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PRESENTATION OVERVIEW 

�  Why social media and other web-based tools? 

�  Websites 

�  Twitter 

�  Principles for Advocacy 

�  NCAF’s role 

�  Why now? 



IMPORTANCE OF SOCIAL MEDIA IN 
TODAY’S CONTEXT 
�  Many grassroots political or informational movements happen on social 

media 
�  “Ice-Bucket Challenge” 

�  “Stand for Children” in Indiana 

�  Community Action must harness this effective tool 
�  Expands overall brand of Community Action 

�  Enables easier access to services to clients 



AGENCY WEBSITE 

�  Website 
�  Each agency needs an updated, aesthetically pleasing website. 

�  Information should be clear and easy to find. 

�  Wikipedia 
�  A Wikipedia page offers a standardized way for your member’s staff to see 

information on all the agencies in the district. 

�  It also allows clients easier access to what each agency offers. 



A GOOD WEBSITE SHOULD INCLUDE 

�  Major & innovative programs 

�  The agency’s impacts and outcomes 

�  List of the Board of Directors and Executive staff  

�  Annual Reports & Financial Information 



SAMPLE AGENCY WEBSITE:  
CAPSTONE COMMUNITY ACTION 



SAMPLE AGENCY WEBSITE: 
CAPSTONE COMMUNITY ACTION 



NCAF’S WIKIPEDIA PAGE 



AGENCY WIKIPEDIA SAMPLE 



�  Twitter is the most important channel for Community Action and 
NCAF’s legislative agenda 

�  Each agency should create and maintain an active twitter account to 
promote the CSBG reauthorization and Community Action generally 

�  You will not be alone! NCAF will engage with you along the way 

TWITTER 



GENERAL PRINCIPLES FOR EFFECTIVE 
ADVOCACY 

Who to Follow: 
�  NCAF 

�  Congressional Representatives 

�  Local Leaders 

�  Local Partners 

�  State and National Partners 

�  Program Participants 



GENERAL PRINCIPLES FOR EFFECTIVE 
ADVOCACY 

Rapid Response vs. General Activity 
�  Rapid Response 

�  We will inform you of developments in CSBG Reauthorization, Weatherization, 
Appropriations, etc., and let you know when to push your representative(s) on these 
issues on Twitter. 

�  Each rapid response will have a special hashtag to clearly delineate the issues. 

�  General Activity 
�  The majority of your tweets will fall under this activity. 

�  This includes informational tweets about your programs and activities. 

�  This could also include #ThrowbackThursday or other “specialty” tweets. 



GENERAL PRINCIPLES FOR EFFECTIVE 
ADVOCACY 

Engagement with Representatives: 
�  Must follow your Congressional Representatives. 

�  Allows you to engage with them, but also keeps you informed on their 
legislative activities. 

�  Only engage with Representatives in “rapid response” pushes from 
NCAF. 

�  Specific, targeted Congressional updates will result in better responses 
from Representatives. 



GENERAL PRINCIPLES FOR EFFECTIVE 
ADVOCACY 

Tweeting Out vs. Tweeting to Engage: 
�  Tweeting Out 

�  Tweeting at appropriate individuals or organizations when discussing specific issues. 

�  View this like you would a press release. It’s a way to get information out there. 

�  Tweeting to Engage 
�  Engaging includes responding to questions or concerns tweeted at you. 

�  This involves any tweet where you are asking followers to respond to you or a third 
party. 



GENERAL PRINCIPLES FOR EFFECTIVE 
ADVOCACY 
#LetsTalkHashtags 
�  #CommunityAction 

�  Should be included in all tweets from your agency or from agency staff when discussing 
programs 

�  A way for the Hill and the general public to see our efforts combined 
�  This includes spotlights on programs and the broader discussion of poverty 

�  #CSBGReauthorization 
�  Engaging includes responding to questions or concerns tweeted at you 
�  Include #CommunityAction and #CSBGReauthorization tags whenever possible 

�  #ThinkingCAPs: 
�  Use this hashtag when highlighting or discussion innovation in Community Action 
�  Whether promoting particular program or discussing innovation generally, use 

#ThinkingCAPs 



GENERAL PRINCIPLES FOR EFFECTIVE 
ADVOCACY 

How to Talk About Success and Innovation: 
�  Focus on what distinguishes your newer and more efficient program 

from older, less effective ones. 

�  Highlight outcomes. 

�  Include partners. 

�  Tell Powerful Success Stories 

�  Hand-Up, Not Handout  



WHAT WILL NCAF DO? 

�  We are in this together! 

�  NCAF will organize several social media movements including: 
�  “Agency of the Week” 

�  “Issue of the Month” 

�  We will also keep agencies informed of appropriate times for Rapid 
Response. 

�  We will discuss the “grassroots campaign” efforts through email and 
during a segment of the quarterly CAPFACTS Webinars.   



WHY NOW? 

�  Ultimately, Community Action needs to make this step in advocacy and 
promotion. 

�  The longer we wait to be relevant on social media, the longer we suffer 
from lack of branding on the Hill. 

�  Social Media allows us to be better advocates for Community Action’s 
greater legislative agenda. 

�  The 114th Session is looking to be one of Community Action’s most 
active on the Hill in several years, and we need the network visible to 
push these efforts. 



QUESTIONS? 


