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● Videography, writing + visual 
storytelling for change.

● Issue-driven online 
communications since before 
the dawn of Twitter.

● Integration of digital and 
physical organizing 
campaigns.

● RALLY: We take on sticky 
issues and find ways to push 
them forward.

Dana Variano

She/They
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Tell [real] 
Stories
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Use your platform to tell the stories of 
your community - putting the mic in 
their hands when you can.
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Build a 
base

1
0
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DONATION

ACTION

EDUCATION

SIGN UP

ENGAGEMENT

AWARENESS

CONTINUED DEEP 
ACTION
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Engagement Ladder

Turn prospects into supporters into donors

Build a base of community members who 
are deeply educated + engaged

Create multiple ladders to align with 
different audience personas
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Level 1: Eyeballs
Audience sees content.

.

Level 6: Ambassador
Audience becomes brand evangelist & content 
creator.

3

5

6

4

2

1

90% of 

audience

9% of 

audience

1% of 

audience

Level 2: Engage
Audience engages with content, likes or shares 
on social, watches a video, visits the website. 

Level 3: Sign-Up/Follow
Audience establishes an organic connection

Level 4: Take Action
Audience signs petition, attends event, takes 
key action..

Level 5: Donate/Volunteer
Audience commits money or time.

Social media 
sweet spot
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Engagement 

1
3

Like, share, 
and comment

Sign a 
petition

Attend an
event

Vote Advocate

Donate time, 
money, & talent

Awareness 

Watch Listen

Learn About

ReadDiscover
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Channel 
Review



● Key Info: 
○ Video content performs best.
○ Paid budget increasingly key 

for organic impact.
● Cadence: 2-4 times / week
● Audience: 

○ Most popular social media 
platform. 

○ Skews older and female.
● Content: 

○ Organic-looking content that 
isn’t heavily branded.

○ Event invites, updates, calls to 
action.

○ Groups have prominence in 
feed

○ Posts with photos have the 
highest organic click-through 
and conversion rates

● Hashtags: Rarely
● Tag partners: Always
● Features: Stories, Events, Facebook 

live, Groups.

Facebook
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● Key Info: 
○ Communicate values through 

images or video.
○ Caption should add to post, not 

re-state what image depicts.
● Cadence: 3-5 times / week (stories can 

be more frequent)
● Audience: 

○ Second-most popular social media 
platform.

○ Most popular among younger 
users (used by 67% of 18-29 year 
olds).

● Content: 
○ Education/Information carousel.
○ Resources, ways to get involved.
○ Interactive quizzes, polls.
○ Takes on news and current events.

● Hashtags: Yes - approximately 5
● Tag partners: Always
● Features: Stories, Reels, Instagram Live

Social Media + Community Organizing

Instagram



● Key Info: 
○ Success is driven by 

engagement—favorites, replies, 
tagging and retweets. 

○ Not just for broadcast. Be mindful 
of who is interacting with you. RT, 
share, start a conversation

● Cadence: 2-3 times / day including RTs
● Audience: 

○ Least popular among older users
○ Includes a smaller community of 

highly-engaged “super users” who 
are often early adopters.

○ 70% male users; 30% users are 25-
34 y.o.

● Content: 
○ Fast-paced, newsy, brief
○ RT community influencers
○ Specific POV/opinion on topic or 

event
● Hashtags: Yes, 2-3 if applicable
● Tag partners: Always
● Features: Polls, Cards, Calendar, Lists, 

Threads, Tweetdeck, GIFs, Live video, 
Moments, Spaces

Twitter
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● Key Info: 
○ Personal page content features 

more prominently in the feed 
than company pages.

○ Great for industry-based 
coalitions

○ Users can follow keywords and 
hashtags

● Cadence: 1-2 times / week 
● Audience: 

○ Companies recruiting
○ People looking for jobs
○ Thought leadership
○ People staying 

updated/connected to field
● Content: 

○ Job openings
○ Thought-leadership pieces
○ Latest industry trend
○ Insights on topic or event

● Hashtags: Yes, 2-3 if applicable
● Tag partners: Always
● Features: Targeted Updates, Polls, 

LinkedIn Live 

Social Media + Community Organizing
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● Set up tracking pixels for lookalike 
audiences

● Boost top performing organic 
posts and videos

● Use UTMs to track success of 
specific copy + creative

● Test, analyze, + re-test 

NOT TRACKED
vaccineequitycooperative.org

TRACKED
vaccineequitycooperative.org?
utm_source=facebook&utm_m
edium=awareness&utm_id=yo
uth-vaccine-1

Paid Tips
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Copywriting 
+ Images



Speak in plain language: don’t 
editorialize or speak in jargon or 
acronyms. 

Let the content speak for itself. Use 
quotes and first person accounts as 
much as possible. 

Feature a single call to action (CTA) –
don’t compete with your own asks.

Write in short sentences with one idea 
each.

Use a language guide to ensure you’re 
being inclusive and using language that 
resonates.
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Copywriting
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Choosing Images + 
Videos

Have permission for all the 
photos/videos used.

Feature people from diverse 
communities, body types, identities, 
skin colors, abilities, and ages.

Make sure the lighting appropriately 
and accurately portrays the subject’s 
skin tone and hair. 

Use close-ups of real faces over clip art 
or obvious stock shots to increase 
emotional connection.

Avoid lightening the photo or 
retouching facial features or body 
shapes when editing photos.

Social Media + Community Organizing
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Management
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Community 
Management

Curate the space.

Set clear rules for engagement, share 
them publicly, and follow them.

Engage strategically. Prioritize 
comment responses to answer 
legitimate questions and protect the 
community.

Use a comment response framework 
and establish a timeline for 
responding.

Keep responses short and link out.

Refer people to resources and tag 
partners.

Social Media + Community Organizing
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Influencers + 
Partnerships
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Influencers + 
Partnerships

Identify existing community members 
who have strong presence/voices, both 
on and offline

Create quick organic Q&As (video, 
written, audio) 

Directly ask partners to retweet/share 
key content

Connect existing offline partnerships 
and relationships to online channels:

● Co-create webinars or events

● Discuss articles or events between 
org handles

Highlight featured community 
members 

Social Media + Community Organizing



Thank you!
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TOONDEMIC: THE ART OF 
COMBATTING VACCINE 

MISINFORMATION
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COVID IN CONTEXT





COVID-19 
(MIS/DIS) INFORMATION

▪Latinx not receiving same quality or quantity of 
COVID-19 information

▪More likely to consume and share 
misinformation online
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THANK YOU

Gilberto Lopez

gilberto.lopez@asu.edu



Social Media Resources
A list of resources and links to helpful sites which can help organizations strengthen 

their social media presence and build online communities.

Vaccine Confidence Toolkit
Recently released a resource focused on addressing misinformation 

that includes a focus on social media.

https://docs.google.com/document/d/1HWKoE-_AMcsfXMGFswhdJaEneKemwIA4dlMpOaC7TCs/edit#heading=h.cbvsykc6vv4j
https://www.immunizationmanagers.org/resources-toolkits/vaccine-confidence-toolkit/


• Today’s slides and a recording of this webinar 
will be posted online; a link will be provided 

• Please take the brief evaluation poll that will 
appear on your screen shortly

• Let us know your feedback and thoughts for 
future webinar topics in the post-webinar survey

• Thank you for your time and participation!


