
#TipsTricksTemplates:

Using Social Media & Marketing 
to Tell Your Coalition’s Story



Learning Objectives

• Understand social media platforms, identify ideas/resources to 
produce creative and engaging content, and be able to create and 
implement social media plans.

• Identify effective marketing strategies and tools and create realistic 
marketing plans.

• Recognize opportunities and tactics to successfully implement a 
marketing plan.
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Social Media Platforms
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Social networking (Facebook, LinkedIn, Google+) 

Microblogging (Twitter, Tumblr)

Photo sharing (Instagram, Snapchat, Pinterest)

Video sharing (YouTube, Facebook Live, Periscope, Vimeo)

(Channels)
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Like
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Person who has chosen to 

attach their name to your 

Page as a FAN
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LIKES Total = 1,335

Female (35-44) 21%

Cincinnati 528

English 1,342



Followers
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Person who has chosen 

to receive updates that 

you post in their news 

feed *(subject to the Facebook algorithm)

Likes are good but followers are better.

Likes increase numbers but followers mean content consumption (reach & engagement)
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Cincinnati 500

Total: 1300



Engaged Users
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Number of individuals who have clicked anywhere 
on one of your Facebook posts. 

 Likes your post

 Comments on your post

 Shares your post

 Watches a video in your post

 Responds to a question in your post 

 Responds to an event promoted in your post (Interested, Going)

 Follows a hyperlink in your post

Engaged User: Likes your page; Follows your page, or just sees your posts and does 

one or more of the following:
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Got Involved! – Last 7 days

Wapakoneta, Ohio

Is the Engaged User a Fan or 

Follower or is this because of 

Sarah Sawmiller?

Total: 112



Tip: Increase Likes, Followers, 
& Engagement
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 Like & Follow the FB pages of partners 

 Tag people & organizations

Watch your notifications and “invite” users

Check in 

Ask questions/Use polls & surveys

Create FB events

Post videos



Reach & Impressions
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Total Reach:

Number of people who received impressions of a Page 

post; no matter how often he or she saw a piece of 

content person is counted only once

(Follows your page or just sees your posts)

Impressions:

Number of times a post from your Page is displayed
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• People may see multiple 

impressions of the same 

post. 

Example: Person sees your post in their 

News Feed once and then a second 

time if their friend shares it.

• Reach might be less than 

impressions since one 

person can make multiple 

impressions.



17



18

Total: 2,492

# of people 

who received 

Impressions

The Sarah Sawmiller Affect?
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The Jen Bierer Affect?



Post Reach
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Post Reach

Number of people who have seen your post. Your post 
counts as reaching someone when it’s shown in their 
News Feed. 

• The sum of Post Reach won’t equal Total Reach because Pages can 

reach people through content other than posts. 

Example: Person visits a Page after searching for it (Total Reach not Post Reach) 

Person sees more than one Page post (Counted in Post Reach for each post they see. Only 

counted once in Total Reach.)
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Lifetime Post Reach

The number of people who had your Page's post enter their 
screen. Posts include statuses, photos, links, videos and 
more. (Unique Users)

Lifetime Impressions

The number of times your Page's post entered a person's 
screen. Posts include statuses, photos, links, videos and 
more. (Total Count)

Metrics (1 day, 7 days, 28 days, Lifetime)
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Content Planning
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Types of FB posts:

1. Daily 

2. Promotional

3. Real Time



Daily Posts (Scheduled)

26

• Vary in topic

• Vary in type (photo, infographic, video, link to non-PF!  content

• Planned out quarterly (by center/topic)

• JB schedules these posts ahead of time

• Submit word doc &  Save Images 

• Dead line

Example of Daily Post 

Nov 12 

Prevention 101 knowledge drop of the day: Research-

based programs can prevent an onset of a disorder.  The 

term “research-based” means that these programs have 

been rationally designed based on current scientific 

evidence, rigorously tested, and shown to produce 

positive results.  

 
 

Prevention_101.jpg 

 

PF! Goal:

One FB post 

Daily (M-F)
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* Template Available



Promotional Posts (Scheduled)
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• Part of marketing plans/promote partner efforts (events, campaigns, trainings)

• JB schedules these posts ahead of time

• Submit 5 business days prior to 1st post to post 

• Submit word doc &  Save Images 

• Key Information to include (when applicable)

• Who (organization – PF! or Partner Agency etc)

• What (Name of event/program/etc)

• When (Date & Time)

• Where (Location/Address)

• Hyperlink Logo/Photo 

• Flyer or other applicable marketing materials 
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Example of Promotional Posts 

3/9/19 

“Get Set Before You Bet” 

The Mission: Meant to provide education and to grow 

awareness of how to keep gambling fun for those who gamble 

and how to get help for those who need it. 

 

PLAY a GAME to learn how to be a responsible gambler! 
 

https://www.beforeyoubet.org/the-

game/ 

3/15/19 

Are you concerned about substance abuse? Join us to learn 

more about the important role the faith community can play in 

prevention! 

 

Building Prevention with Faith – Free one-day event  

April 9, 2019 

@ New Jerusalem Baptist Church  

For more information & registration visit:  prevention-first.org  

Use event jpeg 

10/31/18 
Support Prevention efforts by attending First Annual HOPE for 

Cincinnati Coalition fundraising Gala on December 8, 2018. 

Gala Eventbrite Registration Link 

https://hopeholidaygala.eventbrite.com 

 



30

* Template Available
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• Tells the PF! Story

• Submit to J.Bierer via text message (513-707-2926) or PF! email

• Provide post content 

• Include photo whenever possible (1-2 photos – you choose the best)

• Identify persons in photos

Example of text:

Today our Evaluation Manager, Sarah Sawmiller, presented the 2018 PF! Student 
Drug Use Survey regional findings to partners at Interact for Health. (text included a 
picture of Sarah presenting)

Real Time Posts
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Scheduling
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36
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Metrics
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PF!  Metrics

Page Data
Engaged 

Total Reach

Post Data
Impressions

# of posts
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Linking Social Media Platforms

Facebook.com/twitter/
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Linking Social Media Platforms
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Linking Social Media Platforms

Need 3rd Party Application

Toggle to post to FB too
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Determining Target Audience
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* Template Available



Example
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Identifying Marketing Tools

46Guiding Communities to a Vibrant Future

Marketing tools = materials used to promote:

• Products

• Campaigns/Messages

• Events/Trainings

• Services

• Successes/Stories

How do you choose?

Audience, Capacity, Budget, Partners



47Guiding Communities to a Vibrant Future

* Template Available



Identifying Marketing Strategies

48Guiding Communities to a Vibrant Future

Marketing Strategies = How will you use Marketing Tools?

How do you choose?

• Who Influences your target audience?

• Which partners know the influencers?

• Where will your target audience be?

• Where will your target audience be looking?



Marketing Plan - Strategies

49Guiding Communities to a Vibrant Future

Find the Key Influencers? 
Know your ASK! What will your 
LEAVE? (Marketing Tools) How will 
you FOLLOW UP?

Where will your target 
audience be? Schools, 
Churches, businesses….

Big or Little!  Know your ASK! 
Constanct Contact, Mail Chimp, 
List Serv, Personal emails

Get on It! Community, 
School, Professional, Chamber 

of Commerce



Marketing Time Line

50Guiding Communities to a Vibrant Future

Create.

Up Date Regularly.

Part of Agenda.

Who Needs Help?

Review Post Event.

Discuss Challenges.

Celebrate Successes.

Save for Next Time.

* Template Available



Marketing – Final 
Report

51Guiding Communities to a Vibrant Future

Share will ALL 

partners.

Grant Reporting.

Funding Opportunities

* Example & Template Available



Questions?

Jennifer Bierer
Manager, Communications

jbierer@prevention-first.org


