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● Planning ahead and avoiding pitfalls 

● Making your social media content 
more eye catching
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Not “one size fits all” 

Jason Jacobs CC BY 2.0 https://bit.ly/3giuk4p

https://bit.ly/3giuk4p
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Choose Wisely
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Adopting a Digital Tool 
● You need to understand why you are using it. 
● You need to understand the benefits of using it. 
● You need to understand the side effects of using it. 
● You need to understand that the benefits may take time in coming. 
● Today may not be the day you start using it. 
● Do not feel pressured to use it—as it won’t work.
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Growing and Weeding
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Seek Out Allies and Connect With Them 
● Charities
● Public groups
● Peers
● Library and information services
● Funders
● Publishers
● Media organisations
● Visible individuals
● Don’t be shy to connect with people and organisations.
● Don’t just follow everyone because it feels like the nice thing to do.
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Twitter
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Timing Is Everything
Especially if you are Tweeting across different time zones
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Schedule Your Posts
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Plan Ahead and Use the # Tag 

International Days 
https://www.un.org/en/sections/observances/international-days/ 

Health Awareness Days 
https://www.awarenessdays.com/awareness-days-calendar/category/health-
awareness/ 

https://www.healthline.com/health/directory-awareness-months

https://www.un.org/en/sections/observances/international-days/
https://www.awarenessdays.com/awareness-days-calendar/category/health-awareness/
https://www.healthline.com/health/directory-awareness-months
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14https://ifttt.com/connect/twitter/email_digest

https://ifttt.com/connect/twitter/email_digest
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Twitter 
● Schedule Tweets. 
● Don’t use a personal account to own it. 
● Use visible Tweets where possible. 
● Link to other social media. 
● Look at your notifications (respond to those applicable). 
● If something is important, then Tweet it more than once. 
● Use hashtags sparingly. 
● Promote your Twitter handle. 
● Don’t use Twitter automation tools (to generate daily Tweets).
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Facebook 
● Ensure you have a page, not a group. 
● Don’t use a personal account to own it. Generate a fictional one tied to your 

organization. 
● Schedule posts. 
● Use visible posts were possible. 
● Link to other social media. 
● Look at your notifications (respond to those applicable). 
● If something is important, then post it more than once.
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Social Media and Reputation 

http://dailym.ai/2cLo9KU (Last Accessed 5/9/2020)

http://dailym.ai/2cLo9KU
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The one function on Twitter people 
aren’t told enough about
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Opinions 
“Opinions expressed are solely my own and do not 
express the views or opinions of my employer.” 

Not a legal defence
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Criticism of Work 
Reaction to comments: This can be unfounded criticism or founded on the basis of what 
you have said. For example, you may share a piece of funded, peer reviewed research you 
have carried out for your organisation. Someone may criticise this work publicly. In such 
circumstances, you need to ask these questions: 
● Is what they say true and fair? If so, can they back it up with evidence?
● Have they got an agenda or axe to grind against you or your employer? For example, are they a

lobbyist for a commercial or rival organisation? Are they a current or past employee feeling
aggrieved?

● Is this purely a personal attack?
● Does it deserve a response from you or your organisation?

Also, are they responding to a non-work issue but bringing your workplace into the online 
argument? 
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Media and Reputation 

https://www.thesun.co.uk/fabulous/5115861/new-mums-200-tesco-asda-morrisons-vouchers-to-breastfeed-for-six-months/ (Last accessed 5/9/2020)

https://www.thesun.co.uk/fabulous/5115861/new-mums-200-tesco-asda-morrisons-vouchers-to-breastfeed-for-six-months/
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Controversial? 
● “Sheffield University researchers targeted mums in parts of the country with low breastfeeding 

levels.” 
● “They found offering the incentive boosted rates by a fifth – to 37.9 per cent compared to 31.7 per 

cent at around two months.” 
● “Research has proven a mum’s milk boosts her baby’s immune system, protecting them against 

bugs and allergies, including eczema.” 
● “It also cuts the risk of obesity and diabetes in later life.” 
● “Across the UK, fewer than half of new mothers breastfeed two months after their baby is born.” 
● “And Sara Rainwater, operations director at the TaxPayers' Alliance said: "As a mother who 

breastfed her children, I don't believe the government should use taxpayers' money to bribe new 
mothers to make the same decision.” 

Source: McDermott, N. (2017, December 11). Every little helps: New mums could get £200 Tesco, Asda or Morrison’s vouchers to BREASTFEED 
for six months. The Sun. Retrieved from https://www.thesun.co.uk/fabulous/5115861/new-mums-200-tesco-asda-morrisons-vouchers-to-
breastfeed-for-six-months/

https://www.thesun.co.uk/fabulous/4905774/breastfeeding-your-baby-could-prevent-them-developing-painful-eczema/
https://www.thesun.co.uk/fabulous/1904258/world-diabetes-day-2017-types-one-two-signs-treatment-symptoms/
https://www.thesun.co.uk/living/3156225/less-than-half-of-new-mums-are-still-breastfeeding-just-two-months-after-their-baby-is-born/
https://www.thesun.co.uk/fabulous/5115861/new-mums-200-tesco-asda-morrisons-vouchers-to-breastfeed-for-six-months/
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Sheffield Online http://bit.ly/2NQi14o 
Derbyshire Times http://bit.ly/2NM7IOS

http://bit.ly/2NQi14o
http://bit.ly/2NM7IOS
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What can you do? 
● Work in tandem with media and communication professionals to ensure your message 

is clear and directed to the right audience. 
● Write a lay summary of your work so that it is harder for readers to misunderstand and 

misquote your work. 
● When working directly with journalists ensure they quote you accurately and ask to see 

drafts of news stories where possible to remove any inaccuracies and bias. 
● If you use Twitter, then pin a Tweet that is your record of the research story so that 

those visiting your account as a result of the coverage can read a factual lay summary 
of the work. 

● Do not feel obliged to respond to every comment, especially if they run into the dozens 
or even hundreds. However, if some of the comments are potentially damaging or carry 
influence, then discuss this with your organisation as to the best way to address this.
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Monitor Your Online Reputation 
● Prevention is better than a cure. Checking your mentions on social media 

posts keeps you in touch with what’s happening and allows you to identify 
potential incidents before they become a problem. It is particularly important 
when your work is receiving increased attention. 

● Proactively setting up search columns for specific keywords within Hootsuite 
or Tweetdeck can help you stay up to date with Tweets relating to a particular 
topic, person, event, or organisation. If you happen to know about potential 
incidents in advance, it can mean you’re on top of potential issues and 
relevant breaking stories.

https://hootsuite.com/
https://tweetdeck.twitter.com/
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Document It 
● It is always good practice to take screen grabs of any negative posts on social 

media so that you have a record of them. 

● People do sometimes delete comments and posts they’ve made, especially if 
they subsequently regret them or realise they’ve made a mistake. Keeping an 
offline record helps you to keep better records of any social media criticisms 
or negativity. 

● You can also use the “Save Page Now” function on the Internet Archive’s 
Wayback Machine as a way of saving screenshots for future reference. 
https://archive.org/web/

https://archive.org/web/
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Be Human 
● When composing replies to negative or critical tweets, it is important to 

remember that social media are about conversations between people. 

● Your response should be friendly, professional, and sincere. 

● If it is appropriate to apologise, then do so in a sincere manner that shows 
that we take complaints seriously and understand where they are coming 
from. 

● In some cases, you may need to seek guidance from your management or 
appropriate media and communications experts before writing an apology. In 
these situations, time is of the essence.
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“Be the person your dog thinks you are!” 

J.W. Stephens
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Making Your Social Media Content 
More Eye Catching

30
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Accessibility 
● Think carefully when using conflicting colour schemes. 

● Use Closed Captions to create subtitles for video content. 

● Capitalise hashtags for screen readers (e.g., #SocialMedia). 

● Minimise emoji use, as that can confuse screen readers. 

● Add alt text descriptions for images on Twitter, blogs, and other sites.
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Canva Platform 
● What is it? 

Canva is an easy-to-use infographic and poster maker that allows you to 
visualise information in visually appealing ways. 

● What platforms does it work on? 
Canva is Web based, so it is accessible on a range of platforms. An iPad app is 
available for tablets. It works best in Chrome or Firefox. It works in IE, but older 
browsers can cause issues. 

● How much does it cost? 
Packages range from free to paid for Pro accounts. 

● How do I get it? 
https://www.canva.com/
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● Everything on this page can be changed: 
colour, icons, fonts, and position. 

● The free Piktochart version limits the 
number of templates, icons, photos, and 
export options you can use. 

https://piktochart.com/pricing/piktochart-packages/

https://piktochart.com/pricing/piktochart-packages/
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Applications for Using Video 
● To answer a question (FAQ) 

● To create a promotional video about your organisation 

● To create short tutorials 

● To communicate your own expertise and research 

● Conference submissions, abstracts, and promos 

● Reach out to user groups and individuals
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Not “One Size Fits All” 
● Screencast: To capture something from your screen (you don’t have to be in 

the video). 

● Animation: An effective way to make videos on a variety of topics (you don’t 
have to be in the video). 

● Video camera: More professional, but useful for high-profile videos such as 
promoting your services.
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Video Helps Make Your 
Content Mobile Friendly

38
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Lumen5 
● What is it?

Lumen5 is an easy-to-use short video creation tool that allows you to create attractive
videos about your work and organisation. Upload your videos straight to Twitter.

● What platforms does it work on?
This tool is Web-based so it is accessible on a range of platforms. It works best in
Chrome or Firefox; although it works in IE, older browsers can cause issues.

● How much does it cost?
The packages range from free to $149.00 per year for a business package.

● How do I get it?
https://lumen5.com/

https://lumen5.com/


40https://twitter.com/ScHARRSheffield/status/1268471812926701568

https://twitter.com/ScHARRSheffield/status/1268471812926701568
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Adobe Spark 
● What is it? 

Adobe Spark allows you to create professional-
looking, high-impact posters with little effort. You 
can create animated presentations with audio and 
record it to share on YouTube and other platforms. Adobe Spark uses royalty-free images 
and clip art. You can create social banners for Facebook, Twitter, and LinkedIn. 

● What platforms does it work on? 
Adobe Spark works on all Web browsers and has an iOS app. 

● How much does it cost? 
There is a free basic plan or costs can go up to $26 per month. 

● How do I get it? 
https://spark.adobe.com/

https://spark.adobe.com/


42

Adobe Spark 
To make an effective Adobe Spark video, you need: 
● An idea or reason

● A script

● A recording device such as an iPad, laptop, or computer (with microphone
and headset)

● Editing software such as Camtasia, Movie Maker, or iMovie

● A hosting platform such as Vimeo, YouTube, or iTunes

● Social media presence to communicate and share your newly made videos
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Adobe Spark
Tips for a good recording 
● Be relaxed.

● Find a good room where you will not be disturbed.

● Find a room with good acoustics.

● Use your own images if you have them.

● Try not to go over 5 minutes—maximise your impact.

● Feel free to be less formal; make it easier for the person to view your content.
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Adobe Spark
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46K&M StandRode USB Microphone
46
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Make a Mind Map

CC BY 2.0 Eelke http://bit.ly/2pWpsZf

Storyboard

47
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Making Video Collections 
● They need to be short in length (1–5 minutes). 

● Branded if possible. 

● Include contact details. 

● Chunk up longer videos with shorter ones if possible (easier for replacing 
outdated videos). 

● Use tags and good descriptions for discoverability. 

● Promote your videos. 

● Create playlists. 

● Subscribe to other useful playlists (don’t feel you have to create everything). 
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Putting It All Together: Preparation 
● Use Creative Commons materials such as images, video, and sounds. 

● Write scripts. 

● Put time aside to build content collections; try not to create content piecemeal 
if it’s part of a bigger initiative. 

● Think of what you want to achieve and who you want to reach. 

● Think of what you can realistically achieve with your limited time and 
resources.
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Questions? 

a.tattersall@shef.ac.uk 

@Andy_Tattersall

50

mailto:a.tattersall@shef.ac.uk
https://twitter.com/Andy_Tattersall
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