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Welcome to your
Communications Guide!
Communication is a valuable part of any organisation,
but particularly key to organisations in the social sector
and community groups so that they can get across their
social mission and work activities. Effective engagement
with your target audiences will ensure that service-users
or beneficiaries are able to access the resources or services
that you provide.
Decent Communications practices will also ensure the
survival and growth of your organisation through attracting
and retaining highly committed staff and volunteers,
donations, supporters and of course, funding.
The first section of this guide provides guidance on more
effectively utilising the tools and resources that you have
to enhance your organisation’s Communications. It is not
meant to be prescriptive; you can follow the guide as closely
as you wish, but either way it is here to help prompt and
punctuate your planning.

This guide was produced by Civil Society Consulting to support minority-led organisations or
those supporting marginalised communities who are receiving support through our Steps to
Recovery programme. For information on Steps to Recovery, go to civilsocietyconsulting.co.uk
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1. Devising your
Communications Strategy
Developing a communication strategy is a simple matter of figuring out who your
audience are, and how best to reach them. “Strategy” can sound like an intimidating
word, but a strategy can be as loose or detailed, short or long, as you need.

Starting from scratch

If your organisation is in its infancy and you are just starting out, it can be hard to know what
to prioritise. Here is an overview of the things to consider so that you can ‘get your ducks in
a row’.



A. Organising your resources
The first step is to make sure you have the basics ready. This includes things like having
a logo - even if it’s basic, attaching it to your social media, newsletters and website will
help people recognise you. Make sure your logo reflects what you do, or your values, in one
way or another.
If you haven’t already, write down your organisation or group’s purpose and/or vision
statement - one or two lines is good. This is the first bit of content that you will be sharing
with others.
B. Mapping your audiences
Ahead of starting up Communications practices, it is worth considering who you can
reach, who you want to reach and ways of reaching them. Allocating time and resources
well is key for charities on tight budgets. Taking a results-oriented approach to reaching
your audience right from the off will put you in good stead for developing and
implementing your strategy.
C. Reaching out to people
Communications is a two way process. Once you have your Social Media profiles set up,
check out the accounts of relevant organisations and people and follow them. Also like
and comment relevant posts so your name shows up on other people’s social media
feeds and they know you exist. You might get some follow backs. You can learn a lot from
how they run their channels to get familiarized with the space and get ideas for yourself.
If you already have a small base of service-users, ask them to follow you and spread the
word. It’s also handy to collect the contact information of people involved with your
organisation, such as phone numbers and emails, for future Communications purposes
when you are ready to send out email broadcasts.

Creating your Communications strategy

Once you have the basics set up - or if you are already established as an organisation - you
can think more strategically about how your Communications will reach your audience in the
most effective way. This is your communications strategy.
Below are a few steps to prompt you to think about your goals. Once again, this is only a general
guide and you don’t have to follow every step. However, having some direction and structure to
your communications means that you won’t be overwhelmed with all of your options.
1. Identify your audience
Who are the key stakeholders of your organisation? This could involve funders, partners,
beneficiaries, supporters of your organisation, team members, and the wider public that
you want to engage. Either way, make a list.

Digital Communications Guide for small to medium-sized civil society organisations

4

2. What is your key message?
Once you know who you are talking to, identify your main message to them. For example,
you may want funders and partners to know about the successful outcome of a project.
You may want your beneficiaries or service users to know about upcoming events to take
part in. You may want new volunteers on board to support your organisation.
Your communication will need to be consistent, so it is vital to establish your key messages
and note the relevant audiences for each one.
3. What are your strengths? What are your constraints?
When you are building your social media and web presence, you want to showcase
your what you’re best at. Identify your ‘Communications capital’ - what it is you have to
offer followers or email recipients. For example, you might be able to translate your
expertise into educational materials, e.g. “tips for for parents for whom English is a second
language” or “Did you know, your social capital could also be good news stories from the
community. This is using your strengths and resources to your maximum advantage”.
You also want to implement your Communications Strategy in a way that plays to your
strengths. For example, if you’ve been working in the community for a long time, highlight
that you know your community really well. If you have someone on the team who loves
taking photos, get them involved in your Communications activity. Playing to your
strengths can make your messages more convincing, create an identity for your
organisation, and make your strategy easier to stick to in practice.
Similarly, it is important to anticipate what might not work so well (your weaknesses and
constraints) so that you can mitigate them.
4. How will you reach them?
To communicate your key message and reach your target audience, some channels of
Communication may be more effective than others. Use a grid, like the one below, to
consider the most reliable and effective way to reach each audience. Then, review the
channels of Communications that would be most effective and do a cost-benefit analysis
of each one. For example, you may decide that email is a good way to reach a large
number of a particular demographic; but if you do not already have a mailing list, you
may decide that another route is more value-for-effort in the short- to medium-term.
Equally, you might want to achieve a high level of engagement from a small group of
individuals, and getting straight on the phone is the best use of time and effort.
In case you are less familiar with Social Media, Section 2 of this guide provides a glossary
of Social Media channels. Refer to this section to help you identify which audience tends
to use which channel for what purpose. Also, ask your audience! You may not have time or
capacity to do a formal survey, but that doesn’t stop you asking around.
5 When to communicate? And how often?
Make sure you consider the timing of your communications. Depending on your resources,
you may want to compile a weekly or monthly email to help partners and beneficiaries
stay up to date with what your organisation is doing. Posting a few bits of content on social
media staggered and consistently, rather than lots of content posted sporadically, gets
a better response from all audiences. It’s a good look for potential funders too.
The exception to this rule is when you finish a big project or have a big announcement; you
will want to create a ‘buzz’ around that with more posts in quicker succession (but still,
spread out as much as possible). At such a time, you might also want to get in touch with
local, regional and sector-specific Media who can publicise your good work through their
channels too.
6. Evaluate. How effective is your plan?
Once you have implemented your Communications plan, it’s time to measure its
effectiveness of your Comms action, and troubleshoot anything that isn’t working. For
example, if you find that there has been an increase in new volunteer sign ups, clearly you
are reaching them effectively. However, if nothing has been changing in participation or
new sign ups, you might need to try a different method of reaching them or try changing
the tone of your communication. Because there is limited time and resources, focus on
what works and rectify or get rid of what doesn’t.
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As you carry out Steps 1 to 6, you might find it useful to summarise your Communication strategy in a table like the one below.
Here is an example of a Communications plan for an (imaginary) community cycling social enterprise. This hypothetical social enterprise fixes up old bikes
and re-sells them at a heavily discounted price to users who cannot afford a bike. They also run free bicycle repair workshops, introductory cycling classes,
and leisure cycling groups in the interest of promoting healthy lifestyles and preventing loneliness.
Communication
objective

Audience

Communication channel
or method

Specific actions, including when and how often.
What content will you need to gather?

To increase participation
our community events

Younger
beneficiaries (<18)
& their parents

Social media (Mainly
instagram, Facebook
for parents)

Create a Social Media card of event invitation to events and post on
social media one week, three days, and one day before event takes place.

Email invitations to events with a monthly letter, including a quote on a
Email newsletters to parents past event.
More frequent (daily/few times a week) interactions on social media
e.g. liking & replying to comments, posting new content

To increase participation
our community events

Adult members of
the community

Social media (Instagram,
Facebook, LinkedIn)

Post invitation to events on social media before they take place

To recruit volunteers to
facilitate classes and
workshops

Email newsletters

Email monthly letter to invite people to events & highlight volunteering
opportunities

Flyers/posters for older
audiences

Monthly posts on social media to recruit volunteers, put up volunteering
listings on LinkedIn

To build relationships in
Partnerships with
order to increase awareother local
ness, grow our organisation, organisations
and increase funds

- Social media (Twitter,
LinkedIn)

Frequent (several times a week) interactions on social media - like/
comment on posts, tag relevant organisations in photos, retweet relevant
tweets. Use all ad-hoc opportunities for phonecalls as much as possible.

To keep funders updated
on our progress & build
relationships

Mailing list

Funders

- Email contacts with
organisational updates

Press release
Social media (tagging
funding bodies and
using their hashtags)
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Share press release/good news via email to main contacts at other
organisations
Collect testimonials for one big update newsletter at the end of every
month
Send press releases when we finish big projects; post on social media
using their hashtags & tagging them
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Here’s a template for you to use when you come to devise your own Comms strategy.
Communication
objective

Audience

Communication channel
or method

Specific actions, including when and how often.
What content will you need to gather?

Tip: If you find that the Communications for your organisation is becoming a large role, try to look for volunteers that can assist with these tasks. Lots of young
people (in particular) are looking to gain and improve these highly relevant and in-demand skills. Apart from newspaper and internet listings, you can also
connect with universities’ volunteering service to recruit someone. Volunteers who aren’t Comms-savvy could help indirectly, by lightening the load elsewhere
in your organisation.
Digital Communications Guide for small to medium-sized civil society organisations
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Maximising resources: mapping your
Communications priorities

As a small or medium-size group or organisation in the social sector, it’s easy to be spread
thin for resources and time. Communications can feel overwhelming, especially if you are
managing several channels of communication at once (e.g. Social Media accounts, along
with mailing lists and a website).
To make things easier, try to establish a priorities list. Prioritising your tasks means that
whether you only have a few minutes or a few hours to devote to Communications on a day,
you’ll have something productive to do. You can do this ahead of creating your strategy, or
part of the evaluation.
When you do, try to set boundaries for yourself. Instead of coming up with dozens of different
priorities, come up with 2 to 6 that are the most important to your organisation and work with
those. Furthermore, if you find that something isn’t working for you, or if the effort and time you
put in is better allocated elsewhere, scrap that priority. Being adaptive and flexible is key to
maximising your resources
Here’s an example of a priorities list:
Communications
task

How
important
is it to you?
(Rank)

What are the
resources
required?
How long
does it take

What are you
currently doing to
address this task?

How can you do
more to address
this task?

Posting new
content on social
media

1

½ hour to 45
minutes

Setting aside a bit of
time each morning to
update social media.

Ask other people in the
organisation to send
me photos/quotes/
sentences to include
in posts

Noting down ideas for
social media posts
throughout the week.
Liking/replying to 2
others’ comments
and posts, other
social media
maintenance

10 minutes to 1
hour

Whenever there’s a bit
of downtime and I want
to do something for
comms, e.g. between
meetings, waiting for
the bus, I try to like one
or two things

Keep an eye out
for other small
organisations to
connect & engage
with

Updating website
events page &
other small bits
of website
maintenance

3

½ hour to 2
hours

Scheduling a chunk of
time once a week for
website maintenance

Getting a bit of extra
help (maybe with
volunteer) to freshen
up the website design

Crafting an email
broadcast

4

2-3 hours

Scheduling a chunk of
time near the end of
each month

Try to collect more
relevant images and
photos throughout the
month to include in the
broadcast to make it
more colourful

Noting things down
throughout the month
that should go into the
newsletter
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Here’s a template for you to use:
Communications
task

How
important
is it to you?
(Rank)

What are the
resources
required?
How long
does it take

What are you
currently doing to
address this task?

How can you do
more to address
this task?

Tip: If you find that the Communications for your organisation is becoming a large role, try to
look for volunteers that can assist with these tasks. Lots of young people (in particular) are
looking to gain and improve these highly relevant and in-demand skills. Apart from newspaper and internet listings, you can also connect with universities’ volunteering service to recruit
someone. Volunteers who aren’t Comms-savvy could help indirectly, by lightening the load
elsewhere in your organisation.
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2. Using Social Media
Social Media is one of the most important ways of communicating - useful for sharing
information, whilst also helping to connect and build a sense of community. For these reasons,
and in light of the pandemic, people from all sides are turning to online platforms even more
than before.
This section will cover some of the largest social media platforms that are relevant for
community organisations and groups: Facebook, Twitter, Instagram, and LinkedIn. You can
refer to this section when you are drawing up your Communications strategy.

Choosing your Social Media platform

Depending on the function of your organisation, you may find that some platforms are more
relevant than others - and there is no need to have a presence on every platform. Instead,
it might be more worthwhile to spend your time on one or two platforms where you can
dedicate more time to create conversations and buzz.
Before diving into a more detailed look at each platform, here is a summary table to give
you an overview of the advantages and disadvantages of each platform, as well as the
kinds of audience you can expect to find.
Platform

Audience

Good for...

Not so good for...

Facebook

Individuals,
particularly
service users

Creating online communities,
facilitating in-depth discussions

Reaching young people

Active Facebook
users tend to
be older
Twitter

Potential partners
and funders
People engaged
with the social
sector and
interested in
socio-political
affairs

Instagram

Individual
members of the
general public
Active users tend
to be younger
people

LinkedIn

Young
professionals
(potential
volunteers)
Other
organisations,
funding bodies,
Business people
and personnel

Two-way communication
with relevant members of
the community
Organising events
Sharing short, snappy updates
Engaging with other users
individuals and organisations

Reaching funders
Attracting new people to your
page - people don’t re-share
posts as much unless they have
a personal comment to add to it
Low maintenance way of
creating a repository of new
updates that can substitute a
News page on your website
Demonstrating to funders and
other VCSEFs that you are
active and engaged
Understanding the public mood

Sharing images and telling visual
stories
Giving live updates through
short videos
Connecting with a younger
user-base
Doesn’t need to be regularly
updated to contribute to your
online presence
Connecting with the private
sector

Driving traffic to your website
and other social media (people
rarely click through links shared
on Instagram)
Can be hard to create sufficient
visual content with some times
of work (i.e. you nee lots of photo
opportunities)
Informal, chatty updates
Establishing a sense of ‘place’
online

Connecting to sector
stakeholders who don’t already
know you (if someone is
connected to someone who
likes one of your posts, they
will see your post on their feed)

Digital Communications Guide for small to medium-sized civil society organisations

10

Facebook
Facebook is good for reaching many service users. It is particularly good for creating communities: the informality
and structure means that users have lots of opportunities to interact and respond to one another.

You can choose and
customise tabs to fit your
organisation’s needs.

Use your cover photo as
a call to action

Use a clear and relevant
profile picture

People indicate interest in
your organisation by
clicking ‘like’. Your posts
will be displayed

make sure you include
your contact information
in the ‘About’ section

Include a picture in your posts.
Posts with no pictures receive
more engagement and likes
than posts without
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Best practices
for Facebook

Managing your
Facebook account

1. Create and manage events: creating a Facebook event is a great
way to create an entity for an upcoming event.This makes the event
easy-to-share and easy-to-access: people can invite others and ask
questions prior to the start of the event. By clicking attend, people will feel
a degree of commitment, and Facebook will send them a reminder so
that they don’t forget! However, Facebook invites can be a bit impersonal
if people do not receive them directly from the event organiser, so people
can need some more encouragement.

1. Check your notifications frequently to see who is engaging with
you. Like and reply to comments on your posts

2. There is no character limit for Facebook posts, so you can go into more
detail, but people will scroll posts that are too long. Aim at no more than
400 characters, and break up text with emojis and varied fonts if they
are on the long side.

2. Check your private messages as some people will regard your
Facebook page as if it is your website (and so contact you through
Facebook)
3. Like and share posts from other organisations that are relevant
to you; they may reciprocate likes and shares.

3. Consider that older people use Facebook more than young people,
so you can adjust your tone to speak to them.
4. You can add a ‘donate’ button to your Facebook page, which makes
it extremely straightforward for people to donate. Without being pushy,
you can regularly remind people about the donate button at the end
of your posts.
5. ‘Closed groups’ can be useful for coordinating volunteers or a particular
subgroup of service-users. Closed groups are also an opportunity to
create ‘community’ where volunteers and staff can interact
and socialise.
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Twitter
Twitter is a platform for connecting with other organisations like yours, larger organisations, potential funders, key people
in the sector, and generally establishing your presence in the sector. Whereas regularly updating your website can be
time-consuming, it is easy to provide regular updates on Twitter.

Your notification tab
shows you your likes,
retweets, and mentions
from other people

Make your tweets from the
top of your home page
Click this icon to
attach an image
This icon allows you to
create a poll - you can
ask your followers to give
their opinions

Digital Communications Guide for small to medium-sized civil society organisations

Short, one or two
sentences to say
what your organisation
is about.

This button allows you
to create a thread of
tweets when you have
more to say
Use this button to
schedule your posts
for a later date
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Best practices
for Twitter
1. Use hashtags: hashtags can be used to categorise tweets. Any tweets
that include a particular hashtag can be searched and clicking on a
hashtag will show all tweets that include that hashtag. If your tweet relates
to a bigger event or movement, check what hashtags other accounts
are already using for this event and include it in your tweet too. To use
a hashtag, just type ‘#’ followed by the letters and a list of hashtags
should pop up.
2. But don’t go overboard: Be selective with hashtags - it is best to check
that a hashtag is regularly used before you bother to use it. 1-3 hashtags
are a good number, but any more than that may make your tweet look
like spam and difficult to read.
3. Watch the character count! Tweets have a 280-character limit. If you
need to say more than that, click on the + button next to the Tweet button
to make a ‘thread’ – a chain of tweets. These threads work best if each
tweet makes sense on its own as well as part of the thread.
4. Tag using mentions or tagging in photos: mentions are a good way to
engage with other accounts – if you mention an account in your post that
account will be notified. To mention someone, type ‘@’ followed by their
Twitter handle. If you are tag multiple organisations, attach a photo to the
tweet and tagging the organisations in the photo instead (for a tidier
look). To do this, attach a photo to your tweet and click the ‘Tag people’
option underneath the photo.
5. Use photos: tweets that have a visual element receive much more
engagement and clicks.
6. Schedule your posts: if you have a lot of content for your Twitter, don’t
post it all in one go. You can use the schedule function to stagger your
tweets. To engage with audiences, it’s more important to post fewer
numbers of posts regularly rather than infrequently posting many
tweets all at once.
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7. Embed Twitter on your website: Whereas regularly updating your
website can be time-consuming, it is easy to provide regular updates on
Twitter ‘to put yourself on the map’ and have some kind of digital footprint.
Embedding your Twitter feed on to your website will allow you to reap the
benefits of this, because the embedded feed can serve as a ‘News’
feature on your website, demonstrating that you are active. You can
also do this with Facebook; however, we recommend that Twitter has
a more professional finish.

Managing your
Twitter account
1. Twitter is often called a ‘microblogging’ platform. Consider this when
you are composing your tweets - each tweet should make sense as a
standalone piece of news, and you should use a conversational tone.
2. Check your notifications to see who’s mentioning and tagging you.
Respond to them by liking and commenting.
3. You can analyse which tweets get the most attention and from who
using the ‘Twitter Analytics’ feature.
4. Engage with accounts from other organisations or people by retweeting
relevant tweets. Or if you have anything to add, quote tweet and add a
few words of your own.
5. Join in on conversations – if there’s recent news relevant to your
organisation, make sure you comment and retweet them.
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Instagram
Instagram is an image-based platform, so it may suit your organisation if your work involves a lot of photo opportunities.
If you opt to use Instagram, make sure that when you are registering your Instagram account, set up a ‘business profile’ and you
will have the ability to set yourself as a non-profit as well. Having a business account will also allow you to access insights, such
as engagement information on your posts.
Short and concise bio
These are story highlights
- they are stories that have
been saved and are
available to view on your
profile permanently.

Use a link service to
redirect your audience
to links that you want
them to access

Captions expand on the
image to tell the full story
of a post
Instagram doesn’t allow
live links in captions,
so redirect your audience
to your bio
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Putting spaces between
your main caption and
hashtags means that they
wont be immediately visible
on people’s Instagram feeds,
which reduces clutter
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Best practices
for Instagram

Managing your
Instagram account

1. Tell engaging stories: in posts, use captions to explain the image. This is
a good opportunity to share your work and appeal to people’s emotion.
The same is true of instagram stories - always contextualise what the
footage is of.

- Check your notifications – make note of who is tagging you and liking
your posts; consider following them back if their account is relevant to
your organisation.

2. Be selective: fewer photos are more powerful. If you upload a series of
images, be sure to choose the most impactful image as the cover and
make sure they are not all photos of the same thing (i.e. each one
contributes something different).
3. Use hashtags: other users can find your posts if you tag them with
a hashtag. Do a quick search for hashtags you want to use first, to make
sure other people are also using them.
4. Share an Instagram story: Instagram stories are different from posts.
They are only available to view for 24 hours and can be videos or photos.
This is a good way to share a special event or a campaign with your
followers. The quality of the images or footage does not need to be as
good if it is just going on your story, which can make this format more
preferable if you are in a rush or on the move.

- Note down the hashtags that other accounts are using and join in.
Make sure you contextualise each post.
- Consider using the story feature for valuable but poorer quality images
and footage. Save posts for good quality pictures, that are well framed
and carry a clear and purposeful message.
- Format your captions on a different platform: Instagram’s caption text
box can be fiddly to use. If you’re finding it difficult, consider writing up your
caption in a Notes app, for example, and copy and paste it into Instagram.
This will also help if you are scheduling posts in advance.
- Post your posts on to your instagram stories, with some more personable
commentary, to make sure your followers have not missed them!

5. Save your best Instagram stories to your ‘highlights’: to keep stories
permanently viewable on your profile, save them as highlights. Any new
followers can quickly browse what you have recently been upto to get a
feel for your organisation. To do this, click on your icon and click the
‘Highlight’ icon at the bottom of the screenshot
6. Link in bio: Instagram doesn’t allow live, clickable links in the caption
of your posts. If you want to redirect your audiences to a webpage,
you can use a service such as Linktree or Linkin.Bio. This might not be
value-for-effort for all civil society organisations.

Digital Communications Guide for small to medium-sized civil society organisations

16

LinkedIn
LinkedIn is a Social Media platform geared towards professional networking and employment. Having a presence on LinkedIn may
increase the awareness of your organisation from professionals interested in your area of expertise, which includes people who are
working for potential partners and funders. It’s also a space for getting on the radar of potential volunteers.

Digital Communications Guide for small to medium-sized civil society organisations
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Best practices
for LinkedIn

Managing your
LinkedIn account

1. There is a bit more space on LinkedIn for your posts to be longer, and
your LinkedIn following will be more interested than most in the rationale
behind your work. If you gauge their interests right, you can use this as an
opportunity to elaborate on what you are doing and why, from a social
impact perspective. However, as with all your social media accounts, try
to keep your posts concise as people have limited attention spans.

- Check your notifications – make note of who is tagging you and liking
your posts; consider following them back if their account is relevant to
your organisation.

2. People tend to be less precious of who they follow on LinkedIn as
opposed to more ‘personal’ platforms such as Instagram or Facebook.
So it’s a good idea to like and comment on other people’s posts and
gain a bigger following. You can also explicitly request for people
to reshare and follow you.

- Repost your organisation’s posts from your personal account,
and get your colleagues to do the same.

- Note what hashtags other organisations similar to you are using,
and join in.

3. Invite people to connect: Because you can see a LinkedIn profile in full
without having to follow that company or charity, users might forget to hit
the follow button when they encounter you on LinkedIn; therefore, remind
them in your posts and use the ‘Invite Connections to Follow’ feature.
4. Encourage staff, volunteers and friends of your organisation to follow
your LinkedIn page. You will be able to reach more audiences on LinkedIn
– when someone likes your post, their connections will also see these
posts on their feeds. Your staff can also promote your organisation
as part of their own self-promotion.

Digital Communications Guide for small to medium-sized civil society organisations
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3. Social Media Good Practices
Based on your strategy, you will collect your content and set up your Social Media
accounts. Once you have done this, you will need to translate your content into
appealing, meaningful and eye-catching posts.
Getting started
If you decide to make a profile for your organisation on a particular Social Media platform,
you can get a sense of direction by checking out similar organisations’ profiles. You can see
how they have set up their profile, what kind of content they post on which channel, and how
they interact with their followers.
As you get started, remember: growing your followers on Social Media isn’t an end in and
of itself. Try to be focused on the communication objectives in your strategy, whether it’s
increasing participation in your events or driving donations. Social Media is just one tool
to help you achieve such goals.
Here are some tips!

Tips for for what to post on Social Media

If you are out of the habit of doing digital communications, you might have a bit of a blank
as to what you should post about. Here are some pointers.
1. Advertise your events
Social Media is a good tool to reach a larger audience to generate interest for your upcoming
events. By using relevant hashtags, you can draw attention to your events to people who are
not your followers. You can also call on your contact base to reshare with a comment.
You can create a digital poster or flyer for the event and attach this to your posts.
2. Share good news or success stories
It’s valuable to let your followers and stakeholders know about the work that your
organisation has been doing. Success stories and positive news increases your profile
views. It is often easier to source this kind of content too!
3. Share information about the work and activities you’re doing
It’s good to regularly update your audience on ongoing projects and to share your
progress. Sharing the day-to-day of your work helps your audience feel connected, even
when you don’t have exciting news. Knowing what you are upto means they can get
invested, even unconsciously.
4. Impact
You can demonstrate the impact of your organisation’s work in many forms. For example,
you can use quotes and testimonials, graphs and charts, or photos. Make sure people
know about what your good work means in practice for the people that benefit from it.

Tips for a strong profile or account

Here are some tips for making your Social Media effective and your management
more efficient.
1. Make your social media profile as complete as possible
When you first start a social media page, try to fill in all the information that you can
- physical address and phone number, contact email, etc. These basics are important,
because by making this information as accessible as possible, you maximise the number
of people that will access and find out about your services. And you make yourself look like
a legitimate organisation.
It’s also good to communicate your organisation’s aims and purposes in your bio or
‘About’ section. We recommend outlining what it is people can expect from your account
if they follow you. This will make it more likely that you get followers - and ‘the right’
followers too (i.e. people who are genuinely interested and do not drop off). You will have
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distinguished what your ‘communications capital’ is in your strategy; try using this to
define your organisation so that you can convey two-in-one. For example: “Bringing you
community updates from across the West Midlands”... “Bringing you useful guidance on
health and wellbeing”
2. Make sure you come up when people search for you
It can be frustrating when your organisation’s website or Social Media profiles don’t show
up when people search for it on Google, or when someone is trying to tag you on a
particular platform. This can happen when you don’t have complete information on your
social media profiles, or if you have confusing information. For example, if your Twitter or
Instagram handle is an abbreviation of your organisation’s name, make sure that you also
write its full name in the bio, and vice versa. This way, if people search for either the
acronym or the full name, they’ll be able to see your page.
Keywords in your bio and account name are also very important. Pretend you’re a
service-user who is trying to access a service that you provide. If they don’t know about
your organisation, what kind of words would they search for to find a relevant result?
Put these words into your bio, handle and name - as appropriate.
3. Link your web presence
If you have multiple web presences, such as a website, and one or two social media
accounts, make sure they all refer to each other. Include the URL to your website in your
social media bios. On your social media account, also provide links to your other social
media. This way, if someone found your Instagram for example, but they only use
Facebook, they’re able to find your Facebook profile quicker with less searching.
4. Introduce one or two staff as figureheads
It’s good to humanize your account. Introducing one or two staff members as figureheads,
who deliver the stories in their own voice, is a good way of doing this. For example,
personable staff members could vlog their daily activities on the Instagram story feature,
or Facebook posts could start with ‘Hi, this is __ from ___’ (rather than writing in the
organisation’s voice). The staff may be glad to be the ‘face’ of the organisation online, too,
which is good for their morale; if you can trust them to censor and check their own
content too, then this is also a way of sharing Social Media responsibilities.
Tip: This is more effective if you just introduce one or two ‘faces’ of the organisation,
as people can only remember and keep track of a few at a time.
5. Don’t see other accounts like yours as competition
If people are interested in your work, the chances are they are interested in the work of
organisations like you (working in the same locality as you or doing similar things in a
different part of the country). By sharing other relevant tweets and posts, you position
yourself as the voice of those accounts too. Therefore, even if it is true that some followers
may not want too much ‘noise’ and so prioritise following only a few accounts like yours,
then being the voice of both reduces the likelihood that they will prioritise another
organisation’s channel over yours! Plus, by being helpful to them, they will tend to feel
obliged to return the favour, and who knows where that online camaraderie will lead.
The best way to regard other accounts is that interest creates more interest. If more
people are interested in what’s happening in the social sector, we are all winners!
6. Request reshares on key high-priority posts
If you want a particular post or tweet to gain extra traction, you can request likes and
retweets from key ‘influencers’ in your community. Choose people who have followers in
your target audience; the influencers are more likely to help if you frame your request
in a way that demonstrates they too have something to gain, such as popularity from their
followers – ‘we’re trying to help as many people as we can with this initiative and many of
your followers will be happy to receive the information’ or ‘please retweet in case any of
your followers would like to come to our event’. Certain influencers might be more likely to
support you if you level with them and give them some ownership.
Tip: Be sparing with your requests for retweets, otherwise your regular retweeters will get
sick of you!
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Tips for day-to-day management of your account

In the end, it is good day-to-day management of a digital channel that makes all the
difference. Here are just some tips to help you on your way.
1. Create a bank of content
It is good to keep some general consistency online. Sometimes you have something you
want to say, but lack visual content. Sometimes you have nothing in particular to say, but
want to do a generic post to keep your account alive. Having a bank of content makes
it possible to maintain a consistent stream of content with minimal effort required for
each post.
2. Use short links
It is good to share links to appropriate webpages (including your own) to give vibrancy to
your posts, especially on Twitter where there is a limit on how much text you put in the post
itself. When you share a link, it is tidier to use a URL shortened hyperlink, like those
generated through Bitly.
Watch out though: when you’re composing the text around a link, consider the fact that
many people will not click through, but that you nevertheless want to engage and inform
these semi-interested people too!
3. Think about your audience when making a post
If you want to grow your Social Media following, you have to put yourself in the shoes of
your audience: think about why the posts you are making are important for them, and
what information they do or do not already have. Does your post provide vital
information about accessing your services? Or, if you’re sharing a story of good news or
impact, why is it important for the audience to know that? Satisfying this can sometimes
be as simple as pointing out that a caring and inclusive community is good for everyone
involved. Framing your social media posts this way can make people think that the
content is relevant and aimed at them.
To do this, it can help if you imagine the archetype of your target audience, and compose
a post as if you are addressing them directly.
4. Every little counts
Social Media is more work than it looks. If you get overwhelmed by the amount of work you
have to do, combined with your other responsibilities, it’s okay to take a step back, or cut
back on detail/depth on every-other post, but it’s best to keep the accounts quietly or
slowly alive.
A part of your Social Media management should involve interacting with your audience so
that they also feel heard and connected. Liking a comment or giving a reply shows that
you’re listening to your audience, and it goes a long way for building an online community.
Therefore, if you still want to do something good for your Social Media, but don’t have
much time or capacity, just spend five minutes liking posts on your feed.
5. Get the whole team involved
Everyone can help in the Social Media production line! Encourage everyone in your
organisation to keep an eye out for content that can be used to engage others.
For example, your colleagues or volunteers can take pictures and give you a quote to
include in a post. If you set up a workflow to help them, staff and volunteers tend to be
glad of an opportunity to show what it is they do when they are carrying out their roles.
Shots of behind the scenes can be more interesting for followers than you might think.
6. Adjust according to what works
As you run your Social Media accounts, you may find that some platforms work better
for your organisation than others. It’s fine to focus on the channels where you get more
engagement, or where your audience and beneficiaries spend more time on, as long as
your others aren’t completely void of content.
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Tips for crafting your posts

Regardless of which social media platform you are using, writing well and adding an image to
your post will increase engagement. Using colours, punctuating with emojis, or good-quality
photos should be a consideration for every post.
Writing:
•

Find a tone that works best for your organisation: It’s probably best not to be too serious
on Social Media and having a friendly, warm and paithy presence will help capture
attention and community-build. However, you still need to maintain a degree of
professionality. Find the right balance and see what your audience responds to: ask
questions, use emotive language, try to involve the reader with a familiar tone.
Tip: Imagine the archetype audience for whom you’re writing - what would you say to
them in a text/email? Work back from here: i.e. compose the imaginary text message
and rework it into a post.

•

Avoid long chunks of text: Use white space between sentences/paragraphs for
readability and convert long text to social media cards. Using first-hand quotes are
another way of breaking up long text, whilst at the same time strengthening it. You can
also cut text by making considered word choices: avoid using two synonyms in the same
sentence that convey the same meaning to reduce words and increase impact; avoid
convoluted language in the passive.

•

Use emojis tactfully and sparingly: You can punctuate text and bring it to life with relevant
emojis. They can be used to head up a list or just scattered throughout, but don’t replace
actual words with emojis. Tip: Keep a bank of useful emojis on hand for moments when
you’re typing in a hurry (and look at what other organisations are using).

•

Be clear and logical: Avoid long sentences; using simple sentences will encourage you
to structure and prioritise the content for a logical flow. If you’re struggling to summarise
content in fewer words, redirect your audience to a publication, your website, to register
for events.

•

Contextualise everything: Don’t make assumptions about the reader’s prior knowledge;
consider what they are interested in and desist from unnecessary background
information.

•

Translate into other languages: It requires a lot more concerted effort from the reader to
interact with text in a second language, so if you are targeting a particular demographic,
translate tweets and post into their mother tongue. You might not have the capacity to
translate a whole tweet word-for-word; if so, just use a couple of generic words to capture
their attention.

•

Include a call to action: A ‘call-to-action’ in a considered, precise way - i.e. ‘Reshare to
show your solidarity’ or ‘Retweet, to help spread the word - gives your channel more
purpose and energy.

•

Get a second pair of eyes to check each post: Whereas editing yourself is less efficient
way of picking up mistakes, many eyes make light work: some else’s fresh perspective
will take seconds to pick up on anything unclear or potential improvements.
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Taking photos:
•

Consider lighting: ensure light is not ‘behind’ the subject (particularly in group shots),
but that the light source comes from behind your camera. Avoid flash where possible;
it is better to enlighten subjects with another light source.

•

Think about colour: colour is the first thing people see, so getting a flash of colour in your
shot will make the image more eye-catching and appealing to people scrolling through
Social Media.

•

Action shots: Most of the time, action shots contain more information than posed photos
or pictures from afar. Where possible, capture ‘2in1’: subject in the forehand, with the
overall scene captured in the background.

•

Collage: When it’s not possible to capture all the key messages in one shot, use the Layout
or Canva app to create a collage.

•

Simplify the scene; fill the frame: cut out the ‘noise’ in the image, by clearing surfaces
or including only the main subject of the photo in the frame.

•

Images rights: Be careful of using other people’s images and logos without their
permission. Legally, images that are copyrighted cannot be used without the creator’s
permission; in practice many of the images in question will have been created by your
partners or staff, but be mindful of this before using an image online. Giving image credits
can be a solution, e.g. for images that are openly licensed through things like Creative
Commons.

•

Permissions: If you or someone you personally know took a photo you want to post, check
that everyone in the photo is comfortable with being posted on your social media.

Visual design:
•

Use formatting to your advantage for communicating the structure of any document or
communications material. Pay attention to what the layout implicitly communicates to
the reader/viewer.

•

There are some easy online tools to use to create your own graphics, such as Canva.
Canva provides templates that are pre-designed and formatted. appropriately for
different platforms. You can edit colours, add shapes, images, text, and other elements
to suit your needs.

•

Alternatively, you can assemble a simple graphic using PowerPoint. Microsoft Office also
provides some free templates for PowerPoint which you may find helpful for crafting your
post.

•

Don’t be limited by photographs and graphics. You can also use collages, screenshots of
webpages, press releases, campaign posters and graphs, just to give a few examples.

•

Try not to graphics that are very cluttered or have a confusing layout. Your audience will
lose interest. Instead, you may consider redirecting your audience to a relevant webpage
on your website to find more information.
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4. Email promotion
Some of your Communications priorities will be better met by more direct
communications to a smaller audience, making email the most appropriate channel.
This section is a loose guide on
What is e-promotion good for?
An email broadcast is a practical way to provide more substantial information to stakeholders
of your organisation. Whereas people may miss posts on their Social Media feed, emails will
reach individual inboxes - so you can be sure that people are getting at least the subject
line and first line of the email body. Emails can also be tailored to feel personal to create a
stronger sense of connection. However, for the same reason, email promotion is only as good
as your database of contacts.
When to use it
Weekly or monthly newsletters are a common and good use of email communications.
Newsletters may include organisational news, updates, upcoming events, or anything you’d
like your stakeholders to know about.
Equally, if you are launching a new campaign or a special event, you may want to send out
an email highlighting that with a very specific call to action.
Similarly, Press Releases and announcements can be shared with your beneficiaries and
funders to showcase your organisation’s work.
Tip: Try to include links in your email to redirect readers to your website or social media so
readers can find out more information if they need to.
Tip: Just like Social Media posts, email broadcasts that are well-formatted with images are
more likely to be read and responded to. There are tips below to introduce you to Mailchimp,
a popular email formatting tool.
Building a database
Your email communications is only as good as the list of people who receive it, so building a
decent database is a crucial first step to your e-promo.
If you are building on a former contact list, GDPR means you need to check that everyone on
there wants to be on there. If you’re short on time, you can do this with a short mail-out using
the ‘BCC’ function: ask people to reply if they wish to opt-out of your mailing lists, and to not
reply if they wish to remain on your list.
Collecting email addresses from your existing user-base and ‘friends’ in the community can
be time-consuming - but it tends to be relatively straightforward and a reliable way to gather
a list of interested contacts. However, reaching out to future potential users and the rest of the
community can require more consideration. We recommend: collecting e-mail addresses
at any events you have (as well as piggybacking on any events you attend) and using
a ‘subscribe to our newsletter’ pop-up on your website.
Tip: Make sure any sign-up form includes a space for the person to put down their name.
This will allow you to personalise your message and include their name in the email greeting
if necessary.
Tip: You may consider including a message on the sign-up form telling the person signing
up what to expect – how often will they receive emails, and what the content will be.
People will feel encouraged to sign-up if they know the email content will be helpful to them;
they’ll also be more open to signing up if they know that their inbox won’t be spammed
everyday with promotional emails.
Due to data protection law, other organisations are not allowed to pass on their contacts to
you even if they wanted to. However, if you have partners with large databases, you could ask
them to do a mail-out for you to try and recruit new e-recipients this way. Alternatively, you
could contribute content to local e-bulletins that can feature your announcements.
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Crafting an email broadcast
When you are creating an email broadcast, whether it is for press releases, organisation
updates, or prompting a new event or campaign, it’s important to format your email in
a readable and attractive manner.
You may consider using Mailchimp to help you. MailChimp is an online programme on which
you can build an email; using a simple drag and drop tool, you can place your logo, other
images, headings, and texts to make it look smart and visually stimulating.
Tip: If you don’t want Mailchimp’s logo or referral information at the bottom of your email
campaign, first send a copy of your email from Mailchimp to yourself. Then you can edit the
email before forwarding it on direct from your account.
In terms of how to write the broadcast.... Be succinct and professional. By starting the email
with a summary of the key messages, the key info will reach even those who are in a rush.
Emails that are well-structured, with a logical flow and bitesize chunks of text, will get the best
engagement.
Tip: Using short sentences forces you to prioritise information and put it in a logical order.
Tip: Using a personable tone and catchy language encourages people to interact with
your content.

Tip: It’s good practice to send a copy of your email
broadcast to yourself first, to make sure that there are
no formatting or content mistakes before you share it
far and wide. If you can, get someone outside of your
organisation to have a read first too, they are better
placed to pick up on anything that’s unclear.
Tip: Always avoid sharing people’s email addresses with
others: if you are using the BCC function, make sure you
don’t accidentally paste the addresses into the ‘CC’ or
‘To’ fields! Using Mailchimp to send out emails will help
avoid the issue of accidentally cross-sharing email
addresses, but as above, your emails will have their
logo at the bottom.
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5. Tips for using WhatsApp for
coordination and organisation
WhatsApp has become a popular tool for organisations to coordinate and organise
meetings and events, as well as to build relationships with colleagues, volunteers,
and other stakeholders.
While emails can easily get lost in inboxes, and take a long time to prepare, a WhatsApp
message is more efficient for short, informal exchanges.
Here are some tips to help you make the most of Whatsapp and avoid blunders that
turn people off.
1. Set expectations for your Whatsapp groups from the outset
Your community might prefer for organisation-related groups and exchanges on
Whatsapp to be professional – such as only sending messages and materials related to
your work. Or you may enjoy sharing pictures of your children and pets and talk about
your personal lives. In either case, be clear from the beginning what the purpose of the
group is and what kind of discussions are encouraged/discouraged. You could even set
out a five-bullet point list so that everyone is on the same page in terms of protocol.
2. Make splinter groups for different purposes
You may find that a group made for one purpose is filling up with conversations about
other things. If this is to the detriment of what the group was set up for, consider making a
separate group specifically for the emerging new topic/purpose. This allows people to
continue their conversation and build relationships with each other, but also prevents the
main group being ‘clogged up’, preventing others from engaging with the important messages.
3. Separate announcements and discussions
If you are the admin of a Whatsapp group, you can choose the option that will only allow
admins to send messages. You can set up an announcement group this way dedicated
to broadcasting important messages, while at the same time running a discussion group
where people can chat to each other. This will also help members find important
information that they may otherwise miss.
4. Reply privately to reduce clutter
By long-tapping on a message, you can reply privately to the person who sent it. This is a
good option when lots of people are responding to one question, or if the comments
aren’t relevant for the rest of the group. You can ask people in the group to do this, when
appropriate, and practice it yourself.
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6. Managing your website
While your organisation’s social media is used for day-to-day interactions, think of your
website as a more stoic public-facing outlet, which funders and prospective partners
will be look at as a point of reference. Therefore, it’s important that your website provides
good quality information on your organisation’s overall purposes and aims, and some
information on your work and its impact. Given that resources are always tight in our
sector, we recommend focusing on quality content that is relatively timeless; you then
won’t be under pressure to regularly update your website.

Getting started on a website

When setting up your website, have a good think about your domain name to make sure that
it’s clear, accessible via a google search, and not confusing. Try to choose a domain name
that reflects the name of your organisation - this is the easiest way for people to remember
the website. If the name of your organisation is quite long, consider using acronyms to
shorten the URL.
Additionally, try not to use substitutions common in internet language - e.g. don’t write
‘habitat4humanity’ instead of ‘habitatforhumanity’ - unless the same substitution is in the
actual name of your organisation.
As with Social Media platforms, it’s a good idea to take a look at other groups’ and
organisations’ websites to be inspired, and think about what features you can replicate.

Choosing your hosting platform

The easiest way to create a website is to use one of the many low-cost website building
platforms that are available, usually for a small monthly fee.
Some of the popular options include:
Wordpress comes with a wide range of templates to choose from, and with the most
basic plan, there isn’t a lot of room for style customisation beyond changing some
colours. However, this also means that if you are just starting out, there are fewer things
to worry about.
If you pay for a basic personal plan (£3/month), you’ll also be able to host your website
on your own domain (that is, your website name will not have the wordpress.com extension
added to it). However, having a basic plan on Wordpress does not allow you to use plug-ins,
which are extra tools with additional functions, such as adding a donation box. For this,
you will need to upgrade to a business plan (£20/month)
Wix has a drag and drop interface that is quite intuitive to use. Wix also automatically
creates a mobile-friendly site. You can use Wix for free, but to get rid of Wix ads on your
website and to have your own domain name, you will need a subscription (£6/month).
Wix has a range of plug-ins for free, but they vary in quality and you may have to try
them out to see if they work for you.
Squarespace has a lot of beautiful website templates to start from, and it has a greater
variety of features that are usually better designed (aesthetically and functionally) than Wix.
Although it’s slightly more expensive at the outset, starting at £10/month, with that you can
accept donations through your website and have access to extensions, unlike the most
basic plan on Wordpress.
These are the three most popular website hosting platforms for non-professionals.
Also keep in mind that these platforms all have instructional guides, tutorials, and videos
to help you set up your website, so do check them out.
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What pages should you have on your website?
•

Homepage
This is the front page of your website. Use this as an opportunity to introduce yourself and
be really clear about what your organisation does in a few short lines. Try to make this
page attractive with photos.

•

About us
Your ‘About Us’ page can be one page with all your organisation’s information on it, but
it could also be subdivided into: Mission, History, Meet the Team, and Impact (i.e. a few
success stories).
Tip: When you write your ‘About Us’ page, think about your audience. While your Social
Media might be geared more towards your service-users, in many cases, it is funders,
donors and potential volunteers that you are reaching with your website.

•

Events and/or Projects
This is a space for you to list all your upcoming events or projects all in one space.
You can link people to this page from your Social Media for sign-ups and to provide
more information.
Tip: You don’t have to delete event listings after they have passed - you can have a
separate ‘Archive’ section so you keep a record of all the events that have been hosted.

•

Donate
If you have online donations set up, make sure to make your donation button prominent
on your website.
There are a number of services that allow you to take donations through your website.
Some of the most common ones include Paypal and JustGiving, but there are also less
well-known platforms that may have lower fees. One recommendation is Enthuse, which
also allows you to claim Gift Aid. You can also take a look at this list to compare
your options.

•

Contact us
Clear instructions on how to contact you will make people more likely to do so. You can
include a contact form on your contact page so that all enquiries go to the same email
address, which is checked regularly. Some people might find the contact form uninviting,
for their sake, you can also list the ways someone could get in touch in addition to the
contact form. Write the phone number, email and address of your organisation
underneath.
You might consider making a sub-page in your contact page so potentially volunteers
can get in touch with the relevant person who coordinates volunteers.

•

News and/or Blog
If you have the capacity to update your website regularly, you can have a section
dedicated to recent news. If it is unlikely that you will be able to add posts to this section
more than once a quarter, then you could consider embedding your Twitter or Facebook
feed into this part of the website instead. This will demonstrate that you are active, without
you needed to update and maintain multiple platforms. If you already have a monthly
or quarterly newsletter, you could consider uploading this on to the news section of your
website, to save duplication.
If you have in-house expertise on particular topics, and any enthusiastic writers among
your team, you could consider having a blog feature

•

Footer
A footer is not a type of page, it is a chunk of standardized content that will appear on the
bottom of every page. This is the space for you to link to your social media or perhaps add
a donate button linked to your donate page.
You can include a sign-up form in your footer, to help build up your contact list. It’s also
a good idea to include links in the footer to other pages of your website so that when
someone scrolls to the bottom of the page, they are incentivised to look at other pages
of your website.
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7. Addressing digital exclusion
According to the Office for National Statistics in a survey conducted in 2019, 7% of UK
adults have never used the internet. Beyond that, more than half of adults over the age
of 75 have not used the internet in the three months before the survey.
How to reach the digitally excluded?
Most of the information in this Communications guide is tailored towards digital
communication tools, however if your beneficiaries are digitally excluded, there are
other ways to reach them.
If you are making flyers or posters for your social media and website already, you can easily
print them out as well and distribute them around the neighbourhood or hang them up in
community areas.
You also have the option of picking up the phone or going door-to-door to access harderto-reach audiences.
Also, don’t underestimate the power of word-of-mouth. Consider appointing community
ambassadors who can spread the word about your services. This can also solve the issue
of language barriers – people who aren’t confident English-speakers may have difficulty
accessing your social media and website, so having someone to speak to in their language
is much more effective.
Finally, you may be able to apply for funding as a voluntary or community organisation to
equip your service users with digital tools. These funds may be available from local council
or funding bodies.
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About us
Civil Society Consulting (CSC) is an independent, not-for-profit social enterprise – a
Community Interest Company (CIC). We aim to enhance community cohesion by enabling
and empowering VCSE groups to leverage social impact in the communities they know and
love. This includes nurturing individual skills and talents, as much of our support is delivered
through expert training and mentoring to members of community groups and charities. We
have a particular focus on working in the most socially deprived and diverse neighbourhoods.
Properly understanding the needs people have, and then working alongside them to plan,
develop and run services and projects has always been at the heart of our people-led
approach to consulting.
The team have worked extensively with communities - a wide range of groups, ethnicities,
and ages. Our recent work includes working with BAME-led organisations up-and-down the
country to secure funding for emergency Covid-19 frontline work, producing an report on
the impact of Covid-19 on the social sector in Barking & Dagenham, and engaging with new
mums in South East London to provide NHS England and Mind UK with insights into perinatal
mental health in Bromley and Southwark.
We are academically-inclined, and keep a focus on the bigger picture: the strive for
socio-economic rights and equality; but at the same time, our track record of working
‘hands-on’ with local grassroots organisations means we’re not afraid to get stuck in.

Steps
to Recovery
Support for Community Champions

@CivilSocietyCIC
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