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Building a social media strategy

Stephanie Butler
@writingquirky | #ONPHAconf
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ONPHA

Ontario
Non-Profit Housing
Association

I'm making an assumption here

In this session, we’ll cover the steps for forming a social
media strategy, including how to:

* identify your audience

» choose platforms that fit you/your org’s needs
* create engaging, shareable content

* measure the effectiveness of your strategy

I’'m assuming that participants have a working knowledge of
Twitter, Facebook, and YouTube.




why is this important for housing pros?

* social media is a way to communicate with tenants,
advocates and the publicin a way that is immediate,
transparent and responsive

* social media allows you to listen: to tenants, to
stakeholders, to peers and to the public

* social media is data-heavy and can generate information
that is useful in planning communications, making
connections to other organizations and presenting to
Boards and funders

New York City Housing Authority

Facebook:

» 5,788 fans

e 5-10 posts/week with emphasis on visual content
Twitter:

e 11,900+ followers

* 8,353 tweets sent
YouTube:

e 180 subscribers

* 35,637 views

Flickr:

* 8,855 photos

Foursquare, Google+, LinkedIn

ONPHA
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Home  Videos  Flaylists  Channels  Discussion  About

NYCHA: How big? Featured Channels
1,601 views 4 iths a

R mon T NYC Mayor's Office
NYCHA is the largest public housing g g o
authority in North America. —

Mission
B To fulfil its vital mission and even

better serve residents while facing Related channels on
dramatic reductions in traditional YouTube
govemment funding, NYCHA is
developing new financing opticns and AP Associated Press
building innovative partnerships acros Subscribe
Read more

NYPost
;4
il subscrive
Recent activities
U.S. Department o...
Subsoribe

New York Daily N...
bseribe

NYPD Connect
Subscribe

NYCHA's Domestic Violence

New York City Housing Authority

What they’re doing right:

* NYCHA retweets and shares posts from other NYC
organizations, like the City, police, Mayor’s office, public
health, etc.

* strong emphasis on visual content: photos, event
posters, infographics, video

* frequent posts on Facebook and quick response to
Twitter @mentions

* positive, friendly tone
* consistent branding

ONPHA



think about your audience
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who do you want to reach?

* Internal: tenants, Board members, service managers,
staff members, funders

* External: community members, peer organizations,
policymakers, civic leaders, outreach groups, general
public

* consider the demographic you're trying to reach:

* where do they live?

* what are they interested in?
* male/female, age?

* how engaged are they?




where can you find your audience?

Twitter:

* advocates and activists, politicians, journalists and media pros,
students, public figures, community builders, city dwellers

* beginning to skew male + popular with 18-40 year olds
* ~1in5 adults are on Twitter
Facebook:

* very wide audience + near saturation point with 19M Canadians
using Facebook

* biggest growth in last year was from users who are 55+

* some younger users leaving for Instagram, Tumblr, Snapchat
LinkedIn:

e users tend to be older, more educated

* most users spend less than 10 minutes/month on LinkedIn

where can you find your audience?

Instagram:

* students, community builders, media pros, artists, public figures,
news outlets

* skews young, female, and urban

* considered by young people to be “more important” than Facebook
» growth in users has outpaced Twitter

YouTube:

* very wide audience + near saturation point

* reaches more adults 18-34 than any cable network

Pinterest:

* DIY types, collectors, foodies, fashion watchers, decorators, fans

e more rural users, skews female

ONPHA



if you’re already using social media

* who are your followers following?

* who is ONPHA/HSC/CHRA following?

* keyword searches for your local area, the housing sector
* find relevant hastags (e.g. #HHchat, #socent, #ONpoli)

* Find out more about the followers you already have
using tools like Followerwonk, Klout, and Facebook
Insights

S | f |
set some goals

-
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goals? what kind of goals?

what are you hoping to accomplish by using social media?
* are you selling something or fundraising?
* are you running an advocacy campaign?

* are you trying to engage with tenants and the
community?

what does success look like?

ONPHA



measurable is key

* the best goals can be broken down into pieces, with
each piece tied to a specific metric

* social media is data-heavy by nature and there are a lot
of tools available to help you track your content and
measure your performance

* by measuring performance, you'll know what types of
posts work best and will be able to make decisions about
future posts based on evidence (buzzword: data-
informed)

ONPHA



BIG GOALS

To increase public
knowledge of Ontario’s non-
profit housing sector and
the challenges faced by
housing providers.

LITTLE GOALS
Grow our follower base

METRICS

# of Twitter followers
# of Facebook fans
# YouTube subscribers

Drive traffic to our website

# unique web visitors
# visitors from social
media

Increase the number of
content shares and
engagements

# retweets

# of Facebook shares
# @replies

# Facebook comments
# ow.ly clicks

# Facebook post clicks
# video views

# YouTube comments

Produce “sticky” visual
content

# new Facebook posts
# new tweets

# new videos

track which tweets/posts
have most click-
throughs

(I'll talk more about measurement

tools in a few minutes.)

ONPHA
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get your brand right

handles + vanity-URLs

does your social media list look like this?
5% @OttawaNPH
B4 facebook.com/OttawaHousing
@ voutube.com/user/OttawaNPHousing
m linkedin.com/company/ottawa-housing-agency

make sure you’re being consistent so that your audience
can find you.

11



visual branding

Bad:
- BEE_
‘The BetterPlanet Projéct m e tr o
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visual branding

Also bad:

ONPHA
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visual branding

Much better:

Starbucks @

Food/Drink  Following =~ Wi Message | see

Timeline  Apout  Photos  International  More v

peope >  Erost [ Photorvideo

37,687,030 ikes Wiite something on this Page
20,100,636 visiis

Olena Protsiv, Shauna Evans and 22 others ke this.

amE- °-

With great friendships come great adventures,

K< I | _

tolike this Page

tone + message

The way you communicate is as important as what you say.

On social media, tone can help you gain followers and
encourage engagement.

* are you: authoritative, helpful, friendly, conversational,
informative, cheeky

* what do you/your org care most about? are there other
issues?

* what do you want followers/fans to remember?

ONPHA
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NYCHA o] Follow

Mayor @BilldeBlasio just announced a
$150M initiative to bring stronger schools to
all NYC children: nyc.gov/renewalschools
#EducateNYC

- 5T @mEro

Girls Action ©_G
0 We love seeing the pictures of #YOUIhINOffice, great initiative @BGCCAN and
bbbsc |

4

.28 BEBS Canada o] Follow

TY maybe you can join us next yearl
(@_GirlsAction: We love seeing the pictures
of #YOUthInOffice, great initiative.

1on

@ United Way Ottawa ¥ & Follow

RT @ottawaparamedic: The Chiefs are still
locked up for @UnitedWayOttawa. Call
613-223-8970 to pledge & get hem out!

I
©
%

caveats

* avoid copyrighted imagery
* There are excellent places to find images that are free to use.
Try: Flickr Creative Commons, Death to the Stock Photo,
Unsplash, Gratisography, PicJumbo, MorgueFile, etc.

* your social media accounts will rank highly in searches
for your organization, so be sure that their names,
descriptions, and branding reflects how amazing
you/your organization is

* who keeps the password?
* “views are mine” & “RTs do not imply endorsement”

ONPHA
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creating content

just like an onion...

..the web has layers:
Web 1.0: static web (websites)

Web 2.0: social web (social media, blogs,

forums, wikis, comments)

Web 3.0: mobile web (GPS, check-ins,

mobile sites, apps)

* your content strategy should “nest” these

layers

e start at 1.0 and work your way up

¢ ultimately, you want to direct people back to
your website and to content that you own

ONPHA
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creating content

* choose “sticky” content

* the best strategies include a mix of planned and
spontaneous content — consistent & timely

* content can include: blog posts, text, photos, videos,
news stories, surveys, infographics — as well as RTs,
shares

* the more visual your content is, the more likely it will be
liked, RT’d, shared, and commented on

making visual content

* build up a store of visual content

bring a camera with you to events (use photo releases!)

* take photos of your buildings and your neighbourhoods

* use simple tools to create simple infographics or to add
words to your photos

Photoshop/InDesign

Powerpoint

Canva, Recite, Piktochart
PicMonkey, PixlIr, Photoshop Express

ONPHA
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AFFORDABLE AFFORDABLE AFEORDABLE
HOUSING. HOUSING. HOUSING
FOR ONTARIO. FOR ONTARIO. FOR ONTARIO.

g
158,445 ey 20%
households were on 1 7 7 7 .,
the wait list for an - of Ontario’s renters

affordable home at the PER MONTH spend more than

end of 2012. 0
& the average rent for a o
one-bedroom apartment is

of their income on

that’s slightly more than housin :
g, forcing
3 0/ 893 families to choose
(0] PER MONTH between basic
of Ontario’s population it e necess;trl]zsflél;ed?helter
0% || ael e
IT'S UNAFFORDABLE #votedh B
z F vote4anousing
Vv
#VOtE4hOUSIng ipﬁﬁﬁiﬁﬁ?ﬁggg a onpha.on.ca/election2014

onpha.on.ca/election2014

Soura Canadian Martgage and Housing Commiision, Sserage Market
Rent: 1

IN THE GTA, ~110,000 HOUSEHOLDS
ARE WAITING FOR RGI HOUSING.

MORE ONTARIANS ARE
SPENDING TOO MUCH ON
HOUSING COSTS.

Average wait time:
|:| 3-5 years
[ 57 years
B 7+ years

DURHAM:
5237

v AFFORDABLE HOUSING. FOR ONTARIO. #votedhousing

4 in 10 renters spend more than 30%
of their income on rent and utilities.

In Canada, housing is considered affordable when a household

spends no more than 30% of gross income on housing costs.
According to the 2011 National Household Survey, 40.1% ONTARIO WAITING LISTS FOR
of renters and 18.5% of homeowners spend above the HOUSING ARE GETTING LONGER.
affordability threshold. There are now more than 165,000 waiting for rent-geared-to-i
housing in Ontario. These families, singles, couples and seniors could wait up to 10
years for housing.
. 16506
In Ontario, 3.2% of households are
_On wait lists :fOI’ rent'geared'to' Number of households in Ontario =
waiting lists for rent-geared-to- g
income housing. ncome housing 30039015

126102 124785 128092

12242 121726

AFFORDABLE HOUSING. [REAVIY LY TITH(oYs)
FOR ONTARIO.

AFFORDABLE HOUSING. FOR ONTARIO. #votedhousing
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| made some examples, using
JUST Powerpoint

(To save them, highlight all elements, right-click, and
select “Save As Picture.”)

— ’;m
. §,

People aren’t
forced into food banks

because of the price of food,
they are driven there
because of the cost of housing.

18



Shelter comes first:
health, security, crime,
employment all improve
with decent shelter.

- @jen_keesmaat

build an editorial calendar

* acalendar will help you to plan in advance and to space
out content appropriately
¢ tweet 1-10x/day
e post to Facebook 2-10x/week
* your calendar should include:
* prompts or sample messages
e posting dates/times
¢ #hashtags or users to mention

ONPHA
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an example

Week Date Staffer | Key Message | Twitter Facebook Hotes |
VEEK DAY TIANE e ot e« links or photos | tweet here TFEpomtrere [Statfing, holidays, e |
Monday, Seplember 08, 20H Christina “Wait List Coming tomerrow: 20M Waiting Lists report
shawing the # of housshalds waiting for
i in Ot #0Nipoli
Getting by on $8Mhour in NYC: how fast food | How do W7C's fast food workers get by on an
workers do it $8thour minimum wage?
onyesfasttaod-warkers-get-by himl owenyes-Fastfaod-warkers-get-by himl
Tuesday, September 03, 2014 Christina “Wlait List There are more than 185,000 households
waiting for #housing assistance in Ontario.
k] #0poli #uote shousin
3t List + WL Graphic] \3iting 1315 for G| #housing have qiown | 65069 Cntano houzsholds are walting for
each year since 2008. [link] #0Rpoli housing that's rent-geared-to-income. That
number has risen each year since 2008,
signaling that there justisn't encugh zocisl
housing available in the province. Those on
the waiting list can expect to wait an average of
3 years, 10 months and 3 weeks [3.88 years) for
FiG housing
- e et ‘Turwaiting itz 1epart made the frant page of | Our waling = report made the frant page of
< today's @TorontaStar. today's @TorontoStar,
- hitpettun thestar
5 ntsrins_affordable_housing_wait_list_climbs_t| ntarios_afiordsble_housing_wsit_list_climbs_t
I o_record_{65000_households html o_record 15000
“ “Wednesday, September 10,2014 | Chiistina “Wait List How many households are waiting for Ot this week: the September issue of Guick
% #housing help in your area? Find your local Connections. This issue is all about housing
2 tepart here: link] #0Npoli sdvacacy - justintime far municipal slections,
1link]
“Wait List + Giraphios For every household our members assist with
$#housing, 2 cancel and 3 more apply. #ONpoli
Thurzday, Seprember 11, 201 Chiistina st st %623 mare househalds were waiting for
#housing help 3tthe end of 203 than 3t the
end of 2012 [link] #0kpoli
“Wait List + WL GraphicZ One-third of households waiting for #housing
help are families with children, link] #0Npoli
Wait izt + Tarema Tarante's active #housing waling it has
tisen ta more than 75,000 hauseholds [= ta
pop. of Fegina, SK]. #T0poli
Friday, September 12, 207 Chiistina TNPHE, Conference » Graphic | Last day ta save $100 with the RONPHACoNF
2arly bird rte.

don’t broadcast

ONPHA
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engagement vs. broadcasting

Engagement feels like a conversation.

Broadcasting feels like one person shouting at anyone who
will listen.

strategies for being an engaging user

* RT and mention other users frequently (1:1:1 ratio)

* share what you know, learn from others, & ask questions
* beinterested in what other orgs are talking about

* mix up your own content — reuse the good stuff

* ask forinteraction

* respond to mentions, comments or questions promptly

« don’t waste time with trolls — take conversations offline
if necessary

ONPHA
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ONPHA

[ Kathleen McQuillan
| just want some good quality Kraft mac n cheese
Expand 4 Reply t3 Retweet * Favorite ==+ More

KRAFT Mac & Cheese
Kathleen_111 That's so weird Kathleen. | was just wishing | had

someone to eat me.
® Hide conversation 4 Reply t3 Retweet  Favorite <=* More

Q3: Do you think the location of homeless services limits or
creates barriers for those who are homeless? #HHChat

% Stephanie Butler gqu Sep
A3: Yes and no. Homeless tend to cluster in urban areas. Hard to determine
i whether population follows services or vice versa. #HHchat

L Homeless Hub @homelesshub - Sep 9
ﬁ writingquirky It's like the chicken and the egg debate. Which came first?
HHChat

% Stephanie Butler (hwritingqu Sep
nomelesshub Exactly. Some studies are showing that homeless aren't as
L

transient as people like to believe: vancitybuzz.com/2014/08/findin... #HHchat

3 Homeless Hub omelesshub - Sep 9
ﬁ writingquirky Very interesting. Thanks for sharing this. #HHChat

Hide conversation

homelesshub
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measurement

strategies for being an engaging user

» figure out your goals first — the metrics you gather
should relate directly to your goals

¢ decide on an interval that makes sense
¢ what’s valuable to measure?

* number of followers vs. weekly fluctuations in followers
* there are hundreds of tools that will help you capture
and store data — some are free, many aren’t

* keep a master spreadsheet

ONPHA
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BIG GOALS

To increase public
knowledge of Ontario’s non-
profit housing sector and
the challenges faced by
housing providers.

LITTLE GOALS
Grow our follower base

Drive traffic to our website

Increase the number of
content shares and
engagements

Produce “sticky” visual
content

METRICS

# of Twitter followers

# of Facebook fans

# YouTube subscribers
# unique web visitors
# visitors from social
media

# retweets

# of Facebook shares
# @replies

# Facebook comments
# ow.ly clicks

# Facebook post clicks
# video views

# YouTube comments
# new Facebook posts
# new tweets

# new videos

track which tweets/posts

have most click-
throughs

a few tools

» for posting content: Hootsuite, TweetDeck, BufferApp,
SproutSocial, Commun.it

* to measure impact: Crowdbooster, TweetReach, Klout,
Facebook Insights

* totrack clicks: bit.ly, Hootsuite (ow.ly), BufferApp

* tofind out about your followers: Facebook Insights,

Followerwonk

* to monitor mentions: Google Analytics, MentionMapp

ONPHA
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ONPHA

Post Details

L] Ontario Non-Profit Housing Associ

ber

165,069 Ontario households are waiting for housing that's rent-geared-to-
income. That number has risen each year since 2006, signalling that there
just isn't enough social housing available in the province. Those on the
waiting list can expect to wait an average of 3 years, 10 menths and 3
weeks (3.89 years) for RGI housing.

ONTARIO WAITING LISTS FOR e
HOUSING ARE GETTING LONGER.

There are now more than 165,000 households waiting for rent-geared-to-income
housing in Ontario. These families, singles, couples and seniors could wait up to 10 23
years for housing. £

e Link clicks

NEGATIVE FEEDBACK

1530

Number of households in Ontario 2 Hide Post
waiting lists for rent-geared-to-
income housing, 2003-2013. 0 Repor

2w
B 1z

AFFORDABLE HOUSING. FOR ONTARIO.

Boost Post

1,075 people reached

Like - Comment - Share - 27 &35 2~
Overview Likes Reach Visits Posts  People
Your Fans People Reached People Engaged Check-ins

The people who like your Page

16%
Women
.
. o s . : -
“our Fans All Facebook - .
I
a5

3 4554 5504 +

Men o% - - T
W 29% 54% 4%
8%

20%
13%
5%
oe:
. 44
_— [
%
% 6%

“four Fans All Facebock
Country Your Fans city Your Fans Language Your Fans
Canada 70 Toranto, Ontario 287 English (US)

14 Ottawa, Ontario English (UK) 123
Phiippines 3 Hamiton, Ontario 20 French (Fra 2
Qatar 2 Nerth Bay, Ontario 15 Korean 2
Eqypt 2 Windsor, Ontario 13 2

United Kingdom

Buigaria

Ireland

Brockville, Ontario

Barrie, Ontario

London, Ontaric

13 Bulgarian
13 Greek
11 Spanish
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OMNPHA Social
Media Me
1
2 Forthe week of | 28-Apr 5-May 12-May 19-May 26-May 2-Jun  39-Jun  16-Jun 23-Jun 30-Jun T
3 to|d-May  11-May  18-May  25-May 1-Jun S-dun 15-Jun ZE-Jun E3-Jun B-Jul T
4 [TWITTER
5 |#tollowers ZBET 2707 2740 2745 2TET ZTEE 2735 28m 2825 2833 z
B | #NEW followers 1 20 33 S 2z 13 ] 1 il T
T | #following 1353 1845 1536 1300 1336 1356 1357 200d 2026 2052 z
& [#1weets 2000 2020 200 P0G 2037 22 23 e 2T E2H 2
3 | #NEW teests 14 20 40 g 23 BS z1 1 1B 14 T
10
T | #retweers 30 5 w07 36 71 73 50 il 16 s 5
12 | # mentions 7 i 21 il ] [} 23 0 i 1
13 | # tawourites il T 28 n 1) 23 3 13 3 3 T
| #clicks 1 23 h S 13 16 BE 32 zz “ B
15
16 | #interactions a8 40 56 B 0o EE &2 a4 kil 2 7
7 | engagement rate 173 148 S.63 2 361 5.96 233 121 110 0.58 z
18 | returm on effon 24286 10000 23000 82500 24483 19535 23048  58.83 3379 TESY 2
13
20
21 | FACEBDOK
22 [#fans BS50 651 = BES B B30 632 635 536 B35 7
23 | # NEW Fans g 1 T 7 19 ] 2 3 1 2 S
24 | # hEW posts 7 1 [ El 3 7 2 8 s 3 [
25
26 | # fan posts o o o 1} 1} o o a 1} o o
2T | # comments 3 o &1 12 05 21 25 S 4 a )
28 | lkes 33 4 il T w7 02 a2 Ez] 10 3
29 | # shares 34 1 124 36 126 Tz 83 =] 2z z
30| # post olicks 13z 12 213 a0 7 143 283 65 g3 “ T
El
32 |top postreach w7 |19 2378 836 GRS 3574 7808 M4E 837 308 8
33 | visits o timeline T3 30 ) g2 31 a4 k] 35 il 13 T
34 | raralreach 4200 2000 8300 4500 4700 1700 1400 426 T
35 | people engaged 325 150 965 237 233 03 izl El *
36
37 | #interactions o i il i 5T =] Z10 "5 i 3 il
36 | engagement rate w077 077 55.02 17.53 84.50 2443 3035 8.06 9.34 272 1
33 | return on effort Q0000 40000 533333 3800.00 1916667 2314.23 650.00 83333 120000 53333 8
40
Editorial Calendar | Metries | Clicks | Graphs | Twitter Archive ®

if you’re super keen...

* prepare a monthly/quarterly report

* review your best posts — why did they work so well?
* archive your content (TwimeMachine, IFTTT)

* track relevant hashtags in Hootsuite

ONPHA
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when in doubt, post cat photos

ONPHA
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