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2 Our plan for the week – what you will learn

Social media community management

Closing thoughtsAG
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Meet your professor

Amy Shanler
Associate Professor of the 
Practice, Public Relations
PRLab Co-Director
shanlera@bu.edu

@amyshanler

mailto:shanlera@bu.edu


4

Let’s Get to Know You

•Name
•Organization
•One organization, business, or brand 
you admire and why?
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Our Plan for the Week

Monday: Social Media Community Management, 8:30 – 10 a.m.

Wednesday: Building Goodwill with Stakeholders, 8:30 – 10 a.m.

Friday: Office hours, 12-1, https://bostonu.zoom.us/j/4951290954

https://bostonu.zoom.us/j/4951290954
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What’s In It For You – Day 1

Social Media Community Management

• Attract new customers

• Strengthen your online communities

• Create advocates who can do your PR for you
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What’s In It For You – Day 2

Building Goodwill with Stakeholders

• Understand how your broader ecosystem of stakeholders 
affects your reputation and in turn, your long-term success

• Build your bank of goodwill and trust to help defend against 
issues and crises that may arise



8

What’s In It For You – Day 3

Office Hours

• One-on-one support or guidance

• Brainstorming

• Trouble shooting



9

Social Media 
Community Management
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Recap What We Know Already

What’s something you learned already about social media from 
your previous sessions or experience?
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There’s more to social media than 
promotions

Harness the power of 
“shared communities”

-Bring people together
-Engage them
-Build relationships and trust
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Types of Shared Communities

Marketing, sharing information, increasing 
audiences, monitoring trendsSocial
Structured way of helping customers, offering 
product tips, answering questionsSupport
Group of loyal customers who posts about the 
brand, writes reviews, word of mouthAdvocacy
Market research among selected people who 
have long-term relationship with the brandInsight
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Participation Inequality

•90% - Lurkers
• 9% - Contributors
• 1% - Active participants, influencers, 

thought leaders

(Jacob Nielsen’s concept)



14

Your Turn

1. One member of the group should open one of their social media pages.
2. Without saying anything, the other members in the group should write 

down 3-5 qualities or impressions you are taking away from that 
organization’s social media presence and why.

3. Share your impressions with the page owner.
4. Owner – are the impressions what you hoped? What do they tell you 

about how you are presenting yourself to the community?
5. Switch and repeat, so that everyone in the group has the chance to 

hear impressions from others and discuss.
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5 Steps to 
Shared Media Success
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Step 1: Define what you hope to get from 
your social media.
• Brand awareness
• Support customers
• Gain insights
• Increase community members
• Increase engagement of existing members
• Drive behaviors (conversions)
• Inspire them to share your content
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Step 2: Research your community 
members. Are they the right people?

• Who are they?
• Demographics
• Titles
• Locations
• Insights
• Behaviors

• Where are they?
• Platforms
• Groups
• Other communities
• Multiple channels reach 

multiple audiences

Insights - People Hashtags, Keywords
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Step 3: Clearly explain your community 
member benefits
What’s in it for your social media community members? 
Why should they join and stay?

• Some ideas to add value:
• Exclusive content – fresh content
• Expertise
• Inspiration
• Information
• Emotional connection
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Step 4: Develop the content calendar to 
foster engagement

• Rule of thirds: 
• 1/3 promotion
• 1/3 interaction with audience – questions, polls, contests, 

spotlight your “people”
• 1/3 broadens the conversation – holidays, articles of interest, 

related tips
• Transparency and encourage collaboration and self-direction
• Frequency and timeliness
• Responsiveness inside and outside the community
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Step 5: Check in on what’s working

• Compare to your goals
• Impressions/reach, word of mouth
• Numbers and types of engagements
• Behaviors: clicking on links, sharing
• Sentiment and satisfaction
• Referrals
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Samples
Real-time engagement
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Samples
Real-time engagement
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Samples
Get seasonal
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Samples
Tapping into your 
audience’s interests

https://www.facebook.com/goodnowfarmschocolate/
https://www.facebook.com/goodnowfarmschocolate/
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Samples
Tapping into your 
audience’s interests
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Samples
What the audience 
wants, not what you want 
to promote
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Samples
And audiences love to see 
themselves



28

Samples
Foster engagement
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Samples
Foster engagement

https://www.instagram.com/reel/CbBAWrqJPd8/?utm_medium=copy_link
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Samples
Foster engagement
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Debrief

31
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KEEP IT SIMPLE
• Focus on the platforms where you have traction
• Vary content (a little) across platforms
• Experiment to see what’s working
• Don’t recreate the wheel – repurpose and repost
• Sharing others’ content makes it easier on you
• Post when it makes the most sense for audiences
• Once you commit, stick with it
• Remember, social media fans are one of your many 

communities

https://www.ama.org/marketing-news/the-best-times-to-post-on-social-media/
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HOMEWORK

1. Pick one of your social media platforms – and work through the 
5 steps to help you develop a plan for one of your communities

2. Don’t worry if it isn’t perfect or complete – this will kick start the 
process for you and give you a framework for guiding you 
moving forward

3. Happy to discuss your homework during office hours on Friday
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What do you hope to get 
from your social media?

Do you think you have the 
right people in your 
community?
What’s one key benefit 
people have of joining your 
community?
Come up with one sample 
approach for promotion, 
engagement, and 
broadening the 
conversation.

Decide on 1 or 2 ways you 
will know your community is 
achieving its objectives (#1).
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