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Building your District’s  
Social Media Foundation 

Presented by: 



Implementing social media in  
your district 
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 Purpose 
 Content 
 Logistics and how-to’s 
 Resources 

Presenter
Presentation Notes
Why
What
How
How much time/money



So, what is a “hashtag” anyway? 
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 Play clip to 2:20 here 
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Facebook – 900 million users 

Twitter – 550 million users 

Google+ - 170 million users 

Pinterest – 12 million users 

Presenter
Presentation Notes
Change this page to this:�http://mashable.com/2012/11/28/social-media-time/



What sites are people using? 
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Data source: Pew Internet Research, as of Aug. 2012 

Presenter
Presentation Notes
WHO

Social Media Use has exploded.
Exponential growth since 2005
Age group 30-49, 72% growth
Age group 50-64 50% growth
Age 65+ 34% growth
So we know people are using it



Source: Pew Internet research
http://pewinternet.org/Commentary/2012/March/Pew-Internet-Social-Networking-full-detail.aspx

As of February 2012, 66% of online adults use social networking sites.

Social media sites are most popular with ages 18-49

Of teens that are online, 80% of online teens use social media sites

Growth in usage of social media sites chart – explosive growth in the last 7 years
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• The art of listening and sharing  
online: 2-way communication 

• Another tool in your  
communications toolbox 

• Organic: something that grows  
from within your organization 

• Not going away 

 
 

 

Social media is: 

Presenter
Presentation Notes
Not your dad’s communication style - which means it’s not the old-school way of communicating – I send out a press release, you read it. I talk, you listen 

Opening up their ideas about what social media is

Social media includes blogs, photo sharing, tags, Skype, YouTube, chats, music, Pinterest, hyperlinks, recommendations…etc.

WHAT
Definition: : forms of electronic communication (as Web sites for social networking and microblogging) through which users create online communities to share information, ideas, personal messages, and other content (as videos) 
First known use? 2004. Only 8 short years ago. Really started in 2005.






Social media is not: 
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 A fad 
 Something to be afraid of 
 A band-aid for poor 

communications 
 Free 

 

PURPOSE 

 

Presenter
Presentation Notes
We can see by the statistics in the first slide that many people use social media, and many people use it every day, including our youth

You will hear horror stories in the media and from peers – no different that other situations where people do stupid things. In a precursor to today’s social-media scares, pundits predicted that using the telephone would kill face-to-face socializing. Socrates feared the written word would quash person to person communication. 

You can’t rely on social media alone to serve as your district’s sole communications effort

Technically, many of the social networking sites are free, or have a small monthly fee, but social media takes an investment of time and inservice/PD



Wisconsin school districts  
using social media 
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 Delavan-Darien 
o WordPress blog platform for news and 

content creation 

o Android/iPhone/iPad app for parents 

o Blog pushes news to the district  
home page 

o Upload and share photos 

o Can subscribe to e-newsletter 

Presenter
Presentation Notes
WHO
The blog platform Pushes out to social media channels & email newsletters


Trim to 4 x 4
SmugMug photo sharing pricing is between $40 and $300 per year, depending on the package. - Publish to Facebook & Twitter- Share photos via email - Embed them on blogs, forums, & more. Parents/staff can buy and sell photos via SmugMug. WordPress blog platform for news and content creation
Developed an Android/iPhone/iPad app for parents
Current news feed on district home page and on school home pgs
People can upload photos via SmugMug, and district publishes photos via SmugMug
Has email newsletter subscription feature on home pg




Wisconsin school districts  
using social media 
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 Winneconne 
o Facebook, Twitter, YouTube,  

monthly e-newsletter  
o District Facebook page more 

than 541 fans. 
o Used for announcements, 

celebrations, and open 
enrollment campaign 

 
 
 

Presenter
Presentation Notes
WHO, WHAT AND HOW?

Think about the scale – how much are they doing, and what can we do 
Best practice in handling Facebook negative response
Have the CESA6 response flow chart as a handout.



 
6 steps to building a social media foundation 
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1. Determine objectives for using social 
media 

2. Decide how social media fits with your 
existing communications plan/activity 

3. Decide who will manage your social 
media efforts 

4. Decide on content-what to share  
and where  

5. Choose which tools to use 
6. Evaluate results, and refine the process 

Presenter
Presentation Notes
Key findings from the audit:

Timely – deliver information quickly
News source – no local newspaper in Waupun
Reputation management (sharing celebrations & good news)
Consistency – deliver clear messages
Proactively communicate to parents and community

Improve understanding - tell the “why” story

SWOT:
What are we doing now? What’s working? What opportunities do we have?
Time 
For strategy, content development, research, implementation
Cost – social media is free, right? 
It takes time to manage. 
May need to invest in technology
Measurement
How to accurately assess learning and outcomes?
Training?
How to get teachers and staff trained, stay engaged

2. Identify audience – conduct a survey or focus groups. Parents, taxpayers/community members, students, media, staff, alumni.
3. Visualize goals, strategies and objectives: what do we ultimately want to accomplish with social media, and how do we get there? Identify ideal outcomes. Cmmunication goals (educating, motivating, announcing, informing, supporting, leading to decision making.)  District-level goals and department-level goals. Develop a high-level view of iniatives, and then filter down specifically to their own area of expertise.
4. Choose tactics – such as video, blog, Facebook Twitter.
5. Develop content – developing the right content for our audience will help us connect with the community, engage with key audiences, and satisfy their needs for information. Use quick polls, trending topics, timely news, ask for feedback, create loyalty.
6. Listen – monitor to better understand what types of critical issues affect our online communities, identify trend opportunities,  scan the horizon for potential problems, take a proactive approach to reputation management for the district, listen and respond accordingly to feedback. Use Google Alerts and some of the other tracking tools like Hootsuite, hashtags, etc.
Measurement – tied directly back to #3. Did we meet our objectives? Measure growth in number of Fans, re-tweets, web traffic (Google Analytics), content analysis of news stories, and from internal and external feedback.




Step 1 
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1. Objectives?  
 - 

 - 

 - 

 - 

 - 

 

 

 

 

 

 

This slide: pause and hand out worksheet 
for them to jot down objectives and fill out 
checklist 

 

Presenter
Presentation Notes

IDEAS
Public information and news
Increased awareness
Better communication with parents, staff and community
Engagement -  creating two-way dialog
Share celebrations and good news
Reputation management and branding
Drive traffic to school website

Don’t leave your public relations to chance!�If we don’t tell our story, someone else will. 

Social media enhances a positive PR program.

Also discuss: student engagement and learning, and professional development

Teachers/staff can form their own personal learning networks
Connect with the best minds in their field, as well as practitioners
Benefits: real-time, authentic, cost-effective, flexible
Results: knowledge acquisition, resources, feedback, strategies, ideas

Instead of blocking social media, model safe, appropriate usage
Establish classroom guidelines, digital citizenship, and responsibility
Encourage students to practice social sharing 
Incorporate into classroom work

Cite story about LA schools: The Los Angeles Unified School District recently became one of the first—if not the first—districts in the nation to hire its own social media director.
Social networking, she suggests, provides the district a platform to fight negative press with its own positive messages.
"Since Abrams was picked up by LAUSD, the district's Twitter account has done a complete 180 from stale once-a-month announcements to a more lively feed of student accomplishments, links to pro-LAUSD news stories, Deasy [retweets] and [a lot] of exclamation points," Wilson writes



Step 2 
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2. Think about how social media fit into your overall 
communication activities? 

Another tool in your communication toolbox: 
 Student recognitions 
 Daily news 
 Celebrations/events/ holidays 
 

 

 

Presenter
Presentation Notes
Primary things you want to get done through your Facebook page?

Social media is another tool in your communication toolbox

How can social media support and enhance existing efforts?

Student recognitions?
Daily news?
Lifestyle / literacy / holiday’s

Establish the Facebook page as a place for solutions and good information.






Step 3 
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3. Who will manage social media? 
 Determine staffing and time commitment 
 Start with 1-2 hours a week dedicated to social media. 
 
 
 

 

 

Presenter
Presentation Notes
Social media doesn’t replace principal’s newsletter or column in the newspaper – but you can repurpose that information and push it out to your social media sites



Step 4 
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4. How to determine content? 
 What are you already doing that can be re-used on 

Facebook or Twitter? 
 

 Will we: use photos of students? share from other 
sites? use names of students or staff? post district-level 
or school-level information? 

 

 

Presenter
Presentation Notes
For example, we can’t post “need to know” information on social media and expect parents to get it.

Content should primarily be for engagement, and to enhance reputation

Can a principal e-newsletter, blog post, PTO newsletter, or newspaper column be turned into a couple of Facebook posts?




Step 5 
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5. Which tools to use? 
 What tools are in place now?  
 Which tools do we have the resources to deploy? 
 Which tools are most effective for our needs? 

 

 

Presenter
Presentation Notes

Content should primarily be for engagement, and to enhance reputation.

This requires listening – what are your parents using.  Where are your staff on the spectrum of social media usage? Are they comfortable with it, or do they need some in-service training?



Step 6 
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6. Measure results and adjust 
 What will determine the success of your social media 

program? 
 
Examples: number of likes, shares, comments, increased web 

traffic, reduction in complaints, positive feedback 

 

Presenter
Presentation Notes
If we are devoting time, resources and staff toward social media, we need to see some positive results. 
It takes time to build the social media presence-it won’t go viral right away.
Facebook has tips for engagement.
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FACEBOOK is … TWITTER is … 

Best for sharing photos and videos 
Best for sharing links to photos, videos or 
events 

Best for posting information reminders  
(ex. School Board meeting tonight…) 

Best for tweeting breaking news from the 
School Board meeting 

Posting a picture about a trending topic to 
create engagement 

Setting/re-tweeting a trending topic 
(#hashtag) 

Best for asking your community for advice or 
recommendations 

Best for creating a learning community by 
connecting with experts 

Like a reunion; you probably already know 
most friends there 
 

A party at your neighbor’s brother-in-law’s 
mother house: you must start conversations 

Where people have conversations about 
breaking news 

Where breaking news hits first 

Presenter
Presentation Notes
Facebook users average 12 minutes per visit when they log on, Twitter users just three.

Twitter’s fast pace is an advantage and a disadvantage. The primary disadvantage is that in most cases, as soon as you tweet something, it gets pushed rapidly down the feed until it basically disappears. 

The main advantage of Facebook is that it’s way easier to have a conversation there than on Twitter. After a few exchanges on Twitter, a conversation can be hard to follow, especially if more than two people are involved.

What’s on your wish list for social media at your school district? �

What obstacles do you see that may get in the way of a implementing a social media program at Waupun? �



Getting started on Facebook 
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Create a page for your district 

Customize it with your district 
logo, description, address and 
contact information 

Add photos and design 
 cover image 

Determine settings 

Add an Acceptable Use Statement 

Invite fans! 

 

 

Presenter
Presentation Notes
Mention that we will be available after the presentation to help them set up their Facebook page.




Tips for Facebook 
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 Keep updates short 
 Post minimum 2x per week, max 2x per day 
 Times posts for peak usage times (10am, 2pm, 7pm) 
 Write with personality  
 Photos and videos get the most attention 
 Post updates that encourage interaction (include links) 
 Thank fans for comments and likes-builds relationships 
 Use Insights to see what type of posts work best 

 



Getting started on Twitter 
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Create a page for yourself at 
Twitter.com 

Complete your profile:  
contact information and web 
address 

Add logo or photo 

Follow some people 

Post your first Tweet! 

 

Presenter
Presentation Notes
Mention that we will be available after the presentation to help them set up their Twitter page.




Tips for Twitter 
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 Consider customizing the background to support brand image 
 Tweet on-line updates and answers 
 Provide regular updates to ongoing projects  
 Tweet links to your district website 
 Use hashtags (#edtech) 
 Post early and often; re-tweet 
 Post photos or videos from events 
 Report breaking news 

 
 
 
 

 

Presenter
Presentation Notes
Follow him: @NMHS_Principal
Visible Tweets
Eric Sheninger, New Milford High School, NJ�
“Principal Twitter” - Devoted to using technology to engage students, improve professional development, communicate with stakeholders


Has demonstrated 26% increase in AP scores and 11% increase in state scores




Q&A and Handouts 
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 Sample policy template document for districts 
 Sample acceptable use policy for Facebook 
 Sample CESA 6 social media response  

sample flowchart 
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