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Overview

• What does your social media look like now?

• Big picture

• How do we get there?

• Tips and tricks



The current state of your 
organization's social media



Big picture

• What is the purpose of your organization having social media 
accounts?

• Who is your audience?

• What do you want them to know?



Your personal social media feed

What catches your eye?

What kinds of accounts do you follow? Why?



Let's put it together...

• What would the ideal DV social media page look like?

• Welcoming, warm, friendly, inclusive
• Hopeful, inspiring
• Connected with the community
• Trustworthy
• Relevant
• Knowledgeable

Who you are What you do

• What services you provide
• Educate the community



How do we get there?

• What kinds of posts would get you to that ideal social media page?



Informative posts Actions to take

Success storiesAffirmational posts



70/20/10 rule

• 70% things that add value

• 20% other things

• 10% promotional



Engage your audience



2 questions I always ask myself

1. How do I reach my audience?

2. What do I want them to know?



You only have a few seconds

• How do I capture their 
attention (aka. How to I 
reach my audience?)

• Once their attention is 
captured, what do I want 
them to know?



The nitty gritty

• Platforms
• Facebook, instagram, twitter, tiktok

• Accounts with engaging posts get 
bumped to the top

• 3 types of hashtags
1. Locations

2. Community

3. Topic



Messaging

• Consistent

• Audience Focused

• Brief

• Ear-Ready



The Messenger

• The messenger matters as much as 
the message

• There is no such thing as a one-size-
fits-all messenger

• How someone says something 
sometimes matters more than what 
they say

• Building relationships offline and 
amplifying partners



Case Study: Effective Collaboration

• VideoAsk Tool

• Budget at beginning of year to 
pay people as contributors

• Have rapport throughout the 
year — not just when you need 
something



Case Study: Building Relationships

• Outreach to organization's 
closest to community

• Ask to amplify their voices

• Keep building bridges



Time saving tips

• Use content that's already created

• Intentional about who is involved

• Bulk approvals

• Calendar



Dos

• Switch up terms

• Educate audience

• Use simple words and sentences

• Look through your content with multiple lenses

• "People who cause harm" instead of "abusers"

• Safety first

• Be inclusive



Don'ts

• Extreme examples

• Jargon. Ex. DV, SA, IPV

• Cursive, complicated words

• Savior complex

• Plead

• When naming barriers, name the BARRIER not the 
cause of the barrier. Race isn't the problem, 
discrimination and white supremacy are the 
problem.



How can the Partnership support your 
work?
• What tools could the Partnership provide to you that would be 

helpful with your communications work?



Questions?

• If you need assistance, the communications team can provide technical 
assistance. Contact Jessica at jessica@cpedv.org


