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Popular Social Networks 

“Social media” is a term used to describe the plethora of Web-
based platforms available to connect people in ways that 
encourage them to share themselves with each other. Below is a 
list of some of the most popular social media networks. 

Facebook 

www.facebook.com 

Although Mark Zuckerberg’s social networking service was 
originally intended for personal use, the site is now one of the 
major online engagement tools for business. With 1.4 billion 
daily users worldwide, constant developments in profile 
functionality and a variety of ways to reach out to consumers, 
Facebook allows channel firms to interact with partners and 
clients on a massive scale. 1 

Instagram 

www.instagram.com 

This website is responsible for revolutionizing the way many 
professionals communicate online. Almost everyone can benefit 
from having a carefully managed LinkedIn profile. While 
companies can keep partners and clients happy with regular 
updates, individuals can build an online corporate visibility with 
direct endorsements from former colleagues. 1 

 

http://www.facebook.com/
http://www.instagram.com/


Pinterest 

Like Instagram, this popular platform isn’t suitable as a 
marketing tool for every business. However, if you’re tempted 
to rule out social mood boards completely, perhaps Pinterest’s 
incredible potential to drive referral traffic will change your 
mind. Last year, the website beat Twitter in total overall visitor 
share, making it second only to Facebook. 1 

www.pinterest.com 

Twitter 

www.twitter.com 

With more than 330 million monthly users, this leading micro-
blogging platform provides a unique social engagement 
opportunity. Twitter forces companies to fine-tune their message 
– after all, the most successful marketing teams regard the 140-
character limit as a challenge, not a hindrance. 1 

YouTube 

www.youtube.com 

Since its launch in 2005, YouTube has become the first stop for 
user-generated content. Every day, video bloggers and 
corporations alike upload hours of footage for a potential 
audience of millions. 1  

1 Source:  http://www.microscope.co.uk/feature/An-A-Z-guide-to-social-media 
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Develop a Game Plan 
A social media strategy will help you: 

• Grow and communicate with your membership base. Your 
members are already using platforms like Facebook and Twitter. 
Let them know about yours so they can “like” or “follow” you. 
Over time, if you are careful to only create or share posts that 
are relevant to your group, you’ll find the number of your 
“likes” and “followers” steadily increases.  

• Knit your members together into a stronger community. The 
real advantage of social media is that it gives you more tools to 
help your members share their lives and interests with each 
other. It’s one thing to hear a member talk about his three kids, 
but quite another to see photos of the youngest one’s soccer 
game. Then perhaps another member will share that her 
daughter, plays, too, and the next thing you know, they’re sitting 
next to each other at chapter events.  

• Demonstrate how your chapter is part of a movement. As you 
share info received from United Spinal on your platforms, it 
gives your members immediate access to all that the 
organization is doing on the national level as it unfolds, and will 
help it feel a part of that larger picture. Also, social media 
provides an easy and immediate way for members of chapters all 
over the nation to meet and engage with each other.  

 



• Create compelling campaigns, fundraisers and events. The year 
before the Ice Bucket Challenge, the ALS Association raised 
$2.5 million — and that amount swelled to $80 million as 
Youtube videos of people dumping buckets of ice circulated on 
Facebook, Twitter and blogs. This is the most successful social 
media fundraiser for any nonprofit to date, and although your 
next campaign may not net those numbers, it does show how 
social media can be a vital part of any nonprofit’s 
communication tool box.   

Questions to Consider as You Develop Your Social Media 
Game Plan: 

1. Are you confident using social media for your chapter, 
business, or organization? 

2. Have you decided which platforms to use? 

3. Have you set up your social media accounts? 

4. Have you figured out your objectives? 

5. Have you set yourself targets? 

6. Do you have a social media policy? 

7. Do you have a social media strategy? 

8. Do you have a content strategy? 

9. Do you know how to measure performance? 

10. Do you have a social media team? 



11. Do you have process in place for your activity? 

12. Do you know how to handle mishaps? 

13. Have you perfected your campaigns? 

  



Best Practices 
By Trish Forant 
ExactTarget.com 
 

1. Follow Back and Interact 

If you’ve got a healthy number of social media followers and 
you’re only following a handful back, that tells everyone that 
you’re not interested in what your community has to say. Follow 
back and interact. This will help grow your overall following 
and create goodwill within your community. 

Plus, when you follow back, you might get some public thanks, 
which will give you an opportunity to chat with your community 
members, learn more about their interests, and deliver on their 
needs. 

2. Keep the Social in Social Media 

It seems like it would be obvious, yet many brands using social 
media don’t actually get social with their followers. Should you 
engage with your brand’s influencers? Yes! Should you engage 
with your customers? Absolutely! Should you engage with 
everyone who reaches out to you? Indeed, with a few exceptions 
(like avoiding trolls and spammers). 

Social media is about relationships. Step outside your comfort 
zone and expand your horizons. Not everyone you connect with 
has to be like-minded. Diversity breeds inspiration! Don’t 



overlook social media monitoring and engagement platforms 
like Salesforce ExactTarget Marketing Cloud, either. They’ll 
help you find brand mentions across the social web to connect 
you with people who are interested in your product or industry. 

3. Determine Your Voice and Tone 

Is your voice very corporate or is it a bit more casual? What 
you’re sharing says as much about you as it does your audience. 
Is your voice representative of your brand? If it is, then is that 
representative of the demographic you’re trying to reach? If 
your tone and voice aren’t appealing to your prospects, then it’s 
time to change it up. Though it’s important that your social 
media engagement be as unique as your brand, it’s also 
important not to stray from your brand’s image. Let your 
corporate culture be your guide. 

4. Keep It Short 

According to Strategies for Effective Tweeting: A Statistical 
Review, “Tweets containing less than 100 characters receive 
17% higher engagement than longer Tweets.”  While Twitter 
limits your messages with its 280 character limit, Facebook, 
Google+ and other networks don’t impose a character limit. 
Sometimes, the shorter, the better! 

5. Create Brand Awareness 

Social media platforms offer the potential to increase your 
public profile. You have the ability to create grassroots 



campaigns, engage with influencers in your industry, share 
content from them, and stay active in conversations. If you 
create and share worthwhile content, you’ll be ready for the time 
when industry influencers send a flood of new followers your 
way. 

6. Don't Over Share 

“Sometimes being able to publish every whim that scans across 
your brain is the best thing in the world. Sometimes, it can 
become a real problem. The killer is this: when it is a problem, 
you’re usually the last to know and the damage is done.” - Mitch 
Joel 

While it’s important to stay in the loop and maintain social 
relationships, posting too often -- whether it’s photos, status 
updates, or frequent Tweets -- can turn your audience off. Focus 
on sharing items that are of value to your community and reflect 
your brand. Creating a content calendar can help you with this. 

7. Don't Always Feel Compelled to Jump In 

Much like oversharing, you don’t have to be a part of every 
conversation mentioning your company. In fact, sometimes it’s 
better to let your employees, influencers, and other members of 
your community interject before (or instead of) you. Determine 
what types of posts you want to respond to and which ones you 
want to sit out. Having a social media playbook will help to 
define when and where you should be a part of the conversation. 



8. Be as Transparent as Possible 

Openness goes a long way in social media. It’s a big part of 
building trust with your community. Give your customers 
behind the scenes access to your business by creating videos, 
livestreaming meetings, and internal company events, and 
introducing your team through Google Hangouts or creative 
employee profiles with links to connect. 

In turn, prospects will take more of an interest in your brand, 
and stay in touch when it comes to updates. 

9. Be Proactive, Versus Reactive 

Monitor general feeds in your industry to pick up a variety of 
posts that don’t mention your brand but are still valuable. This 
strategy reveals new conversations you may wish to take part in 
and enables you to establish new relationships. It’s also a great 
way to catch any issues before they become a potential crisis. 

10. Respond to Negative and Positive Feedback 

Though it may be tempting to respond to positive feedback and 
delete the negative, don’t. Instead, respond to positive feedback, 
thank your community for sharing your content or 
recommending your products, and invite members to share their 
stories through interviews or as guest bloggers on your site. 

If you receive negative feedback, consider looking at it as 
constructive criticism and an opportunity to improve. If 
someone is complaining, it’s more than likely they’re looking 



for a resolution from you. Very rarely do people merely want to 
complain. Therefore, respond as quickly as possible and avoid 
the urge to purge. 

Source: http://www.exacttarget.com/blog/social-media-best-practices-for-brand-engagement/ 
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Do’s and Don’ts 
Here are some social media Dos and Don’ts:  

DO share relevant posts: If you come across an item on the Web about 
SCI/D that is relevant to your group, share it on your social media 
platforms. Also, be sure to share your own content as well. Usually a 
post a day, or a few per week, is sufficient to build a base online. 

DON’T share posts unless they match your mission. Your platforms are 
an extension of your group, so only post items that are a good fit for 
your group. That cute video of kittens and baby bunnies may have a 
million “likes,” but since it has nothing to do with SCI/D, resist the urge 
to put it up on your group’s page.  

DO share your personality. Posts are better-read if readers can tell that a 
real person shared it, with a real personality. So feel free to say, “I’m so 
excited our group has raised enough money to attend ROCH!”  

DON’T be unprofessional. Although members will respond better if you 
share a bit of who you are, avoid sharing political opinions, religious 
views or coarse language on your membership pages. Stay focused on 
your mission and ask yourself, “How does what I’m about to say reflect 
what our chapter is all about?” Also, never bad-mouth your group, the 
parent organization, fellow employees or members — ever — not even 
on your own page. It will reflect back on you, and create distrust.     

DO take feedback seriously. Social media allows your members and 
people from the public to let you know how great you are, and that feels 
good! But pay special attention to comments that have suggestions on 
how you can improve — sometimes people feel safer leaving a comment 



than picking up a phone, and constructive criticism can strengthen a 
group. 

DON’T delete critical comments. People will wonder what you’re 
hiding and why you’re so sensitive, which then leads them to wonder if 
the commenter has a point. There are exceptions, of course — like if the 
person is using foul language or hate speech. 

DO take the time to find and share good, relevant photos with your 
posts. Photos draw users’ attention and can be the key to getting your 
post seen by a larger audience. It is best to use your own images and 
graphics, but finding good unrestricted images on the web is better than 
nothing.  

 

  



Be Smart about What You Share on 
Your Personal Pages 
Your personal page is your own, but remember it’s public! 

Anytime you post anything anywhere on the Web, keep in mind 
two points:  

1. There’s no such thing as “private” on the Internet 

2. There’s no way to delete something from the Internet.  

Even if you friend no one from your chapter, office or group and 
even if you have the tightest, strictest privacy settings possible, 
once it’s up on the Web it’s out of your control. So use common 
sense about what you post. 

We encourage you to use good judgment when communicating 
via blogs, online chat rooms, networking internet sites, social 
internet sites, and other electronic and non-electronic forums 
(collectively “social media”).  

The following is a general and non-exhaustive list of 
recommendations for personal social media activities to keep in 
mind. Keep in mind that although it may be your personal page,  
you’re still acting as a representative of United Spinal 
Association. 



1. Make it clear that the views expressed on your personal 
social media feeds are yours alone. Do not purport to represent 
the views of the organization or your chapter in any fashion.  

2. Use of copyrighted or trademarked organization 
information, as well as financial data, medical or health 
records, trade secrets, or other sensitive information may 
subject you to legal action. If you have any doubt about 
whether it is proper to disclose information, please discuss it 
with United Spinal’s human resources staff. 

3. Do not use organization or chapter logos, trademarks, or 
other symbols on your personal social media feeds or any 
other electronic format unless explicitly authorized to. You 
may not use the organization or chapter name to endorse, 
promote, denigrate or otherwise comment on any product, 
opinion, cause or person.  

4. Harassing, obscene, defamatory, threatening, or other 
offensive content should be avoided. Harassing or 
discriminatory comments, particularly if made on the basis of 
gender, race, religion, age, national origin, or other protected 
characteristic, may be deemed inappropriate even if the 
organization name is not mentioned.  

5. Social media and similar communications have the 
potential to reflect on you, your chapter and the larger 
organization. We hope that you will show respect on behalf of 
United Spinal and the community we serve. 



Useful Links and Resources 
General Resources 

Social Media News––http://www.socialmediatoday.com/ 

Social Media Blog––http://www.socialmediaexaminer.com 

Beginner’s Guide to Social Media––
http://mashable.com/2012/06/12/social-media-beginners-guide/ 

Guide to Social Media Success––
http://www.simplybusiness.co.uk/microsites/guide-to-social-
media-success/ 

Writing Great Headlines for Facebook and Twitter––
https://blog.bufferapp.com/a-scientific-guide-to-writing-great-
headlines-on-twitter-facebook-and-your-blog 

Social Media Image Size Cheat Sheet–– 
https://www.omnicoreagency.com/social-media-design-cheat-
sheet/  

Ideal Length for Everything on the Internet–– 
http://thenextweb.com/socialmedia/2014/04/06/ideal-length-
everything-internet/ 
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Social Monitoring Tools 

There are a variety of online social media monitoring tools that 
can help you schedule your messages and track your impact, 
while at the same time keep a pulse of what’s going on within 
your social sphere.  

Here’s a few of the popular online monitoring tools: 

Hootsuite––https://hootsuite.com/ 
Google Alerts–– https://www.google.com/alerts 
Tweet Deck–– https://about.twitter.com/products/tweetdeck 
 

Our Family of Social Networks 

USA FB: https://www.facebook.com/unitedspinalassociation 
USATwitter: https://twitter.com/UnitedSpinal 
USA Instagram: http://instagram.com/unitedspinal 
USA Pinterest: http://www.pinterest.com/united1946/ 
USA LinkedIn: https://www.linkedin.com/company/united-
spinal-association 
New Mobility FB: https://www.facebook.com/newmobility 
New Mobility Twitter: https://twitter.com/NewMobilityMag 
New Mobility Pinterest: http://www.pinterest.com/newmobility/ 
VetsFirst FB: https://www.facebook.com/VetsFirst 
VetsFirst Twitter: https://twitter.com/Vets_First 
 
Social Media Team 

https://hootsuite.com/
https://www.google.com/alerts
https://about.twitter.com/products/tweetdeck
https://www.facebook.com/unitedspinalassociation
https://twitter.com/UnitedSpinal
http://instagram.com/unitedspinal
http://www.pinterest.com/united1946/
https://www.linkedin.com/company/united-spinal-association
https://www.linkedin.com/company/united-spinal-association
https://www.facebook.com/newmobility
https://twitter.com/NewMobilityMag
http://www.pinterest.com/newmobility/
https://www.facebook.com/VetsFirst
https://twitter.com/Vets_First


For further assistance or general inquiries regarding social 
media, please feel free to contact our social media team 
members: 

Ian Ruder 
Social Media Manager 
United Spinal Association 
iruder@unitedspinal.org 
800-404-2898 ext. 7224 

Josie Byzek 
Social Media Manager 
New Mobility Magazine 
jbyzek@unitedspinal.org 
800-404-2898 ext. 7226 
 
Tom Scott 
Chief Marketing Officer 
United Spinal Association 
tscott@unitedspinal.org 
800-404-2898 ext. 7223 
 

Social Media Glossary 
 

Client 

A client is a program that allows you to use a program like Twitter or 
Facebook. Examples include Hootsuite, Tweetdeck etc. It can also refer 
to what device you are using ie. An iPad, iPhone, Android phone or 

mailto:iruder@unitedspinal.org
mailto:jbyzek@unitedspinal.org
mailto:tscott@unitedspinal.org


computer.  Example: Hootsuite is the best Twitter client for PC users 
thanks to the many options it gives. 

Direct Message 

(Also referred to as DM) Twitter allows people who follow each other to 
send private “direct” messages to each other. DMs must follow the basic 
rules of normal tweets. 

Handle 

The official name of a user on a social media network. On Twitter 
handles begin with @, on Facebook knowing someone’s handle usually 
allows you to access their personal page (info may be blocked if you are 
not friends). 

Hashtag 

Hashtagging refers to the # sign and is the main way to include your 
tweet in ongoing Twitter discussions.  Hashtags are an easy way to 
search the Twitter-verse. You can create your own hashtag or use a 
trending one, like #CRTawareness. 

Mention 

To “tag” or mention another Twitter user, just include their Twitter 
name, or “handle” preceded by the @ sign. Tagging a user will send 
them a notification in addition to posting the tweet in their twitter feed. 

Retweet 

(Also referred to as RT) Twitter terminology for reposting someone 
else’s tweet. Retweets should include RT before the original tweet as a 
credit to the author. You can add new material before the RT if space 
allows. 



Tag 

Social media slang for mentioning. Can include a person, location, photo 
or other details. 
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