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Building a social media strategyBuilding a social media strategyBuilding a social media strategyBuilding a social media strategy
Stephanie Butler 

@writingquirky | #ONPHAconf
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I'm making an assumption I'm making an assumption I'm making an assumption I'm making an assumption herehereherehere

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.
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why is this important for housing pros?why is this important for housing pros?why is this important for housing pros?why is this important for housing pros?

• social media is a way to communicate with tenants, 

advocates and the public in 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

3

New York City Housing AuthorityNew York City Housing AuthorityNew York City Housing AuthorityNew York City Housing Authority

Facebook:

• 5,788 fans

• 5-10 posts/week with emphasis on visual content

Twitter:

• 11,900+ followers

• 8,353 tweets sent

YouTube:

• 180 subscribers

• 35,637 views

Flickr:

• 8,855 photos

Foursquare, Google+, LinkedIn
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New York City Housing AuthorityNew York City Housing AuthorityNew York City Housing AuthorityNew 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
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think about your audience

9

who do you want to reach?who do you want to reach?who do you want to reach?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?
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where can you find your audience?where can you find your audience?where can you find your audience?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

• ~1 in 5 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:

• users tend to be older, more educated

• most users spend less than 10 minutes/month on LinkedIn
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where can you find your audience?where can you find your audience?where can you find your audience?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

• more rural users, skews female
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if you’re already using social mediaif you’re already using social mediaif you’re already using social mediaif 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

set some goals
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goals? what kind of goals?goals? what kind of goals?goals? what kind of goals?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?
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measurable is measurable is measurable is measurable is keykeykeykey

• 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)
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BIG GOALS LITTLE GOALS METRICS

To increase public 

knowledge of Ontario’s non-

profit housing sector and 

the challenges faced by 

housing providers.

Grow our follower base • # 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.)



11

get your brand right

21

does your social media list look like this?

@OttawaNPH

facebook.com/OttawaHousing

youtube.com/user/OttawaNPHousing

linkedin.com/company/ottawa-housing-agency

make sure you’re being consistent so that your audience 

can find you.

handles + vanityhandles + vanityhandles + vanityhandles + vanity----URLsURLsURLsURLs
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Bad:

visual brandingvisual brandingvisual brandingvisual branding

23

Also bad:

visual brandingvisual brandingvisual brandingvisual branding
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Much better:

visual brandingvisual brandingvisual brandingvisual branding

25

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?

tone + messagetone + messagetone + messagetone + message
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• 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”

caveatscaveatscaveatscaveats
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content: it’s what you have to offercontent: it’s what you have to offercontent: it’s what you have to offercontent: it’s what you have to offercreating content

29

…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 

• 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

just like an onion…just like an onion…just like an onion…just like an onion…



16

30

• 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

creating contentcreating contentcreating contentcreating content
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• 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, Pixlr, Photoshop Express

making visual contentmaking visual contentmaking visual contentmaking visual content



17



18

I made some examples, using 

JUST Powerpoint

(To save them, highlight all elements, right-click, and 

select “Save As Picture.”)

People aren’t 

forced into food banks

because of the price of food, 

they are driven there 

because of the cost of housing.
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Shelter comes first: 
health, security, crime, 
employment all improve 
with decent shelter. 
- @jen_keesmaat

37

• a calendar will help you to plan in advance and to space 

out content appropriately

• tweet 1-10x/day

• post to Facebook 2-10x/week

• your calendar should include:

• prompts or sample messages

• posting dates/times

• #hashtags or users to mention

build an editorial calendarbuild an editorial calendarbuild an editorial calendarbuild an editorial calendar
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aaaan n n n exampleexampleexampleexample

being engagingbeing engagingbeing engagingbeing engagingdon’t broadcast
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Engagement feels like a conversation.

Broadcasting feels like one person shouting at anyone who 

will listen.

engagement vs. broadcastingengagement vs. broadcastingengagement vs. broadcastingengagement vs. broadcasting

41

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

• share what you know, learn from others, & ask questions

• be interested in what other orgs are talking about

• mix up your own content – reuse the good stuff

• ask for interaction

• respond to mentions, comments or questions promptly

• don’t waste time with trolls – take conversations offline 

if necessary

strategies for being an engaging userstrategies for being an engaging userstrategies for being an engaging userstrategies for being an engaging user
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Q3: Do you think the location of homeless services limits or 

creates barriers for those who are homeless? #HHChat
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measurement

45

• 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

strategies for being an engaging userstrategies for being an engaging userstrategies for being an engaging userstrategies for being an engaging user
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BIG GOALS LITTLE GOALS METRICS

To increase public 

knowledge of Ontario’s non-

profit housing sector and 

the challenges faced by 

housing providers.

Grow our follower base • # 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

47

• for posting content: Hootsuite, TweetDeck, BufferApp, 

SproutSocial, Commun.it

• to measure impact: Crowdbooster, TweetReach, Klout, 

Facebook Insights

• to track clicks: bit.ly, Hootsuite (ow.ly), BufferApp

• to find out about your followers: Facebook Insights, 

Followerwonk

• to monitor mentions: Google Analytics, MentionMapp

a few toolsa few toolsa few toolsa few tools
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• 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

if you’re super keen…if you’re super keen…if you’re super keen…if you’re super keen…
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wwwwhen in doubt, post cat photoshen in doubt, post cat photoshen in doubt, post cat photoshen in doubt, post cat photos

questions?


