
Harnessing The Power of Social Media For 

Adult Education



Welcome AEBG Consortia!

Facilitators

 Neil Kelly, Specialist, AEBG Office

 Celina Shands, M.S., CEO/Founder, Full Capacity Marketing, Inc. 

 Maryanne Conlin, MBA – Sr. Brand Director, Full Capacity Marketing, Inc.
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Poll #1

Which of the following statements best reflects your organization’s efforts in 

social media?  

 We do not have any social media accounts. 

 We do have at least one social media account. 

 We have social media accounts & we actively post on a weekly basis.

 We are planning to start using social media in our organization.

 I’m not sure.
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Poll #2

Check all of the social media accounts below that your organization 

actively manages. 

 Facebook

 Twitter

 Instagram

 Linkedin

 YouTube

 Other
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Webinar Topics

 Creating A Social Media Strategy Targeting Key Influencers

 Using Twitter & Facebook to Engage Key Influencers

 Educate & Elevate CA Social Media Campaign

 Leveraging the Campaign to Build your Following

 Social Media Best Practices for your Organization 
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 Use any consortium-level social media accounts and/or individual organization social 

media accounts for connecting with the campaign

 If consortium member schools have limited time to update their existing social media 

accounts, this may be an opportunity to consider consolidating into single consortium 

accounts

 Individual schools can use existing accounts to promote the campaign with their 

constituencies and/or work in tandem with consortium social media accounts to 

promote the campaign & engage various target audiences 

Campaign Strategy Considerations: Platforms
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 Since engaging posts are the core to any social media strategy, it’s important to plan 

can provide pre-planned tweets for school district social accounts

 Content Sources: 

Our Campaign Website

Campaign Fact Sheets

Campaign Infographics

Set up Google Alerts

Curate Content

Campaign Strategy Considerations: Content
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Posting Ideas

 Use the infographic in the campaign toolkit to 

create to several week’s worth of Twitter  

posts.

 Link to local news articles that feature your 

students or programs.

 No te olvides de publicar en Facebook y 

Twitter en español
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Sample Posts
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Posting Ideas

 ReTweet/share posts from the Educate 

and Elevate California Twitter account

 Tell mini success stories on Facebook or 

link to your success stories on the 

Educate and Elevate California site
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Use Hashtags Related to Our Work

 #GED

 #AdultEducation

 #SkillsGap

 #AdultEdNews

 #Success

 #Winning

 #Hardwork

 #Motivation

 #ElevateCA
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Be Visual

 Are there photos of students in the classroom or at events 

that you can post? 

 Can you arrange for photos in CTE classes that show 

hands on training?

 Photos of students at work or employer partners can show 

success stories in a visual way.

 Post the Educate and Elevate California infographic as one 

piece or create separate graphics.

 Link to the Educate and Elevate video in your social media 

posts.
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Image Sizes For Social Media

https://blog.hubspot.com/marketing/ultimate-guide-social-media-image-dimensions-infographic
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 Facebook and Twitter are the most 

effective social media channels for 

targeting key influencers

 75% of organizations that conduct 

advocacy use Twitter, primarily to 

attract media and engage with 

legislative staff

Targeting Key Influencers
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Why Use Twitter?

 Twitter users are highly engaged 

politically and socially

 A small population on Twitter  

contributes the vast majority of posts

 Twitter is the preferred social media 

channel of legislators

 The press is highly engaged on Twitter
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Building Your following with 

Key Stakeholders

 Most California U.S. Senators & 

Representatives are on both Twitter 

and Facebook

 It is an unusual state senator, 

representative or local official that 

does not have a Twitter and usually 

a Facebook account

 Connect with staffers as well as 

legislators
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Building Your Following With Your City

 All major cities and most 

medium/small cities have a Twitter 

and/or Facebook account

 Connect with Fire, Police, City 

Event Sites, local agencies & 

organizations

 Use your city hashtag for example: 

#merced
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Building Your Following with Press

 Create or use an existing list of Media 

Contacts

 Follow BOTH outlet accounts and 

reporter accounts

 Don’t forget Bloggers and Local 

Community Papers

 Search Your City/County/State on Twitter 

and Facebook
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Connecting With Your Local Press

Engaging Local Reporters

 Use outlet name in search to 

pull up individual reporter 

accounts on Twitter 

 Retweet their stories

 Reach out by private message 

with stories idea
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Using Twitter with Key Influencers

 Link to press releases, photos or other 

information to provide more information.

 Tweet directly to your policymaker or 

members of the media to make sure your 

message is seen by the intended audience

 Tweet the action you want your Members of 

Congress to take

 Be a part of the broader conversation Use 

adult education hashtags, RT complementary 

local organizations

 Scan the news for sharable articles about 

your community (special dates/history/K-12)
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Educate & Elevate California

www.EducateandElevateCA.org
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Educate & Elevate California 

Social Media Campaign

 Dedicated Campaign Twitter 

account @AEBGElevate

 Official Campaign Hashtag 

#ElevateCA
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Educate & Elevate California 

Social Media Campaign

 2-5 Daily Posts

 Building following with legislators, 

press and other stakeholders 

 Outreach to key influencers

https://twitter.com/AEBGElevate
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Why Facebook?

 75% of adults have used Facebook

 There are more users 25+ than at 

younger ages

 Engage with prospective students, 

alumni, local employers, K-12 

educators, local celebrities, causes 

and officials

 Facebook connects you with your 

local community
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Using Facebook 

for Key Influencers

 Facebook connects your school 

with individuals 

 Facebook lets you tell longer, more 

involved stories

 Facebook lets your followers 

promote your work
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Sample Posts
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Facebook Town Hall

 Nonprofit and public sector Facebook 

pages can now add a Contact button to 

any post and point supporters to the 

appropriate representative with a targeted 

support message. 

 To use this feature, look for the new Town 

Hall icon at the bottom of a post you are 

writing. 

 Click the icon to add a Contact button for a 

specific legislator. 
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Facebook Town Hall

 Supporters who see the post can contact 

the representative you included in your post 

or use the built-in search engine to find the 

appropriate one for their community

 You may send a message via Facebook, 

call or even send snail mail

28



Facebook TownHall

 Write the message you want sent 

to your legislator

 Legislator’s name and contact 

information appear in your post 

with contact information for your 

followers

 Great way to let your followers 

advocate for your cause
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Facebook Town Hall

 Every U.S. user also has a 

Town hall feature on their 

personal page

 Clicking “Town Hall” brings up 

a list of legislators in your area 

and allows you to follow their 

page
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Facebook Town Hall More Features

ActionSprout

Facebook TownHall Project
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Best Practices

 Dedicate 1 staff member to manage accounts

 Commit to posting on a regular basis

 Track Metrics to help make strategy adjustments

 Make it fun

 Photos and infographics resonate with members of 

Congress.

 Don’t neglect staffers and press.

 Reinforce “back home”
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Your Calls to Action!

 Set up Twitter and Facebook accounts if you do not 

already have them

 Follow Educate and Elevate California on Twitter with 

both your personal account and organization page

 Follow legislators, staff, media outlets and reporters on 

your social media accounts.

 Try out Facebook Town Hall
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Questions? 

Questions? 

http://aebg.cccco.edu/ContactUs/Support
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Thank you!

Celina Shands, M.S. – CEO/Founder

Maryanne Conlin, MBA – Sr. Brand Director

Full Capacity Marketing, Inc.

270 N. El Camino Real #285

Encinitas, CA 92024

T: (760) 274-6370

F: (760) 274-6235

Celina@FullCapacityMarketing.net

Maryanne@FullCapacityMarketing.net

www.fullcapacitymarketing.net
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