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Overview
I. What  is  social  media?  

1. Why  use  it  for  advocacy?  
2. Which  networks  should  I  use?

II. Facebook  best  practices  and  tips
1. Personal,  political  or  both?
2. Facebook  groups

III. Twitter  best  practices  and  tips
IV. Integrating  social  media  in  a  campaign
V. Q  &  A
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Poll Question #1

Do  you  currently  use  social  media  (for…)?

• Personal  contact  (friends,  family,  etc.)
• Advocacy  work/activism/politics
• Both  personal  contact  and  advocacy/activism
• I  don’t  use  social  media  right  now
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Social Media 101
• What  is  social  media?

• Why  use  social  media  for  advocacy  work?
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What are the different 
networks?

Facebook:  Strengths  

• Most  ubiquitous.  Everyone  is  there!  In  2014,  64%  of  
adults  had  a  Facebook  account  &  30%  got  their  
news  from  Facebook.
• Communicating  within  a  group/chapter
• Sharing  photos,  videos,  articles  and  thoughts  with  
few  limitations
• Creating  and  sharing  events,  updating  participants  
and  collecting  RSVPs*
• Different  privacy  settings  and  options*
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What are the different 
networks?

Facebook:  Limitations

• Can  be  difficult  to  get  your  content  seen  by  your  
target  audience  (especially   as  a  page  or  individual)
• Is  not  too  effective  for  “real-­time”  posting  or  
updating on  breaking  news,  as  posts  often  aren’t  
seen  until  later
• No  good  way  to  target  messages   to  elected  
leaders,  political  candidates,  celebrities  or  others  
who  are  not  your  “friends”
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What are the different 
networks?

Twitter:  Strengths  

• Sharing articles,  photos,  videos  and  thoughts
• Real-­time  updates  (e.g.,  from  conferences,  rallies  
or  events;;  breaking  news)
• Targeting elected  leaders,  political  candidates,  
celebrities  and  others  you  don’t  know  personally
• Easy  to  find  and  share  information  and  
perspectives  from  and  with  a  broad  public  using  
#hashtags  (e.g.,  #HIV)  
• Has  been  a  popular  space  for  activist  organizing  for  
several  years
• ”Twitter  Chats”  allow  real-­time  online  conversations
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“Twitter  specifically  has  been  interesting  because  we're  able  
to  get  feedback  and  responses  in  real  time.  If  we  think  about  
this  as  community  building,  and  we  think  of  community  
building  as  a  manifestation  of  love,  and  we  think  about  love  
being  about  accountability,  and  accountability  about  justice,  
what's  interesting   is  that  Twitter  has  kept  us  honest.  There's  a  
democracy  of  feedback.  I've  had  really  robust  conversations  
with  people  who  aren't  physically   in  the  space,  but  who  have  
such  great  ideas.  And  that's  proven  to  be  invaluable.”

-­ DeRay Mckesson
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What are the different 
networks?

Twitter:  Limitations

• 140-­character   limit  can  be  tricky
• No  privacy  – everything  you  post  is  public
• Infamous  for  “trolls”;;  activists  often  face  harassment  
and  threats
• Constant  streams  of  information,  opinions  and  
feedback  can  be  challenging   to  keep  up  with
• Not  as  many  people  on  Twitter  compared  to  
Facebook  (16%  of  adults  in  2014  compared  with  
64%  on  Facebook)

10



What are the different 
networks?

Instagram:  Strengths  

• Sharing photos,  videos  and  graphics  (anything  
visual)
• Searchable  by  #hashtag
• Very  popular  with  younger  folks  and  with  some  
people  who  refuse  to  use  Facebook
• Good  for  meme  campaigns
• Different privacy  settings*
• Easy  to  share  images  you  post  on  Instagram  
instantly  to  Facebook,  Twitter,  etc.

11



What are the different 
networks?

Instagram:  Limitations

• Not  useful  for  sharing  articles,  links  or  other  non-­
visual  information
• More  limited  reach  than  Facebook  or  Twitter
• While  you  can  like  and  comment  on  other  people’s  
posts,  you  cannot  share  them  directly  to  your  
account
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What are the different 
networks?

YouTube:  Strengths  

• You  can  upload  and  share  videos  of  any  length
• Searchable  by  tag
• Easy  to  share  videos  to  Facebook,  Twitter,  by  email  
and  by  embedding   in  websites/blogs
• Different privacy  settings*
• Set  up  a  “channel”  where  people   interested  in  
your  videos  can  subscribe  and/or  find  them  easily
• Subscribe  to  “channels”  sharing  content  you  like
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What are the different 
networks?

YouTube:  Limitations

• Video  only
• Pretty  limited  reach  unless  you  promote  it  on  
other  social  media  networks  or  embed  in  
website
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Facebook: Best 
Practices & Tips
Personal  or  political?
• You  don’t  have  to  share  your  personal  life  with  
the  world  in  order  to  advocate-­-­online  or  off.
• Create  an  account  under  a  pseudonym  if  you  
want  to  talk  about  personal  experiences  over  
social  media  without  disclosing  to  family,  
friends,  employer,  coworkers,  etc.
• Assume  that  anything  posted  online  will  
live  forever—and  could  be  seen  by  anyone.  
Post  accordingly.
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Facebook: Best 
Practices & Tips
Organizations,  chapters  and  groups  can  also  
create  a  page (as  opposed  to  a  group).
• These  allow  the  administrator(s)  more  control  over  
what  is  posted

• You  can  create  events  through  the  page  instead  of  as  
an  individual

• You  can  pay  to  “boost”  posts  (meaning  Facebook  will  
make  sure  more  people  see  it)

• Without  paying,  it  can  be  hard  to  get  your  content  seen.  
(Members  of  a  group  are  notified  of  new  posts;;  people  
who  “like”  a  page  do  not  necessarily  see  new  content  
as  it  is  posted.  Depends  on  prior  engagement  with  
page’s  posts,  popularity  of  posts,  etc.)  
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Facebook: Best 
Practices & Tips
Facebook  Groups  can  be  an  effective  way  to  
communicate  with  your  regional  PWN  chapter  
OR  with  any  group  of  people  with  similar  
interests  and/or  working  on  the  same  issue(s).
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Facebook: Best 
Practices & Tips
How  do  you  decide  which  type  of  Facebook  
Group  to  create?

• For  a  PWN  chapter or  other  relatively  small  
group,  talk  to  the  members  of  the  group  first.  
Ask  them  some  questions  about  their  
preferences:
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Facebook: Best 
Practices & Tips
• Do  you  care  if  other  people  on  Facebook  see  
if  you’re  a  member  of  this  group?

• Do  you  mind  if  people  outside  the  group  can  
see  what  you  post  in  this  group?

• Do  we  want  other  people  in  our  area  to  be  
able  to  find  us  on  Facebook  and  connect  with  
us  that  way?
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Facebook: Best 
Practices & Tips
Based  on  people’s  preferences,  you  can  create  a:
• Public  group:  Anyone  can  find  the  group,  see  
who  is  in  it  and  see  what  they  post

• Closed  group: Anyone  can  find  the  group  and  
see  who  is  in  it,  but  can  only  see  posts  if  they  
are  a  member

• Secret  group:  Invite-­only.  No  one  can  find  the  
group,  see  who  is  in  it  or  what  is  posted  unless  
they  are  a  member.
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Facebook: Best 
Practices & Tips
• Public  groups  allow  you  to  let  other  interested  
people  in  your  area  know  you  exist  and  give  
them  an  opportunity  to  connect  with  you.

• Closed  groups  allow  others  to  find  you  and  
connect  with  you,  but  offer  a  little  more  privacy  
for  posting.

• Secret  group:  This  is  the  most  private  way  to  
communicate  with  other  members  of  the  group  
on  Facebook,  but  will  not  help  you  “build  your  
brand”  and  make  your  presence  known.
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Facebook: Best 
Practices & Tips
If  you  want  people  to  be  able  to  find  your  group  
and  get  involved,  but  some  individuals  have  
disclosure  concerns,  you  can  always  work  around  
it  by  adjusting  the  name  of  the  group  to  include  
allies.

For  example,  PWN-­USA  Colorado  has  a  public  
group  called  PWN  CO  Members  and  Allies.
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Facebook: Best 
Practices & Tips

CASE  STUDY:
iknowAwareness Facebook  Group
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Facebook: Best 
Practices & Tips

CASE  STUDY:
iknowAwareness Facebook  Group

Challenges:
• Getting  started
• Getting  members  to  engage  with  the  page/content
• Dealing  with  “trolls”  (people  who  make  inappropriate,  
offensive  and/or  antagonistic  comments  on  posts  and  
pages  with  the  intent  of  creating  conflict  and/or  upsetting  
people)

24



Useful Lists for Finding & 
Sharing Information

CDC (provides  vital  stats  and  public  can  order  free  publications)
AETC  Webcast Wednesday (clare.bolds@vanderbilt.edu)
KaiserFamilyFoundation.org
ADAPAdvocacyAssociation.org
GeorgiaEquality.org
Georgia  Win  List-­gawinlist.com (political  action  committee  
dedicated  to  changing  the  face  of  power   in  Georgia  by  electing  
pro-­choice  democratic  women  to  state  house  and  senate)
SisterLove,  Inc.  (often  has  lunch  &  learns)

25



Poll Question #2

Do  you  currently  use  Twitter…?

• A  lot
• Occasionally
• Rarely
• Not  at  all
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Twitter: Best Practices 
& Tips
When  people  who  are  used  to  Facebook  start  using  
Twitter,  they  are  often  confused  and  have  trouble  getting  
started.

Remember,  Twitter  can  be  very  useful  for:
• Joining  public  conversations  on  a  specific  
issue/topic  with  people  outside  of  your  immediate  
known  network  (by  using  #hashtags)

• Real-­time  updates  and  commentary  on  events  and  
breaking  news

• Targeting  elected  leaders,  political  candidates,  
celebrities,  organizations,  etc.,  you  may  not  have  a  
personal  connection  to  
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Twitter: Best Practices 
& Tips

How  do  I  get  more  followers?

• Follow,  follow,  follow  others!  
• Contribute meaningfully  to  public  
conversations  using  popular  (“trending”)  
#hashtags

• Tweet often  and  thoughtfully
• Reply  to  others’  tweets  (@reply),  retweet
and/or  mention  others  in  your  tweets

• ”Live-­tweet”  at  events  using  the  event’s  
hashtag
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A Quick Anatomy Lesson
• @uspwn:
“Handle”
• @MHPShow:
“@-­mention”
• #sexualviolence,  
#SAAM,  
#nerdland:  
“Hashtags”
• Link  (bit.ly,  
tinyurl.com)
• Message!   (140  
characters  or  
fewer,  TOTAL!)

Positive	
  Women's	
  Network-­‐USA	
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What Does “Tweeting” 
Look Like? 
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In Your Twitter Toolbox…
• Twitter  Chats:  You  may  partner  with  
another  organization  or  individual   (or  
several  others)  at  a  specific  day/time  to  
discuss  an  issue  or  topic  using  specific  
hashtags.  Then  promote  on…Twitter  (and  
Facebook)!

• Cross-­promotion:  Arrange  with  another  
group,  organization  or  individual  with  a  lot  
of  reach  to  promote  each  other!

• Management   tools  like  Hootsuite and  
TweetDeck let  you  control  and  watch  
content
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10 Suggestions to Follow

• @uspwn
• @TheBodyDotCom
• @AIDSmeds
• @TheSeroProject
• @blkwomenshealth
• @SaveRyanWhiteD
• @rhrealitycheck

• @Colorlines
• @VAWnet
• @NSVRC
• Your  favorite  journalists
• Your  favorite  publications
• Your  favorite  celebrities  
(especially  the  activists!)

Positive	
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How PWN CO used 
Social Media to Change 

the World

CASE  STUDY



Social Media and Other 
Engagement Tools
• Twitter
• Facebook
• Texts
• Google  groups
• Google  Docs

How  we  used  these  advocacy  tools…..
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Get People Involved
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Get People Educated
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Keep People Up to Date

And  keep  yourself  up  
to  date  as  well…
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Show You Are Watching
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Share Documents
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Call for Community 
Action
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Share Lessons Learned and 
Excitement 
with Community
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Thank Your Partners
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Connect with Media
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Best of All, Share Your 
Victories….
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Even Nationally …
Let them know you are coming and then thank them 

after your visit
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Lessons Learned
• Disclosure   isn’t  mandatory  for  advocacy,  you  can  tweet  
or  post  as  a  concerned  community  member
• Talk  with  group  about  “rule”  don’t  tag  anyone  without  
their  understanding
• Pictures  pull  people  in
• Create  a  cell  phone  list  to  use  ONLY  for  advocacy,  
don’t  share  numbers  that  don’t  agree
• Create  a  common  #  or  @  and  use  it  consistently
• Before  things  heat  up  have  a  twitter  and  Facebook  
practice  session
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Lessons Learned
• Facebook
• Can  be  shared  widely,  you  might  have  to  deal  with  
some  trolls
• Can  be  cross  posted  and  used  to  share  flyers
• You  don’t  have  a  lot  of  control  over  who  sees  
information
• Can  be  widely  shared  by  “liking”  and  “sharing”

• Twitter
• Space  is  limited
• Can  link  and  share  documents  widely
• Can  target  tweets  by  sending  to  someone’s  account  
(e.g.,  @barbcardell)
• Track  action  using  #hashtag
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And  always  keep  your  
phone  charged….
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Questions?
CONTACT  US:  
Jennie:  jsmithcamejo@pwn-­usa.org
Shyronn:  ikawareness@gmail.com
Barb:  barb@barbcardell.com

“Like”  us  on  Facebook:  www.facebook.com/pwnusa;;  
www.facebook.com/PWNGA
Join  our  Facebook  groups:  PWN  Members  &    Allies;;  PWN  
CO  Members  &  Allies;;  iknowAwareness
Follow  us  on  Twitter:  @uspwn;;  @BarbCardell;;  
@Shyronn_Jones
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