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Introduction

Childhood Food Solutions (CFS) of Cincinnati has been a staple
program in the zip code 45225 since July 2007. Since then, the
mission has expanded, and has even more room for exponential
growth for the Cincinnati area and beyond. With the growth since
2007, an online presence has become more important for increased
visibility in donation, volunteering, and client sectors. 

The current social media platforms hosted by CFS include
Facebook and YouTube, though under different names. These
sites are rarely or sparsely updated, as the principle social media
manager is that of a professional who has responsibilities that take
importance over social media. 

An increased social media presence for CFS will increase visibilities
amongst all sectors of the organization, bring these issues to the
forefront of the community, and ensure more awareness of the
powerful tool that is Childhood Food Solutions. In this document,
you will find an initial analysis of the current CFS social media
sites, industry best practices with cited sources in a how-to guide
style, the content pillars for CFS, with ___ types of content in
particular, a mock calendar utilizing the HootSuite account, and a
weekly and month checklist for posts to maintain brand
consistency. 

 

CFS Social Media Guide | 3



Initial analysis

Overall: 

Website: 

Facebook 

Youtube: 

Tone: engaging content (call to actions; “donate”, “Why?”, etc.), 
informative, grateful; in posts on Facebook, website with data
(“Thank you!”)  

Infrequent posts, updates; post few at a time with few month break 
Main posts: News stories about CFS, events in the community (with 

Crossroads, Cincinnati Burger Week) 
Outdated- last FB post Nov 2020, last web update (on timeline) 2017, 

last YouTube post, over 6 years ago with only three videos 

Overall Aesthetic: Green, bright, informative, consistent branding
Navigation Tab: About us | About the Program | News | Donate | 

Volunteer | Contact us 
Above header: contact information; phone number (who’s?), email, 

social links
 Overall mission: give background as to purpose of organization, 

how the program started and has evolved, information on
donating, volunteering, contact, and news stories 

445 likes, 466 followers 
Includes information about the organization like location, website 

link, phone number, email 
 Types of posts: news article links, donation links, events, photos 

(filled truck, food bags, volunteers) 
Voice: stays consistent through the Facebook 

 
Only three videos; one from 6 years ago, one from 7 years ago, and 

one from 11 years ago. 
Different name; under the name “KidsFed” 
 All three videos have the same name: Childhood Food Solutions 
Informational content about the services, clientele
Video quality gets better over time (11 yrs ago bad quality, better as 

of 6 yrs ago) 
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The Golden Rule: 
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Industry Best Practices
Start with good content; quality over
quantity. If you cannot monitor or dedicate
time and resources to maintain good quality, do
not feel pressured to uphold the proposed
scheulde 

Posting ourrances 
The same kind of posts can be used on
Instagram, Twitter  and Facebook. These posts
can and will look identical, except for the
possible caption change to fit the word limit, 
 however, it is fine to keep them the same. 
 YouTube content can be posted less frequently,
and is used as a different form in terms of
engagement. 

Content Pillars
Content Pillars (in the following section) are
topics of interest that your social media presence
will focus on. The three pillars play to each of
the different audiences of CFS- Donors,
Volunteers, and Clientele.Using each of these,
along with the specifics of each, as a guideline of
what to post on a given day. 

Rotating through content pillars 
Content Pillar rotation can be done through the
example of a mock schedule in the subsequent
report. This schedule can be used exactly as it is
laid out. If there ever need to be any changes,
this can be done ahead of time on HootSuite

Scheduling posts ahead of time
To organize and complete social media posts in a
timely and quality manner, it is important to
schedule posts carefully. Effective planning plays
a crucial role in online success. HootSuite is an
online platform that helps streamline social media
planning and strategy. Their focus on visual
planning, media management, marketing, and
analytics ensure successful and easy posting. CFS
has an account on HootSuite to easily manage
posts across different platforms.

Maximizing efficiency 
Maximizing efficiency involves the use of
HootSuite. This allows you to schedule content
and posts between Facebook, Instagram, and
Twitter, like in the mock schedule, and allows
you to edit, double check, and manage content
all in the same place. 

Best time to post

This data from Social Media Today depicts the
best time and frequency to post on the platforms
used by CFS. More information can be found
here:
https://www.socialmediatoday.com/news/the-
best-times-to-post-your-social-media-updates-
in-2021-infographic/593185/



Industry Best Practices
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Using hashtags
Creating and using hashtags is a matter of
"when", not "if". Hashtags encourage
promotion of the CFS platforms, and
encouraging engagement from followers. Here
are some possible examples: 

#CFS #CFSCincy #KidsFed #nonprofit
#ShelfStaples #Volunteer #CPS #teamwork

How many hashtags should I use? 
Instagram allows 30 hashtags per post, but that
does not mean you need to use 30 every time.
Too many can look unprofessional or span-like. 
 What is the optimal amount? 
Based on research, "less is more"; so between
two and five hashtags per post, on average. 

Place the hashtags in a comment, rather than
the caption to avoid crowing. Encourage use of
your hashtags among followers and those
posting; "use #CFSCincy so we can see your
post!", etc. More information about hashtags
can be found here: 
https://digitalmarketinginstitute.com/blog/how
-to-use-hashtags-in-social-media

Differing content
Instagram: can be identical to Facebook posts,
simply with shorter captions. Engagement is
typically higher here with younger demographic. 
Facebook: can be identical to Instagram, but
larger emphasis should be placed here because of
volume. Facebook users tend to be an older
audience. 
Twitter: can be similar to Instagram and
Facebook, but with smaller captions, use of one or
two hashtags, and a photo. 280-character limit. 

Using emojis
Emojis have been proven to boost engagement
levels: 
-Tweets with emojis saw 25% more engagement
, and Facebook, emojis result in 57& more likes,
33% more comments, and 33% more shares
-Push notifications with emojis saw an 85%
increase in open rates. 
-Emojis help drive engagement on all types of
digital media- email, social, and mobile. 

Use emojis that are relevant to the post. If
posting a photo of a filled semi-truck, there is an
emoji for that! Use up to three emojis per post.
More information can be found here: 
https://www.socialmediatoday.com/marketing/7
-tips-using-emojis-social-media-marketing

Captioning posts
Length: Instagram captions should be between
3-5 sentences; no more than a paragraph
Facebook can be identical to Instagram,
between 3-5 sentences, but can be longer if
needed. 
Twitter: can be similar, but has a 280-character
limit. 
Captions should be engaging, so create them
with intention, the same way you create a post.
Make sure to align the caption to the specific
content pillar. 
Ask open-ended questions, include a call to
action; create a space where followers can engage
in conversation and feel connected with the
organization. 

Instagram: Feed post is 1080 x 1080 pixels,  Story
post  is 1080 x1920 pixels
Facebook: recommended size is 1080x 1080
pixels, so these posts can be sized the same. 

Sizing photos



Using Instagram and Facebook stories

Poll Stickers: using the poll feature can ask
things like "which is better" and "this or that"
questions. 
 Emoji Slider Stickers: the emoji slider can be
used as a quick poll or people's sentiment
towards the post. 
Question Stickers: Using this sticker can
gather feedback and give followers the
opportunity  to ask direct questions. 
Quiz Stickers: An easy way to increase
engagement; like the poll stickers, but with
more than two answers. 
Chat Stickers: These can be an easy way to
lead a conversation, and those in the chat can
be hand-selected. 

The 5 following examples are principle ways to
boot engagement via stories: 

1.

2.

3.

4.

5.

Use Facebook and Instagram stories
interchangeably. The features are similar, if not the
same. More information can be found here: 
https://later.com/blog/instagram-stories-for-
business/

Tagging partner accounts or collaborators is a
great way to boost engagement. Not only will this
boost visibility, but overall engagement as well.
Tagging is the same on Facebook and Instagram. 

You shoudl add locations as often as possible to
posts. Develop the most relevant locations to your
post, and use them accordingly. This will get CFS
on the "map", in a similar but different way than
hashtags. Use the same locations for Instagram and
Facebook. 

Gaining followers
There are multiple strategies to gaining more
followers, but the first and most important rule is
staying consistent in posting and content strategy.
Using hashtags and tagging partner or similar
organizations can lead to more exposure. 

Sharing content from larger or partner
organizations can lead them to possibly doing the
same for CFS in a larger but similar audience. 

While marketing to other audiences is important,
you must not lose sight of your current audience. 
 Maintaining a consistent brand and identity on
social media accounts is one of the most important
aspects.

Industry Best Practices
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Using text and graphic overlay
A study surrounding image engagement on images
with overlaying text and graphics showed that the
images with  overlay resulted in 14% lower reach,
nearly 40% lower likes, and 22% lower comments.

If you decide to overlay text and graphics on an
image, remember that simplicty is key.  

Using viedo
The use of videos on Facebook and Instagram has
proven to increase engagement by up to three
times as much as other posts.  Videos should be
posted as often as possible to increase engagment. 

Tagging accounts and Locations 



Use social listening to identify possible
problems 

Crisis communications

CFS Social Media Guide | 8

Things on social media move very quickly, which can sometimes be great, but other
times it can cause chaos. It is important to have a plan ahead of time so you're always
prepared, just in case of a social media emergency. Below are some key points to keep in
mind from HootSuite, and the article is linked below. 

Create a social media policy
Clear guidelines for appropriate use should be
shared organization-wide, and should include
things like what is able to be shared, what not to
share, privacy policies, and expectations. This
should be inclusive of board members and
volunteers; whoever is going to be posting for or
with CFS. 

Good social listening, or monitoring responses and
mentions of your social media, will help avoid a
possible emerging issue. Keep watch of comments,
mentions, and social sentiment, or what the
general feel for your brand is online. 

Define what counts as a crisis 
People might say bad things about you online; this
is more of a fact than a crisis. But if more people
are saying negative things rather than positive, that
might be considered a crisis. In order to
understand a break in the norm, know what the
norm is; define what is going to have long-term
detriments to your organizaion. 

Communicate internally 
Keep everyone on the same page. This will stop
the spread of rumors or misinformation. Make sure
everyone in the organization knows what they
should, or should not, say in case of a crisis
situation. 

Craft a crisis communication plan 

Guidelines for identifying the type and
magnitude of a crisis.
Roles and responsibilities for key people.
A communication plan for internal updates.
Up-to-date contact information for critical
employees.
Approval processes for messaging posted on
social media.
Any pre-approved external messages,
images, or information.

Having a plan allows for quicker reaction time
and more control over the situation. This plan
should be shared with those responsible, even in
the slightest, for social media posts. This plan
should include: 

When a crisis happens, pause all scheduled posts.
On HootSuite, there is a pause button so you
can easi;y do so. 

Engage but don't argue 
Simply issuing statements won't cut it. When
responding online, keep it short; don't get
pulled into a long discussion about the issue.
You can also provide a phone number, email
address, or an invitation to chat privately in
direct messages. 

https://blog.hootsuite.com/social-media-crisis-
management/



Donors

Posts about where the donor money is going 
Monetary impact on the organization 
Showcasing how donations (of food, money, etc) are being used in the community 
"Look what your donation has helped us accomplish" 
"We wouldn't be able to do what we do without our gracious donors" 

Posts that are targeted towards donors should keep in mind the demographic of the donor population and
act accordingly. For example, if this population is older, they are more likely to use Facebook. 

Volunteers 

Posts about volunteer turnout; photos of volunteer cars 
Loaded truck being passed out
(with permission) photos of volunteers
Any schedule changes pertaining to food distribution 
Gratitude posts; "We love our volunteers!" 
"Thank you volunteers! Without you this wouldn't be possible" 

Posts that are targeted towards volunteers are likely for a younger demographic (think college-aged
students, companies; people who normally come to distribute food) 

Clients 

Posts about schedule changes that would impact recipients
Loaded truck being passed out; "volunteers are on their way" 
Photos of the Road Warrior app path 
Photos of package contents
Gratitude posts for volunteers and donors
(with permission) quotes or photos from recipents 

Posts that are targeted towards clients are for the demographic who are receiving the packages; whether
that be parents, families, or students. 

Content Pillars
Content Pillars are topics of interest that your social media presence will focus on. The three pillars play to
each of the different audiences of CFS- Donors, Volunteers, and Clientele. Using each of these, along
with the specifics of each, as a guideline of what to post on a given day. 

What are Content Pillars? 
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Mock Schedule 

CFS Social Media Guide | 10

This Mock Schedule is an example of what CFS could use their HootSuite tool to plan and
create their social media strategy. The posts are strategically planned to coincide with different
events happening in the week. A Sunday post could be used to call-out volunteers for the week,
then a follow-up "Thank you" post for volunteers loading trucks or moving packages on
Wednesday. Monday and Friday can be used to promote any things going on in the upcoming
week or weekend, like the Crossroads event happening soon. Tuesday can be reserved for a
gratitude post thanking donors, showing how their monetary donation has helped, and
Thursday can be used to showcase quotes or photos (with permission) from clients. This is an
example, and can be easily changed around. This tool was downloaded from the link below, but
HootSuite also has this tool. 

https://blog.hubspot.com/marketing/social-media-calendar-tools



Does this post fit into the schedule? 
Does the photo meet the organization standards?

High quality
Does the caption match the correct Content Pillar? 

Did you proofread? 
Can you add anything that creates engagement? 
Did you add relevant hashtags? 

Did you tag relevant partners in the image? 
Did you add a location? 
Did you share this post on all accounts? 
Did you link this post to something on the website? 

Reply to all comments
Check your mentions 
Schedule updates for the next day
Check other platforms 
Create content to post on stories

Check your engagement stats
Check social media calendar
Engage with similar accounts 

Set monthly social media goals 
Plan posts ahead for next month! 

BEFORE YOU POST: 

AFTER YOU POST: 

WEEKLY: 

MONTHLY: 

Checklist
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