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Introduction

Statement goes here explaining the organization's goals.

Strengths: 

Training:  

store vision:  

Mission:  
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Audit
A social media audit was conducted to review its current situation in

order to analyze and suggest future recommendations in the social

media channels that the organization has.

The organization has 2 Facebook, 3 Twitter and 2 Instagram accounts.

 

Several tools can be used in order to retrieve information in their social media

accounts.

 

In this report we found information with Likealyzer and Foller.me

There is no information found in Buzzsumo, How Sociable or Social Mention for

www.organizationname.ca.

 

Likealyzer is a tool that analyzes Facebook pages and Foller.me provides

information in regards to the Twitter account.

https://www.facebook.com/name/ 413 followers

https://www.facebook.com/name2352100415/ 1,731 followers
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https://twitter.com/name 815 followers 

https://twitter.com/name (no activity since Feb 2019) 1,207

followers

https://twitter.com/name_ca (recent posts since March 2019)          

5 followers 

name_events (no posts yet) 2 followers account created end of

February 2019.

 @name 1,167 followers



Audit: Likealyzer

Organization Facebook LikeRank:
Doing all right, but there is room to improve.

 

 

Findings:  Front page and About section is filled out with information. 

Activity is ranked with 54%. Response and engagement:  0%

15 people talk about it and has 4% engagement rate.

 

Improvements needed:  In About page more milestones need to be

provided. More frequent posts, currently 3.3 posts per day in average. 

No one responds to the posts, therefore a 0% response rate is given.  

organization second account Facebook LikeRank:
Doing quite well, not bad at all.

 

 

Findings:  Fantastic response level at 100%, no score on engagement.

112 people talking about it and 7% engagement rate.

 

Improvements needed:  Username is not provided, not enough

milestones in About page. 0.4 posts per day, more postings needed

per day.  No native Facebook videos.
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Audit: Foller.me

Organization Twitter account:

 

 

 

Findings:  Account created in August 2015. Followers to Following ratio:  

1.12  This means people are following out of good will, not follow back,

since they have more followers that they are following.  See below for

more info.

 

As an example of Foller.me, the analysis of @realdonaldtrump account

was searched.
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Objectives

1.  Increase Brand Awareness:  One of the comments received in the

presentation is "nobody has heard of us".  Awareness should be the main

objective and through a detailed social media plan it will increase for

both organization and training facility.   Metric:  In content plan, post with

frequency of 5 times a week, for the next 3 months.  Timeline: 3 months.

 

2.  Consistent Social Media Presence:  Background pictures are not

equally representative of the organization in Facebook and Twitter. 

 Metric:  Images created for social media.  Timeline:  1 week.

 

3. Increase Leads to Generate Sales:  Through social media monitoring

and metrics, calculations can be made in order to identify if sales have

been driven to the store.  Metric:  Number of hashtag or coupon

mentioning in store.  Timeline:  1 week during promotion.

 

4. Content Plan and Calendar:  In order to be consistent, a content plan

should be created and maintained.  Metric:  Number of postings

according with calendar.  Completion rate.  Timeline:  Weekly and

monthly.

 Target Audience

women
63%

men
37%

Currently, the majority of the

organization's  Facebook audience are

women aged 25 to 44 years old and

living in London, ON.
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Optimization of Profiles

In order to have the best profile, logos need to be the same in each of

the profiles, background images need to be the similar and consistent,

have clear Call to Actions, take into account SEO, complete profile

information and current promotions to be pinned at the top.

Logos consistency in  profiles

Name consistency in  profiles

All accounts have the corresponding logo.

All accounts have different names.  Facebook has no name

identified as account starting with @, notice numbers following

name in Facebook link.  Twitter account is correctly identified as

organization's name.  

The organization has 3 different names in Twitter:  name 1,

name_ca, name_events.  No consistency in names, people can get

confused

Background consistency and tagline
All accounts have different backgrounds, some are blank, some

have different messages or pictures.  This is an opportunity to

create consistency.  Background image should be the same for all

accounts and a second image for training facility accounts. 

 Within the image, a tagline could be created to take the

opportunity to establish a clear message. Do not forget to take

SEO keywords into account when creating the tagline.
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Optimization of Profiles

Call to Actions

Complete profile information

Facebook accounts have "Contact Us" call to action in page.  Clear call

to actions are needed in Twitter and Instagram.

Accounts have complete information in About sections including links

to websites.  Instagram @name_events still does not have any posts

or links from the website in profile.

Pinned or highlights of promotions
Both Twitter and Facebook accounts have promotions with flyer as

post pinned on top.  It is easy to find in both channels, however, in

Instagram this could be highlighted in IG Highlights or IG story. No

information about the flyers were easily found.
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Social Media Platforms

Suggested Social Media Platform

Two accounts. Facebook is still largest social media channel

with 2.3 billion users and best channel to promote Non Profits.  

Three Twitter accounts.  Twitter has 262 million users at

the end of 2018.

Instagram connects with Facebook  posts and ads.  Instragram for

organization is already filled with pictures providing visual to clients.

B2B selling is a path to explore.  LinkedIn is an excellent platform

for organization to increase awareness and to make B2B connections.

Current Social Media Platforms
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 Platforms Rationale

Suggested Social Media Platform

Current Social Media Platforms
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Facebook provides Insights for all metrics that apply:  Likes, page

views, actions on page, comments, etc.  Facebook also allows

creating ads with specific interests, demographics and location. 

 The ads are also integrated to show in Instagram automatically.

Facebook allows the  creation of  events.  The Facebook Pixel

allows the connection of the webpage to the Facebook page. It is

easy to install on the website and later on it will provide data

retrieved from site.

Twitter is used by mobile users who want to read quick  items on-

screen.  It allows short messages up to 280 characters and allows

to link to webpage and insert photos or videos.  Uses of hashtags

are very important to track and monitor what your audience is

saying about you.

Instagram allows high quality images to be posted to attract users

to go to the store or to get to know more about the organization

projects. Instagram users like visual content; therefore, attention

to detail is important.  IG Stories could be used to communicate

quickly (they last 24 hrs only) ongoing promotions in the store.

LinkedIn is the social media platform to use for Business to

Business (B2B) sales or strategic relationships.   Seventy five

percent of B2B buyers use social media to find vendors

(Shanks, 2016).  New connections could be created with

companies interested to donate or interested to 

provide inclusive job opportunities.



Tone of Message

People First Language

The tone of message is important for each Non Profit, but is

particularly important when communicating with and about people

with disabilities. Take into account these suggestions when creating

ads or other forms of written communication.

People first language emphasizes the person not the disability.

Person with a disability The disabled, handicapped 

Person with a

developmental disability 

Retarded, slow, special

person 

Person with an emotional

disability, or with a

mental health disability 

Insane, crazy, maniac,

nuts, psycho

Person who is deaf Deaf and dumb, mute

Person who is hard of

hearing

Hearing impaired, suffers

a hearing loss

Person who is successful,

productive

Person who is blind The blind

Child/person with autism Autistic

Accesible parking or

bathroom

Handicapped parking or

bathroom

Has overcome his/her

disability, is courageous

People First Language Language to Avoid
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Accessible Social Media

Captions not subtitles in video

There is a difference between captions and subtitles.  Subtitles are,

for example in a movie, translations from one language to another. 

 The person reading them recognizes the sounds around the audio

track in the movie.  Captions include who is speaking and sounds

surrounding the track.  Dotsub is a caption service provider that can

caption and translate videos with a cost as low as $6.50 per video

minute.

Different tactics are needed in order to take into account different

ways to make social media messages more accessible.
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Other considerations 

According to Dreamhost, when choosing colors it should be

considered colors that contrast well. Do not use tables or charts unless

there is need to tabulate data, and add Alt Text to provide text in

images to "read" a picture. 



Content Calendar

The purpose of a content calendar is to organize all

posts, tweets, email/newsletter or any content piece

that the organization should post, taking into account

date of posting, time of posting, content type, copy,

link, and budget.  The calendar should be created in an

Excel worksheet in Google Drive so collaborators can

join and edit the information in order to schedule the

content pieces as needed.

Pieces of content should be created at least two week in advance.  A

month in advance would be preferable.  

With frequent postings, brand awareness will be achievable for the

organization.

Frequency of postings should be as suggested per social media

channel.  Facebook 5 posts per week, Twitter 3 posts per day,

Instagram at least 1 per day and LinkedIn 2 to 5 per week.
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Measurement

Measurements should align to objectives.

Therefore, let's review the objectives and how

to measure them.

Example on How to Measure Increase in Brand Awareness:  
Increase by 20% in number of likes in posts.  

Increase by 10% number of shares.

Increase by 5% number of comments.

Number of replies in CTA (Call to Action), for example, Call Us.

 

Consistent Social Media Presence:  
Creation of consistent images for social media profiles to identify the

organization and traning facility as separate entities, but similar

throughout social media channels.  For example, same background

image in all platforms.

 

Increase Leads to Generate Sales:  
Example:  Create a promotion to visit the store and provide # hashtag

promo in Cashier to obtain discount.  Tally the number of shoppers

who provided the hashtag.

 

Content Plan and Calendar: 
Maintenance of Content Calendar.  Ownership of the calendar should

be assigned to the Marketing Manager in order to review the postings

and how frequent they are being posted in social media.
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Monitoring Tools
Recommended

Monitoring tools are useful to review the

performance of social media accounts as well as

monitoring the implementation of posting and

calendar.  These can be free and paid services.

Tweet Deck

Tweet Deck is a free monitoring tool from Twitter.  It provides information

on one account about messages, notifications, and # hashtags that are

trending.  It allows search for topics or hashtags.

Keyhole

Keyhole is a paid monitoring tool.  It provides a free trial period.  It monitors

hashtags, keywords, and influencers in a Twitter account.  Plan for one

account costs around $57 CAD  per month and for 3 accounts costs $116

CAD per month. (prices online shown in US$)
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Monitoring Tools
Recommended

Tailwind

For content scheduling, Tailwind provides automation.  Tailwind starts as

a free account up to 100 posts.  Content can be scheduled in Pinterest,

Twitter, Facebook and Instagram.  Plan with unlimited scheduling costs

US$9.99, around $13 CAD per month.

Hootsuite

Hootsuite is also a social media management tool.  It supports Twitter,

Facebook, LinkedIn, Instagram, and Youtube.  It has a 30 day free trail

period.  Basic plan for one user with unlimited scheduling costs US$29,

around $38 CAD  per month.  This option should be considered when

LinkedIn is used to connect with companies.
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1.  Social Media Plan implemented by current employee
No additional costs.

4.  Tailwind

2.  Facebook Ads, integrating with Instagram
20 ads at $50 CAD each = $1,000 CAD per month, annual budget of

$12,000 CAD

3.  Twitter Deck
No cost, free account.

Total Annual Budget of:  $12,000 CAD
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Budget Scenario 1:

No cost, free account.



1.  Social Media Plan implement by current employee
No additional costs.

4.  Hootsuite
$38 CAD per month, annual budget of $456 CAD

2.  Facebook Ads, integrating with Instagram
20 ads at $50 CAD each = $1,000 CAD per month, annual budget of

$12,000 CAD

3.  Twitter Deck
No cost, free account.

Total Annual Budget of:  $12,456 CAD
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 Budget Scenario 2:



Budget Scenario 3:

1.  Social Media Specialist
Part time position (80 hrs a month) At a rate of $25.00 CAD per hour,

annual budget of $24,000 CAD

4.  Hootsuite
$38 CAD per month, annual budget of $456 CAD

2.  Facebook Ads, integrating with Instagram
20 ads at $50 CAD each = $1,000 CAD per month, annual budget of

$12,000 CAD

3.  Twitter Deck
No cost, free account.

Total Annual Budget of:  $36,456 CAD
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Budget Scenario 4:

1.  Social Media Specialist
Full time position (160 hrs a month) At a rate of $25.00 CAD per hour,

annual budget of $48,000 CAD

4.  Hootsuite
$38 CAD per month, annual budget of $456 CAD

2.  Facebook Ads, integrating with Instagram
40 ads at $50 CAD each = $2,000 CAD per month, annual budget of

$24,000 CAD

3. Keyhole

Total Annual Budget of:
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 $116 CAD per month, annual budget of $1,392 CAD

 $73,848 CAD



Recommendations

1.  Create consistency with the different profiles for all social media

accounts:   background images, tag lines and logo. 

2.  Reduce number of accounts from three to two accounts in Twitter, one

for traning facility and renaming the other to the organization's name to

create consistency in naming.

3.  Follow recommendations found in Likealyzer.

4.  Create LinkedIn account to connect with other companies that would

like to donate to find other sources of income.  The organization could also

connect with companies that would like to offer  job opportunities to their

members.

5.  Take into account accessible options for social media and appropriate

language when creating messages that talk about disabilities.

6.  Create and assign a person responsible for maintaining a Content

Calendar, which will indicate the number of posts or other content pieces

to be created, posted and reviewed.
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Recommendations

7.  Continue monitoring with the different free and paid services.  Start

with the free versions of monitoring tools but later advanced to paid tools

to get advantage of features offered by them.  Hootsuite will include

monitoring for LinkedIn, which Tailwind does not offer.

8.  Take advantage of the current social media channels and their analytics

and Insights, i.e. Facebook Insights, Twitter Deck, Instagram Insights.

9. Consider hiring a Social Media Specialist to manage all social media

postings, monitoring and reviewing performance.

10. Create Facebook ads in order to attract audience for both organization

and training facility.

11. When creating new campaigns, post them in the different 

social platforms to reach different audiences.
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