
USING SOCIAL MEDIA 
Presented by Amy Macleod, CFUW Edmonton president 
This presentation was designed for CFUW clubs interested in starting to use social media or looking 
to expand their use beyond one platform. This document is a summary of the presentation given 
September 30, 2017 at the CFUW Prairie Gathering.  
 
Social media =computer-mediated technology that facilitates creation & sharing of information & ideas 
 
Communication Strategy 
 Social media needs to be part of your communication plan. 
 Webpage is a home for your club information while social media is a tool to distribute information 

to the public. Social media is an interactive form of communication allowing others to view, share, 
and comment on the information 

 CFUW has a niche that is appealing and sought out by those looking for organizations that seek to 
improve the status of women, BUT we need to be present on social media to be found by many 
people.  

 
Social Media Options 
There are MANY social media options, and new ones being launched every month, I focus on the 
three that are most popular and relevant to the demographics that CFUW clubs are looking for (see 
Table 1 on Page 3). 
 
Using Social Media 
 97% of non-profits are on Facebook 
 Many people and organizations are on multiple platforms (see Figure 1, Page 4) 
 Designing a Tweet 

o Text: what is your message, are you going to include hashtag(s) or tag/link to another 
account? 

o Picture worth 1000 words. Posts with a photo have 36% increase in clicks and 41% 
increase in retweets. Use of GIFs and video also increase clicks and retweets. 

 
Advantages 
 Accessible: Computer, Smartphone 
 Timely: people check them often 
 Open to engage anyone with internet 
 One post can spread so that engages many people over time (see Figure 2, Page 4) 
 
Disadvantages 
 Need internet (via computer or smartphone) 
 Not everyone is on social media 
 Once posted, it is out there and even if you delete it can live on. (e.g. screenshots) 
 Spam can be posted 
 Someone can decide they don’t like your post and troll you, ie. post inflammatory, extraneous, or 

off-topic messages 
 
Challenges 
1. Must have a dedicated person(s) that handle the posting on social media  
2. Don’t post too little or too much. Quality over Quantity, your goal is brevity with clarity. 
3. Engage with followers & other organizations 
4. Create content specific to the platform 
 



Meeting the Challenges (those listed above with suggested ways of meeting the challenges) 
1. Must have a dedicated person(s) that handle the posting on social media 

o President, Communications Chair 
o Younger members may be interested in handling 
o Communications majors want/need experience 

Sharing Accounts without sharing passwords 
o Facebook: http://goffgrafix.com/blog/2009/11/adding-multiple-administrators-to-a-facebook-

business-page/ 
o Twitter: https://techcrunch.com/2015/02/17/share-twitter-account/ 
o LinkedIn: https://www.quora.com/Can-you-be-logged-in-to-your-linkedin-account-from-2-

computers-at-the-same-time 
2. Don’t post too little or too much. Quality over Quantity, your goal is brevity with clarity. 

o Post thoughtfully, think headline not article 
o Plan ahead posts that are foreseeable, eg. Nov 25th International Day for the Elimination of 

Violence against Women 
o Plan ahead for events, eg. post a few weeks before your event to get buzz going and then 

reminder a week before 
o Remember: Picture worth 1000 words, posts with a photo have 36% increase in clicks and 

41% increase in retweets 
3. Engage with followers & other organizations 

o Dedicated person should also be monitoring comments/messages so if a response is 
needed it is done in a timely manner 

o Can monitor other organizations feeds and re-post if relevant to your members and you can 
help spread the word 

CFUW GWI 

Facebook https://www.facebook.com/cfuw.fcfdu/ https://www.facebook.com/Graduate-
Women-International-GWI-364352213914 

Twitter https://twitter.com/CFUWFCFDU https://twitter.com/GradWomen 

LinkedIn NA https://www.linkedin.com/groups/4791977 

 

4.    Create content specific to the platform 
o Think of the audience you are reaching out to 
o Each platform requires different way of getting 

your message across because of character 
limits 

o Research the hashtag before you use it. For 
example (right) DiGiorno Pizza tweeted out 
with the hashtag #WhyIStayed without 
understanding what those posts were about 
and why it was popular. #WhyIStayed was 
used for abuse victims posting messages 
about why they stayed with their abuser. 
DiGiorno Pizza apologized but the damage to 
their brand had been done as people had seen 
the post and re-posted it sharing it with people 
they knew about how insensitive DiGiorno 
Pizza was to abuse victims. 

 



Table 1. Comparison table of three social media platforms, information from PEW Research Center 

Symbol 
  

 Facebook Twitter LinkedIn 

Year 
Launched 

2004 2006 2003 

What Used 
For 

Updates 
Photos, Videos 

Updates 
Photos, Videos 

Business & Professional 
Networking 

Number 
Users 

1.3 Billion 646 million 200 million 

Open to Ages 13 and older All ages 18 and older 

Internet Users 79% 24% 29% 

M:F 48:52 50:50 58:42 

18-29 88% 36% 34% 

30-49 84% 23% 33% 

50-64 72% 21% 24% 

65+ 62% 10% 20% 

Who can see 
Friend to Friend 

OR Public 
Public, can follow 

Connection to Connection 
OR Public 

Characters 40 characters optimal 

Character 
limits 

can have a long 
message but only the 
first 5 lines will show 
and “See more…” 

needs to be clicked to 
see entire message 

140 characters 
Links will take 23 

characters 

600 characters 

Hashtags Rarely used 
2 is optimal 
Use others 
Create one 

Not used 

Video Post or Link to Post or Link to Post or Link to 

Best  
Time of Day 
to Post 
Worst 

6-8am 
2-5pm 

1-3pm 
7-8:30am 

5-6pm 

10pm-4am 8pm-8am 9am-5pm 

Best  
Time of Week 
to Post 
Worst 

Thurs-Fri Mon-Thurs Tues & Thurs 

Mon-Wed   

 



Figure 1. Reciprocity for Facebook, Twitter, and LinkedIn, information from PEW Research Center  

 
 
Figure 2. This graphic illustrates how a post spreads to other social media platforms and outside 
social media. In this example you can see that even if only two people of six that see your post share 
your post the impact increases as it spreads.   

 


