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Section 8:
How will you 
engage with your 
community?

What guidelines and policies will you 
XVH�WR�JXLGH�\RXU�DFWLYLWLHV"

How will you monitor audience needs 
and emerging trends?

How will you engage with your 
audience on social media?

+RZ�ZLOO�\RX�WDLORU�DQG�GHOLYHU�FRQWHQW�
WR�VSHFLȴF�DXGLHQFHV"

How will you track community 
engagement?

How will you use data to continually 
UHȴQH�\RXU�DSSURDFK"
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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 
QHWZRUNLQJ�DFFRXQWV��7KLV�LV�D�GRFXPHQW�WKDW�VSHFLȴHV�JXLGHOLQHV�IRU�

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

<RXU�RUJDQL]DWLRQȇV�VW\OH�JXLGH�IRU�ȊYRLFH�ȋ�ORRN�DQG�IHHO�RI�SRVWV��DQG�SURȴOH�LQIRUPDWLRQ

'HYHORSPHQW�SURFHVV�IRU�HDFK�W\SH�RI�FRQWHQW

How to deal with comments and criticisms online

What types of accounts to follow (and not follow)

'LVFORVXUH��WUDQVSDUHQF\�DQG�RWKHU�OHJDO�LVVXHV

*XLGDQFH�IRU�VWD΍�SRVWLQJ�DERXW�WKH�SURJUDP�IURP�WKHLU�RZQ�DFFRXQWV

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.

)RU�DOO�VRFLDO�PHGLD�SODWIRUPV�WKDW�R΍HU�WKH�
RSWLRQ�� JHW� \RXU� DFFRXQW� YHULȴHG� �H�J��� WKH�
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 
WKDW�RUJDQL]DWLRQDO�OHDGHUVKLS�VLJQV�R΍�RQ�
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

1HHG�6RFLDO�0HGLD�3ROLF\�([DPSOHV"�+HUH�$UH���7HUULȴF�6RFLDO�3ROLFLHV�7R�ΖQVSLUH�<RXUV

6RFLDO�0HGLD�0DQDJHU�9V��&RPPXQLW\�0DQDJHU��:KDWȇV�7KH�'L΍HUHQFH"

CERC: Crisis and Emergency Risk Communication. Community Engagement

For more information:

Example:
The IFRC Social Media Policy�SURYLGHV�JXLGHOLQHV�WR�VWD΍�RQ�XVLQJ�RɝFLDO�VRFLDO�PHGLD�DFFRXQWV��
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  

&KRRVH�NH\ZRUGV�WKDW�UHȵHFW�WKH�WRSLFV�\RX�ZDQW�WR�WUDFN��XVLQJ�WKH�ODQJXDJH�\RXU�SULRULW\�DXGLHQFHV�
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 
WKHLU�VRFLDO�LQȵXHQFHUV�

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

7KH�&RPSOHWH�*XLGH�WR�6RFLDO�0HGLD�/LVWHQLQJ�IRU�1RQSURȴWV

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:

ΖI�\RX�VHUYH�D�VSHFLȴF�JHRJUDSKLF�DUHD��\RX�
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/%0D
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�Ȃ�ΖQȵXHQFHUV�ZKR�SURYLGH�D�VRXUFH�RI�H[SHUW�JXLGDQFH��ZKR�R΍HU�FRPPHQWDU\�RQ�RWKHU�SRVWV�
and correct misinformation => Work with them as partners, providing them with quality content to 
share with their followers and amplifying their relevant posts

&UHDWH�D�YDULHW\�RI�FRQWHQW�WKDW�ZLOO�DSSHDO�WR�WKH�GL΍HUHQW�W\SHV�RI�VRFLDO�PHGLD�XVHUV�LQ�\RXU�DXGLHQFH�
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 
DQG�VSHFLȴF�FKDOOHQJHV

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 
OLVWHQLQJ� ȴUVW�� RU� MXPS� LQWR� SRVWLQJ� DQG�
responding immediately?

As you create content, keep in mind the 
GL΍HUHQW�W\SHV�RI�VRFLDO�PHGLD�XVHUV�DQG�
how you can engage each.

Create a plan for how you will respond 
WR� GL΍HUHQW� W\SHV� RI� FRPPHQWV� RQ� \RXU�
posts and from other accounts, including 
how to deal with negative feedback and 
internet trolls

1

2

3

1

2

3

Action steps:

+RZ�WR�8VH�6RFLDO�0HGLD�WR�%HWWHU�(QJDJH�3HRSOH�$΍HFWHG�E\�&ULVHV��$�%ULHI�*XLGH�IRU�7KRVH�
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

7KH�$UW�RI�/LVWHQLQJ��6RFLDO�0HGLD�7RRONLW�IRU�1RQSURȴWV

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%0D
https://www.socialmediaexaminer.com/social-media-community-management/


140

Example:
Responding to Social Media Comments

)URP�$PHULFDQ�5HG�&URVV�6RFLDO�(QJDJHPHQW�+DQGERRN�������$GDSWDWLRQ�RI�WKH�86�$LU�)RUFH�ȵRZFKDUW�IRU�
how to respond to comments

How will you tailor and 
deliver content to specific 
audiences?

Summary
8VH�PHWKRGV�WKDW�WDLORU�DQG�WDUJHW�\RXU�VRFLDO�PHGLD�RXWUHDFK�WR�HDFK�RI�\RXU�VSHFLȴF�SULRULW\�DXGLHQFHV�WR�
PD[LPL]H�EHKDYLRXU�FKDQJH�H΍HFWLYHQHVV��

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 
DWWLWXGH�RU�EHKDYLRXUDO�FKDUDFWHULVWLF��\RX�FDQ�XVH�YDULRXV�PHWKRGV�WR�GLUHFW�VSHFLȴF�SRVWV�RU�PHVVDJHV�WR�
WKHP��<RX�PD\�DOUHDG\�XVH�GL΍HUHQW�VRFLDO�PHGLD�SODWIRUPV�WR�UHDFK�GLVWLQFW�SULRULW\�DXGLHQFHV��8VH�VRPH�
RI�WKH�IROORZLQJ�DSSURDFKHV�WR�FRQQHFW�ZLWK�WKRVH�VXEJURXSV�HYHQ�PRUH�H΍HFWLYHO\�

Advertising options on social media platforms, such as Facebook, Twitter, Instagram and others, let you get 
YHU\�VSHFLȴF�UHJDUGLQJ�ZKR�ZLOO�VHH�\RXU�SURPRWLRQ��

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 
LQYLWLQJ�UHOHYDQW�SDUWQHUV�DQG�LQȵXHQFHUV�WR�
ZULWH� JXHVW� SRVWV� RQ� \RXU� EORJ� RU� R΍HU� WR�
make your content available for their social 
PHGLD��ZKHQ�LWȇV�EHQHȴFLDO�WR�ERWK�JURXSV�

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 
VSHFLȴFDOO\�WR�WKDW�DXGLHQFH�

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.

ΖGHQWLI\�LQȵXHQFHUV�DQG�FUHDWH�D�VWUDWHJ\�
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

7KH�8OWLPDWH�*XLGH�WR�0DVWHULQJ�WKH�%DVLFV�RI�(΍HFWLYH�6RFLDO�0HGLD�$GYHUWLVLQJ

Social Media Advertising & Paid Social Guide

The Evergreen Guide to Launching a Facebook Advertising Strategy

7 Examples of Successful Reddit Marketing

ΖQȵXHQFHU�0DUNHWLQJ�*XLGH��+RZ�WR�:RUN�:LWK�6RFLDO�0HGLD�ΖQȵXHQFHUV

For more information:

(΍HFWLYH�LQȵXHQFHUV�DUH�QRW�DOZD\V�FHOHEULWLHV�EXW�PD\�EH�WKH�SHRSOH�LQ�D�SDUWLFXODU�QLFKH�ZKRVH�RSLQLRQV�
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.

0DNH�\RXU�PHVVDJHV�PRUH�FUHGLEOH�DQG�ȴQGDEOH�E\�ZRUNLQJ�ZLWK�WKH�VRFLDO�PHGLD�FRQWHQW�FUHDWRUV�
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/%0D
https://blog.hootsuite.com/influencer-marketing/
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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, \RX�DOVR�QHHG�WR�WUDFN�KRZ�WKH\�DUH�HQJDJLQJ�VSHFLȴFDOO\�ZLWK�\RXU�FRQWHQW�VR�\RX�FDQ�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.)

7KHQ��WR�GHWHUPLQH�ZKLFK�RI�WKHVH�DSSURDFKHV�DUH�PRVW�H΍HFWLYH�RYHU�WLPH��WUDFN�WKH�GL΍HUHQW�W\SHV�RI�
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.

7KH� VSHFLȴF� PHWULFV� WR� EH� WUDFNHG� PD\�
EH� GL΍HUHQW� IRU� YDULRXV� SODWIRUPV�� )RU�
example, using YouTube Analytics, you 
can monitor things like views, watch time, 
audience retention (percentage of video 
ZDWFKHG��� ZKHUH� SHRSOH� DUH� ȴQGLQJ� \RXU�
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
8VH�WKH�PRQLWRULQJ�GDWD�\RX�FROOHFW�WR�KHOS�UHȴQH�DQG�FRQWLQXDOO\�LPSURYH�\RXU�VRFLDO�PHGLD�FRQWHQW�LQ�UHDO�
time and for the future.

Why is it important?
:KLOH�\RX�PD\�KDYH�VSHFLȴF�RYHUDOO�SURJUDP�REMHFWLYHV�WKDW�\RXȇOO�EH�HYDOXDWLQJ�RYHU�D�ORQJHU�WLPH�SHULRG��
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 
ZLWK�WKHP��\RX�ZRQȇW�KDYH�WKH�RSSRUWXQLW\�WR�LQȵXHQFH�WKHLU�EHKDYLRXU�
 
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, 
RU�UDLVH�VSHFLȴF�TXHVWLRQV��E\�NHHSLQJ�DQ�H\H�RQ�WKH�UHSOLHV�WR�\RXU�SRVWV��\RX�FDQ�LPPHGLDWHO\�IROORZ�XS�
ZLWK�FODULȴFDWLRQV�RU�DGGLWLRQDO�LQIRUPDWLRQ�

Importance                                                         Time                                   Cost  
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+RZ�WR�6XFFHVVIXOO\�5HȴQH�6RFLDO�0HGLD�&DPSDLJQV

7HVW��0HDVXUH��5HȵHFW�DQG�5HȴQH

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.

7R� WHVW� GL΍HUHQW� HOHPHQWV� RI� \RXU� SDLG� RU�
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 
WR� SRVW� GHSHQGV� RQ� \RXU� VSHFLȴF� SULRULW\�
DXGLHQFH�� <RX�PD\� ȴQG�� IRU� H[DPSOH�� WKDW�
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 
GL΍HUHQW� WLPHV�DQG� WUDFN�ZKHQ�\RXU�SRVWV�
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 
SURȴOH�LQIRUPDWLRQ
'HYHORSPHQW�SURFHVV�IRU�HDFK�W\SH�
of content
How to deal with comments and 
criticisms online
What types of accounts to follow 
(and not follow)
'LVFORVXUH��WUDQVSDUHQF\�DQG�RWKHU�
legal issues
*XLGDQFH�IRU�VWD΍�SRVWLQJ�DERXW�WKH�
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: 
______________________________________

ΖQȵXHQFHU�RXWUHDFK�
______________________________________

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

'LUHFW�PHVVDJHV

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:
____________________________________________
____________________________________________


