HOW TO MANAGE YOUR SOCIAL MEDIA
IN 2 HOURS A WEEK
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BEFORE YOUR BEGIN...ASK

e \What are our goals? What will our content help us do, achieve, etc.?
e What sources will we use to develop content?

e Who will review and approve content before it's published? How
much time is needed?

e \Who will publish the content, on what schedule, using which tools?

e \What level of engagement do we want? How will we manage it? In
what timeframe will we respond?

e Which metrics should we collect? How will they be collected and
reviewed? How will we use the data to improve our
communications?




CREATE CONTENT STRATEGICALLY

e Create processes for content creation and know
how long each step takes

e Maintain an editorial calendar

a. Detailed planning document: draft dates,
approval dates, publish dates

b. High-level messaging calendar that integrates
content across channels

e Publish based on engagement data and update
your posting schedule over time

e Use data and analyses to refine content creation f
and tailor content for your followers




WHERE TO FIND CONTENT

Your organization’s newsletter or blog
Email requests from partners

Google alerts

Event calendar

Current events

Health Observances

Government websites

Journal




When HIV.gov's followers are active on Twitter

“This chart breaks down the hourly Twitter activity of AIDSgov's followers.
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When we tweet

Most active hours for AIDSgov

This chart details AIDSgov's Twitter activity. Using up 10 400 of their most recent actions, we
chart when they tweet, @contact tweet (ones that begin with someone's name), and retweet
Compare to the above chart 1o see how their activity compares to their followers.
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USE AUTOMATION TOOLS
Scheduling Tools

e Sprout Social

e HootSuite

e Facebook scheduling

e Buffer
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https://app.sproutsocial.com/reports/home
http://signup.hootsuite.com/pro-ent-na-english-r9/?&mkwid=s47VNjUgZ_dc&pcrid=49816289374&pkw=hootesuite&pmt=e&Last_Associated_Campaign__c=701a0000002JYXR&utm_source=google&utm_medium=cpc&utm_campaign=hootsuite_pro_google_search_usa_english_branded_alpha&gclid=CMHn1qu8iNACFQQ0aQodPugE0g
https://business.facebook.com/AIDS.gov/?business_id=10154612765557812
https://buffer.com

QUICK & CLEAN EDITORIAL CALENDAR

Monday: Health Observance
Tuesday: Organizational Content
Wednesday: Parther Promotions
Thursday: Educational Content

Friday: Organizational Content




PERSONAL BRANDING EDITORIAL CALENDAR

Share an Introduce Ask a Share a picture = Thank your new

industry-related yourself; share 5 “fill-in-the-blank @ of you working followers
quote things " question
Spotlight a client Discuss Run a contest Spotlight a Discus why you
something you business you started your

learned admire business

Share a good Share your Share your Share blog posts | Share a before
book you read workspace accolades and after

@instagsociety // #womeneur InstG Society




EDITORIAL CALENDAR
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How Stamats helped XX College improve

Serves as one section of 8 “"Why choose
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Research report i Group.
7 plan (redact names if necess.)
‘What role does the instituion have in fostering Link within ehewsletter to Survey Monkey
example | Facebook Poll Social Media Ce U Smith ity 0 What  |Facebook poll spplication survey, Collect data; use to create a new
8 ways is pour ursversity bulding community? report.
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- strologic sites| people  |Stamats” POV on relevant topics
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R —— weighin eNewsletter
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example |  Blog Podcast | Digtal Markeiing | W Dodson | view 3 most common GA selup ertors halcan |y 001 (1eq Burberry or olher plugiinto |Share via Linkedin Group and Twter.
analytics cost you valuable insight.
B add to WordPress.
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a stralogic iles people  [Stamats’ POV on relevant topics.
Graphic depicting site audit, planning,
" . . 8 Web site development, implementation, ongoing . Blog post that's shared on Twitter and
example Flickr Infographic | Digital Marketing design Foster |, kil ‘Well-planned and laid out graphic. F. :
B il 3, |
. . . Write post,
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MEASURE WHAT MATTERS

e What content performs well?
e Are my metrics getting better over time?

e Am | achieving my goals (e.g., engagement, brand
awareness, behaviors)?




HOW TO USE YOUR 2-ISH HOURS

WEEKLY
e Reviewing Metrics from Previous Week (30 minutes)
e Creating content (45 minutes)
e Scheduling content (30 minutes)
DAILY (5-10 min)
e Respondto comments

e Engage with follower content (share, comment)




UESTIONS?

.

THAT IS Ml !lﬂ!*l!lﬂ' QUESTION




CONNECT WITH US (JSI)

healthcommunication.jsi.com
@JSIHealth (FB, Twitter, 1G)

Aisha Moore | aisha_moore@jsi.com | @AishaMooreMPH

Clancey Bateman | clancey_bateman@jsi.com | @clanceypants
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