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STEVE LUCKABAUGH: Good afternoon. My name is Steve Luckabaugh, and I'd like to welcome 
you to the Social Media for Sustainability Community of Practice Number 2 webinar. This one's 
centered around content marketing. The webinar is brought to you by the Partnerships for 
Care, HIV Training, Technical Assistance and Collaboration Center, HIV TAC.  

The Partnerships for Care project is a three year, multi-agency project funded by the secretary's 
Minority AIDS Initiative Fund and the Affordable Care Act. The goals of the project are to 
expand provision of HIV testing, prevention, care, and treatment in health centers serving 
communities highly impacted by HIV, to build sustainable partnerships between health centers 
and their state health department, and to improve health outcomes among people living with 
HIV, especially among racial and ethnic minorities. The project is supported by the HIV Training 
Technical Assistance and Collaboration Center, HIV TAC.  

Our speaker today is Carlos Morales. Carlos has over 15 years of experience as an expert at 
synthesizing cultural competency, technology, and prevention for a variety of audiences, and in 
providing training and technical assistance and developing maintaining and measuring social 
media presence. I think most of you are familiar with Carlos from his previous webinars. And 
we're all excited to see what he has for us today. So with that, please join me in welcoming 
Carlos Morales.  

CARLOS MORALES: Thank you, Steve. Thank you, thank you very much. Let me actually explain 
to you what we're going to be talking about today. So we're going to be talking about content 
and content marketing. And so there is actually a difference between those two. And I'll explain 
to you what the difference are and how you actually can start thinking about creating a content 
strategy.  

There are so many things that we can do in promoting our community health centers via social 
media. And so the idea and the goal for this webinar, is for you to start actually taking notes in 
terms of what are some of the topics. And so what are some of the things that you can start 
actually putting together in order for you to start promoting the specific services that you want 
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to promote? Or you actually-- if you want to promote an event, if you want to actually promote 
walking, and people register for a specific event, you've got to start thinking about how you 
want to position that event in a way that it would be appealing to your audience.  

That's when it comes about, in fact we'll start thinking about creating a content strategy. So 
then we're actually going to show you a couple of examples of how other health centers are 
actually tweeting content and how actually that content is also being shared by their audiences. 
And so we want you to have a sense in terms of what are some of the things that you can do? 
And you know we want you to copy what other health centers are doing as well. Because the 
idea is for you to sort of like to start to strategize and to be intentional about what is it that you 
want to do when you start actually posting on social media.  

So you know for the most part, each post should have a goal, should have a strategy behind it, 
right? And we talked about that at the previous webinar where we talked about creating a 
social media strategy. So here now, once you have your strategy in place, now the next phase 
is, OK, so why is it that we're going to be writing about? What's the different pieces, the 
content, that we have to start thinking about. And so that's what this webinar is all about.  

And finally, you know I'll share with you some marketing strategies that you can implement to 
actually maximize your reach when you are creating content. Keep in mind though, as we're 
talking about creating content, that means that it could be content for social media, it could be 
content for your website, it could be a live video. And we'll dive a little bit deeper in terms of all 
the different type of contents, but I want you to start thinking strategically.  

As you go along with me on this webinar, if you can, take some notes. And start being actually 
more tactical in terms of, OK, these are some topics that we could easily write about. These are 
some topics that we can easily present to our audiences via our social media channels.  

Because that way, what happens is basically you started creating, enhancing your brand, but at 
the same time you actually are enhancing the reach and maximizing your exposure. And that's 
what we ultimately want. Because otherwise, we're just creating content for the sake of getting 
content. And then we don't get the results that we want, all right?  

So having said that, actually we're going to go to our first poll. This is a poll here, have you 
created a plan, OK, to generate content to promote for your community health center? I want 
to have a sense how many of you have actually taken the time to sort of actually create a plan. 
If your answer is yes, awesome.  

But if your answer is no, tell me why not. What is it that is stopping you from actually being 
strategic about creating different pieces of information? And so I like to have a sense before I 
dive into the details of this webinar, have a sense of where you are right now. And I want to 
make sure at the same time that I address any questions or any doubts that you may have. So 
feel free to actually use the questions pane as well, all right?  
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Let's see. Let's actually stop the poll if we can. And let's actually look at the results. OK, so we 
have about 50% of you said yes, you have created a plan, and 50% of you said you haven't. And 
so one of the thing is if you haven't and if you want to actually type your answer in the 
question's pane, that will be awesome.  

But here's part of it, why is it that I want to ask this question? It's because for the most part, we 
don't think about creating content. For the most part you know, we create our social media 
channels, we create a website, we put all the different services, the different links, but there is 
not a strategy in place. Once a website is launched, we cannot forget about how to continue 
communicating, how to continue actually talking with the audience. And so we actually miss a 
huge opportunity to sort of actually enhance our presence, to continue being present with our 
audiences.  

And it's not hard to do. It it's hard though, if you don't have a plan behind it. Because then you 
have to keep thinking about what would be the right content for your audience. Why is it that 
I'm posting things and people are not responding? And the answer to that question is because 
for the most part, you don't have a goal, a line to data-specific information, to data-specific 
content that you actually producing. And so we want to make sure that you actually, after you 
watch this webinar, that you actually have the right tools, the right steps that you can follow to 
go ahead and create your content strategy.  

We got the poll question, now let's actually define content. What is content, all right? And I 
want you to make sure that you pay attention to the way that it is being defined here, all right? 
When we talk about content, we're talking about information that is engaging, OK?  

When we talk about engagement-- remember the previous webinar we talked about are people 
actually responding to your information? Are they commenting, are they liking it, are they 
sharing it? That's engagement. If people are not doing that, that means that the content might 
not be relevant. Again, the definition of the content is it's got to be engaging, relevant, useful, 
entertaining.  

And the entertaining piece just means that you have to have a strategy in place in which you 
actually are mixing different types of content. Your content doesn't necessarily have to be 
about the health services that you provide all the time. But you want to mix and match in a way 
that you want to also-- remember, you are serving an audience that have different type of 
interests. And so, of course, they are in need of your services. But at the same time, this is an 
audience that actually might have some type of interest in music, they might have some type of 
interest in other topics as well.  

And so what you need to do is, within your content strategy plan, is sort of actually pick what 
topics you might want to actually include in your mix. Something that will be educational, it 
could be entertaining as well. Now how do we actually communicate? How do we actually put 
that content? Well that content can be in the form of a video, text, image or sound.  
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And so I want you to keep in mind though, what the definition of content is. You've got to 
remember it's information that is engaging, is relevant, useful, or entertaining and educational. 
So these are some of the things that we can do for us to engage our audience and have our 
audience actually respond to the message that we are producing for them. What are the 
different pieces of content, the different pieces of information that you can produce?  

We can actually write articles. Articles nowadays, you can actually write them in the form of a 
blog post, for example, and put it on your website. We can still use social media for us to 
promote those articles as well. Videos, actually by 2008, 2/3 of the content that is producing in 
social media is going to be video. Meaning that you guys have a huge opportunity to start using 
video for you to engage your audience.  

Here's why, when we use video in social media, video actually gets more relevance than 
actually just text and graphics because video tends to be more engaging. People are actually 
looking at you, as you are looking at me right now, they are hearing you, they're listening to 
what you actually are saying, they're watching your body language, and so-- and how you 
actually are presenting your content has a very direct relationship in how people are going to 
respond to it. And so I suggest always for grantees to start thinking about using video. Not 
necessarily in every single piece of content, but to start actually mixing the match and how you 
can actually use video two or three times a week in order for you to produce good content and 
actually get an engaged response from your audience.  

Podcast, which is basically you recording yourself or interviewing somebody in a way that the 
interview is being recorded-- like remember right now, we're actually doing this webinar, this 
webinar is being recorded. So they're soundbites. That's what it is. And so basically what you do 
is actually you go and click play, and you're listening to that conversation. Those are podcasts.  

And so for the most part, if part of your audience-- is you're serving to an audience that actually 
is moving from one place to another all the time, and they want to consume information in 
short periods of time or they want to actually consume information in a more easier way 
instead of actually trying to use their cell phone so they can watch the video, they can actually 
listen to it. So a live video, whether you do it in a webinar or whether you're interviewing 
somebody or whether you're answering questions that are about a specific service.  

In the previous webinar, we talked a lot about doing HIV testing days. If we know that actually 
we're doing an HIV testing day and there is a lot of questions about what it means to actually 
get tested for HIV, you may want to actually use the live video in which you are promoting the 
event or you're answering some of those questions. So the idea is, you sort of actually 
answered the questions that people might have, the reasons people might have by not coming 
to your health center to get tested for HIV. So you want to at the same time you know use 
videos in a way for you to communicate your message. They can see you and this is a topic that 
we need to humanize because of all the different things that people go through.  
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What happens actually when they come to your health center they find out they're HIV test 
positive? And so do you have the resources in place? Do you have the right people in place for 
them to provide counseling? There's a list of questions that people might have in their mind, 
and so you might want to actually write down what are some of the questions that you have? 
What are some of the questions that the people that you're trying to reach might have, and 
answer in the form of a video.  

You can do case studies, you can give testimonials. If you have patients that have come to your 
health center and they have improved their life, they have enhanced their skill set-- you know, 
you might want to actually talk about those testimonials. You might want to interview a patient 
of yours, a client of yours in a way that it's somebody else actually talking about the services 
that you provide. Again, once you actually create these pieces of content, you actually can 
create also social media posts, in which you know you can actually search an article, a video, a 
graphic, or you can do live events like training conferences. Like right now, we're doing a 
webinar.  

So again, I want to make sure that you are not just thinking about a specific piece of content, 
but you actually have, it depends on the audience that you're serving and depends on how your 
audience is consuming that information, that you have options. That you can think of different 
ways that you can reach them, whatever it is that actually makes sense for your audience. Now 
keep in mind though, that I'm talking a lot about audiences here. And again, if I go back to the 
first webinar where we talked about social media strategy, we also talked about creating an 
audience profile worksheet.  

When you create your audience profile worksheet, you'll know exactly what kind of content 
your audience is looking for. And you'll know how to actually distribute that content, all right? 
So we defined content, we actually are now talking about the different pieces of content. Now 
let's actually talk about the mediums, the channels.  

The communication channels are the platforms that you might use to promote your content. So 
we are talking about social media platforms, such as Facebook, right? And we talked about 
Instagram if your audience is there. Instagram is a visual app. So you can do actually live video 
streaming using Instagram.  

Use LinkedIn. If your organization actually is trying to expand your brand, your professional 
brand, do you have a profile in LinkedIn? In which other professionals can be looking at you as 
your organization in terms of being the leader in your community and in providing health 
services, right, to your audience, your local community? If that's one of your goals, LinkedIn 
might be the platform for you to try because your audience, they're other professionals in your 
field.  

Twitter, does Twitter makes sense for you to use? Is you audience actually using Twitter? Do 
you want to actually use Twitter as a way for you to communicate with them? So these are 
different platforms that you can use. And who's going to dictate which platform you're going to 
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be the one actually putting content on? Your audience your goals, you know goals and 
objectives that you might have that you already actually wrote down in your social media 
strategy. So that's what this is all about.  

And so the other medium, the other channel that you might want to use to distribute content is 
your website. How active is your site? For the most part, you know when we actually launch the 
site, we're very excited, we've got a list of our services and products and so on. But then we 
sort of actually leave our site there, being it's static. We don't necessarily actually put a lot of 
our efforts in creating continued content and creating fresh content for the audience that we're 
trying to reach.  

What happens is that as your site becomes static, there's no reason for people to come to your 
site, right? Unless they're looking for a specific service, specific phone number, but that's pretty 
much it. But if you want to use your website as a way for you to add interactivity, you want to 
be thinking of creating content on a regular basis, OK? When you do that, you can actually 
target very specific audiences.  

When people come to your site, you can always actually ask for additional information from 
your audiences. If you are registering people for a specific event, you can have a registration 
page in your site. You are using your website as a way for you to collect information from the 
audience that you're trying to reach. Again, is that part of your strategy? Does that aligned with 
your goals? You know you will have to answer those questions.  

You know we have video services like YouTube and Vimeo. Those are platforms that you can 
use to upload videos. The nice thing about doing that, from the search point of view, if you're 
using YouTube for example, every time somebody is actually searching for a specific service-- if I 
actually just-- HIV testing service for example in Minneapolis.  

If I have created content, if I have created videos that I can actually upload in YouTube, you 
know for the most part, if I use the right terminology, the right keywords, in which I use HIV 
testing, I use the word Minneapolis, you know I have a pretty good chance of that video coming 
up in the search results. Now we're being strategic. Now we're being intentional in terms of 
how we want to be found, OK?  

So these are the different communication channels, different platforms, that you can use to 
distribute your content. And e-mails, you may have an email list of donors. If you want to 
actually do a for raising campaign, would emails actually make sense? For the most part, yes. Is 
your audience, the audience that you serve in your local community, are they using emails? 
That might not be the case, right?  

But they are using their smart phones. Are they actually texting? Do we have-- have we thought 
about maybe creating some sort of a texting campaign if our audience is actually are very 
receptive to texting? So these are some of the things that we can consider when we're talking 
about the different platforms, the different channels that we can use, all right?  
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How do we now define content marketing? This is one thing that I want to make sure that you 
understand. According to the Content Marketing Institute-- and you can actually go to their site, 
they have very good information in terms of content and how you can use content in social 
media-- the way that actually they define this is by actually saying this, it's "A strategic 
marketing approach," keep in mind this, "focused on creating and distributing valuable, 
relevant, and consistent content to attract and retain a clearly defined audience. And 
ultimately--" what do we want to do? We want to actually drive them to take action, OK?  

So in other words, I can actually post content in my social media and I can be providing, 
promoting a service, right? That I'm actually promoting a service about my community health 
center. But at the end of the day, what I want is for that audience to actually give us a call, to 
actually walking in into the health center, whether it's actually getting vaccinated, whether it's 
actually getting tested for Hepatitis or HIV. Whatever that might be, there has to be an action 
to go along with the content that you're promoting, right?  

Because otherwise, the only thing that we're doing-- if there's not an action tagged along with 
the content, the only thing that we're doing is just pushing information out. But social media is 
not about just pushing information out. It's about actually having our audiences respond to it. 
Are they responding to our content, engaging with us, OK?  

So that's actually how content marketing is defined. So it's content, plus distribution. In this 
case, plus the channel that we use to distribute, all right? So we are creating content in 
Facebook, OK, and we are promoting it in Facebook. What are we doing? We are marketing, 
promoting our content, OK? So that's how we define content marketing.  

And so you know I want to make sure that we understand this because if we actually come 
from this concept, all right, and we start thinking about creating content, now we know that 
that content has to be aligned with the goal. If I have a goal, OK, because I have a HIV test 
today, and I want people, at least 100 people, to come and get tested, then I have to actually 
create content to make sure that those people are interested in coming.  

And so what are going to be the difficulties that I'm to have to create? Well, for one, people 
might have questions about actually getting tested. What are some of the myths that you want 
to actually make sure that you present in there in terms of HIV testing? What are some of the 
concerns that people might have again, if they are positive. What kind of resources do you 
have?  

And you actually live a regular life being HIV positive. You know those are some of the 
questions that you might want to answer. And these are some of the questions that you might 
want to create content for. You want to minimize the barriers that your audience will have for 
them to take action, OK?  

So that's the whole idea, all right? When you start thinking that way, then you start positioning 
yourself in a total different way. It's not about you anymore, but it's about answering the 
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questions and concerns that your audience may have. All right, so look at these studies right 
now.  

And I want to make sure that-- I want you to look at this. 94% of respondents, OK, to a Google 
study said that reputation is an important factor in choosing a hospital or health care center. If 
you actually happen to do that, what does that mean? It means that basically anything that you 
do, in terms of providing services, people are watching you know. Now we live in a world where 
I can actually say whether I like or not a specific service that I got from a vendor.  

If you don't like a movie, you go into social media and you say, this movie was bad, I hated it. If 
you don't like a service from someone, for the most part, you go and actually leave a bad 
review. And so, if you like the service from a specific vendor or a specific business, you want to 
leave a good review. So keep that in mind.  

If you review what you have available right now as part of your health community center, the 
question is, are you having good testimonials? Are you having good reviews? And can you use 
those reviews as a way for you to position yourself or to enhance your brand? And so I want to 
make sure that we pay attention to this because for the most part we already have a lot of the 
content that we need to create. The only thing that we need to do is be strategic about it.  

So when we say that about my 94% of respondents actually-- a Google study, they said that 
reputation is important in order for them to choose whether they go to a certain hospital or 
health center. Now that's compared to 51% who rated a recommendation from family or 
friends as important, OK? So keep that in mind. So people trust to a certain point health care 
providers, OK?  

In a Gallup poll, Americans named nurses, doctors, and pharmacists as the three most 
trustworthy of all professionals. These professions, is the rank even higher than clergy. So look 
at that. Look at-- in terms of what the data is telling us. And so when we are looking at the 
numbers, and we know this information, this is actually something that we can use for us to 
position ourselves even better, all right?  

So if we know that people already trust the health care industry, if we know, according to the 
polls, that people actually look at reputation, what are we doing with that information? If we 
know that we have good testimonials, if we have actually make somebody's life better because 
of the service that they're getting from us, are we using that information for us to keep 
promoting our services? Are we using that information for us to actually get more people into 
the door? Are we using that information for even [INAUDIBLE] or even for sustainability?  

You know we'll have a webinar where we'll talk about sustainability and how to use technology 
on your social media. So what are some of the things that we are using in order for us to have 
increased revenue, OK? Our services, there are more services probably in your community 
health center that actually will grab more revenues, but versus others. So are we using the 
information that we already have, the good reputation that we have, as a way for us to 
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promote certain services so it will help us create revenue? So those revenue will help us pay for 
the ones that actually don't help us create revenue, the ones that actually we have to subsidize 
in some way or another.  

So now you're being strategic. When you start looking at everything that you have in place from 
the financial aspect and from the technology aspect and the online presence, and you start 
putting everything together, then you start actually talking about establishing a plan in which 
your brand is being enhanced. You'll actually be in the business book, but at the same time, 
there might be a financial goal attached to it, OK? And how do we make it work? What are 
some of the pieces of information that we have to put together to even attract, for example, 
funders, to even attract, to promote services that will help us generate more revenue.  

So when we do it from that perspective, and we understand the importance of creating 
content, will actually make a huge difference in how the overall brand of our health center is 
actually being portrayed in our community. And so that's the reason why. That's the reason 
why we have to have a plan in place.  

When we talk about, for example, you know I'm going to use an example of this non-profit, 
health care system. This is INOVA it's serving the Washington DC area, OK? And they want to be 
transparent, OK? For them, it's this marketing tactic in health care. So in 2015, INOVA began 
publishing patient ratings and un-edited reviews of their positions on their website inova.org.  

This actually helps the public make informed decisions, OK, when choosing doctors and capture 
some of the web-tracking points to sites like Healthgrade. Healthgrade is sort of the Yelp of 
health care centers. You can go there and you can look at reviews of different health care 
centers across the country, OK? And so basically what they decided to do is you know, I want to 
make sure that we're going to be transparent about this. We want to make sure that all the 
reviews, being good or bad, we're going to put them on our website.  

And we want other people to see it. If you have that mentality, that mindset, in terms of how to 
actually be transparent about the services that you provide, right, but at the same time using 
those reviews as a piece of content that you can use to enhance your brand, then you will make 
a huge difference, all right? And so in this case, as we have it, you know when we are looking at 
health care center, we look at a hospital, we look at reviews.  

Now you're going to have some reviews that are not so good. But how do you respond to it? 
You know what are some of the attentions that you actually pay to it. Do you answer the 
concern of your patients? Do you have a policy in place in how to answer those concerns? But 
at the same time, are we actually letting everybody else to see how we're responding without 
editing the comments from the patient?  

And the reason why I want to share this with you because we're talking about reputation. 
We're talking about being transparent. And we're talking about creating content. This is how a 
company that is being produced by an audience of yours, someone who is leaving a review can 
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be used for good. And can actually be used as a way for you to respond, and that's a way for 
you to humanize issues that people might have.  

If they actually had a bad day, they had a bad service, they actually you know call your health 
center and they didn't get the answer that they wanted, that they needed in a timely manner. 
How do we respond to that? How do we use that information as a way for us and as an 
organization to learn from it, but also that's a way for us to sort of actually let everybody else 
know our audience that we understand their issue, we understand the problem and we're here 
to help them. And so that's part of actually why I wanted to show you this.  

So this is a different way of actually doing social media. Remember that we talked about looking 
at different pieces of content and pushing content out. But for the most part, if you have 
branded, you already have content available that you can use. So let's actually talk a little bit 
about what it takes you know what are some of the things that you got to think about when 
you are creating a content strategy.  

So you've got to know who your audience is. And again, I repeat this again, but this is 
something that it has to be the most important piece. If you don't know who your audience is, 
it doesn't matter what else you do. For the most part, you're going to miss the mark. Your 
audience needs to be the one in the center and everything that you do online has to be 
revolved around that person, OK?  

So basically you know you need to start thinking about what answers they're looking for when 
they come to your health center, OK, or when they come to the website? What are the 
problems that they're having? The common market strength lies in building brand recognition 
and reputation, OK? So think about what are the goals? If you want to identify the goals that 
you want to achieve, think about what are the goals you want your content to achieve?  

Do you want to have, for example 100 new clients tested for HIV this month? Do you want to 
increased traffic to your website by having 1,000 new visitors each month? You know, keep in 
mind in terms of how I'm putting numbers to it because I'm being specific. It's not about, OK, I 
want to have new traffic to my website every month. Well, how much? Or I want to have new 
clients every month. Well, how many?  

So you got to put numbers to it because that's going to help you know whether you're reaching 
your goals or not. If you're not reaching those numbers, then we'll need to actually make some 
changes, right? So you'd want to actually answer questions or a misconception about viral 
hepatitis for example. Do you want to increase client participation or client recruitment in a 
specific program? You know how many clients do you want for-- do you want to have them to 
enroll in a specific program that you have?  

You want to promote services that will increase revenue by 50% this month for your health care 
center. So when you start actually identifying your goals, then your goals are going to drive 
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what kind of content you're going to create and how you're going to frame it, OK? I hope this is 
making sense for everyone.  

Do you want to increase your social media followers by 500 people this month? So right now, if 
you actually have 1,000 fans on Facebook, for example, you want to by next month, I want to 
have 1,500. OK, so what am I going to do to reach that, OK? What are some of the pieces of 
information that I actually need to post on social media so I have more people interested in 
what I'm talking about. And they become followers so they can become fans of all of my social 
media channels, all right?  

So now you're being strategic. And so when you know who your audience is, right, what are the 
problems that they're having, and how you're going to answer those problems, why they 
should come to you and not go somewhere else. When you start thinking about that, then you 
start actually creating content that will answer those questions. When you identify the goals 
that you want to achieve, like the one that I just gave you as an example, and you're putting 
numbers right next to it, again, that will help you create the content that you need to create in 
order for it to achieve those goals.  

Now you have to find the tone that you want to use when you're posting on social media. Is it 
going to be fun? Are you going to actually post jokes or have some sort of actually graphic that 
will be fun for the day. Is it going to be informative? Are you going to be informing your 
community about specific issues, things that they need to watch for in order for them to 
actually lead a healthier lifestyle, for example.  

Is it going to be inspirational? Because a lot of the times, people that we're serving in the local 
community they're actually struggling on a daily basis. Maybe some of those people are 
unemployed, are actually going through a very tough situation at home, you know. What kind 
of content can we create to sort of actually lift the spirits up a little bit.  

Can we create inspirational content? Does that make sense for our branding? Does it make 
sense for our audience? It can be educational. How we educate our audiences, for example, on 
how to have healthy relationships or how to actually watch for signs that have to do with 
addiction, or suicide thoughts.  

I mean how do we start educating our audience about topics or issues they're dealing with on a 
daily basis in our local community. Is it going to be a positive tone, in which you're at the end of 
the day, when they come to your site-- it's not only about solving problems but at the same 
time it's about actually giving your audience hope. That at the end of the day, they're going to 
actually be lifted up, their spirits can be lifted up by the content that you're producing.  

So you've got to decide which tone you want to use. And you can do a combination of those 
that I just mentioned, OK? But make sure though, with the way you do that, again you're 
speaking to your audience. So you're going to actually get your audience engaged in this 
conversation.  
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If you are creating content, OK, and nobody's responding to it, basically the only thing that 
you're doing is just pushing content out. And that's not what social media is all about. Basically 
your social media channel is another websites, where they come, they read, and they leave. But 
we don't want that. The whole purpose of us using social media is for us to actually get engaged 
our audience, is for us to communicate with the audience.  

It is not for us to talk at them, but actually talk with them. And so if you're not getting 
responses, that means that where you're trying to reach the wrong audience or the content is 
not relevant or that the times that you're posting are not the right times for them. Because they 
might actually not be in the morning, but they might actually be checking their social media 
channels at night. There are many factors.  

The nice thing about it-- because the question might be, OK, how do we? know? How do we 
find out? The nice thing about it though is that social media remember, they gave you all those 
analytic, all the data points in which you can go back and review and actually make informed 
decisions, all right? So I don't want you to feel overwhelmed by what I'm telling you right now 
because the answer is right there. You just actually have to learn how to look for it.  

And that's where we actually work. That's why we put this in this webinar, as a way for us to 
show you how you actually can get answers to those questions. But at the same time you know 
if you actually need additional TA, we can probably actually offer personalized TA. And we can 
actually dive a little bit deeper in some of the questions that you have as an organization.  

Keep in mind though, as you're creating your content strategy, you also need to measure, right? 
Is it working? Am I looking at the right data? Measuring the results of your content for this is 
important as creating the content itself. So this can be as simple as asking your patients, for 
example, how they found or heard about your community health center.  

OK, how did they actually learn about you? I don't know if you do that as part of your intake. 
How do they learn about some of the services you provide? Did they actually search in Google? 
I mean a lot of this information you can actually gather if your website is measuring views or 
visits using Google Analytics, a lot of that information can be found there.  

So doing this would allow you to review and adjust your strategy. You have to know where your 
audience is coming from and you have to measure your results. Saw At the beginning of this 
process, for example, you can start reviewing the results once a week, OK? And then after the 
first couple days, you can start reviewing them every other week, OK?  

But at the beginning of the process, you want to look at your data on a regular basis because 
that would allow you to adjust. You've got to be able to adjust. And that's the nice thing about 
using social media. It allows you to sort of actually make changes right there. You can pause the 
campaign, look at the numbers, and make the necessary changes that you need to do in order 
for them to enhance it, to improve it, to reach the people that you want to reach, all right?  
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So I hope this is making sense for you. If you have any questions feel free to actually type into 
the questions pane, and you know we'll be looking at your questions and reading those. So feel 
free to actually answer any questions as I go along.  

So how do we talk about creating an effective content calendar? Now we talked about creating 
a content strategy, all right? Now what does it take now to map it out? What's going to be your 
publishing schedule? What is it going to look like?  

And so this is the piece in which I think-- for the most part, we think that actually creating 
content has to be complicated, right? Because when you're thinking about, OK, so how often 
should I publish and what are the times and who's going to be doing that because I don't have 
time. I'm working with clients, my staff is overworked, and so are we don't have time. And so 
you know the answer to the question is you will be surprised how easy it can be for you to sort 
of actually program the content that can go by itself into your social media channels.  

The only thing that you need to do is actually get together with your team and brainstorm. 
What are some of the different pieces of content that you need to start creating. Once you 
create it though, you can actually use a content calendar system, in which you can actually 
place those content and you can tell that system, I want that information to go up tomorrow at 
9:00 AM. And I want the second piece of content to go up at 2:00 PM, and the other one is to 
be at 8:00 PM. And you can do that you know, you can actually do it weekly or do it monthly, 
you know?  

I work with grantees in which you actually have a whole month of content in which they don't 
have to worry about creating it because they already created it. The only thing that they do is 
monitor it. So basically, once you put together a content strategy with your content marketing 
goals and distribution methods, it's time to map out what your publishing schedule will look 
like, all right? So do you know where you're going to post, care, or blog about, for example 
tomorrow, this Friday? What about next week of the week after?  

So you need to have a strategy for each day. And plan in order to be consistent and get 
exposure, OK? So you can brainstorm topics by focusing on some of this question, for example. 
What is the problem that is out there in the health care industry? For example, in your local 
community.  

You know how are you offering a solution to this problem? Is the people actually struggling 
right now to get to be seen? Is there a long waiting list for people to actually get the services? 
Are we finding out that if people don't have health insurance, for example, what are some of 
the other ways that people can get seen through your local community health care center?  

Do you provide services obviously to low income families? You know the low income families 
they might have other barriers by coming. What about transportation? So we start thinking 
now strategically in terms of some of the topic. How are we actually offering solutions to the 
problems that our communities are having?  
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For the most part, communities might have health related problems, but they also have other 
problems that will stop them from accessing your services, for example. So what kind of 
solutions do we have for those other problems that actually they might be dealing with on a 
daily basis? Do we have success stories? I just mentioned that earlier. So do we have success 
stories from past patients or clients that you can use to promote a specific service and increase 
credibility, all right?  

Again, if you know that you're having-- for example, you've had some clients or patients that 
did not have a good experience with you, how are you responding to that? You know, I work 
with rentees in which actually their health care center actually they were having really bad 
reviews, but they were trying to promote a specific program. It was hard at the beginning to 
sort of actually get across that. But, on the other hand, they already had successful stories of 
clients and patients of them who had been able to improve their lives based on the service that 
they were getting from a specific program.  

So they started using those success stories as a way for them to say, look you know we 
understand that you probably had a bad experience before in our health care center, but you 
know we want you to know that people that have been able to come to us and be actually able 
to access these type of services, they've been able to improve their lives. They now actually are-
- they were in the stage before, and now they're actually able to move to a better, healthier 
lifestyle. You know they're working. So you start now actually you know listing all the positive 
things that people were able to accomplish because of the programs and the services that 
they've received.  

So these are possible topics that you might want to be brainstorming about or thinking about. 
Who are you trying to reach? Who is your ideal client or patient that you want to actually get, 
you want to reach, you want to communicate with, you want to engage with, all right? This is 
why it's very important to have a firm grasp of your strategy when it comes to posting content 
on particular days, weeks, or months.  

You can plan your content you know releases around key dates and launches too. For example, 
you can create content for National Youth HIV and AIDS Awareness Day. You can create content 
for Hepatitis Awareness Month, which is in the month of May of each year. Or Hepatitis Testing 
Day, which is May 19th of each year. So if you actually kept themes that you can pick and 
choose as a way for you to educate your audience about a specific subject, it's another way for 
you to create content. Hey  

Again, we'll sit down for a couple hours, two or three hours, or even you take half the morning, 
half afternoon, but you can actually plan content for the next four weeks. That will leave you 
room only to monitor, to make sure to see how people are responding. You can meet once a 
week, you know every Friday for example, for the first 30 days, and start looking at the data. 
And start looking at, OK, is this content making sense? Are people responding to it, OK?  
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Are people actually engaging with us? We only have two likes, but what about if we want to 
revisit this content and we want to actually have at least 50 likes and actually have 10 shares. 
Now you're being more strategic. You notice now, you're using now-- you're using your 
numbers to actually see and choose and select which content created the most impact. 
Because now you don't go back and write in something that actually didn't create an impact 
before.  

You are using the content, based on the data that you're getting, the content that created the 
most impact and you're re-running it, re-tweaking it. You can actually create a video, right? 
You're using that content that actually was in the text form, now you create a video. And 
believe me, you will have a different level of engagement as well.  

When you do that, you're not actually adding more work that will not produce results. But 
you're being smart and strategic about it because now you know what actually works. So that's 
why we do this. It's to avoid wasting time and resources, to avoid frustration.  

And that you, at the end of the day, you might say, you know what? This doesn't work. We did 
it and it didn't work. And so we have to think of other ways. But by doing it this way, you 
actually are making sure that you will be successful. That's why we do it because we're planning 
for success.  

I'm not telling you though, that every single piece of content is going to be good. What I'm 
saying is that when you plan ahead and you have a system in place and when the content is 
actually being posted by automatically, you know you're not actually wasting resources doing 
that yourself. You're having a tool that is allowing, helping you achieve that, OK? And so now 
you can actually use your time to monitor. Or your team can be using their time to monitor that 
content and see how people are responding to it.  

One of the tools that I always recommend is put Hootsuites. You can go to hootsuite.com. And 
it's basically a platform that you can use. They have a free version and they have a paid version. 
And the paid version is about, it goes to $5 to $10 a month.  

But this a tool that you can use for you to actually post content on various social media 
channels. You can use it to post on Facebook, Twitter, LinkedIn. And so you can actually, if you 
are having a practice of different channels, this could be a great tool for you to use, OK? So you 
actually planned your post, you could actually monitor how people are responding from one 
platform. So you don't have to go to Facebook, for example to look at the data.  

But this actually will give data and you will be able to see it in one place. So you can inform 
decisions. The nice thing about it, you can have different accounts. So you have a team of 
people doing this. They all can have access to this.  

And so, for the most part, I always recommend grantees you can start with the free version. 
You know the free version allows you to post multiple times to multiple channels. And so you 
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can manage up to three social media profiles. So if Facebook's one of them, Twitter's another 
one, and LinkedIn, boom, you don't need a paid version.  

Now the paid version will allow you to look at a more detailed numbers. It will give you more 
detailed data report, OK? But it's not expensive. So this is one of the tools that you can use.  

Facebook also itself allows you to post automatically. It is free. So Facebook you know, when 
you have a Facebook page, you can go there and you can actually post you know your own 
post. You can actually use their calendar system, and you tell Facebook when to post and at one 
time. And Facebook will do it automatically for you.  

But the key is for you to create that content, all right? The key is for you to actually have done 
the brainstorming ahead and already created that content. Remember, let's go back to the 
pieces of content that you can create. We talked about video, we talked about reports, articles, 
we talked about live videos, live events. There are many things that you can do.  

At the beginning, it's a little bit of work. But once you have the system in place, it gets easier, 
OK? So that's the piece that I think is important for you guys to understand. That I don't want 
you to feel overwhelmed because it gets easier as we actually put all the systems in place.  

So let's talk a little bit now about the content marketing key components. So we're going to be 
talking about these key components, and I'm going to give you examples in how some health 
care centers-- in this case, the first example that you see here is the Mayo Clinic. I think they do 
a wonderful job. And you might say, well, the Mayo Clinic is huge. But what they're doing is 
something that you can do, all right? It doesn't depend on the size of the organization, it 
depends on the strategy behind it and the goal that they have.  

So the content marketing key component number one-- remember how we define content, by 
providing valuable, relevant, and consistent information. So they began podcasting in 2005, 
OK? They created a YouTube channel, OK, so they used videos a lot to answer questions. Mayo 
Clinic has a website with in-depth information on conditions. They know who their audience is, 
so they use their website as a way for the audience to go and look for information about health 
related issues, of course.  

And you know they have multiple blogs, including ones that enable patients and employees to 
tell their stories. This is powerful. I don't even know what it is, but as I'm talking about as, I 
always go back to telling the stories of your patients or telling the stories of your employees. So 
when your company is backed by credible resources from your medical community, it provides 
value to consumers and wins their loyalty, right?  

And so once you establish your organization as the go-to resource for health information in 
your area, people will not only turn to you for their own health care, but they will promote you 
to others. That is a goal in itself. If you want your own audience to promote you to others, you 
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have to start with a good reputation, which I'm sure you already have. But also you have to 
back that up with good content, with good information.  

So in this case for example, Mayo Clinic, they have built an extensive content marketing effort. 
Basically leveraging of their sterling reputation and enhancing it and gaining a local audience 
over time. If you already have a good reputation as a health center, use that. Use that as a way 
to promote your other services. Use that as a way to tell the source of your patients.  

Just to give an example in terms of how this strategy has worked for Mayo Clinic, you know a 
study found that 95% of Mayo Clinic patients actively promote the brand to others. And the 
clinic makes it so easy to do so through social media. Now what does that mean? So what it 
means basically, if I'm created content am I asking people to share this story? Am I asking 
people to, if they saw something that is relevant to them, you know am I asking people to go 
ahead and share with their friends and family?  

If I go to your website, do I have links at the bottom of an article that I've read that is important 
to me that I can easily share it? You want to make it as easy as possible for people to consume 
your information, but also for them to comment and share it with others, OK? You want to 
minimize any barriers they might have. Is the content that you're creating is a mobile response? 
Otherwise, if I look at the information using my smartphone, is it going to look nice?  

Am I going to be able to see at least the same quality, if you're actually using videos, is the same 
quality that I see in your site-- if it is a high-quality video, is it going to keep the same quality if I 
actually use my smartphone? So these are things that you have to think about in making sure 
that it's working to your advantage, not to your disadvantage. Because what happens is this, 
you only have a few seconds to get people's attention. And because you only have a few 
seconds to do that, you have to actually put an effort and plan what that information is going to 
be so they can actually stay there.  

So if I go to your site, one of the things that I would do, I would also start looking at some of the 
basics of your site and see how much time people have spent visiting your site. How much time 
people have spent looking at your social media channels. If I see that the time is only a few 
seconds or a few minutes, for example, that tells me that the content they're reading, the 
information that they're actually consuming, is not relevant, OK? Because they go there, and 
they go somewhere else.  

And so now when I'm giving you these examples, I hope that you actually are taking notes and 
thinking about ways that you can use this information for your own community health center. 
And how you can actually position your health center to use content marketing as a strategy for 
you to actually get more clients, but also a strategy for you to generate or to increase revenue, 
OK? And so that's the piece that I think is important for us to start thinking about.  

For the most part, we think about sustainability-- and this is a subject that we'll talk at a later 
webinar, but we think of sustainability when our grant is over. When, what we don't realize, 
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and we have all the tools right now, technology and social media give us a lot of the tools right 
now that we actually can use our advantage to start actually talking about sustainability. 
Whether it's about sustaining an effort, a service, or thinking about using technology for us to 
generate more revenue.  

Let's actually give you another example here really quick. So the other content marketing key 
component is attracting a specific audience. Remember about INOVA? So that's the 
organization that we talked about where they decided to actually let their patients review on 
their site. INOVA is located in one of the most mobile connected communities in the country.  

What they did basically, because their audience were on their smartphone all the time, they 
develop seven mobile apps for iPhone and Android users. Whether it's for patients who want to 
look up lab results, whether it's for parents you know who want to actually check some of the 
dosage charts. You know if you have a sport coach, in that case, they want to evaluate players 
for concussion. They knew who the audience is.  

I'm not actually asking you say, oh my god, you've got to develop mobile apps. I'm giving the 
example that in this case, they knew who their audience is and they actually the developed a 
product that actually solved a problem. So you must meet your audience where they are with 
the content that they want. People expect an organization to get them, OK? They expect for 
you to understand them, OK?  

So that means that you've got to deliver messages that is tailored to them. Finding the right 
channels to use begins with learning where your audience is. As simple as that. If your audience 
is on Facebook, awesome.  

But if you're audience locally-- we know that the audience locally that we're using is an 
audience that's actually using this, that we know that the content that we need to create for 
anyone who's using a smartphone is content that has to be mobile-friendly. Because if it's not 
mobile-friendly, they're going to go tap on their phone, and then they're going to leave the site. 
They're going to leave your social media channel. So we want to make sure that we actually are 
paying attention to that.  

It's not surprising that most people are on the internet. 80% percent of US adults use it. So 
according to the Pew Research Center, another 58% own a smartphone. While young adults are 
most likely to have them, 32% of those ages 50 to 64 have one too. Again, I go back to is your 
information easily consumed by mobile devices? Are you paying attention to that? Do you 
know if you're audience is using mobile devices?  

And probably the answer the question is yes. You might say, yes, I know that they use their 
smartphones all the time. Maybe even though you might be actually working or assisting low 
income families, but they have a smartphone. Maybe they have a smartphone, but the only 
thing they use is text. Are you able to communicate with them via text?  
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One of things that I know-- I work with a school district where they actually have, they serve 
low income families. One of the methods they use to reach is actually texting. They actually text 
to the parents in terms of what's going on and some of the things that they want to announce 
about their kids, things that happen in school. Texting is a very important piece of 
communication because they know that probably 95% of the population they have cell phones.  

They may not have a smartphone, but they have a cell phone. And they have texting services. 
So that is for me to say there are ways for you to sort of actually distribute your content based 
on who your audience is. And use that as a way for you to know where you want to be and how 
you actually want to present your content.  

Let's look at the other side here, which is actually driving profitable customer action. So 
basically, this is-- I'm going to show you in a really great, too, because I want to show you the 
website in a little bit. But basically, you know this was the contest. It was organized by Anne 
Arundel's Medical Center, OK? And they asked the participants to post their best stachie, OK, 
otherwise known as the selfie with either a real or fake mustache.  

The purpose though, was to raise awareness for men's health during November, or Movember, 
as they call it. And basically what it is, they asked their audiences, we want to make sure that 
you know-- go ahead and take a picture of yourself. You don't have to have a mustache. But 
basically a selfie, with a fake mustache if you don't have one. Because we want to-- we're 
talking about men's health and we want to raise awareness about a specific topic, OK? And 
November was the month that it was used for this particular campaign.  

So basically what happened, they actually took advantage of how fun these social media activity 
was, but it also dropped traffic to their website, OK? And so that's part of actually you know, 
that's why it was a key. They wanted to actually have the community be involved in the 
promotion and marketing of it. And so I wanted to mention that with this because this is 
another way for us to create content. And when we ask the community that we serve to 
actually create content for us, but in a very fun and engaging way, OK?  

So can you think of ways that you can use this example as a way for you to raise awareness of a 
specific issue? Can you use videos for example in a way that you could actually raise-- can you 
ask your audience, if you're actually doing an HIV testing day, that you will be surprised how 
many people actually will film themselves and say, hey, I'm actually getting tested because of 
one, two, and three. That's your audience giving you content. That your audience actually being 
the one promoting the services that you are offering. And that's your audience actually making 
sure that they reach [INAUDIBLE] as well.  

And so it's not you anymore, but it's your audience who is driving the message. And so let me 
actually see if I can now show you really quick here the website. And so this is the site, really 
quick, in which they used for them to promote their campaign. So they actually asked people to 
come to the site and look at the-- they had a contest. They actually saw this enter to win. And 
so post a stachie, start a conversation about men's health.  
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So here are the instructions on how they could actually enter to win. So take a stachie post your 
stachie in, again they gave the Facebook Medical Center page here. Checking weekly, every 
post is a chance to win a $50 Visa gift card. Now, if you have the flexibility to create something 
like this, OK. What this actually does is basically it maximizes your reach, enhances your brand, 
but at the same time actually allows you to raise awareness about a specific topic.  

Because if you look at this site, I'm coming to this link right now and look at the different 
questions. You know how much do you know about men's health? Then there's a blog here, 
where it says that a father tells his story of kicking the smoking habit. There's a podcast. There's 
a radio.  

So the idea is for them to come to the site, enter into your contest, but at the same time for 
them to look around the information that you have about the issue. Now we can measure this 
campaign in so many ways. One is, how many people actually entered the contest? Two, but 
how many people stayed there and visited all the different links and how long they actually 
stayed. Because that would allow us to know whether their campaign is being successful. That 
we not only have people entering the contest, but they actually are reading the content that 
we're producing, OK?  

So can you think of ways that you can do something like this with the audience that you're 
serving, right? And so that's the reason why I want to share with you. I want you to start 
thinking about ways that you can use this information for your own benefit. For the benefit of 
your audience, the people that you're serving, and for you to enhance visibility. For you to be 
able to maximize your brand reach, your health center reach as well, OK?  

All right. So let's actually look at another example here, really quick. Let's go to our 
presentation. All right, so this one is another example. This one is from the Carilion Clinic. And 
basically, you know this one was called the Yes Ma'am Campaign.  

Look at the hashtag. And I think we talked a little bit about this when we did the webinar on 
Creating Your Social Media Strategy, The Powers of Hashtags. So hashtags pretty much are 
keywords, terminology that you can use to find information. So you notice that sometimes 
when you post things on Facebook or Twitter or any social media platform, there are people 
actually posting hashtags, which is actually the pound sign here with a phrase. And what that 
does is if I actually go and search the internet with the hashtag for example, I will find any 
information that actually you know had this hashtag tagged along the message that actually I'm 
searching for.  

So basically, if I go and search for yes ma'am, I'm going to look up all the articles, posts and 
videos that were created. And they actually have the hashtag on. That's the importance of 
doing this because that means that your content is easy discoverable. So people can find it and 
people can share it, OK?  



Social Media For Sustainability, Community of Practice #2 – Page 21 

So look at this. Over four years ago in order to raise awareness about breast cancer and the 
need for early detection, this clinic started the Yes Ma'am Campaign. Whether you're using a 
hashtag to answer common breast cancer questions in a Twitter chat or drive-in traffic to the 
website to encourage women to make an appointment at one of the screen locations, the yes 
ma'am hashtag is the perfect example of the power of hashtags to start a movement, OK?  

So look at this. So there are many things that you can do with it. You can actually encourage 
women to make an appointment. You can actually start the conversation about breast cancer. 
You can-- I'll show you the site in a little bit. But the idea is for you to raise awareness about an 
issue. And what's actually driving this is the audience that you're serving behind it, OK?  

So let me actually show you really quick now the page for this particular campaign. And 
basically what you're going to see here now is information. It has to do with taking a 
mammogram, having a breast cancer test. And they look at this. So the information here is, 
how do we answer questions about breast cancer, OK?  

How do I schedule my mammogram? You know how can I schedule it? Look at the different 
topics that you have in here, all the different links. We're talking about screening 
mammograms, diagnostic breast cancer support group. So they're actually taking people from 
this hashtag and actually sending them to this them to this page, all right?  

And from here, they're actually raising awareness. They're educating their audience about the 
importance of mammograms, for example. And about the issue of breast cancer.  

And so that's-- can you think of a campaign that you can create for your community health 
center in which you actually create a hashtag? And it doesn't have to be huge. It can be a local 
campaign in which you can actually help raise awareness about a specific issue based on why 
you think it would be important for you and your audience. And so I wanted to show you these 
examples as well because I wanted to show you that you don't have to create something 
massive. And you don't have to think that it has to be over done, or you have to invest 
thousands of dollars to do this.  

All you have to do is the right content, that's why you have to create the right content, and 
know who your audience is, OK? That's basically it. And once you do that, you start making sure 
that you distribute your content in the social media channels that your audience is present at, 
that your audience is using. So again, the strategy behind it. That's what is going to help you 
achieve your goals.  

All right, so let's go now with poll question number two. So based on the examples that I just 
gave you, what kind of content or topics do you think your audience would benefit from? And 
can you please enter the comments into the questions pane. And so what kind of contents or 
topics do you think your audience would benefit from?  
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I want to make sure that we sort of actually start thinking about some possible topic and start 
brainstorming about some of the things that we can do here when creating content. Any 
content or topics that you might want to think about. Things that you think it will be beneficial 
to know for your audience. So you can enter comments into the questions pane, and I'm going 
to be watching for those.  

Now think about this, though. In terms of when we're actually brainstorming for questions, we 
got to be strategic, OK? So think about some of the goals that you may have, some of the 
objectives that you may have as part of your content strategy. And so, I want to make sure that 
you start thinking that way because that would make a difference, OK? That would make a 
difference in how we want to position ourselves and what are the goals that we want to 
achieve.  

Again, if we go back to some of the brainstorming topics that I shared with you. If you want to 
actually for, example, have 1,000 new visits to a website, you know what's the content that I 
need to produce in order for me to make that happen? If you want to increase your Facebook 
following, you know what are some of the things that I need to do to make that happen? So if I 
want to go from 500 to 1,000 fans, or when I go from-- I have already 2,000 fans, but I want to 
go to 3,000 fans in about six months period. If by doing that, that means that I'm increasing my 
visibility, I'm maximizing my exposure, and being able to solidify my presence online, I'll be able 
to actually help to generate revenue for my health center.  

So what are some of the content creation that you need to have in order for you to meet that 
objective? So basically this is how we start thinking about all the different topics, OK? Now, 
here's one thing that I want you to start thinking about too. I want you to start thinking about 
how you can use video. I want you to start thinking about how you can drive that engagement 
by you actually using video.  

So I'm not saying to stop and not use graphics and text, but video is a powerful tool. It's a 
powerful tool for you to use. And so you can actually use video as a way for you to answer 
people when they ask questions. In order for you to make sure that you have a conversation 
with your clients.  

If you have a Facebook fan page, that in which you actually have 500 fans or 1,000 fans, and 
some of your fans might be clients of yours, well what stops you from actually conducting a 
Facebook Live event, in which you can actually, on a weekly basis, you choose to talk about a 
specific subject? So what are some of the subjects that you think your audience will be 
interested in learning more about?  

If you actually serve an audience in which you're actually doing a lot of HIV prevention, 
intervention, strategies, do we need to talk about help your sexual relationships, for example? 
Or if there's an audience in where, you know they are actually dealing with, there's a high 
unemployment rate or is an audience in which you know they don't actually tend to go to the 
doctor. What are some of the myths that you might want answers to a Facebook Live event?  



Social Media For Sustainability, Community of Practice #2 – Page 23 

And so when you start doing that, you know Facebook records the video for you, and you can 
actually use it in multiple ways. So once the video's been recorded, you can actually create an 
ad on Facebook and you can expand your reach, you can post it in your channel, you can put it 
on your website. There are many things that you can do. So now you have one piece of content 
and you can re-purpose it, OK? You can have that content in different places.  

And so that's the advantage. That's the advantage of doing something in which you do it once, 
but you can use that information and be smart about it in a way that you can present it in so 
many different ways. So you're not coming back to the table, OK, what do I do now? No, 
because there are going to be people that will actually digest your content in a video way, and 
there are going to be people that will digest your content if you create a post about it because 
they will read about it.  

Or you could actually create different info-graphics, in which you actually drop pieces of that 
video and put important and statistical information, for example, if you want to do is educate 
or raise awareness. So now what you're doing is basically grabbing that content in actually 
creating different-- whether it's graphic, video, text, and posting it in different platforms.  

So let me actually go back really quick here to show you something really quick in terms of how 
you can put everything together, OK? So if we're talking about content marketing strategy, how 
do we put everything together in terms of all-- based on all the things that I've talked about 
during this webinar? You know how to effectively promote your content new and existing 
audiences.  

There are dozens of strategies for getting your content in front of other people. There are many 
ways that you can do that. But you want to make sure that you're making the most of your time 
and that you're doing this as effectively as possible. And I just gave you examples along this 
webinar in how you can actually do this.  

But number one, we talked about social media. So social media is one of the best platforms that 
you can use because it allows you to reach a lot of people. People that are already there using 
social media to communicate with each other, OK? You know whether it's on Facebook, 
Twitter, Instagram, LinkedIn, Snapchat, YouTube, these are great tools that can be used to 
successfully promote your newest content.  

Remember that probably not all your fans or followers will see your content the first time, so 
keep that in mind. Posting the same content multiple times is not counterproductive, even 
though you might think so. Is not counterproductive because you are competing for attention. 
So you might be putting a very important piece of content at 8:00 AM, 8:00 in the morning, and 
maybe only a few of your fans actually saw that. Well you might want to choose to post that 
again. You don't want to be repetitive and have your audience lose interest in your post.  

But what you can do, though is sporadically actually put the same content just to see how 
people are responding and what are the best times to post. I don't want you to start thinking 



Social Media For Sustainability, Community of Practice #2 – Page 24 

about, well, I just posted a piece of information and nobody responded. Well, let's try it again. 
Let's actually try it at a different time because that might mean it's actually your audience did 
not see it. It's not that you're reaching the wrong audience, it's that the audience that you're 
trying to reach they might not be seeing it because at that time, they might not be there, OK?  

And again, you are competing for people's attention. Remember that your audience are also 
following other pages, they're following other things in social media. So you've got to be able to 
grab their attention. And that's what social media allows you to do. You can test things. And 
based on those data, you can actually adjust your website, OK?  

If you're posting content that merits to have additional information, make sure you expand it 
into your website, OK, with a strong call to action. Remember those websites that I just showed 
you about for those campaigns. They had calls to action. And so, whether you're asking your 
audience to enter a contest or whether you are actually asking your audience to actually 
educate themselves out of a specific issue by clicking on a specific links. So there's got to be a 
call to action.  

So then the call to action is based on your goals that you have as part of your content marketing 
strategy, right? Now the easy social sharing, I know that I mentioned this before, but the easy 
social sharing, your content has to be very easy to share. If it is, if it is good content and it's 
relevant to your audience, most likely your audience, your people, will share it. If it isn't, so 
chances are they will spend too much time trying to figure out how to pass it along, OK?  

So make it very simple, OK? Make it very simple for your readers to re-post your content. It is 
vital to the promotion of your blog, to the promotion of your website. So make it simple for 
them by adding social media buttons and strategy of location, and asking them to share.  

The couple examples that I showed you on those two different campaigns, actually if you go 
there you will see how easy it is for you to share. A lot of those people actually have those links, 
the social media links, where you can actually share that information, all right? But you actually 
also at the same time ask them to do so. So there's two things, making sure that the posting 
information is very easy to share, but at the same time, having a call to action where you're 
asking people to do it, all right?  

Paid advertisements-- and this is something that I think is very important. We're going to have a 
webinar and that in terms of-- the next webinar's going to be about social media 
advertisement. And this is something that I don't see a lot of grantees doing it, and for the most 
part it is because they don't understand how it works. But once you do, and you realize how 
much things you can do and the good result that you can have when you have a good social 
media advertising strategy, you start looking at the way that you can actually create ads online 
in a different way.  

Because you can start investing a little bit of money, but it will make a huge impact. You have to 
have a plan behind it, but it will allow you to actually even narrow down your needs, narrow 
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down your audience. Because you tell Facebook or Twitter, Instagram, for example, who's the 
audience that you want to reach, the audience that you want to see the content that you are 
producing, OK? So having a good marketing strategy doesn't need to be expensive.  

Having a budget though that will help you reach your audience must be part of your strategy. 
Due to the online targeting capabilities that exist today that would allow you to reach an 
audience who is more likely interested in getting the services that you provide. Some of the ad 
platforms that you can use, for example for online paid advertising on Facebook, Facebook Ads. 
You can do Instagram, OK? So you can actually are you Instagram Ads as well?  

You can do Promote It Tweets. So if you actually are in Twitter, and your audience is there, you 
can use something that's called Promote It Tweets. So you pay Twitter $5, $10, $20 for you to 
actually reach more people, OK? In LinkedIn offers also an ad platform as well. Now again you 
don't need to learn all of those things on your own. We can certainly help you and provide TA in 
how to actually select the best platform that it makes sense for you as an organization and for 
the audience that you're servicing, OK?  

And finally, what we talked about repurposing, OK? So I mentioned this a little bit, but when we 
start talking about marketing strategies, repurposing is one that I think is a little bit underused 
because we tend to think we have to be creating new content all the time. And the thing is, is 
that we can create five pieces of content, and we can see which one is the one that starts 
resonating with the audiences.  

And the one that it's actually working the best is the one that we want to repurpose, that we 
want to actually transform it in other pieces and post it in different social media platforms. So 
you can re-use and recycle, OK? Or repurpose your original piece of content by fragmenting it 
into smaller pieces to share.  

So for example, one of your blog posts can be repurposed into small pieces of social media 
posts for example. You can have a section of your post that can be used for individual tweets. 
You can have pieces of your post that can be used to create info graphics, and use it as a visual 
way to inform your audience about important healthy issues. So by repurposing or re-using 
your content, you're able to spread your reach, OK, as wide as possible across multiple social 
media platforms and online channels.  

So that's the advantage of repurposing your content, OK? So you use one piece of content and 
you sort of actually you know grab pieces of it and create-- whether it's an info graphic, right, 
where we actually create a graphic and put some stats and numbers to it. You know you can 
grab a fragment of a blog post, for example, and use it to post on social media.  

Or you can actually grab one or two sentences of your content of your post and create a video 
about it. It can be a three or four minute video. It doesn't have to be long. But you can use the 
same information and say it in different ways. That's what repurposing is.  
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And then you actually know which one will, you know will work better for your audience. 
Remember, your audience might tend to consume information in different ways. So don't just 
think about text and graphics and that's it. And if you're not getting the engagement, and you 
say, well my audience is not interested, not necessarily. The data will tell you that maybe what 
you need to do is actually create a video because video is more relevant.  

Facebook tends to give more relevance to videos than just text and graphics, OK? Just because 
video generates a higher level of engagement. That's basically what the whole content 
marketing strategy is. That's what the difference is between content and content marketing.  

I hope this webinar was beneficial and sort of actually give you a clear idea in how to actually 
put a strategy together to start creating information that is easily consumed for your audience. 
But at the same time, drives a higher level of engagement and produces results for you as a 
community health center. So let's see if we have any questions based on what I have discussed 
so far. Let me know, and I'm here to answer your questions or comments, doubts, concerns 
that you may have. If not--  

STEVE LUCKABAUGH: OK. Give me a few moments here. If you have any questions, please enter 
them into the questions pane. We did have one that came in, speaking about STDs can be 
embarrassing for some. How can we go into a potentially delicate subject and have people 
participate without alienating audience members? Any tips?  

CARLOS MORALES: Sure. There are many ways that you can do this. In fact, basically one of the 
things is, one way that I would do this, if there are topics that is embarrassing for your 
audience, but you know these are topics of interest, well do you know exactly what questions 
about STDs are the ones that they will like to have discussed? And maybe you, as part of the 
staff, are the one discussing it. Maybe you're the one creating a video.  

Or here's another idea. Let's suppose that you actually have your audience write those 
questions. You can actually take pictures of those questions with probably just the hand of the 
audience writing them down. And have them just take a picture of their hand with a piece of 
paper. Now they're not showing their faces, but they're actually posting the questions and 
actually they're asking for engagement. So there are many ways in which you can use your 
audience to discuss a specific topic without necessarily revealing themselves.  

If for some reason, someone doesn't want to participate at all, but they do have questions and 
they have actually have thought maybe of some of the things that they would like to know 
more about, you could be the one actually answering those questions for them. They key is 
actually how you're going to do it so you can drive the engagement. If I were you, I wouldn't 
just actually write a post and just leave it at that. I would be the one, as part of the staff, in 
creating a video. And maybe interviewing another staff and where we're discussing questions 
that we have from our clients.  
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So in other words, I could have a piece of paper. I could say, look, I have actually you know ten 
questions right now that are clients are asking. One of the first questions that they're asking 
about STD is this. And you can actually talk about it. So there are many ways that you can still 
get your audience input, your audience's involvement without necessarily showing their faces 
or showing your audience in front of a TV or a picture for example.  

So we've got to be a little bit creative in how we do that, but we want to make sure that we get 
input. And so if it is the audience that is actually giving you those questions, you've got to 
answer them. You've got to answer them because you know there are other, hundreds or 
thousands of people having the same questions as they are, OK? So I hope I have answered 
your question and given you a couple of ideas on how to go about doing that. Any other 
questions?  

STEVE LUCKABAUGH: Yes. In targeting youth, we must first find out what would spark youth 
interest to the health center via making a video. That that's all that's there, I'm not sure if 
there's more to that, if that makes any sense.  

CARLOS MORALES: OK?  

STEVE LUCKABAUGH: I guess they want to make a video and they want to target youth, and 
they're wondering how to you know find out what they could do to spark interest, youth 
interest.  

CARLOS MORALES: Sure. Well, I mean part of it you know part of the answer to that is can you 
use youth as being part of the video themselves? Can you actually have the youth being the 
ones sort of actually asking some of the questions or generating the content for you?  

If youth might not be-- they don't want to reveal themselves, you know but you have a great 
idea in terms of what are some of the things that they actually are looking for in terms of 
answers, you know you might want to actually use a way for you to gather youth engagement. 
You can create a context, like the one that I just exposed to you, the one that I just went over 
you know for youth to actually be more involved.  

Video is one great way to reach people, but remember youth also use a lot of hashtags, OK? 
And you can help you to drive traffic to a specific page in your site if it is about a subject that 
actually they care about. So if you know what that subject is, if you're very sure that this is 
something they're interested in, the only thing that you have to do is produce the content. So if 
you can use video, you can answer youth in order for you to sort of continue the conversation 
that they can actually use the hashtag, whatever the hashtag may be, as a way for them to keep 
actually asking questions or engaging other people as well.  

But even within your staff, you have a staff that actually have some sort of an influence over 
youth. And you might want to use them as a way for you to interview them, as a way for you to 
keep the content fresh and interactive. Do that as well. And so I'm always the one suggesting if 
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you can actually use your audience as one of the most important pieces to help you drive your 
message, that will be better. Because you will have better results because your audience is the 
one doing it for you, OK?  

STEVE LUCKABAUGH: All right, thanks. If anyone else has any questions, please enter them 
now. Not seeing any right now.  

CARLOS MORALES: OK.  

STEVE LUCKABAUGH: So I guess if you have any final thoughts, we can wrap it up here.  

CARLOS MORALES: Sure. Well you know feel free, you can always send your questions later. 
And if you actually need personalized TA, and then we can actually help you further, feel free to 
actually request that as well.  

And so we have, I believe, our next Social Media for Sustainability Community of Practice 
Number 3, we're going to be talking about social advertising fundamentals for Thursday, May 
18th, from 1:00 to 2:30. So here, in this webinar, we're going to be talking about how to create 
ads. And how to actually use ads effectively. We're going to be talking about budgets. How 
much money do we actually have in place in order for you to have some very good results.  

But again, the idea for this webinar is for us to share some of the things that we have seen have 
worked, where we are actually talking about social media. And for you to hopefully implement 
some of these things. And you're not alone. So if you have questions or you don't know how to 
do it, request technical assistance. We'll be more than happy to help you. So thank you.  

STEVE LUCKABAUGH: Thank you everyone for participating in today's webinar. And we hope 
that you're able to find the information provided useful. Take care, everybody. And we'll see 
you next time.  
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