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Webinar Overview

• Social media strategies – why they matter

• An overview of the most popular social media channels and who is using 
them

• Algor – who? What in the world is an algorithm and how to play the game

• Essential components of quality content

• Implementation – how to do all the things
• DEMO! How to create and schedule posts on Facebook 

• Tools/Resources

• Full-day training overview

• Questions



“Post and Pray”
The anti-strategy strategy



Social Media Strategy

• Defines what success will look like

• Helps measure impact

• Gets everyone on the same page 

• Sets standards and expectations

• Promotes continuity





Strategy Components

• Goals

• SMART objectives

• Resources (staff,  
time, money) 

• Audience

• Channels

• Content

• Engagement

• Campaigns

• Evaluation



Building Your Strategy: 
SMART Objectives



Goal & Objective Example

▪Goal: Decrease stigma in XXX County toward those 
suffering from opioid use disorders
• Objective 1: Reach 10,000 people on Facebook with a campaign featuring 

video testimonials of individuals in long-term recovery (September 17-23).

• Objective 2: Develop two infographics (1 featuring the cost savings of 
investing in treatment and prevention, 1 featuring the success of opioid 
treatment) and work with the Health Department and Sheriff’s Office to 
disseminate monthly now through December 2017.



Goal & Objective Example

Goal: Double our number of Facebook followers 
between July 2019 and July 2020.
 Objective 1: Continue to consistently post engaging content 

(minimum of 4 posts per week) each month
 Objective 2: Identify 3 partners with large social media followings 

who regularly posts engaging content. Develop agreements with 
these organizations to like and share each others posts (minimum 
1-2 per month). 
Objective 3: On a weekly basis, gain new followers by “inviting” 
individuals who have reacted or commented on other posts to like 
your page. 



What are your social media 
goals?



Audience(s)
• Demographics 

• Locations

• Social media channels - What activities do they participate in on these sites

• Where do they get news/updates

• Who do they trust and/or respect

• Psychographics

• Values

• Likes/Dislikes

• Interests/Hobbies

• Personality/Behavior

• Lifestyle

• What content would be most interesting/appealing to them

• What are their day-to-day concerns

• How can you help



Key Audiences for Opioid 
Prevention Messaging

• Community members (engaged and unengaged)

• Youth

• Parents and caregivers

• Senior Citizens

• Healthcare providers

• Faith-based leaders

• Law enforcement officers

• Individuals actively struggling with addiction

• Individuals in recovery



Social Media Channels



What social media channels 
should I use?

• The ones your audiences are on
• Review the national data on social media use 

• Look at your own analytic data

• Ask people in your target audience or those that work 
closely with your target audience

• The ones that best fit your objectives  
and content

• The ones your team has the resources to 
support well





Social Media Use

• Majority of adults use Facebook and YouTube

• Younger Americans (especially 18-24) use a variety of platforms
• 94% use YouTube

• 80% use Facebook

• 78% use Snapchat

• 71% use Instagram

• 45% use Twitter



Are you on the right channels for 
your audience?



Algor – who?                                 
What’s an Algorithm and why you should 
care

When a user visits Facebook, there are 
thousands of potential posts that might be 
displayed in their News Feed. The Facebook 

algorithm takes these posts and arranges them 
according to how likely the user will be to 
interact with the content (a process called 

“ranking”). 





“Over the next few months, we’ll be making updates to ranking so people have 
more opportunities to interact with the people they care about. As we roll this 
out, you’ll see less public content like posts from businesses, brands, and 
media. And the public content you see more will be held to the same standard 
– it should encourage meaningful interactions between people.

We will also prioritize posts that spark conversations and meaningful 
interactions between people. To do this, we will predict which posts you might 
want to interact with your friends about, and show these posts higher in feed. 
These are posts that inspire back-and-forth discussion in the comments and 
posts that you might want to share and react to – whether that’s a post from a 
friend seeking advice, a friend asking for recommendations for a trip, or a news 
article or video prompting lots of discussion.”



“There will be more friend content and family content. There will also be 
more group content. Group content tends to inspire a lot of conversation. 
Communities on Facebook are becoming increasingly active and vibrant. 

There will be less video. Video is an important part of the ecosystem. It's 
been consistently growing. But it's more passive in nature.”

– Adam Mosseri, Vice President of Newsfeed at Facebook to Wired Magazine, 
January 2018







Don’t worry!



What is bad content?

•Content Kristin thinks Is BAD

•Content your boss thinks is BAD 

•Content that fails to engage your audience





Content Strategy

• Aim to post a variety of interesting, engaging,  
VISUAL content

• Remember: Quality Over Quantity 

• The best content adds value for your audience   
and drives engagement (especially conversation) 
• “What’s in it for me”

• “Why should I care”

• Tip: Tie national stories to what’s happening in 
your local jurisdiction



Content Strategy

• Written text (copy)

• Graphics (images, infographics, GIFs  
memes) 

• Videos (native, live)

• Shared posts

• Links

• Hashtags

• Mentions/Tags

• Emojis





Research sponsored by CDC Division of 
Injury Prevention and Control and the 
Appalachian Regional Commission 
(ARC)

Purpose: To identify effective content 
and messaging strategies that 
Appalachian community-based 
organizations (CBOs) can use to 
support opioid abuse prevention, 
treatment, and recovery











Content strategy

• Creating engaging content requires us to truly understand our 
audience on a deep level. Ask yourself (or better yet, your audience):
• What does your audience care about?

• What are your audience’s challenges?

• What are your audience’s motivations?

• What content does your audience love to interact with?

• Each piece of content you post should serve a specific purpose.
• Aim to spark emotion.



Engagement

• Put out relevant, engaging content on a consistent basis

• Respond to every (or at least most) comments and messages

• Appreciate your community
• Thank new followers

• Recognize corporate sponsors, donors, volunteers, and other key 
partners 

• Educate your supporters about the need spread the word 
on social media.
• Include social sharing options in online actions 

• Explain how important it is when they act as ambassadors for 
issues they care about in their own social circles



Engagement
• Consider creating a “social media rapid response team” 

• Enlist your most active supporters and send them links to share 
important content

• Communicate with these social media ambassadors via email, a 
private Facebook Group or text message

• Look for opportunities to identify your supporters who are most 
influential on social media
• Use a tool like Attentive.ly 
• Ask for their help amplifying your work

• Use Cross-channel promotion
• Ask your email-list to share important content
• Email is great for direct response, while social media excels at 

peer-to-peer “viral” distribution



Engagement

• Get your content shared by other, bigger pages

• How? 

• Make sure your content is good - share-worthy and sparks conversation

• Check to see whether a profile or page shares other people’s content

• Identify any brands, businesses, destinations, etc. mentioned in your post

• Brainstorm who would benefit from your piece of content, and then identify what 
pages would have a lot of these readers as their friends or audience

• Just ask! (via email or FB/IG message)





Implementation

Monthly

• Meet to generate content ideas

• Review last month’s post and page metrics

• Review up-coming events, known or predicted news stories, holidays, awareness days, 

community dates (e.g., “back to school”)

• Ideate around your determined content ratio 

• Schedule “blanks” for curated content – reason: keep it super relevant and “newsworthy”

• Generate content calendar based on that meeting [template]

• Developing graphics and videos

• Review and approval

• Schedule posts and live video times across all your channels



Implementation

Weekly

• Content Curation (find great, relevant content to “like” 
and “share”)

• Review scheduled posts for the coming week

Daily

• Check your page, respond to comments, thank people for 
sharing

• Like partner and influencer posts

• Comment (appropriately) on partner and organization 
pages



Evaluation

• Monitor your social media 
metrics regularly to 
determine 
• Are you meeting your 

goals/objectives?

• What content works best 
(repost your unicorns!)

• Use
• Native analytics tools 

(Facebook Insights, Twitter 
Analytics)

• Third-party analytics tools like 
Hootsuite



Tools/Resources

• Setting up a Facebook page: 
https://www.facebook.com/help/364458366957655/

• Setting up an Instagram account: 
https://help.instagram.com/155940534568753

• More Resources: 
www.orau.gov/hsc/downloads/SocialMediaTraining/

• Previous NC TTA Webinars
• Facebook and Instagram Rehash

• Using Twitter and Snapchat

• Introduction to Facebook Advertising

https://www.facebook.com/help/364458366957655/
https://help.instagram.com/155940534568753
http://www.orau.gov/hsc/downloads/SocialMediaTraining/


In-Person Training Overview

• May 8th, 9am – 4pm in Raleigh, NC

• May 9th, 9am – 4pm in Winston-Salem, NC

• Content:

• Review best practices for Facebook, Instagram, and Twitter

• Updates to social media platforms and an introduction to YouTube 
strategy

• New strategies for Facebook and Instagram (groups and IGTV)

• Social media campaign best practices

• Lots of discussion and activities



Questions?


