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Who are we?



• Share our experiences about our SLA Toronto 
social media strategy and execution

• Share lessons learned and best practices

Why are we here?



• You want to start using social media in your 
organization

• You want to change how your organization 
uses social media

• You’re curious

Why are you here?



• Local chapter of the Special Libraries 
Association
– Leeway to run our own social media presences

• Executive Board position changeover every 
two years

• Social media falls under the Technology & 
Communications portfolio

SLA Toronto’s Story (1)



• Sarah wanted to launch a coherent 
communications strategy that included social 
media

• First year of term was transition, seeing what 
was happening, learning the role

SLA Toronto’s Story (2)



• Year 2 (2018) T&C goals:
– Launch @toronto.sla.org emails 
– Website rehaul
– Communications Strategy

SLA Toronto’s Story (3)



• Communications Strategy became the Social 
Media Guide
– The rest of it is a 2019 goal

SLA Toronto’s Story (4)



• By the end of 2018, we wanted to:
– Write and socialize the Social Media Guide
– Close unneeded accounts
– Establish posting and reposting schedules
– Begin collecting metrics

• We’ll return to this to see how we did

SLA Toronto’s Story (5)



8 Questions to Ask Yourself



• Don’t use social media “because we have to” or 
“because everyone does” or “for the youths”

• Better to not use it for strategic reasons than to badly
use it

• What do you want to gain from it? 
• Some examples:
– Communicate to members or patrons
– Engage in dialogue
– Advertise events, programs, and services

Question 1: What are your goals? (1)



• One way communication or two way 
communication
– One way: advertising, reposting to stay within 

relevant conversations, reposting to support other 
organizations

– Two way: customer support channel, public 
discussions with members or patrons

Question 1: What are your goals? (2)



• Our goals:
– Promoting SLA Toronto events to drive attendance
– Interact with SLA Toronto members
– Participate in professional discussions

Question 1: What are your goals? (3)



• Don’t use them all by default!
• Better to use one excellently and consistently 

than five incorrectly 
• One channel doesn’t have to achieve all your 

goals

Question 2: What platforms are you using now 
and which ones do you want to use? (1)



• If you’re not starting fresh, take an audit of 
what you are using now

• Determine if these meet your goals 
• Don’t keep a channel if it’s not serving a 

purpose for you

Question 2: What platforms are you using now 
and which ones do you want to use? (2)



• Our original platforms:
– Twitter
– Facebook
– Pinterest
– Flickr
– LinkedIn

• Our final choices:
– Twitter
– Facebook
– SLA Connect

Question 2: What platforms are you using now 
and which ones do you want to use? (3)



• Some popular platforms:
– Twitter
– Facebook
– Instagram

Question 2: What platforms are you using now 
and which ones do you want to use? (4)



• Twitter
– Pros: 

• Allows for both public and private conversations
• A lot of LIS discussions happen here – conference hashtags!
• Widely adopted
• Variety of third-party tools available to manage
• Can be viewed by anyone
• Some built in metrics available

– Cons:
• Not suitable for long form
• Need an account to interact
• Conversations can be fast paced

Question 2: What platforms are you using now 
and which ones do you want to use? (5)



• Facebook
– Pros: 

• Allows for both public and private conversations
• Widely adopted
• Variety of tools available to manage
• Can be viewed by anyone
• Some built in metrics available
• Long form is an option
• Built in events function

– Cons:
• Metrics are confusing to use
• Page vs profile can be confusing

Question 2: What platforms are you using now 
and which ones do you want to use? (6)



• Instagram
– Pros: 

• Allows for both public and private conversations
• Widely adopted
• Can be viewed by anyone
• Some built in metrics available with an Instagram Business account
• Long form is an option
• Great for image-based goals

– Cons:
• API makes it harder to manage with third-party tools 
• Phone-based platform (though better with a Business account)
• Business accounts can’t make posts private
• Business accounts need to connect to a Facebook Business page

Question 2: What platforms are you using now 
and which ones do you want to use? (7)



• From our Guide:
– “Voice is what distinguishes us from other groups and 

companies. It’s how we want our brand to be 
perceived. It should be consistent across all 
communication mediums.:

– “ …tone is how you apply your voice on the day to day 
in each channel.”

– Voice = the mission statement
– Tone = the application of the mission

Question 3: What is your voice? What 
is your tone? (1)



• First, determine your voice
• Ours is:
– “SLA Toronto has a professional culture, an engaged 

community, and enthusiastic conversations. We’re 
fellow information professionals who want to provide 
resources, networking opportunities, and camaraderie 
to our peers. We’re not stuffy, unprofessional, slick, 
elitist, inconsistent, or apathetic.”

Question 3: What is your voice? What 
is your tone? (2)



• Then, determine your tone for each platform 
in order to stick to your voice

• From there, you can write out specific tips and 
guidelines for your team
– Both in general and by platform

Question 3: What is your voice? What 
is your tone? (3)



• Example: SLA Toronto Twitter

Question 3: What is your voice? What 
is your tone? (4)









• Example: SLA Toronto Twitter
– Channel specific guidelines supported by overarching guidelines
– For example: 

• “When responding to something from a shared account (for example, 
@SLAToronto on Twitter), end your response with ^ and then your 
initials. This is so that the person on the other end sees that someone 
is taking responsibility for the response.”

• “Use a conversational tone, including contractions, that’s direct, 
professional, and upbeat. Refer to SLA Toronto in the first person 
plural (we, us).”

• “Use the link-shortening service bit.ly to shorten links when posting. 
This saves characters and gives a sense of consistency.”

Question 3: What is your voice? What 
is your tone? (5)



• Unlike a business social media team, this is 
probably not your day job
– Volunteer organizations
– The 12th thing on your to-do list every day at your 

paid job

Question 4: Who will do it and when 
will they do it? (1)



• Determine:
– Will one person be in charge? Multiple people? If 

multiple, is there a schedule?
– What are the expectations from the highers-up about 

how much time is to be spent on social media posting, 
environment monitoring, and metrics analysis? 

• Build a plan that’s reasonable! 

Question 4: Who will do it and when 
will they do it? (2)



• There are free tools out there!
• You won’t get all the bells and whistles, but 

you don’t need them.

Question 5: What tools will you need? (1)



• The platforms themselves
• Hashtagify.me
• Hootsuite
• Buffer
• Etc…etc…

Question 5: What tools will you need? (2)



Question 5: What tools will you need? (3)



• Find free tools that work for your:
– Chosen platforms
– Social media goals
– Available time and labour

Question 5: What tools will you need? (4)



• Everyone and their cousin have resources 
about metrics you can track on each platform

• A lot of these are aimed at businesses who are 
trying to sell things

• Example: How to Use Twitter Analytics: The 
Complete Guide for Marketers by Hootsuite

Question 6: What information can you 
get from this? (1)



• Don’t track every metric!
• Revisit your goals – what are you trying to 

achieve?
• Benchmark against similar organizations

Question 6: What information can you 
get from this? (2)



• Need buy in:
– The bosses
– Your coworkers 
– Your members or patrons

Question 7: What support do you 
need, and from whom?



• Revisit your original goals to make sure you 
haven’t strayed from the original why

Question 8 (Q1): What are your goals, 
and does this meet them? (1)



• Our goals:
– Promoting SLA Toronto events to drive attendance
• Twitter, Facebook, SLA Connect

– Interact with SLA Toronto members
• Twitter, SLA Connect

– Participate in professional discussions
• Twitter, SLA Connect

Question 8 (Q1): What are your goals, 
and does this meet them? (2)



• Nothing ever goes as planned
– Website rehaul became a full migration in Q1 2019 to 

a new platform due to SLA HQ level technical 
problems

– Email got launched…and then scrapped due to same 
technical problems (on the plan again for 2019)

– Personal injury, bereavement, and health problems 
delayed launch of metrics tracking into 2019

Where are we now? (1)



• BUT still focus on what we did achieve as 
volunteers:
– Can reuse lessons learned from email launch to 

streamline second try
– Ability to fully migrate site lets us start fresh
– Even though we didn’t get to the metrics part, we did 

write a whole Social Media guide and started using 
and socializing our chosen platforms

Where are we now? (2)



Let’s try it!



You’re the only librarian at a small town library 
branch. You manage a team of two Library 
Technicians, pages, and local volunteers. One of 
your library board members’ grandchildren loves 
Twitter, and they think you should start using 
Twitter to promote library events. 

Situation 1



You just accepted a job at the central branch of a 
busy metropolitan library. Your job description 
includes (among many other things) “relaunch 
branch social media accounts”. When you ask 
your boss what this means, they shrug and say 
it’s up to you.

Situation 2



You just started a 1-year term on the executive 
of a provincial professional organization as the 
Social Media Director. This is a new role that the 
rest of the board is very excited about, as 
they’ve only been using email to communicate 
with members before.

Situation 3



You’re a public art school library technician who 
works with a teacher librarian (who also teaches 
two classes). They ask you if you’d be willing to 
take on starting social media as part of your job 
in order to engage the students more in the 
library.

Situation 4



You’re the curator of a small regional museum. 
Your museum currently has a Facebook page 
that has 50 likes and hasn’t been posted to in 6 
months. Your boss asks you if you have any ideas 
for increasing interest in the museum among 
local high school students.

Situation 5



You’ve been hired to do knowledge 
management and content strategy for a small 
startup. The head of marketing has heard that 
you might have some knowledge and experience 
with social media, and wants your advice about 
which social media channels to focus on.

Situation 6



You volunteer at a local historical society. 
Attendance to events and workshops is down, and 
they want your advice on how to increase it. They 
don’t use any social media channels currently, but 
many of the members have kids and grandkids that 
do and are enthusiastic about the prospect of using 
all these new platforms.

Situation 7



• Social Media Toolkit - .zip folder
• Email us!
– sarah@sarahamorrison.net
– oravlauren@gmail.com

• Tweet us!
– @_sarahamorrison

Resources

mailto:sarah@sarahamorrison.net
mailto:oravlauren@gmail.com


Questions?



Thank you!
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