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Your Social Media
As a campaign, your social media can often feel like the best and the worst 
thing to have, all at the same time. On one hand, you want to be able to connect 
with voters and supporters, and on the other, it’s a hassle that can sometimes 
feel like a useless time-suck. It can be discouraging when you’re starting with only 
a few followers, engagement is hard to comeby, and you don’t really know what 
to post or how to stand out.

That’s why it’s important to know the basics and create a plan. Your social media 
won’t suddenly skyrocket in followers or engagement, but you can see steady, 
gradual growth over time if you think through what you’re doing and how you 
want to communicate. This is a basic guide to give you some tips on how to start 
managing your social media towards a goal. But first, you have to make sure 
you know what your goals are: 

 • Introduce the candidate and their goal of being a progressive voice  
in city council.

 • Provide voters and supporters with a place to go to learn more about  
the campaign and how to get involved. 

 • Establish the candidate as a trusted voice on municipal issues by being 
responsive to current news involving Calgary.

 • Build up real and sustained, low-barrier activism among followers  
and voters.   
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Content "Buckets"
Sometimes, the hardest part about social media is figuring out what you 
actually want to post. In the case of the municipal campaigns, and based  
off the goals of the such campaigns on social media, here are some categories  
of content you can consider when posting:

Volunteer ask
On a somewhat regular basis, posting an honest appeal from the organization  
for people to sign up to volunteer their time and help your campaign is highly 
recommended. This post would be accompanied by the link to the volunteer 
page on your website. Try to change up the message each time you make the 
ask! What areas of the campaign need help? What specific project would they  
be helping with? Maybe add a quote from an existing volunteer.

Donate ask
This should be a frequent ask on your social media. As you grow your followers 
and supporters, you’ll want to ensure they know all the different ways they  
can help your campaign—and there’s nothing more valuable than a donation. 
Find different ways to ask for money—but don’t be afraid to ask in the  
first place. Consider describing why your campaign needs resources, what  
the resources will be used for, and why it’s so important that you can run  
a well-resourced campaign. 

Trending news
This will be a common form of content for the candidate. We’ll want to ensure  
the candidate’s page is active and on top of the latest news coming out  
of Calgary. You’ll want to be posting trending articles and recent news as often  
as possible, adding your commentary within your internal message guide,  
and including a call to action like “share this”. 

Share your page
Pretty straight forward, but nonetheless important—ask your audience to share 
your page with their friends and family! Post the link to your website, or the  
link to your Facebook page, and call on your supporters to share your post with 
their networks—explain why it’s important that we spread the word.
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Sharing outside content
Don’t be afraid to share posts or retweet content from other organizations  
or candidates (who aren’t your competition!) on to your feed. Always consider 
whether or not the content your sharing from others is relevant to your goals,  
but amplifying work from other platforms working in Calgary is a great way  
to show solidarity, and potentially encourage other platforms to share your 
content in return. It’s also an easy way to keep your feed active when you’re  
low on content.

Updates
No matter how small of an update from your campaigns, you should always be 
sharing the news with your audience. They followed you for a reason, so make 
sure you keep them in the know about the progress of your campaign. Consider 
if a call to action can be added to the update (volunteer, donate, sign up) and 
get the word out.

A great way to deliver updates from your campaigns is to do a selfie-style video, 
directly from your phone. These are not meant to be high-production videos, 
they are meant to feel organic and coming directly from you, your volunteers, 
and those you’ve supported through your work. This will also create a sense  
of legitimacy behind the organization and let people know that real people are 
behind all of this. Try to keep your length to under a minute, and don’t worry 
about being scripted. Think through what you want to update your followers  
on, and then get on camera and start recording.

Tips on selfie-videos:

 • Record in portrait mode—not landscape (your phone should be in the 
upright position).

 • Extend your arm out as far as you can go, and hold your phone slightly 
above your eye level so that you’re looking up to the camera.

 • Record in a well-lit environment, with the light shining on your face and 
not on your back.

Content "Buckets" cont.
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Do

 • Create a schedule and stick to it—posting once a day? Twice a week? 
Anything is fine, just do your best to stick to a consistent schedule that  
is achievable, while also ensuring you’re producing enough content  
to remain active. Sticking to a schedule will dramatically help you with 
preparing content. We’d recommend a minimum of one post per week 
across all platforms.

 • Be realistic—understand that you won’t suddenly see your followers 
skyrocket, or your engagement dramatically improve. It takes time  
to build your social media following and performance.

 • Think it through—why are you posting this content? Does it work towards 
your stated goals? Are you saying something that could hurt your  
organization’s image? Is it a sensitive topic to be adding your voice to?

 • Engage your audience—give your audience something to ‘do’ with your 
post—ask them to sign a petition and give them the link. Ask them  
to share your post with their friends. Tell them to comment below their 
thoughts. Give them calls to action that work towards your higher  
goals. Posts should not solely communicate content, but also drive 
engagement and encourage followers to help grow your reach. 

Dos and Don'ts

 • Keep it concise—It doesn’t have to be 280 characters on all platforms—
but try to get to the point of what you’re saying, and focus on your call  
to action. If you want to say more, create a blog on your website you can 
link to or record a video. Keep your copy concise, punchy, and meaningful.

 • Be yourself—resist the urge of writing like what you think is professional—
write like you talk, and recreate your actual personality online.

 • Manage your community—keep an eye out for comments and messages  
to your inbox. Respond in a timely manner  to positive comments,  
and questions. 

 • Use a link organizing tool for your IG link in bio—a common mistake with 
Instagram is constantly switching the ‘link in bio’. Instead, use a link tool 
like https://linktr.ee/ or https://campsite.bio/admin  to house all of your 
links, and keep the same link in your bio at all times. This reduces the 
need to switch it up every time you post a call to action, and also creates 
a hub for your organization’s online resources.
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Do not

 • Don’t hibernate—going quiet on your social media platforms for extended 
periods of time can really hurt your chances of keeping the attention  
(or the algorithmic affection) of the followers you do have—let alone find 
new ones. Try to stick to a modest schedule if you have to.

 • Don’t feed the trolls—if you see negative comments on your posts—you 
can choose to ignore them or delete them outright. This especially goes 
for racist or hateful comments—you’re trying to create an inclusive space 
for your followers, so don’t be afraid to delete and block the trolls when 
you see them. And NEVER reply or engage with them.

 • Don’t try to be everywhere—not every organization or brand can or 
should be on every single platform. Trying to be active on every account 
will dilute your effectiveness on the platforms that matter. Focus on the 
platforms that will give you the best return on your time investment. In your 
case, based off of our conversations, you’ll want to focus on Facebook, 
Instagram, and Twitter. Grow when you think you have the capacity to, and 
when you have an audience.

 • Don’t post multiple links or calls to action—if you’re posting a link to  
a petition or a webpage, stick to one link, and give your audience a single 
call to action to keep it simple. You’re more likely to get them to act on it.

 • Don’t share your posts from one platform to another—have you ever 
posted on Instagram and used the option to ‘post on facebook’ at  
the same time? We recommend NOT doing so.  Make sure you take the  
time to go to your different platforms and post your content directly  
on the platforms themselves. This will ensure that your post works and  
is optimized for each platform. If you’re finding it too time consuming  
to go to each platform individually, each time, consider using a content 
manager like Hootsuite to schedule your posts.

 • Don’t post without looking it over—it sounds simple, but it happens more 
than you think. Don’t post or tweet until you’ve read it over a couple 
times. You don’t want to slow yourself down, but make sure you always 
review content  before pressing ‘go’.

 • Don’t give up—no matter what you’re seeing from other organizations  
or brands online, do not get discouraged about your engagement.  
Stick to your plan and keep producing content. There is no fast-tracking  
on social media—you have to play the long game and ensure that when 
someone does visit your page, you’re active, relevant, and responsive.

Dos and Don'ts cont.
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There is no doubt that the timing of your posts is critical. But don’t get hung 
up on timing at this point. The science behind “the best time to post” is hard  
to determine. It should be based on your specific audience’s behaviour—it also 
varies widely by platform—and that’s hard to land on when you’re just  
getting started.

There’s a lot of resources online that could give you an idea of timing—and  
based on the research available, this is a good starting point:

Best days to post:

 • Monday to Thursday

Unideal days to post:

 • Friday, Saturday, Sunday

Best times to post:

 • 12:00PM – 3:00PM – Monday to Friday

Again, this is not an exact science if you’re just starting off. As a basic rule,  
you want to post your important content during the work-week, and during  
the 12 – 3pm time slot.

That being said, don’t let timing be a reason not to post! Do your best to post 
during optimal times and track your audience's behaviour as you grow, but 
focusing on  sharing good content should be your priority.

Timing




