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Thanks, Victoria! Hello everyone, happy new year, and welcome to today’s webinar on social media for 
beginners.  My name is Drew Hemler, as Victoria mentioned – yes that’s a picture of me with banana phone 
in hand – as you can tell, I’m a bit of goof ball! I’m excited to be here to help those of you are thinking about 
becoming active on social media, whether you currently have a social media account, multiple accounts, or 
maybe you haven’t taken that initial step quite yet, today you’ll learn all about social media itself, some of 
the platforms available, and some effective strategies to develop & post content on social media.   

I have been a volunteer with NYSAND for about four years now.  Starting as communications editor, I worked 
with many of our communication team members and this is where I started looking at social media in an 
analytical perspective.  Then, when I was chairing our 2019 annual meeting and expo, I really started to pay 
attention to social media regarding marketing & communications for an organization. Suddenly I was paying 
attention to hundreds of accounts, looking at what content was posted, how these organizations presented 
content, and how they engaged with each other.  And now as the current social media manager for NYSAND, 
I find myself enthralled in what our academy, our fellow state affiliates, our DPG and MIG groups, as well as 
what individual nutrition practitioners and businesses post on social media. So, after 4 years of being active 
and helping coordinate some social media with NYSAND – here I am to help guide you in better 
understanding the social media landscape. 

Listed are my affiliations other than NYSAND. I’m a lecturer and advisor at Buffalo State, a lecturer for Hilbert 
College, and I own and manage a business in the states as well as here in Toronto where I currently reside 
and am a registered dietitian in the province of Ontario, Canada.  

I want to disclose 2 things before me move forward. 1. I am by no means a social media expert – I’ve 
attended multiple webinars where actual social media experts explain components of social media and let 
me tell you, there is so much to learn. However, I do have a great grasp on the basics, hence me providing 
this webinar for you all today. #2. What I present today will likely not be accurate 1 year from now. Social 
media is an ever-changing landscape. What we post and how we post it may be a totally different picture just 
a year from now. That’s the thing about social media, in order to stay “on top of it”, we need to use it 
regularly and witness and observe for ourselves what’s happening. But for now, what I present is accurate in 
today’s world of social media. So, let’s get started. 

4. Today’s Agenda, Learning Objectives 

After this presentation, you’ll know what the popular social media platforms are, and what the differences 
are between them regarding uses, trends, tools, user demographics and such. I’m going to explain and 
provide some examples of a basic social media post – the 3 components that make for an informative, 
engaging, impactful post based on your organization’s or your own needs. I’ll also discuss tools available on 
social media platforms – so how you can delivery your content on these platforms. And lastly, and I think 
what many whom I’ve shown and provided a demonstration for have found immensely helpful when it 
comes to saving time, you’re going to learn about available social media management tools and how to use 
one which I’ll highlight because I can’t speak highly enough about this one particular program which is FREE!  

I want to mention there’s going to be 2 checkpoints during this webinar where I briefly review presented 
content. A reminder that I’m going to take questions during those two check points in hopes of alleviating a 
bunch of questions from being asked at the conclusion of the webinar. 

5. PR comes first!  
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Before even approaching social media, we need to begin with Public Relations,  
 
By definition, it’s “the practice of leveraging media channels to promote a person or organization and 
cultivate a positive public perception.” – also known as a reputation 
 
The public varies based on the organization. For example, NYSAND’s public perception comes from its 
members, the general public, the organizations we collaborate with throughout the year, as well as 
media outlets and the politicians we work with on supporting or not supporting a bill in congress. 
 
The primary goal of PR is to maintain or boost reputation. 
 
In order to promote an organization and to cultivate a positive reputation, a PR plan & its strategies help 
develop METHODS of communication, HOW your organization communicates, as well as how people can 
identify you, especially how you can be distinguished from other similar organizations. Most often this 
differentiation is quickly identified by a brand, which uses visual elements like a logo. That logo can tell 
an audience, after years of establishment, how they perceive that organization – such as trust, 
commitment, expertise, inclusion, diversity, and so on.  
 
Lastly, Personality is another component which can drive reputation and can be significantly defined and 
perceived through communication methods and strategies - like how you act towards, engage with, and 
react to others. I think many if not all of us have experienced engagement in media which has swayed 
our perception of an individual or an organization. Simply put, our attitude attracts some and repels 
others, which is also considered in a PR plan. 
 
No matter the industry or size, an organization needs public relations to thrive. Whether there’s a 
dependency on sales, membership, or collaborations, the PR plan and strategies help support our goals 
and objectives. Just like a business plan, a PR plan is very important in helping to guide business 
practices. Included here, which you’ll have access to on NYSAND’s member landing page, is a hyperlink 
for a PR Plan template. I highly suggest that, even if you’re on social media just to represent yourself as 
an individual, that you take sometime to think about how you want to be perceived online. So take a 
look sometime. 

 
6. Areas of Public Relations 

 
So, a person or company can manage their PR through various channels outside of media itself. Your 
developed PR plan should include strategies that allow you in reaching, engaging, and building trust with 
whomever your reputation depends on, really. The channels are listed here, and I wanted to briefly 
provide some PR strategy examples for each: 
 

• Business relations – business events like conferences, training seminars, and especially those that 
involve speaking engagements where you have the opportunity to convey your brand and its value to 
one or all of the audiences you define under your “public”. 
 

• Community relations refers to building positive relationships with the local community around you. 
Being involved in charity work, donations, and providing special discounts are possible strategies. 

 
 



Getting Your Fingertips Warm: Social Media for Beginners. Presented by Drew Hemler, MSc, RD, CDN 
NYSAND 1/8/2020, 12:30-1:30pm EST 

• Corporate relations- also refers to the community but has a greater emphasis on ethical business 
practices, environmental responsibility, and philanthropy but can be local as well as global –strategies 
here can have a great impact on a brand’s reputation. The general public holds companies responsible 
for what they give back to their communities and the industry, more now than we have ever seen 
before.  
 

• Crisis management (which is when PR strategies can be of utmost importance since public awareness of 
your brand is heightened during times of crisis like an employee or management scandal - a great 
example is a sexual harassment occurrence that has become public) – so, what will your organization or 
yourself do and say during these times of unfortunate circumstances? 
 

• Employee relations – so, how do your employees, members, or partners perceive you as an individual or 
organization? How does the organization treat its employees? I think we all love the benefits of an 
organization with good employee relations. Right, things like bonuses, discounts on services or products, 
holiday parties, department gatherings and such. 
  

• And then of course we have Media relations – building relationships with journalists, publications, news 
outlets, and the general public. All the other relations channels can be supported through media itself 
and that’s the wonderful thing about media (but also the not so wonderful thing as well). Information 
spreads fast, so our media strategies need to be well planned regarding the content and timeliness.  
 

o Social media is a form of media and that’s what I’m really hear to discuss today with you all. I 
wanted to bring up PR since it may very well be something that you haven’t considered before 
becoming active on social media. It’s so important to take sometime and consider the 
reputation you want and the channels that you can become involved with to build relations. OK, 
so Let’s jump into social media, shall we? 
 

7. What is Social Media? 
 
We’re starting with simply “what is social media?” It’s definition states that it is “Forms of electronic 
communication through which users create online communities to share                                                                           
information, ideas, personal messages, and other content.” In order to better understand what that 
really means, we need to break it down and identify what forms of electronic communications, online 
communities, and information, ideas, etc really means or, rather, what’s included? 
 
Forms of electronic communication can take the form of websites and applications. Most people access 
social media through their smartphones. However, you can access and take advantage of most of the 
tools available on a social media platform through its website say on a laptop or desktop computer. 
 
online communities are built based on the people who “follow” your social media account. They need 
to navigate to your account page and tap the “like” or “follow” button in order to begin seeing the 
content you post on that platform. (unless you have paid campaigns and ads which will reach people 
who haven’t necessarily located and liked your account (but that’s a whole other discussion and 
presentation.) There are some alternative methods of building a community, including public or private 
groups and events but we’ll get to that later in the presentation.  
 
information, ideas, personal messages, and other content – this includes the communication between 
you and your audience on social media, whether its on your newsfeed, in a group discussion, or in a 
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created event with discussion capabilities. I’m going to cover this section – how to share information, 
whether it’s by typing a message, uploading a photo or video, or adding a link to your post that helps 
navigate your viewers to outside resources like blogs, videos, podcasts, a website and such.  

 
8. Developing goals specific for social media 

 
Unlike the general public who uses social media to casually socialize with others and maybe retrieve 
information from some accounts they follow, your purpose is much different although it may also 
include these actions. Relating back to developing a PR plan, it’s advantageous to develop objectives 
when becoming active on social media. Think about these two questions: What’s the purpose of you or 
your organization even being present on a social media platform? What are you hoping to achieve by 
being present on social media? Answering these will help in developing your social media objectives and 
help guide you in developing and curating content to post.  
 
The majority of individuals who own a business or an organization itself will have objectives that include 
those stated here. 
 
-first, we want our public (again, whether that’s your employees, clients and customers, or the general 
public, etc.) to know that we’re on social media as well. Others have to know we’re present in order to 
hopefully follow us, read our posted content, and engage.  
 
-establishing expertise & trust (or in many cases, likeability) is important or else the audience your 
targeting will pay you know mind. This objective draws in components from your PR plan – who you are, 
what you do, how you’re good at what you do or offer.  
 
-it’s through discovery and establishing likeability that you then can build relationships (hopefully 
positive relationships, right?) so that you can meet other objectives listed below here: 
 
One of NYSAND’s main objectives, through social media, is to deliver credible, evidence-based food & 
nutrition information so that the general public can make informed choices. We also share fun recipes, 
post about holidays, share NYSAND news & updates, as well as other important announcements that 
either our members or the general public finds useful. First, we needed to be discovered, we needed to 
consistently post content about what we stand for and build that connection with our viewers so that 
we can continue to share information that others will read, possibly like, and even share with their 
viewers.  
 
If you’re a business that depends on sales, say your products and services are listed on your website, 
then an appropriate objective would be to increase website traffic, so something that you post would 
include information or a link about your website. But again, you need to first be discovered, establish 
your likeability, build relationships with viewers…and then you’re more likely to get viewers to navigate 
to your site or at least listen to what you have to say. 
 
Ultimately, our main goal with being on social media is to provide some sort of value to whichever 
audiences we may target and speak to. Value can look and be drastically different between different 
target audiences. Me posting about a healthy oatmeal recipe bears little to no value to, say, community 
partners I’m hoping to collaborate with on a local health fair. Rather, me posting about my expertise in 
customer service, in management, and my communication skills, along with other successful 
collaborations I’ve had, that would be valuable to those prospective individuals and the people who 
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manage their accounts and report activity. Different audiences have different interests and needs and, 
thus, perceive your implied value differently. Again, this is why a PR plan is necessary – it helps you to 
define your audiences and relate to the content you will create or provide in order to build that value 
you’re aiming to convey. But again, ultimately, we want to provide value to our viewers. I’m going to 
leave this slide asking you this to think about: Who is your audience and what value are they looking 
for? I’m going to circle back to this when we cover content development later on.  

 
9. Social Media – a glance at users per platform 

 
Before diving deeper into popular social media platforms, here are recent statistics on the number of 
active users per social media platform. As you can see, Facebook has nearly 2.3 billion active accounts as 
of January of last year, 2019. I have to say this – ya’ll it’s 2020 – it’s just crazy to think we’re 20 years 
post Y2K when many thought computers would shut down or combust because of the new millennium 
and here we are, using our computers and technology more than ever in everyday life. Wild! 
 
Anyway, youtube is the next runner up with 1.9 billion active users, then What’sApp, FB messenger, and 
so on. Needless to say, being on Facebook may possibly lead to more exposure simply because there are 
so many people or active accounts presents on that social media platform. You being present on a 
particular platform depends on who your audience is, really. I’ll cover demographics per platform real 
soon so hang tight. 

 
10. Social media – a glance at platform purposes 

 
I’m going to get into more detail in the following slide with some of the most widely used platforms but I 
want to first introduce you to this, what I find to be a hilarious yet accurate and brief explanation of 
various social media platforms available today.  
 
The first logo, which is Twitter’s old logo actually, explains twitter as being a place to let others know 
what you’re doing and to raise awareness of a particular topic by assigning a hashtag to it (that’s the 
number symbol, by the way). So, twitter is used to express your personal happenings and, what we see 
now more than ever, is your opinions on a political, social, or economic topic or issue. A side note: 
Hashtags will be covered in this presentation so if you’re wondering why the heck they even exist, I’ll 
explain…no worries.  
 
Next is facebook, which historically has been used to post thoughts and opinions, but has evolved to so 
much more than this. 
 
Four space, which has also rebranded and now has a new logo, is a place where you can post where you 
are currently by “checking in” to that business or place, which allows others to know where you are.  
 
Instagram is next, which has also rebranded and has a new logo now…this is a place to post visuals, like 
photos, videos, and graphics. This platform is mainly visual based but since its launched in I think it was 
2010, it’s now a platform for more textual based information to accompany the photo, video, or graphic 
posting. 

 
Youtube is used to post videos – here depicting that you can post a video to watch someone eating a 
donut. Still today, Youtube is the #1 platform to retrieve “How to” or tutorial videos.  
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Linkedin is an employment and industry based social media platform where you’re able to convey your 
professional skills and related knowledge, as well as apply to jobs. 
 
And then we have good ole Pinterest which has been famously known for sharing food recipes and 
design ideas like interior design and outfit ideas, but has evolved over the years quite extensively.  

 
11. Social media – in depth look at each platform: Uses, Features & Demographics 

 
Now, let’s look at most of the previously mentioned platforms in more detail. Again, this presentation 
file will be available on the member landing page so you can relate back to this information at your 
leisure.  
 
I want to focus on first, who uses what platforms…..and what features each platform offers. You 
watching this presentation tells me your interested in using social media for purposes of promoting 
yourself or your organization, information your audiences, and potentially driving leads or sales for your 
services….but then again, ultimately providing value in whatever form that may take. So, you need to 
know who’s using what! 
 
If you’re looking to attract a younger audience for purposes of sharing food and nutrition information, 
Instagram is the platform for you. If the demographic your targeting is older, facebook is the platform 
for you. Or maybe both if you want to reach a wider range of age groups. What about if you want to 
reach individuals who identify as female and/or mothers? Well, pinterest may be the platform for you. 
And if you want to video record yourself and reach a global audience, Youtube is your best bet. Now 
that’s not to say that you post a video to Youtube and the awareness or promotion of the video stays 
there. You can use other platforms to link that youtube video. All other platforms listed here offer 
linking capability. This is why business owners and corporations have multiple social media accounts. 
They can link content from one social media platform to another. All of these platforms allow you to 
post content, whether it’s a visual and/or textual message – where others who follow you (or follow a 
certain hashtag which you’ve posted) can view your posts and leave comments - AKA engagement with 
audience.  
 
Another important component of these social media platforms I want to highlight is the direct 
messaging feature which Instagram, linkedin, twitter, and facebook all offer. Direct messaging allows 
you to have 1:1 private conversations. As nutrition practitioners, we understand the importance of 
protected health Information, so having this feature may be necessary if some of your audience starts 
oversharing information. You can direct message them and provide your contact information so that 
they can then provide information in a private, protected manner.  
 
I want to reference back to one of the disclosures I stated while introducing myself. That is, what’s listed 
here will likely change in years to come as we see the social media landscape further evolve.  
 
Some of the key features listed here will be explained throughout the second portion of the 
presentation, so if you have questions about these features, please wait until the end of the webinar to 
post questions to the chat box – as I may address the feature you have question to at some point 
moving forward.  

 
12. Social Media – other available platforms 
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Other than the 6 platforms listed in the previous slide, here are more. To provide a brief overview of 
their purpose and use: 
 
Reddit, Tumblr, WhatsApp 
Snapchat, Musically and TiKToK 
Foursquare 
Skype 
Flickr, MeetUp 
 
I mean, the available social media platforms are nearly endless – but these are some of the more 
popular and widespread ones used. I find MeetUp to be an underused platform especially for nutrition 
practitioners looking to host a community seminar or workshop. It’s a great platform to promote your 
events, really! 

 
13. Let’s Review 

 
OK – Check point 1: Let’s review what’s been presented so far…. 
 
1. A PR plan helps drive your purpose for utilizing media channels, including social media. Strategies 

developed within the PR plan can help guide communication methods and content, which help 
build, support, manage you or your organization’s reputation and likeability.  

 
2. Before aimlessly posting content on social media, develop some social media objectives to further 

help guide the type of content and methods used to deliver to your intended audiences.  
 
3. Get to know whos on what platforms, as I previously listed and discussed. This will help you in 

determining what platforms to be present and active on. Next, create the accounts you see fit… 
 
Next, I want to show you what to consider when developing a social media account. 

 
14. Account Development: Profile Components & Best practices 

 
First, you need to create an account for the social media platform you wish. You can either download 
the app from your smartphone app store or you can create an account from your laptop or desktop 
computer – but only for select platforms. Some platforms you need the app so if you have a smart 
phone or tablet which allows for app downloads, then you’re good to go.  

 
Here, I have a screen shot of the NYSAND Instagram account for reference: When it comes to the 
account you’re creating, consider the username and photo first – which is the name and image people 
will see when you post content. 

 
For some, their brand is their face, so an image of them is appropriate. While other brands really depend 
on a logo – so your company logo would be appropriate. With the username, your personal name or 
what you want your intended audience to know you by is appropriate. Or it can simply be the name of 
your business. Just know that usernames (or handles as they’re referred to) are on a first come first 
served basis with Instagram so your desired handle/username may be taken already and you’ll need to 
come up with something else. The first 2 or 3 lines on your Instagram profile are prime real estate, so 
make every available character space count. Using NYSAND’s account as an example: our handle which 
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is eatrightny aligns with what our fellow state affiliates use. For the general publics sake, I want to 
further explain, using the name section to clarify – this account is the NY Academy of Nutrition (limited 
space).  

 
Then, there’s the bio section on Instagram. On other platforms, it’s referred to the “About” section. 
With Instagram, again, you have limited space so maximize that area with what you want your viewers 
to know most about you should they click on your account to learn who you are and what you do. Our 
NYSAND Instagram bio changes here and there as I think of different ways we should be represented to 
our audience which is the general public and our members. In this image, I wanted to depict just how 
large of an organization we are, who are are, and that we offer CPEs for purchase aimed at dietetic 
practitioners.  

 
You’ll then see a bio link next to the red dot. This is a space where, if you enter in a website address, it 
will be an active link…meaning if someone taps that text, they’ll be directed to the web address I’ve 
programmed. The web address above (AME on demand) is not an active link. You’re only allowed one 
active link in your bio on Instagram. People often update this active link with new content they post. I’ll 
show an example in the following slide.  

 
It’s also important to consider whether you want to use a personal or professional Instagram account or 
a personal or business facebook page because they provide different features that allow for publishing 
or posting content, whether you can include quick tap buttons for contact info and a website, whether 
you can retrieve information about your posts, called insights, and whether or not you can link a 
sponsored partner in a post or pay for more exposure through ad campaigns. Personal accounts don’t 
allow for these features. With Instagram, you can easily switch back and forth between these types of 
accounts should you ever want or need to.  

 
You’ll notice some circles below the “edit profile”, promotions, and contact section…these are highlights 
– which are saved on the public profile which viewers can see anytime. This is beyond basics of social 
media. I encourage you to check out NYSAND’s highlights to see what we have displayed and promoted 
for viewers. It may spark some ideas you’d like to do for your own account or business account.  

 
And below that you’ll see some square images: these are previously published posts. Anyone who 
comes to our account can view these posts. And if someone has liked my page and follows me, they’ll 
start seeing my posts in their newsfeed, which is the central forum where all the posts of those who you 
like and follow can be seen. 

 
All of these account components can be modified on nearly all platforms so know that if you ever want 
to change something, you will be able to. 
 
15. Content Development: The Main Message 

 
Next, let’s talk message development. So, you’ve created your accounts and now you want to post 
content. How should you even go about developing a message? Well, think back to your social media 
objectives and let your developed objectives, along with the listed 3 components here, help guide you.  

 
Generally speaking, a post begins with the most important information. This is the “need to know” – this 
is what captures your audience’s attention. This is what they must know. Next, think about what you can 
say that will provide value to the viewer. First, they just learned about some critical information. Now, 
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what else do they need to know in order to perceive value about that first piece of information you 
provided. Value can a benefit or advantage of knowing more about the need to know. It can be a 
resolution to the “need to know” – which, shown here in this sample NYSAND Instagram post, is a 
problem or an issue or a high-risk situation. So, in this post the “value” is letting viewers know they can 
learn about how to promote positive body image with children. That’s a pretty valuable statement to 
the general public. Think about it, if I have two kids at home and I may have recently witnessed them 
discuss or even talk to me about how they perceive themselves physically. I may very well be inclined to 
learn more so I can help my kids, right?  

 
And then comes the call to action. What can the viewer do, in this case, to learn about those 5 ways to 
promote positive body image? The term “link in bio” is specific to Instagram. As I mentioned in the last 
slide, the bio section of my account allows for an active link, right before I publish this post, I’m going to 
change the active web address in my bio to an article about the 5 ways to promote positive body image 
that I found earlier. “Link in bio” let’s the viewer know to tap on my handle or profile photo (in the 
upper left corner) so that they can retrieve that article by clicking on the live link in my account bio. 
Again, note that web addresses included in the textual message portion of an Instagram post are not live 
or active so viewers are less likely to follow through with the call to action if they need to physically type 
in the web address letter by letter in a separate web browser page or app. They also can’t copy and 
paste text from an Instagram post.  

 
Now when I said generally speaking when referring to a post’s content, this doesn’t mean that all posts 
include these three components. This is simply a nice guide or template to follow when developing 
content to publish – that you want your viewers to learn something important and provide them with 
the education or tool needed to become better informed about that topic.  

 
Heck, sometimes you might just post a “thank you to my followers” in order to show your gratitude for 
them connecting with you and following your account. This too holds value.  

 
The best way to develop the majority of your content for posting is to get to know your audience, also 
known as an audience analysis. Much like market research for a business, you scout out an audience of 
focus and retrieve as much information about them as possible. If you know what your audience wants 
or even needs, your more likely to gain a following and have that value factor that is so important for 
follower retention. 

 
In the last slide, I briefly mention insights. This is a key feature available through facebook and Instagram 
(and likely other platforms) where, if you already have a following, you can retrieve more detailed, 
accumulated information regarding who sees your published content. For example, since the NYSAND 
facebook account is a business page and not a personal account, I can quickly retrieve demographic 
information about NYSAND Facebook followers – their age, sex, country of residence, and even when 
they are most active on that platform. If I know that, say, 80% of my followers are 65 years and older, I 
may want to consider posting content that directly relates to factors that impact quality of life as an 
older adult, and maybe even resources I come across such as programs that help support older adults. 

 
It’s all about knowing who your audience is and developing and curating content that they’ll find 
valuable – whether it’s an interest, want, or need. This is the backbone of marketing 101, really.   
 
16. Additions to content: Enhancements: visual, links, hashtags, tagging 
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To make an even bigger impact with your content, there are several components to enhance your 
messaging. You can tag another account in your message by typing an @ symbol followed by their 
handle or account name and then searching for them. Publishing a post with someone tagged will notify 
them that you’ve done so. Think about the impact this has on awareness. You can demonstrate your 
support (or even objection) to something by tagging them and, thus, they’ll likely review of your post. 
This can often lead to engagement through replies and commenting.  
 
Alright – now for hashtags. The easiest way to explain hashtags is this: the more hashtags that are 
posted within a close timeframe, the more likely that word or phrase that is hash tagged will trend on 
that platform, which means more people will see your post which means your account is more 
discoverable and exposed. Trending hashtags are often automatically displayed towards the top of your 
facebook and twitter newsfeed. I can guarantee you that whatever every news station is reporting on is 
likely trending on twitter or facebook, politics included.  
 
In terms of industry, organizations often search hashtags to see what people are saying about a 
particular person, place, or topic. Or to get to know a trend better so that they can develop content or 
product or service accordingly. For example, you can search #keto on twitter and see all the posts where 
that hashtag is included. I must warn you though, searching #keto may make one of your eyes twitch 
and vein stick out of your forehead. There are (non-epilepsy) keto advocates everywhere and they are 
incredibly opinionated, especially on twitter.  
 
Next, external links provide a great opportunity to extend the learning or direct a viewer to more 
content via youtube, a blog, website, and such. All other platforms will automatically create a live link 
when you include a web address in a post…other than Instagram though. Remember to post a web 
address in the website section of your Instagram bio. Posting a web address on, say, facebook, twitter, 
and linkedin, will generate a preview of the webpage and maybe even a visual like the main photo on 
that webpage. This further increases viewership of your post since that autogenerated webpage preview 
takes up more visual space as a person scrolls through their news feed and comes across your post.  
 
And last, a visual is a great way to increase viewership. Whether it’s a graphic, a photo, or a video…it 
takes up more space…it can enhance your textual message (or even be the main message itself) – this 
draws viewers in. This is why Instagram became so popular…people love visuals! Somethings to 
consider: always use high quality photos. There’s nothing worse than trying to build a reputation and 
then using poor quality, pixelated photos and low quality video. Also, always credit the source when 
you’re using a copyrighted photo. There are plenty of sources for non-copyrighted, unlicensed photos 
for free use.  
 
I wanted to provide another example, but this time in plain text format on the slide so that you can 
correlate the inclusions of a post to their respective components and enhancements. 
 
17. Examples of content based on objectives 

 
 
 
 

18. Prepared & Curated Content Resources available 
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Now, creating content can be time consuming. With NYSAND’s social media, If I were to create content 
for the current frequency of posting – which is 1 time maybe 2 times per day on all of our social media 
platforms….I would be at my desk for 4 hours each day, easily. Content takes a lot of thought, especially 
if you’re in a niche market and have a very particular audience. Right, the content you delivery needs to 
be geared towards that specific audience. Like a cover letter, each one is different for each separate 
position you apply for – it’s customized to meet the needs of that employer – or in social media 
posting’s case – of that particular audience.  

 
It’s really nice when we have help – and please know that there is help out there. The Academy has an 
amazing Social Media Toolkit that they release quarterly, so every three months. It includes post ideas, 
the messaging itself, as well as links to articles – already developed for you! It’s literally copy and paste 
ready. There’s a listing within each monthly section on monthly themes and awareness campaigns…they 
list all the national food days, awareness weeks, and even holidays. There’s usually hashtags included 
right in the messaging itself which you copy and paste into your social media posting section.  You can 
also look to other national and federal organizations for prepared content, such as the FDA. Today’s 
Dietitian has partnered links with developed content. If you know of a national organization whom you 
follow closely and respect their public messaging, you can likely find a toolkit on their website. I often 
google the keyword “toolkit” with other keywords like “diabetes” or “nutrition” or something else and I 
can usually find prepared social media messages and ideas from that organization.  
 
19. Content Delivery: Tools Available: Newsfeed Post, Event, Group, Story, Highlights, Etc. 

 
OK, let’s say you’ve created your social media accounts, you’ve created some content or have gathered 
prepared content from the Academy or an organization you know and trust, how do you deliver it to 
your audience? This is where social media has evolved tremendously the last 5 years or so. Before, the 
only option was to post the content to your newsfeed. As I explained before – anyone who likes or 
follows your account will see the content you post to your newsfeed. All the examples I showed before 
hand, whether it was a twitter, Instagram, linkedin, or facebook post, these were examples of publishing 
a post to NYSAND’s newsfeed.  

 
However, there are now other ways to post content to social media…and really all depends on the 
platform you’re using. As previously and briefly mentioned, highlights, as well as stories, are a tool on 
Instagram that offer many valuable tools, like linking website, linking product pages, you can create polls 
and ask questions where viewers can respond directly in that story and you receive the 
results/feedback. Really, stories and highlights are a step above “the basics of social media” but It’s 
important for you to know as you move forward with becoming more active on social media that this 
tool is available. Stories are also available in Facebook Messenger, which is the direct messaging app for 
facebook.  

 
And speaking of direct messaging, with facebook and Instagram, you can create private messaging 
groups with either another individual or a group of individuals, which is a great opportunity to share 
specific information only relative to selection of your online community.  

 
Events and Groups are created by Facebook account users to either promote an upcoming event or 
create a separate space from the public newsfeed where those who share something in common can 
engage in discussions and share content with each other. Creating events and groups is really easy. Once 
you create a facebook account, you simply navigate to your main navigational menu, click on either 
EVENTS or GROUPS, and then click “create” and go from there.  
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One thing I haven’t mentioned yet…once you play around with whichever social media accounts you 
develop, search and follow organization’s whose content you find useful for your targeted audience. If 
they post something and you see it, on facebook you can easily SHARE their post to your newsfeed and 
thus your audience will see that post. 
 
20. Content Delivery: How Much & When? 

 
Let me be brief with this section. When determining how much you should post – always consider this: 
Quality over quantity. If you’re rushing to develop content and that content is sloppy, like spelling 
errors, quickly retrieved poor quality images or videos, or anything else that doesn’t showcase your 
ability to provide well-developed content….wait until you do have the time. There’s nothing worse than 
consistent posting that is of poor quality. Again, think about what your audience wants and needs and 
let that guide your messaging and content. Like I said, developing content takes time. Don’t worry about 
posting everyday.  
 
The chart in this slide offers recommendations based on 14 sets of data which analyze engagement, 
organic likes, and user traffic on these platforms. Don’t feel pressured to post every single day and 
multiple times a day. The only timing to be concerned with is with Facebook and Instagram newsfeed 
algorithms, the less you post (say every other week, which would be considered very infrequent) the 
more likely you lose visibility to those who follow you. It may not be that those who followed you have 
unfollowed you, it’s just that the more a user likes an accounts posts, the more often they’ll see that 
accounts future posts.  
 
As I mentioned earlier, when you do post, first learn when your current audience is actually active on 
social media and plan your postings during those peak times of online traffic.  
 
21. Professional & Ethical Guidelines  

 
OK – I’m going to provide you with the a shortest-course on Social Media etiquette and the Dietetics 
Practitioner. The Academy has a Practice Paper dedicated to guiding us on best practices, it’s linked here 
in the corner for your future retrieval. For now, I want to quickly state the most important aspects of 
that paper when it comes to ethics & professionalism regarding online activity, including social media.  
1. When it comes to personal conduct – if it’s offensive, if it’s bullying, or if it entails defamation of 

character – take your rage out by punch a pillow instead. There are plenty of alternative ways to 
correct a fellow account user than by attacking them. We are credentialed professionals who pride 
ourselves on our evidence-based practice and #integrity. Don’t risk it by being a keyboard warrior.  

 
2. Know your professional boundaries – as the Academy states, “be cautious and selective when 

connecting with patients and clients on social media.” If you have a personal profile where you post 
your personal life, keep it separate from your business profile and online activity.  

 
3. Privacy & Confidentiality of the patient and client always comes first. Obtain consent if you’re 

looking to post about or reference a client where they can be identified by viewers.  
 
4. When discussing, posting, and blogging about your relative field, you should identify your 

professional credentials wherever possible. If you’re posting information relative to your 
employment, you should disclose employer information. Academy leaders must disclose their 
position if sharing messages about the Academy and dietetics profession.  
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5. Again, we pride ourselves on being a profession where we #standforscience, so we need to provide 

accurate and truthful information, we need to distinguish between scientific evidence and personal 
opinions, share only credible sources, source and cite our claims, provide context when referencing 
study results, and address misinformation and inaccuracies – but again, upholding a high level of 
personal conduct when doing so.  

 
6. When we share content that is not our own, meaning our original thoughts or ideas or creations, we 

need to follow copyright laws, refrain from sharing content where permission is needed but has not 
been received, and we need to provide appropriate credit and link back to the source.  

 
7. We need to provide disclaimers on a website or blog when the information we provide is not a 

substitute for individual advise from a health care professional. We also need to be aware and 
follow licensing requirements because there may be some states that penalize us for unprofessional 
online conduct. Lastly, we must always disclose conflicts of interest & when we receive 
compensation for posting specific content. 
 

22. Let’s Review 
 

OK, we’ve reached check point #2. Let’s again review content presented so far: 
 
1. Play around with these available popular social media platforms. Even if you just create a temporary 

account just so that you have access and can search and discovery what others are doing on these 
platforms. One of the best ways to become comfortable with social media, like anything else, is 
practicing. I encourage you to search and discover other people who are catering to the same or 
similar audience as you’re planning to. What are they doing? What content are they posting, how 
are they posting the content? Are their followers engaged? Do they attract a lot of likes and follows? 
This will help you in feeling more comfortable when you take that leap into whatever initiative 
you’ve set for yourself when it comes to social media. You can always delete an account you’ve 
created, so don’t think the account you create first is the one you’ll use forever. Deleting and 
modifying accounts is always an option.  

 
2. Take advantage of and use available resources out there. As discussed, the Academy’s Social Media 

Toolkit is great. They also provide other social media toolkits, like for National Nutrition Month. 
Bookmark their multimedia news center website and keep it handy. Search for credible 
organizations and see if they too have developed content for social media.  

 
3. As stated, Strategize account information – think about how your target audience will perceive you 

when they navigate to your account, when they see your account name or handle or profile photo. 
Be strategic with all the information you provide on your profile and the content you post. When it 
comes to content frequency: quality > quantity, and consider methods of delivery, whether it’s your 
newsfeed, in a message, creating a group, or creating an Instagram story.  

 
4. Refer to the Academy’s Practice Paper, titled, “Social Media and the Dietetics Practitioner: 

Opportunities, Challenges, and Best Practices” 
 

23. Managing activity: Considering Devices 
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When I drafted the outline for this presentation, I didn’t even consider the topic of selecting and 
considering devices to use when becoming involved in social media…this topic and some considerations 
are something that many people make mistakes with when they first approach social media. So, let me 
breakdown device selection and their capabilities: 
 
When you start thinking about becoming involved in social media like opening multiple accounts and 
committing to content development and engagement, take a bit of time to consider where and when 
you’ll be doing your social media planning, content creation, and posting. A laptop vs a desktop vs a 
tablet vs a smart phone – they all have different functions and some only offer certain capabilities that 
you might be considering when posting content on your accounts.  
 
I want you to think about how vastly different keyboarding is on an actual keyboard vs a smart phone or 
tablet. Emojis are a trending component of content since they can convey an emotion, action, or an 
entire message all on their own. Emojis are not available on an actual keyboard, wheres on your 
smartphone keyboard, they’re easily accessible. 
 
If you’re someone who tends to make spelling mistakes, selecting a device that you know has spell 
check, like a plug-in program for your web browser may be ideal when you create messaging for 
content. And many of us have fallen victim to our smartphone autocorrecting a word to something we 
didn’t mean, so gain, choosing your device and doublechecking your message is a good idea. A side 
note: A twitter post, known as a tweet, can not be edited once posted, whereas Instagram, linkedin, and 
facebook posts can be edited at anytime.  
 
Regarding portability & content delivery: if you’re someone who knows they want to post live videos or 
even record videos in certain places, using your smartphone works best and for obvious reasons – 
you’re not going to drag your laptop around to record a video…just be aware that if you intend to post 
at the place your recording, keep in mind of your data usage and data limit with your cellphone plan. 
WIFI isn’t always available and it doesn’t radiate from trees and walls….at least as of 2020. 
 
From experience, switching between Facebook accounts when wanting to post on a comment that’s 
outside of the page you manage can be complicated. Just know that it’s easy to switch between 
accounts on a web browser rather than through the Facebook App.  
 
And last but not least: We all multi-task on electronic devices and in different ways. Think about how 
you’ll perform social media tasks, like creating content. Are you more efficient with a laptop and web 
browser or are you quick with your fingers on a smart phone? 
 
These are all important aspects to consider when thinking about creating content, posting content, 
engaging on social media, and managing your accounts.  

 
24. Management platforms: Spotlight on HootSuite – creating a post 

 
I want to quickly bring light to a social media management tool I started using about 5 months ago that 
has transformed how I manage our NYSAND social media accounts. The management tool I use is called 
Hootsuite. You can access the tool via their website and you can also download their app.  
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Here I want to show you what it looks like to create a post and deliver that post to my social media 
account newsfeeds. First, you need to create a free account and then link whatever social media 
accounts you’d like to it. It’s pretty straight forward.  
 
So, after you’ve linked your accounts – you simply click “create post” and then you’ll see the screen shot 
displayed here.  
 
-you can select the account you want to post to 
-you can then enter in your textual message. it will tell you how many characters you have left….and 
even link a website or upload a video or photo. Some web address links are super long. With Hootsuite 
you can use what’s known as Owly which is an url shortener…it’ll take your web address and shorten it 
to a 10-12 digits web address with navigates people to the same web site you intended them to navigate 
to. This is especially helpful when posting to Twitter which has limited character spaces.  
 
-you can include hashtags and other enhancements as previously explained. You can pretty much do 
everything that you can in a social media platform’s newsfeed section as you can here in Hootsuite.   
 
You can then see a preview of your post, displayed on the right side here. AND THEN you can either post 
it immediately or schedule it for another time. So, if you’re someone who wants to and can dedicate 
some time to develop posts all at once, Hootsuite allows for that and will automatically post your 
created content to the times you schedule them for. How great is that! 
 
25. Management platforms: Spotlight on HootSuite – publisher tool 

 
I also wanted to show you a snapshot of what it looks like when you schedule posts, located in the 
Publisher section of the program. So, here you can see I program content for three different social 
media accounts and I schedule them to be posted all at the same time.  
 
What I want to highlight, which I can’t show you here in a live manner, is that I can click and drag any 
individual box and drop that box to a different day. So, say I’d rather post something that I’ve already 
scheduled for a different day, well, you can easily do that with this program. I can go into any scheduled 
posting, before it’s published, and edit it if I’d like. This is really, really convenient and time saving.  

 
 

26. Management platforms: Spotlight on HootSuite – managing engagement 
 

My last Hootesuite highlight – here, I want to show you Hootesuite’s engagement capability. If I navigate 
to the Streams section of the program, I can check on social media activity for any platform I have 
linked. I can engage with others (replying to a post, sharing a post, and liking a post). So, rather than 
opening up separate apps or web browser tabs to check on activity with each social media platform, I 
can do that all here. Again, this really convenient and time saving. Now, you can’t view all social media 
activity – like Instagram stories….but you can view all newsfeed activity and engage with all of those 
who you follow on your platforms. This is why I love Hootesuite – you can do the majority of your 
activity without even accessing each individual platform – it’s all right here for you! 
 
27. Comparison of management platforms: Hootsuite vs Buffer 
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A quick comparison here – I only compared hootesuite to Buffer because, from what I could find, Buffer 
is the only other social media management tool that offers a free account that is not on a trial basis. All 
other programs only offer a free account for 7 days, 14 days, or 1 month. Hootesuite beats Buffer with 
its free account because you can schedule up to 30 posts in total, and you can look back at your 
scheduled posting history. I started using Hootesuite in July and I can go all the way back to the very first 
post I created. I can even edit that July post and reschedule it for anytime in the future. To me, that’s 
valuable since I may very well repeat some posts since it’s a new year.  
 
With both Hootsuite and Buffer, you can only link up to 3 social media accounts.  
 
I’ve included a great resource from Buffer – it’s spreadsheet that has an in-depth comparison of all social 
media management tool programs. So, if you’re willing and able to purchase a subscription/membership 
(in order to unlock more features, link more accounts, and have the ability to schedule more than 30 
posts), that included linked resource breaks down all the offerings between current management tools.  

 
28. NYSAND Accounts Info 
 
All right, we’re at the end of the webinar. A quick announcement about NYSAND’s social media. Please 
like and follow us. Our main pages are meant for the general public with very few posts geared towards 
members, so feel free to share our content! We do have a NYSAND Members Closed Facebook Group. If 
you haven’t joined, please do! We post announcements and updates as they come in….and anyone can 
post in that closed group.  
 
We also have social media pages for our annual meeting & expo, which is in April and in Saratoga 
Springs this year, so like and follow our AME accounts if you’re looking for information and updates 
about that April conference.  
 
Please, please, please feel free to tag us in your food & nutrition posts. We love to see what our 
members are up to and even share their content for increased discovery.  

 
29. NYSAND Social Media Handbook – a helpful guide – coming soon! 

 
Also, we’re currently developing a social media handbook which will include pretty much everything 
presented today. Once complete, that handbook will also be available within the Members landing page 
on eatrightny.org. You’ll need to login to gain access to that handbook as well as this recorded webinar 
and the presentation file should you want to access any of the hyperlinks included.  

 
30. Thank you & Questions (5-minutes) 

 
Thank you so much for tuning in. It’s really been a pleasure being the Social Media Manager for NYSAND 
for the last 7 months, seeing what our amazing dietitians are up to, promoting their wonderful work, 
highlighting our districts and professional activities. And of course, being able to help you all in taking 
that step into social media land with today’s webinar.  
 
Alright, let’s open it up for question. Victoria? 


