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Section 1: Best Practices & Guidelines 
 

Writing a social media post is almost like writing a mini-press release. In ITCʼs 
case, it can be either an opinion on relevant industry news or an internal update 
for company members. Aside from including links to important info or engaging 
content, ITC also uses its online presence to give local comedy fans little peaks 
into exclusive, behind-the-scenes action. Here are a few guidelines for making 
the most out of these free mini-press releases:  
 
1) Know your audience … so you can speak to their interests! Take time to see 
who engages with ITC the most on Twitter and Facebook. How old are they? Are 
they from Toronto? Are they male or female? Are they comedians themselves, or 
just comedy nerds? Come up with a few “personas” – fictional users who 
represent major sections of your audience. If a persona for ITC would be a 22 
year old, aspiring female comedian, the USP for ITC would be a commitment to 
diversity and to giving students and newcomers plenty of stage time. 
 
2) Know your strengths – figuring out what sets you apart from your 
competition makes easier to determine what Marketing folks call, your “Unique 
Selling Proposition” or USP. Knowing your audience also helps you figure out 
what USP to highlight when communicating online.  
 
3) Know why youʼre writing – ITC has very clear Social Media goals: 
distributing important information to existing community members, gaining new 
students, getting people out to shows, and becoming known as Canadaʼs premier 
long-form improv theatre. Be sure to have one of these goals in mind when 
writing editorial calendars for social media (See Section 2 or 2a for more on 
editorial calendars).  
 
4) Generate themes, brainstorm – successful ad copy often has a thread 
(themes or consistent imagery) running throughout. Itʼs difficult to incorporate this 
principle into 140 character tweets or brief Facebook updates, but consider doing 
so for longer campaigns and building on your themes to the extent possible in 
shorter messages.  
 
5) Turn shows into campaigns – for the foreseeable future, Impatient has a 
limited budget for paid advertisement. Leverage social media by motivating new 
followers to visit ITCʼs website, register for classes, or see performances. Rather 
than making each Tweet or update an ad (see above), focus on making each ITC 
show a week-long or month-long campaign. 

Instead of creating a Facebook event the day before Impatientʼs weekly 
showcase, try doing so a few days or a week before while implementing the 



	  

themes you brainstorm. If this weekʼs show is happening during an election, 
brainstorm words and phrases to do with elections and politics and try to produce 
short, punchy copy with calls to action (action verbs like: “Come out”, “Join us”, 
“Click attend”). 
 
6) Research - Find out who your competition is and watch them. Find out how 
they tweet (how often, what content, what kind of voice?) and who follows and 
interacts with them. For instance, who follows and interacts regularly (RTs, 
Replies, Mentions) with UCB, Second City, and Annoyance? 
 
7) Interact – Start by RTʼing relevant or funny stuff from big players like UCB and 
see whether they end up thanking you for the RT. Try to create relationships with 
them and their followers by not only RTʼing, but replying with a quip or comment 
on their tweet or Facebook update. Bantering with people who have the followers 
you want will make it easier (when the time comes) to tweet them about ITCʼs 
upcoming festival and increases the likelihood of having them RT your plug to 
their thousands of followers. Following and liking the followers and friends of like-
minded organizations is also a good step, as many will follow you back or like 
you back. 
 
8) Stay connected (in real life) – keep in touch with Kevin Williams to see what 
is happening within the company, and what kinds of events the company is 
planning. Perhaps thereʼs a promotion, an audition, or a special workshop being 
offered that can be made into a month-long social media campaign (see the next 
page). 
 
Hereʼs an example of a month-long campaign:  
 
* Say, Impatient Theatre Co were to run free workshops every week for the 
month of April. Brainstorm a few words or phrases you associate with April: rain, 
showers, flowers, spring, renewal, sunshine. 
 
* What themes do these words bring to mind? Seasons, Spring, Changes, 
Growth.  
 
* Choose one theme and come up with a hook – a statement that encapsulates 
the theme and gets people interested in the workshops: “Renew your improv skill 
set this Spring with free workshops every week!”  
 
* Now write a short description of the service youʼre selling, keeping in mind your 
theme and hook: “Did winter freeze your comedy game? Thaw out and your grow 
into the best improviser you can be. This April, ITC will offer a free weekly 
workshop from the best comedians in the city.”  
 



	  

* Lastly, offer an incentive and call to action. The incentive can be included in the 
hook or description (as seen above) a time limit also increases engagement. The 
incentive might be something like an early bird special for students who register 
before a certain date. The call to action, in this case, would be to “click” the link to 
ITCʼs registration page.  
 

Section 2: Six-Month Plan 
 

So, youʼve been hired as the social media intern for ITC. Congrats! Despite what 
the lengthy guideline descriptions in Section 1 would have you believe, you have 
a fun and rewarding job ahead. The biggest roadblocks to success in social 
media are inconsistency and disorganization, both of which can be remedied by 
having a flexible editorial calendar. Below youʼll find out how to optimize your 
editorial calendar in the first six months of your position. Much like the guidelines 
in Section 1, this plan is just a skeleton; feel free to flesh it out as you and ITC 
see fit.  
 
Month 1: 

Research, research, research! 
 

See “Know Your Audience” and “Research” in Section 1. 
 

Take note 
 

You wonʼt have any software to measure the impact of your social media, so you 
will have to do your own metrics. Take note of how many followers ITC has on 
Twitter and Facebook, how many RTs or Facebook shares ITC gets per month, 
and how many new followers or likes it gets each month as well. 
 

Plan ahead! 
 

Start an excel spreadsheet for the months ahead. The first column should have 
timeslots, 3 for each day of the month (morning, afternoon, evening). This will be 
your editorial calendar. 
 
Consult Kevin on upcoming events and write 3 to 5 Tweets and Facebook 
updates about the events on your excel sheet. See “Know why youʼre writing,” 
“Generate themes, brainstorm,” and “Turn shows into campaigns” from Section 1. 
You may not have 3 tweets or updates for every day, but that should be a goal. 
 
 
 
 
 



	  

Start Interacting! 
 

Try a few witty comments, replies, or RTs on the competitor or potential allyʼs 
Facebook or Twitter updates. If itʼs not relevant to the comedy or arts industry, 
make sure at least the banter is funny and not forced.  See “Interact,” from 
Section 1.  
 
Month 2: 
 

Ramp it up! 
Continue following the tweet/update schedule you wrote for yourself, but try to 
surf the streams for relevant content to RT/share or reply to/comment on – this 
will help you reach your 3 updates per day goal.  
 

Re-assess 
Take a look at the notes you took last month and do some homemade metrics. 
Have you increased the number of overall followers or likes? Has the rate of 
interaction (RTʼing/sharing, replying/commenting) per month increased? How 
about the rate of new followers or likes per month?  
 
The question you should have is, “Have my social media campaigns been 
working? Why or why not?”  
  
Month 3: 

Create Personas &Target Content 
 

If your re-assessment from last month left you disappointed, itʼs likely two things: 
you are still not posting enough per day or consistently or you are not reaching 
your audience. These two things are related and can be solved with a little bit of 
demographic research. 
 
Look again at your homemade metrics and find the most active participants in 
ITCʼs online community, what social media marketing experts call “Influencers.” 
Your influencers are the ones who have been engaging with the content youʼve 
been sharing (RTʼing/sharing, replying/commenting).  
 
If you see that the most RTʼs are coming from 35 year old improv nerds in major 
U.S. cities, create a persona for that audience member and decide what kind of 
content (s)he would continue to engage with. Maybe 30-something American 
improv nerds have been RTʼing your tweets about the upcoming festival or 
workshops that ITC is running. Continuing to engage them can be as simple as 
tweeting an article on the best festivals in North America, or tweeting them 
individually and asking them if theyʼd be interested in an ITC workshop in their 
city. When in doubt, contests and polls get users interested. 



	  

 
Keep Ramping it Up! 

 
Go to the streams and see whatʼs trending. Participate in trends, RT whatever is 
both popular and relevant to the comedy or arts community, and interact, interact, 
interact!  
 
Month 4: 

Align the Company and Community 
 

Running out of events on your excel sheet calendar? Talk to Kevin and make 
sure youʼre not missing anything. Try to brainstorm new ideas. Maybe you did 
end up talking with that 30-something American improv nerd and he loved the 
idea of having ITC come to his city. Maybe students and company members are 
responding to updates with suggestions or ideas of their own.  
 
Itʼs your job to keep aligned with the internal workings of the company, to 
distribute the info Kevin gives you while contributing to ITCʼs administration as an 
ambassador of the online community.  
 
Month 5: 

Re-re-assess 
 

Itʼs been five months and youʼve used your homemade metrics from month 1 to 
re-adjust your content to your influencers. Compare those metrics to the stats 
from month 3 onwards – has engagement increased? If you targeted your 
audience well, it should have. If not, then maybe you need to reconsider whom 
youʼre speaking to and why. 
 
Month 6: 

Go nuts! 
 

At this point your 3 updates a day goal should be incredibly easy to meet. If it 
isnʼt, you just havenʼt figured out the purpose and target of your content yet. Go 
back to the research phase and figure out who follows and interacts with ITCʼs 
competitors and allies.  
 
Write a persona of that ideal audience (22 year old aspiring improviser, 35 year 
old American improv nerd etc.) and look at the upcoming events and promotions 
ITC offers. How can you write updates about these events that appeal to this new 
audience? What is the USP (unique selling proposition) of these new events for 
this demographic? Write 3-5 updates for Twitter and Facebook about these 
events and be sure to keep in mind this persona, as well as the “Generate 
themes, brainstorm” point from Section 1.  



	  

  Section 3: "Should I Post This?" – An Infographic 
 

 
 
                                  

                                    
                                               

Are you 
responding to a 
relevant post? 

No	  

	  

Yes	  

Are	  you	  
replying	  to	  a	  
post	  directed	  at	  
your	  company?	  

Yes	   No	  
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Are	  you	  
posting	  a	  
link	  you	  
found?	  

Yes	   No	  

Are	  you	  posting	  
original	  
content?	  

Yes	   No	  

Does	  the	  post	  have	  
many	  user	  
interactions	  already	  
(RTs,	  replies,	  shares,	  
comments)?	  

Is	  it	  negative?	  

Yes	  No	  

Yes	  

No	  

	  
Proceed	  with	  caution!	  
Engaging	  with	  negative,	  
controversial,	  or	  dry	  content	  can	  be	  
risky.	  	  
Negative/Complaints:	  Internalize	  
it	  by	  giving	  concerned	  user	  a	  
customer	  service	  email	  or	  hotline.	  
Controversy:	  find	  out	  your	  
company’s	  official	  stance.	  	  	  
Dry/Informative:	  Post	  in	  a	  private	  
group	  or	  send	  a	  private	  message	  
before	  resorting	  to	  a	  public	  post.	  

	  	  Yes	  
No	  

Is	  it	  
funny?	  

Yes	  

No	  

Is	  it	  
complimentary?	  

Yes	   No	  Is	  it	  
controversial?	  
	  

Don’t	  bother…	  
	  
If	  there	  aren’t	  many	  potential	  users	  
engaging	  with	  the	  content,	  sharing	  it	  
or	  commenting	  probably	  won’t	  get	  
your	  brand	  noticed.	  If	  it	  has	  the	  
potential	  to	  go	  viral,	  steal	  the	  link	  
and	  share	  it	  yourself,	  rather	  than	  
sharing	  it	  through	  another	  user.	  

Yes	  

No	  

	  
Post	  away!	  

Is	  it	  
informative
?	  

Do	  you	  know	  
who	  you’re	  
writing	  for?	   Yes	  

No	  

Will	  it	  lead	  to	  website	  
visits	  or	  event	  attendance?	  



	  

Section 4: Glossary of Terms 
 
 

- RT- “retweet”; when a Twitter user shares your Tweet on his/her own feed, to 
his/her own followers. 
 
- Share- when a Facebook user shares your update on his/her own feed, to 
his/her own friends. 
 
- Mention – when a Twitter user directs a tweet “@” you from his/her own feed. 
This statement and your twitter handle are visible to his/her users. 
 
- Reply – when a Twitter user replies “@” you from his/her own feed. This makes 
your twitter handle visible to his/her users as he/she interacts with you. 
 
- Comment – when a Facebook user comments on your update.  
 
- Engage – any of the above forms of online interaction.  
 
- Persona – a detailed fictional character that realistically represents an active 
segment of your audience. 
 
- Unique Selling Proposition (USP) – an aspect of your product or service that 
differentiates it from its competitors. 
 
- Editorial Calendar – an excel spreadsheet that includes at least three timeslots 
per calendar day, to be filled with the text and links you plan on posting for the 
month(s) ahead. 
 
- Calls to Action – verbs that motivate a user to act (“click,” ”read,” “visit”, etc.) 
 
- Incentive – an offer or benefit that motivates users to click, buy, or register for 
your product or service. Often time-sensitive (“sign up before the 15th for 20% 
off!”) 
 
- Influencers – users who engage most, through RTʼing, sharing, replying, or 
commenting with the content you share. 
 
- Metrics – these measure the impact of your online interactions and help you 
understand who your influencers are and what engages them. You can do your 
own rough metrics by noting your followers or likes, RTs or shares, replies or 
comments, every month. 
 
 



	  

5: Other Resources 
 
 
- Hootsuite info sheets for “how-tos” and other Social Media tips: 
http://blog.hootsuite.com/category/resources/infosheets-resources/	  
http://blog.hootsuite.com/category/resources/hootguides/ 
 
- Hootsuite blog for general Social Media tips:  
http://blog.hootsuite.com/ 
 
- Social Media Today for tips and news: 
http://socialmediatoday.com/ 
 
- Hubspot blog for Social Media marketing articles: 
http://blog.hubspot.com/ 
 
- Mashable Social Media section for tips and news: 
http://mashable.com/social-media/ 
 
- Wired Magazine for general techie news: 
http://www.wired.com/  
 
- My blog for tips and opinions: 
http://lizjukovsky.wordpress.com   
 
 
 
 
 
 
 
 
 
 
 
 
 


