one 
element at a time and tracking the results.

The best days of the week and times of day 
to post depends on your specific priority 
audience. You may find, for example, that 
professional audiences are more responsive 
during morning and afternoon commute 
hours, while mothers with young children 
are more likely to wait until the kids are 
asleep at night to go online. Try posting at 
different times and track when your posts 
get the most engagement.

Don’t wait to look at your analytics until 
the end of each month. Monitor them at 
least daily to be able to make mid-course 
corrections while your responses will still 
be relevant.

Return to the message development, 
content creation, and community 
engagement steps as needed to apply 
what you learn about the elements that 
contribute most to success.

1

2

3

1

2

Action steps:

http://stuartjdavidson.com/refine-social-media/
https://digitalmums.com/blog/test-measure-reflect-refine
https://blog.hootsuite.com/social-media-ab-testing/
https://buffer.com/library/run-social-media-experiments
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Social Media Troubleshooting Chart

Metrics Show: Try This:

Post interesting, relevant content
Provide social proof by working with 
influencers and trusted organizations 
to share your social media content
Boost profile with paid ads
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Worksheet 8 - 
COMMUNITY ENGAGEMENT WORKSHEET

Do you have a 
social media 
protocol that 
includes the 

following 
information?

Social listening 
keywords to track

1.

2.

Who has authority to post on behalf 
of the organization
Chain of command and approval 
process, when needed, for posts 
and issues that arise
Which channels will be used 
for each audience and types of 
information
Your organization’s style guide for 
“voice,” look and feel of posts, and 
profile information
Development process for each type 
of content
How to deal with comments and 
criticisms online
What types of accounts to follow 
(and not follow)
Disclosure, transparency and other 
legal issues
Guidance for staff posting about the 
program from their own accounts
Who maintains updated password 
information for all accounts
Other:

Your organization/campaign: 
______________________________________
______________________________________

Your location: 

______________________________________
______________________________________

Topics: 
______________________________________
______________________________________

Behaviours: 
______________________________________
______________________________________
 
Hashtags:
______________________________________
______________________________________

a.)

b.)

c.)

d.)

e.)

______________________________________
______________________________________

ACCESS WORKSHEET ONLINE HERE

https://docs.google.com/forms/d/e/1FAIpQLSfu4b8CQTXUlohQIwVtUE3qlNHGJmJbzsIXJ3UOFkEYr7n2Yg/viewform?usp=sf_link
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What level(s) 
of social media 

participation will 
you engage in? 

(answer for each 
platform)

How will you 
engage the 

different types of 
social media users?

3.

4.

a.)

b.)

c.)

Platform:  
Social listening and learning
Responding to other users 
Curating and sharing content 
created by others
Creating your own original content

Platform:  
Social listening and learning
Responding to other users 
Curating and sharing content 
created by others
Creating your own original content

Platform:  
Social listening and learning
Responding to other users 
Curating and sharing content 
created by others
Creating your own original content

a.)

b.)

c.)

d.)

Lurkers:
______________________________________
______________________________________

Novices:
______________________________________
______________________________________

Insiders:
______________________________________
______________________________________

Leaders:
______________________________________
______________________________________
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What methods will 
you use to reach 

each of your priority 
audiences?

5. Paid ads or promoted posts
______________________________________

Groups and forums: 
______________________________________

Hashtags: 
______________________________________

Twitter chats: 
______________________________________

Influencer outreach:
______________________________________

Working with audience members:
______________________________________

Working with partners or 
stakeholders: 
______________________________________

Other: 
______________________________________
______________________________________

Which social media 
metrics will you 

track?

6.Likes

Shares/retweets

Link clicks

Comments/replies

Direct messages

Video views/watch time

Impressions (how many saw the post)

Overall engagement rate

Follower/subscriber count

Audience characteristics

Referrals to website

Mentions of your organization or issue

Other:
____________________________________________
____________________________________________
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Section 9:
How will you know if 
you’re successful? 

What metrics will you use to assess 
success?

How will you connect your activities to 
behaviour change?

How will you carry out your evaluation 
research?

How will you use the results to improve 
your efforts?
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Section 9- 
Evaluation plan - How will you know if you’re successful?
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What metrics will you use 
to assess success?

Summary
Determine whether your social media activities have been successful by measuring the outcomes according 
to your original objectives.

Why is it important?
Plan for evaluation of your program from the very beginning. Use the social media objectives you created 
(see 2D) to choose the metrics to track and measure your progress.

Process indicators help you determine your inputs into the program – number and types of posts, frequency, 
reach, level of effort, partner participation, and so on. These are important for identifying and adjusting your 
social media activities to make your workflow more effective and efficient. 

Outcome measures are the heart of your SM4BC evaluation, detecting changes in behaviour and other 
related factors that may be a direct result of people being exposed to your posts.

When using social media for behaviour change, there are four basic outcome domains to assess, each of 
which builds on the others:

Importance                                                         Time                                   Cost  

Exposure – How many people saw your posts? Were they your priority audiences?

Engagement – How many people responded to your message, took some type of social media action, 
or engaged in interactions with your account?

Influence – How did people change in response to your posts, in terms of indicators like knowledge, 
attitudes, behaviours, and social interactions?

Results – How did your social media efforts directly help your program meet its overall behaviour 
change goals and objectives?

Each of your program’s specific social media objectives will fall into one of these domains and have one or 
more corresponding metrics associated with it. Your community engagement tracking system will collect 
the metrics associated with exposure and engagement outcomes.
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Some examples of indicators you might track include:



155

Key Considerations:

Sometimes you may not be able to directly 
measure certain changes, in which case 
you can try to identify proxy indicators. 
Proxy measures are an indirect way of 
making assumptions about the presence 
of a behaviour from other easier to collect 
data. For example, you might need to rely 
on self-reported behaviour change if you 
can’t directly observe it yourself. Or use 
something like the reported presence of 
an organizational emergency plan as an 
indicator that the institution is “prepared” 
for a disaster.

You can categorize audience engagement 
levels as the following:

Low – one-way communication, where your 
audience may have simply read the message

Medium - two-way communication, where 
people responded in some way to the message, 
such as liking, commenting or sharing 

High – two-way communication, where 
people not only responded, but also provided 
feedback, took action, and/or did something, 
or became partners with you

Review your social media objectives to 
identify how you can best measure them.

Define metrics for each objective that will 
indicate to what extent you have achieved 
them.

1

2

1

2

Action steps:

For more information:
Evaluating Social Media Components of Health Communication Campaigns

Toolkit for the Evaluation of Communication Activities – How to Evaluate Social Media Activities

Evaluating Social Media Efforts: One Approach to Consider

IndiKit - Guidance on SMART Indicators for Relief and Development Projects - DRR and 
Resilience Indicators

https://healthcommcapacity.org/evaluating-social-media-components-health-communication-campaigns/
https://ec.europa.eu/info/sites/info/files/communication-evaluation-toolkit_en.pdf
https://web.archive.org/web/20170507195118/https://www.samhsa.gov/capt/tools-learning-resources/evaluating-social-media-efforts
https://www.indikit.net/sector/29-drr-and-resilience
https://www.indikit.net/sector/29-drr-and-resilience
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Example:

From “Making Your Social Media Campaign Work for You,” Caribbean Public Health Agency, 2018, 
https://carpha.org/Portals/0/Publications/SocialMediaM&E%20Guide2019.pdf

How will you connect your 
activities to behaviour 
change?

Summary
To the extent possible, identify whether your social media activities may have led to any behaviour change 
reported by your priority audiences.

Why is it important?
When the behaviours you are promoting via social media happen offline, tracking the effects of your 
outreach can be tricky. The definitive way to assess actual behaviour change, rather than inferring it from 
online behaviours, is to use a randomized controlled trial, assigning one group or location to be exposed to 
your social media messaging, and another to serve as a “control group” that is similar to the other group in 
all ways except for seeing your social media.

This experimental design is often not possible due to budget or logistics, so the next best alternative is 
to conduct a “quasi-experimental” study – a baseline survey (often called a “KAB survey” for knowledge, 
attitudes and behaviours) of a random sample of your priority audience, then another at evaluation time. 
Compare those who report being exposed to your online efforts with those who have not, in terms of how 
their knowledge, attitudes and behaviours have changed during that time. Of course, any differences do 
not guarantee that it was your work that led to the change, but it can be a good indication. If you have other 
components to your public outreach beyond social media, find out what additional parts of your program 
or campaign your respondents have seen, to try to separate out the contribution of each element.

Short of a survey, find ways to track your social media followers’ movement from your posts to other actions 
related to your target behaviours. Think about facilitating some of the intermediate behavioural steps that 
people might take as preparation for engaging in the key behaviour. For example, have them go to your 
website to sign an online pledge to take action, fill out an online disaster preparedness planning worksheet, 
use an online calculator to know how much water they need to store for emergencies, sign up for first aid 
classes, purchase an emergency kit, etc., and track that activity via a special link or discount code. 

Importance                                                         Time                                   Cost  
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Compare current numbers with those for previous time periods before you started your SM4BC 
efforts (e.g., previous month, same month previous year), with results for activities related to other 
topics, or with results from similar organizations.

To find out where the people reaching out to you came from, you can just ask them. Keeping track with 
something as simple as a sheet of paper and hash marks whether it was, for example, social media, 
your website, your newsletter, a friend, etc.

Key Considerations:

Remember that social media is a long-term 
endeavor. Unless you’re very lucky, it will take 
a while to see significant results. There is likely 
a dose-response relationship between the 
amount of exposure to your messaging and 
actual behaviour change, meaning the more 
they see your posts, the more likely they are 
to take action.

Be careful about relying on self-reported 
attitude and behaviour change. People may 
tell you what they think you want to hear to 
make themselves look good. Or they may not 
consciously know why they do the things they 
do.

Similarly, online surveys and social media 
polls can serve as a general “pulse check” to 
gauge responses to your outreach, but they all 
depend on which people choose to respond.

Consider whether an experimental design 
or random sample survey is a possibility 
for your evaluation to better detect any 
link between your efforts and behaviour 
change. 

Review the data sources and other tools 
you have available to you through your 
organization or website that you could 
use to identify changes related to your 
social media outreach.

1

2

3

1

2

Action steps:

How Web Analytics Can Supercharge Your Behaviour Change Initiative

Social and Behaviour Change Monitoring Guidance

Online Actions with Offline Impact: How Online Social Networks Influence Online and Offline 
User Behaviour

Behaviour Change for Conservation - Evaluation Research Design

Behaviour Change Toolkit for International Development Practitioners - Step 6: Measure 
Changes In Behaviours

For more information:

Track other data for an indication of how your social media may have influenced your organization’s 
success. Look at the numbers you usually collect, such as email inquiries, hotline calls, numbers of 
event participants, volunteers, or media coverage. 

If you periodically post challenges that encourage followers to show that they’ve participated by posting 
about their experience with a hashtag, or to share photos of themselves engaging in the activity, these can 
help illustrate your impact, even if it’s self-reported and not necessarily only due to your influence.

https://blog.funeasypopular.com/how-web-analytics-can-supercharge-your-behavior-change-initiative
https://breakthroughactionandresearch.org/resources/social-and-behavior-change-monitoring-guidance
https://cs.stanford.edu/~althoff/althoff_online_offline_appendix.pdf
https://cs.stanford.edu/~althoff/althoff_online_offline_appendix.pdf
https://www.changewildlifeconsumers.org/behaviour-change-for-conservation-online-course/index.html#/lessons/9mdbcG93XQ-jsU5slTYADCgwVbX5arvX
https://www.clovekvtisni.cz/media/publications/752/file/1498144203-behaviour-change-toolkit-mail.pdf
https://www.clovekvtisni.cz/media/publications/752/file/1498144203-behaviour-change-toolkit-mail.pdf
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Example:
How Does a Quasi-Experimental KAB Survey Work?

How will you carry out your 
evaluation research?

Summary
Determine the best ways to collect data related to the metrics and other information you’ve identified as 
being important to your social media success.

Why is it important?
Once you know what information you want to gather, you can determine how best to collect the data. Many 
of your indicators will likely be best collected via quantitative research. These methods include surveys, 
online analytics programs, and counts of things – basically anything involving numbers. Quantitative data 
shows you how many people are thinking or doing something and is necessary to demonstrate the extent of 
changes over time.

Qualitative research is also important to help you fully understand the effects your outreach has had, and 
to put your quantitative results into context. Qualitative methods like in-depth interviews, focus groups, and 
observations provide you with insights about the “how” and “why” behind people’s responses to your social 
media posts. Talk directly with some of your social media followers to hear their stories of how your messages 
inspired them to take action. Quantitative research can tell you which of your posts got the most engagement 
from your audience, and qualitative research can help you understand why they resonated.

Importance                                                         Time                                   Cost  

invite a random sample from the list to invite to an online survey, or deliberately choose people who 
you know have something to say for a phone interview. 
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Key Considerations:

If you conducted a survey towards the 
beginning of this project as part of your 
formative research to better understand your 
priority audience(s), use that as your baseline 
data to compare any changes in key factors 
like knowledge, attitudes and behaviours. 

Whatever research methods you use, be 
sure to use the data ethically. Get informed 
consent so they know they have control over 
their participation. Keep personal information 
confidential and any quotes or examples in 
the evaluation report not traceable back to 
a particular person. Guard their private data 
and let them know what you will do to protect 
it (and then do it!).

Decide which research methods to use to 
collect the kind of data you need for your 
evaluation.

Use a combination of quantitative and 
qualitative methods if possible.

Determine how you will find members of 
your priority audiences to participate in 
your research.

1

2

1

2

3

Action steps:

7 Tips on How to Use Social Media for Market Research

Using Facebook for Qualitative Research: A Brief Primer

Using Twitter as a Data Source: An Overview of Social Media Research Tools

Integrated SBCC Programs Implementation Kit – Evaluation Design

Training Manual on Basic Monitoring and Evaluation of Social and Behaviour Change 
Communication Health Programs

For more information:

If your organization has an email list, you could reach out to your supporters to see if there are any 
differences in behaviour between those who follow you on social media and those who don’t.

https://unamo.com/blog/social/7-tips-on-how-to-use-social-media-for-market-research
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6711038/
https://blogs.lse.ac.uk/impactofsocialsciences/2019/06/18/using-twitter-as-a-data-source-an-overview-of-social-media-research-tools-2019/?fbclid=IwAR1dTM4q_iXTdzjybB4ySNIXYm7C3yG6hNF3gknMWiSkx3zrRYgWvr4-tcA
https://sbccimplementationkits.org/integrated-sbcc-programs/research-monitoring-and-evaluation/design/
https://www.popcouncil.org/uploads/pdfs/2014RH_BCCTrainingManual.pdf
https://www.popcouncil.org/uploads/pdfs/2014RH_BCCTrainingManual.pdf
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With any of these adjustments, return to the relevant point in the strategic process to develop a new plan. 

If you have not been successful in bringing about behaviour change, consider whether you need to revise 
your behaviour design approach.

How will you use the results 
to improve your efforts?

Summary
Apply the results of your evaluation to refine and improve your SM4BC activities in the future.

Why is it important?
Don’t let your evaluation results get put on a virtual shelf to gather dust, but rather use them to improve your 
social media outreach going forward.

Importance                                                         Time                                   Cost  

Look at which of your objectives were fully met.

Identify the strategies you used to achieve those objectives and plan to do more of what worked. 

Identify which types of topics, messages, posts, format and other content elements were most 
successful and expand your use of those approaches.

Assess the objectives that were not met and analyze the strategic elements that may need to be 
changed. 

Reduce the use of the types of content that did not get much engagement.

Example:
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Example:
For each of your evaluation findings, sort them into the following categories:

Red Light: What was not effective? Reduce or eliminate those strategies.

Green Light: What worked well? Continue or increase those strategies.

Yellow Light: What ideas do you have for new approaches? Prioritize them, test them out and refine them 
as needed.

Key Considerations:

Make a list of possible changes to be made as 
a result of your evaluation findings. Prioritize 
them based on how much potential impact 
they could have, as well as on how expensive or 
time-consuming they would be to implement.

Be sure to consult with partners and other 
stakeholders to find out from their perspective 
what worked well and what could be improved 
for future collaborations. 

Find ways to share what you’ve learned 
through the SM4BC process with those in your 
organization and more broadly.

Review the results of your evaluation to 
identify which social media objectives 
were met and which were not.

Analyze the factors that led to success 
and those that need to be changed.

Make a plan to implement changes in 
future efforts.

1

2

3

1

2

3

Action steps:

How To Use Your Evaluation Findings To Improve Your Work

Improve Program with Evaluation Findings

Refining the Program or Intervention Based on Evaluation Research

For more information:

https://knowhow.ncvo.org.uk/how-to/how-to-use-your-evaluation-findings-to-improve-your-work
http://toolkit.pellinstitute.org/evaluation-guide/communicate-improve/improve-program-with-evaluation-findings/
https://ctb.ku.edu/en/table-of-contents/evaluate/evaluate-community-interventions/refine-intervention/main
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Worksheet 9 - 
EVALUATION WORKSHEET

Which process-
focused indicators 
will you track? For 

example…

Which outcome-
focused 

indicators will 
you track? For 

example…

1.

2.

______________________________________
______________________________________

______________________________________
______________________________________

______________________________________
______________________________________

______________________________________

Number of posts 
Frequency of posts
Number of responses to comments
Staff hours spent per week on 
social media
Number and cost of boosted posts/
paid ads
Twitter chats participated in
Influencers/partner organizations 
recruited
Others:

a. Exposure
Number of followers/subscribers on 
your accounts
Number of website referrals from your 
social media accounts
Number of times a video is viewed
Number of re-tweets, shares, and re-
posts— and how many people each of 
those actions reached
Other: 

b. Engagement
Number of likes, comments, shares
Average engagement rate per post
Rate of increase of engagement
Number of people who participated 
in “events” like challenges, contests, 
Twitter chats
Number who created relevant content 
in response to your account
Number of influencers or other partners 
who posted on your behalf
Other:

c. Influence
Percentage of priority audience who 
knows specific key facts
Percentage who have shifted 
perceptions related to the specific levers 
of change relevant to each behaviour 
and priority audience (e.g., social norms, 
self-efficacy, barriers, motivators)
Percentage who clicked through to your 
website and took some kind of action 
there (e.g., signed a pledge, registered 
for a class)
Other:  

ACCESS WORKSHEET ONLINE HERE

https://docs.google.com/forms/d/e/1FAIpQLSfrNn4zrjt7aKnq4Shm9Si3kb6T9U8dLaAanL4i9a1kklFtxA/viewform?usp=sf_link
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What methods will 
you use to connect 

your activities to 
behaviour change?

Where will you find 
participants for 
your research?

What methods will 
you use to collect 
your evaluation 

data?

3.

5.

4.

______________________________________
______________________________________

______________________________________
______________________________________

Randomized controlled trial
Quasi-experimental study 
(random sample pre/post surveys 
comparing exposed and non-
exposed respondents)
Online-based behaviours
Priority audience self-reports on 
social media 
Organizational data
Referral tracking (website or other 
contact points)
Other: 

Survey
Online analytics
Counting/tracking
Other:

In-depth interviews
Focus groups
Observations
Content analysis of posts/comments
Anecdotal feedback from social media
Other: 

a. Quantitative Methods

b. Qualitative Methods

______________________________________
______________________________________

______________________________________
______________________________________

Social media followers
Organizational mailing list
Partner organizations
Random sampling phone calls
Other:
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Once you have evaluation 
results, sort findings into 

these categories:

6.
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