
Introduction:
A strong social media presence is an important tool that can provide a lot of 
bang for your buck in terms of growing awareness and engaging with your 
communities. It can however feel overwhelming in terms of workflow, time 
commitment and consistency. With the help of Kate Gilbert, a consultant 
who helps small businesses and non-profits plan their messaging and social 
media, we have put together this Media Training Basics Bonus Chapter. The 
goal is to help demystify social media and show you some tools and strategies 
that will help reduce the time needed to make an impact on social media.

Social content
WITH ANDIE BENNETT & Kate Gilbert
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1.  know your  
AUDIENCE

When people ask questions about social media, I usually hear things like “How often do 
I have to post? Should I be making reels? How do I know what hashtags to use?” but the 
questions we should really be talking about are all about our messaging and our audience.  
Who are you talking to and how do you want them to feel?

Who are you talking to?

Defining your audience 
We need to do the best we can to define  who you are talking to so we can speak to them 
effectively and with messaging that will resonate with them.

You may have more than one audience 
Depending on your organization, you may be speaking to more than one audience. Perhaps 
you have services that are specific to seniors, or to families. At various moments, you may 
be looking for volunteers, or trying find donors or businesses to partner with. All of these 
are audiences that need different messaging

DO THIS: 
On the following pages, we will think about our audience, their needs, wants and interests. 
We’ve provided you with pages that repeat so you can repeat the exercise with each 
audience you speak to on a regular basis. Even if the questions feel silly or a bit difficult 
to answer, use your imagination and envision the person you are talking to. Name them 
if you like. The more specific you get, the easier it will be to speak to that person. Use one 
page for each audience you have.
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NAME OF AUDIENCE: 
What gender are they?

Where do they live?

What language do they speak?

What is important to them?

Where are they now and  
where do they want to be?

What is their professional life like?

What is their personal life like?

How do they feel about the future?

Where do they go?

Where do they shop?

What social media accounts do they 
follow/TV shows they watch?

What do they need?

What do they want?

What are they worried about?

How are they feeling?

What can they get from you that  
they aren’t getting other places?

What have they tried before  
that didn’t work for them?

What is their baseline state of being? 
 
 

How does this change 
throughout the 

seasons/months? This is a 
fillable PDF! 

Click to type.
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 NAME OF AUDIENCE 2: 

What’s your main mesage for them? 
 
 
 
 
 
 
 

What are the main things to remember about them? 
 
 
 
 
 
 
 

 NAME OF AUDIENCE 4: 

What’s your main mesage for them? 
 
 
 
 
 
 
 

What are the main things to remember about them?

 NAME OF AUDIENCE 1: 

What’s your main mesage for them? 
 
 
 
 
 
 
 

What are the main things to remember about them? 
 
 
 
 
 
 
 

 NAME OF AUDIENCE 3: 

What’s your main mesage for them? 
 
 
 
 
 
 
 

What are the main things to remember about them?
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audience SUMMARY
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2.  SOCIAL MEDIA  
PLATFORMS

There are many social media platforms out there and new ones appear and disappear each year. 
Nobody can really be a master of every platform, so begin by posting consistently with clear 
messaging to ONE platform (or two by duplicating posts between Facebook and Instagram). If you 
feel that you have the bandwidth and are knocking it out of the park in one place, add another. 
Regardless of where you post, you need to make sure that’s where your audience is and that you are 
speaking to them clearly. 

Is anybody out there?

Facebook 63% of eligible Canadians (13 years old, or older) are on Facebook. 
Despite its reputation as being primarily used by boomers, people of all ages find 
Facebook to be the easiest social media platform to organize plans or communicate 
with a group. Features such as Pages and Events help make it a good option for 
community organizations.

Instagram Currently (summer 2022) Instagram’s algorithm prioritizes video 
content over still photos. Many people prefer Instagram over Facebook because of 
its visual nature. One main benefit is that you can mirror most posts from Instagram 
over to Facebook without the need to post it a second time. With the Meta Business 
Manager, you’re able to push content out to both platforms at once and manage 
engagement with your audience.



YouTube A major advantage is that often Google searches prioritize 
YouTube videos over other content because YouTube is owned by Google. 
This could hold a lot of potential for organizations who make educational 

or instructional content. YouTube content will continue to be found in searches years later, as 
opposed to Facebook and Instagram posts that often do not show up organically after a few days.

Twitter Mainly text based with some images and video. If your audience is here 
and wants to engage with you, it can be an easier place to produce content than 
some other platforms.

TikTok Though it has a reputation as being the place where kids hang out, the 
quickest growing demographic on TikTok is women from 35 to 50 years old.  It’s 
an energetic and fast moving platform. TikTok is basically memes in video form. 
Users create content based off of other user created content.
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3.  CONTENT  
PLANNING

Planning is where we can really make the difference between MEH and YAY in how we feel about 
social media! We’ve provided a google spreadsheet for you to do your content planning in.

Don’t multitask!

WATCH THe “plan it” video and use this document
We’ve done a walk through of the google spreadsheet to help you understand how to use it. It is a 
read only document, so start by making a copy of it (under the file menu). If you look at the sheets 
in the document (see the tabs at the bottom of the window), you will be taken through several tools 
to help you develop and organize your social content. A REFERENCE sheet is provided to store your 
organization’s messaging and audience information.

This is a google spreadsheet that you can make your own. Do you need more lines in a certain section? 
Add them! Do you want to duplicate a tab to use for a particular project or event? Do it! Create 
the spreadsheet that works for you and your workflow! Over time, your optimized spreadsheet will 
allow you to get work done faster and faster! 

REFERENCE
This tab is for making messaging and audience info easy to access with anyone who uses the 
spreadsheet. There is also room to keep track of hashtags you use on a regular basis so you never 
have to go looking for them again.

YEAR AT A GLANCE
Use this tab to organize events and messaging priorities for your organization so you remember to 
talk about them on social media before the event is upon you!

bit.ly/4kornerstoolkit

https://bit.ly/4kornerstoolkit
https://bit.ly/4kornerstoolkit


Idea bank
Use this tab to store ideas you have for posts, links to other people’s posts that inspire you, and posts 
that were successful for you. 

QUESTIONS
Spend some time answering the questions on this page. They will help you get very clear on your 
messaging. Feel free to duplicate this tab and use each one to talk about your organization in general 
or specific projects that you will post about on a regular basis. Each answer to these questions is its 
own social media post (or even several!).

POST PLAN
Use this tab to batch - plan your posts for a period of time. Start by planning out a couple weeks or 
a month, then as you get better at it, it might be possible to plan most of your posts a quarter at a 
time. Pre-planned posts can of course be supplemented with posts that are created on the spot or 
done as lives, as needed. 

SOCIAL CONTENT      11



SOCIAL CONTENT      12

4.  Crafting  
a message

An important thing to remember on social media is to be concise. You don’t have to be wordy.  
We want to grab attention, clearly convey a message, and tell people what to do next. 

Select. Don’t Compress

HOOK
The first words you say in a video, or the first words you write in the text of your posts are crucial. You 
may have noticed in posts with text, only a certain number of words are even visible without clicking 
to “read more.” Make sure you put something attention grabbing at the start to draw people in. This 
goes for video as well. In fact, it’s especially important in videos! If you begin a video by saying “Hi. 
I’m Jane. I work with the community center where we have classes and...” before you get to the point 
of “We provide a free tax clinic every weekend in the month of March,” it’s probably too late for many 
of your viewers to hear the message. They’ve already scrolled on. Beginning with a question such as 
“Does tax season cause you stress? We can help” will be much more compelling and get people to 
keep reading or listening.  

HEART
This is the meat of your message. Tell a story. Make them feel something. Give the most important 
information. Say only as much as you have to say.  Select. Don’t compress.

CALL TO ACTION
What do they need to do? Tell them. If there is a link to sign up, or a time and place to be somewhere, 
make it clear. If there isn’t a particular call to action, you can use this as a way to drive engagement 
with your audience, or improve your reach. People want to help you. Community organizations are 
in the lucky position to not often be actually selling something in their posts. You also have the 
goodwill of the community who wants to feel involved and helpful, even if it’s as simple as “share this 
post” or “tag a friend in our town who you’d like go to this event with” or “sign up for our newsletter.”
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A note about Youtube
If you choose to use YouTube, keep in mind that people are expecting more information in a YouTube 
video, than they do in a Facebook post. Make sure you’re telling the full story in one video of HOW to 
do something, rather than expecting them to click to multiple videos to get small pieces of it. 

Effective communication
storytelling 

People are more likely to retain what you are saying if you tell a story. Try as much as possible to 
personalize your message and find a real world example instead of listing what your organization does. 
“Helen was able to stay in her home after her fall” rather than “We help seniors stay in their homes.” 

Feel something 
Information rides on the back of emotion. Can you make your audience feel something? “Helen’s 
family was overwhelmed with worry that she might fall in the bath. After we installed safety bars, she 
was able to get in and out of the bath safely and the whole family was relieved.” rather than “We can 
give you safety bars.” Show a transformation.

Repeat yourself 
The reality is that only a certain number of people will see any post you make. And only a portion of 
those people will pay attention to it. And only a portion of THOSE people will retain what you said. 
Don’t feel bad or uncomfortable about repeating yourself. You should be doing several posts on one 
theme in order to make sure your message is received. Tweak your visuals and messaging each time 
to keep it fresh, with the same core information.

remember:
select. don’t compress.

your content is not about you.
tell a story

try things out. See what works.
make your audience feel something.

show a transformation.
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5.  WORKFLOW  
& REPURPOSING

All of this may feel overwhelming, but once you have done the foundation work of defining your 
audience and messaging, there are ways to make working on your posts more convenient. 

No task switching!

Gather assets
When you have events, try to have one, reliable person in charge of doing photography and 
taking videos. Gather those assets in a central, organized location where you can find images and 
photography to be used again and again. Having easily accessible images at your fingertips will 
make post production much less stressful. 

Do one kind of job at a time
Plan the messages you want to communicate for the week/month/quarter. THEN, sit and write all 
of the copy. THEN, spend your time on the images and video and gathering any additional visuals. 
THEN, schedule all of the posts in advance (more on this in the next chapter). Focusing on one sort 
of work at a time, rather than task switching, is best for our brains and will allow you to create a 
number of posts more quickly than making one post at a time. 

A Plug for Lives
Live video is one of the fastest and easiest kinds of content to create. 
You need to know generally what you want to say, have a location to 
shoot, and then go live and say it. Lives can be intimidating at first, but 
you will learn each time you do them, gain confidence, and soon you’ll 
be able to go live without stress. Making lives a regular part of your 
content strategy will allow you to put out more  content with less work. 
Bonus — the algorithms like them and once you are more comfortable 
you can have more live engagement. If nobody watches you live, don’t 
worry about it. Do it anyway and people will watch the replay.

VIDEO TIPS
Move more slowly than  
you think you should.

Shoot longer than you think 
you should. You can cut 

longer clips. You can’t catch 
a great quote or a smile if 
you’ve already turned off 

the camera.



REPURPOSING YOUR CONTENT
You’ve spent a lot of time thinking about what to say and show! Don’t just use it once! Posts you 
make on social media can become the foundation for a blog post or newsletter. Longer form videos 
you make can be re-edited to become Instagram Reels or TikToks. Photos can be recropped and 
posted again later. Messages can be re-edited and re-worded to say more about something, or less, 
or to say it to a different audience. 

REPEAT YOURSELF

Don’t be afraid to repeat yourself. Only a certain portion of your audience will see a post. Even those 
who do see it, might need to hear a message multiple times before it registers. One post about an event 
will slip by many. Several posts about one event will grab the attention of a much larger audience.

Engagement
One task that cannot be done in advance is engaging with your audience. Take some time each day 
to answer EVERY comment that is on a post. If you are able, interact with people who you know are 
“fans” of yours and with sister organizations.

SOCIAL CONTENT      15
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6.  HELPFUL  
RESOURCES

The internet abounds with advice and tutorials. Keep in mind, you are neither a “business” nor an 
“influencer” so some advice is better than others. Listen to the people who make sense to you. We’ve 
included some of our favorite resources here. 

Help is out there

USEFUL APPS AND TOOLS

ALL AROUND WINNER:
One of the most useful tools out there right now is Canva. With a pro account, you get access to 
templates, stock photos, stock video, and even music. Canva is adding features constantly. You are 
now able to edit videos, remove backgrounds from photos and even use the system as a way to 
schedule your posts to Facebook, Instagram, LinkedIn, as well as some other platforms.

SCHEDULERS:
There are dozens of post schedulers on the market. Many have advantages, but none offer the depth 
of features for image and video editing as Canva. Some I have liked and tried include Later.com and 
Metricool. Later has the advantage of a North America based team that regularly hosts workshops 
and posts tutorials. There is a free version with fewer features than the paid versions. Metricool is a 
powerful, but reasonably priced (based in Spain) scheduler that tracks data for you in any platform 
and website you have and will put out reports about the success of your campaigns. Both allow you 
to see the optimal time of day to post and offer a link in bio feature. Metricool and Later now allow 
you to post reels directly to Instagram, as well as YouTube and TikTok. New features are being added 
all the time. Both of these apps allow you to make a link in bio.
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RELIABLE RESOURCES
Primal Video (https://primalvideo.com/) is one of the most in depth and informative resources I have 
found on a variety of topics. Mike and Justin Brown have a paid, monthly membership for people who 
are passionate about strategic YouTube growth, but even without paying, their newsletters, reviews 
and  YouTube videos share a TON of information that will point you at the best tools, apps and strategy 
for anything video, as well as free apps and how-tos for creating images.

There are many other knowledgeable people out there creating how to videos for everything you can 
imagine. Anyone who claims they have figured out “how to go viral” is lying to you. Concentrate on 
YOUR audience and YOUR messaging and you’ll do great.

Free video editors
iMovie–on Macs

Capcut–on smartphones and tablets

Free image editorS
Canva 

(more features in paid version)

Snappa

Link Shortener
bit.ly

Grammar checker
Grammarly

File sharing
WeTransfer

Google Drive

Asset Storage
Dropbox

Google Drive

How to do Live video
Tracy Phillips YouTube

https://primalvideo.com/
http://Canva.com
https://snappa.com/
http://bit.ly
http://Grammarly.com
http://wetransfer.com
http://Dropbox.com
https://www.youtube.com/c/VideoScriptSuccess
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GLOSSARY OF TERMS
 Algorithm  The set of rules a social media platform uses to determine who  

sees what post and how much a particular post will be seen.

 Analytics  Analytics is the way find patterns in data to analyze what kinds of  
posts and times to post, work well for you.

 Audience Who is following you and paying attention to you?

 Direct Message (DM) A private message sent directly from one account to another

 Engagement Interaction with your audience

 Feed The stream of content from other users that you see on a platform.

 Follower Someone who subscribed to see  your posts. This is your audience.

 Hashtag  A way of connecting your post to other posts about the same topic.  
ex. #communitycenter

 Impressions  A metric that measures how many times your post has been  
shown in users’ feeds.

 Linkinbio  Many organizations choose to use a “link in bio” rather than link to their 
website. This allows you to direct people to links that relate to each post, 
as well as your other social platforms, etc. Many schedulers  have this as 
an option. My preference is the Later.com version as part of a paid account. 
Another option is LinkTree.

 Listicle  A list based article or post - very popular

 Metric Data that measures the performance of a post.

 Platform Facebook, YouTube, Instagram and TikTok are all social media platforms

 Reach A metric that tells you how many people have seen your post.

 Shortened Link  Services like bit.ly will allow you to take a long, hard to remember link 
and shorten it. For example, I used that to share the link to the Toolkit 
Spreadsheet. With bit.ly I will also be able to see how many people clicked 
on the link. A free account will do in most cases.

	 Traffic The number of people who visit a website or page.
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4Korners is a registered Canadian charitable organization founded 
in 2005. We connect individuals of the Laurentians with programs 
and services to meet their identified needs in a secure and inclusive 
environment. We work collectively to serve and enrich the lives of 
communities in the Laurentian region. Our vision is that all citizens of 
the Laurentians can thrive in an inclusive society.

Creating content doesn’t have to be a full time job. Hopefully you’ll 
be able to utilize some of the tools we’ve shared so this can become 
a manageable part of your workflow. “Work smart, not hard” may be 
a cliché, but it certainly applies to how to approach social media in a 
low-stress, high-reward manner. So go forth and pass the message of 
the great work you are doing!

with Andie Bennett 
info@4korners.org

Kate Gilbert 
linkedin.com/in/katefgilbert/

mailto:info%404korners.org%20?subject=social%20content
http://linkedin.com/in/katefgilbert/ 
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