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Overview of Social Media



YOUR STORY VS. YOUR TOOLS

📖 Narrative: The story we 
want to tell or the 

understanding we want to 
create

+

📝 Messaging: The words we 
use to tell that story or create 

that understanding 

📢 Tools: The tactics and 
platforms you use to get your 

story out there
➔ Traditional media (print, 

broadcast, radio)
➔ Social media
➔ Own media (blogs, newsletter)



Tools

Earned Media

Press- including 

print, radio, & 

broadcast.  

Social media – like 

Facebook, Twitter, & 

Instagram.

Digital Media

Owned media – 

like blogs & 

newsletters. 

Owned Media



What can I use digital tools for?
● Connecting with people – constituents, partners, other local electeds, etc. 

● Demystifying yourself as a local elected to seem more approachable/relatable

● Educating the public (both about how local government works and about what particular 

policies/laws do) 

● Taking a stand on a particular issue and showing support and garnering support or opposition 

for a policy, law, trend, etc.

● Soliciting feedback such as asking constituents to weigh in on something 

● Responding to an event or issue 

● Spotlighting community events and your participation in them

● Amplifying your own content – blogs, statements, press releases, events, etc. Reporters often 

follow elected accounts!

● Creating a cheering squad of external validators that can help you drum up support and show 

solidarity in tough moments



Questions to consider

🎯 What are my goals?

👂 Who is my target audience for this message?

󰝣 How in depth do I want to or need to go?

⏰ How much time and support do I have to develop comms?

✨ What do I feel most comfortable with?



Digital tool we’ll focus on here:

It’s me, hi 👋



Social Media Platforms



Digital Tools - Twitter 

Audience includes reporters, other elected officials, 

policy wonks & advocates, news junkies, and 

particularly engaged constituents.

Tone can vary: casual, witty, brief, serious, human.

Content should be timely, responding to something, 

highlighting wins, sharing a news story, or flushing out a 

point using a “thread.” Include hashtag(s), photo(s), 

graphic, link, emojis, etc. whenever possible. 

More amenable to sharing and adding on to each others’ posts!



Digital Tools - Twitter/X (or similar, e.g. Blue Sky)



Digital Tools - Instagram 

Audience is more personal – residents in your 

community, partner groups, and your personal 

network. (on the younger side)

Tone is personal, inviting, friendly – the written 

caption is there to support the image.

Content is focused on images – great for 

graphics, photos from site visits and community 

events – all about aesthetics. 

Use hashtags, tag other accounts, and make use of stories!



Digital Tools - Instagram 



Digital Tools - Facebook 

Audience includes residents in your community, 

partners, other local electeds. (on the older side)

Tone can be a bit wordier, yet still accessible, 

personal, friendly, and engaging. 

Content is similar to Twitter, but you can post less 

often and provides the opportunity to go more in 

depth explaining your work or encouraging 

community engagement

Make use of the opportunity to directly engage with constituents! 



Tips and Tricks!

🦥 Take it slow and experiment

📚 Spend some time just scrolling through your feed

🌟 Find accounts you like and want to emulate

󰜺 Use the tools you have – you don’t need to be a graphics expert!

📈 Use data where you can and have time 

📅 Look into scheduling software

✨MAKE IT FUN ✨



Dealing with Social Media Trolls 
& Harassment Online



Feedback and engagement vs. trolling and abuse

“Your vote was highly disappointing and 
I don’t see how you could think that this 

issue won’t impact our community.” 

“You suck.”



Feedback and engagement vs. trolling and abuse

“I don’t see how you could think that 
this issue won’t impact our community.”

➔ Usually pertains to a specific issue 
➔ Can be emotional or tense but 

there’s an opportunity for 
conversation.

➔ You can identify a need or concern

“You suck.”

➔ Personal 

➔ Does not provide insight 

➔ May not come from people in 

your district or jurisdiction



Deciding whether to respond? Consider the following:

● Take a deep breath. Dealing with social media trolls can be stressful and annoying. Remember 

that you’re not alone and the voices of a loud few do not reflect all the voices in your 

community. 

● General rule of thumb: Do not respond to trolls or abusive comments. 

● If you’re unsure, ask yourself some questions:

○ Are they communicating a question or concern that you need to address? Or is their comment simply 

personal? 

○ Will responding/addressing the comment serve my goals?

○ How would you feel in the scenario in which you respond? How would you feel in the scenario in which 

you ignore? Which feels more like you?

● Still unsure? Draft out what you want to say. Walk away from 15-20 mins and come back to it. 



When trolling is out of control… 

● Revisit your cybersecurity plan and consider services like DeleteMe that help 
remove your personal information off the internet. This is the best way to protect 
yourself from doxxing. 

● Mute the noise. There are services like Block Their Followers and BlockPartyApp 
that help you filter out unwanted Twitter mentions so you can focus on staying in 
touch with your community. 

● Protect your accounts. Close your DMs, lock your account, and report abusive 
messages via the platform. For repetitive attackers, it could also be be helpful to 
screenshot and save them for your records. 

● Tell someone. Dealing with trolls and swarms is taxing and overwhelming. Protect 
your mental and emotional capacity and reach out to folks that can help. LP is also 
around to support you!

https://joindeleteme.com/
https://block-followers.glitch.me/
https://www.blockpartyapp.com/


Personal Safety and 
Digital Security 
Resource

https://docs.google.com/document/d/1BP4xbr_ELi7MNFs0vIh_Vc5m2N4aSgMSTQ-hbfzmr8k/edit?tab=t.0
https://docs.google.com/document/d/1BP4xbr_ELi7MNFs0vIh_Vc5m2N4aSgMSTQ-hbfzmr8k/edit?tab=t.0
https://docs.google.com/document/d/1BP4xbr_ELi7MNFs0vIh_Vc5m2N4aSgMSTQ-hbfzmr8k/edit?tab=t.0


How to create a cheering squad

1. Identify values-aligned people in your community – could be friends, 

advocates, family, organizers, community members, partners, neighbors 

colleagues, faith leaders, volunteers, etc.

2. Make a list of them! 

3. Reach out to them – explain that as an elected official, it’s important that 

you establish allies you can reach out to for public support during key 

moments

○ Be sure to agree on the best way to contact them quickly in such moments, and add that 

contact info to your list  



How to activate your cheering squad when you need 
them

If you feel comfortable with how your cheering squad will respond, there’s no need to give 

them specific language / material. Just reach out as you would naturally and ask for their 

support. For ex:

● “I’m sure you’ve seen what’s been happening recently. If you wouldn’t mind posting 

something authentic in support of me, I would really appreciate it.”

● “Did you see that terrible piece about me? I’m wondering whether you might be down 

to write a LTE in response? I’d be happy to help you draft it.”

● “I just released a statement on xyz. I’d really appreciate if you could uplift it and show 

me some support / love.”



What to arm your cheering squad with

If the issue is sticky / you’d prefer to give some guidance, consider sharing 

some sample language: 

● Sample social media (ex: tweets)

● Talking points

● Op-Ed template 

● LTE

Offer to chat with people in person, over the phone, via zoom, etc. to explain 

the issue in detail and share what kind of messaging you need from them.



Examples of cheering squads & external validators:



Examples of cheering squads & external validators:



Examples of cheering squads & external validators:


