Development Policies & Procedures						     Last updated 08/06/2025
Social Media Policies and Procedures

Overview

Our social media channels—Facebook, Instagram, and LinkedIn, (plus YouTube and Vimeo)—are important components of our owned media portfolio and help BRAFB mobilize the community in the effort to end hunger. It also serves as a tool to connect folks living with hunger with helpful resources and information. These channels can support our work at all stages of the marketing funnel, from building awareness of our organization and vision with new community members to stewarding loyal supporters. We will engage our audiences strategically and in ways that remain true to our brand voice.

We have a Twitter/X account but we are not active on it.

Tone and Goals

Each of our channels has a unique tone for messaging and 2-3 primary communication goals. Secondary goal-setting may be necessary in some cases. 

Brand tone: Relatable, encouraging, trustworthy, friendly, compassionate, and hopeful.

	Channel
	Tone
	Audience
	Goals

	Facebook
	Professional, apolitical, perky vs. serious
	34-54 years 
79% Female
21% Male
	· Build brand awareness (how we work / guest impact) 
· Educate about hunger in the Blue Ridge and nationally 
· Attract supporters with engagement opportunities, esp. young folks 
· Secondary goals: Stewardship, raise funds, promote events, help people find food 

	Instagram
	Playful, vibrant, heartfelt, authentic, gripping
	25–44 years 
74% Female
26% M
	· Build brand awareness (via how we work and guest impact) 
· Educate about hunger in the Blue Ridge and nationally 
· Attract supporters with engagement opportunities, esp. young folks

	Reels/Stories (Meta – FB and IG)
	Playful, community-focused, interactive, fun
	N/A
	· Shorter-form videos that are concise, visually appealing, and engaging
· Share behind-the-scenes moments from volunteers and staff, and authentic stories from guests 
· Use fun features like polls, questions, and swipe-up links to make the content interactive and encourage engagement

	LinkedIn
	Professional, intellectual
	N/A
	· Support recruitment (volunteers, staff) and retention (brand awareness, hunger education, staff shout-outs)
· Share think pieces (blogs) that position us as an expert in hunger relief
· Major campaigns/news

	YouTube and Vimeo 
	Informational, educational, inspiring, compassionate
	N/A
	· Longer-form videos that educate about hunger, share our impact, explain how we work (tours and how-to videos)
· Share stories/testimonials from staff, volunteers, partners, and guests
· Inspire others to get involved



Cadence and Content

Our social media post frequency and content mix varies based on time of year, campaigns we are running, changes in strategy, and other factors. However, there are some baseline content and posting frequency guidelines that we follow to help us plan social media content for each month of the year:  

	Channel
	Posting Frequency
	Content Mix

	Facebook
	3-4 posts, and 1 story per week (share to stories posts we are tagged in, and share FB posts to stories automatically) 
	· Guest-focused: 1/month (pinned)	Comment by Abby Hazekamp: We have only had the one post pinned about how to find food the entire year. Do we want to come up with a plan to share more guest-focused content more frequently? 
· Guest Impact: 2/month
· Stewardship: As needed
· Hunger Education: 1/week
· How We Work: 1/week
· Advocacy: 1-2/month
· Volunteers: 1/week
· Donate: 1/month 
· Events:  1-2/month

	Instagram
	Posting frequency: 2-3 posts, and 1 story per week
	· Guest Impact: 2/month
· Stewardship: 1-2/month (stories) 
· Hunger Education: 1/week 
· How We Work: 1/week
· Advocacy: 1-2/month
· Volunteers: 1/week
· Donate: 1/month (stories) 
· Events: 1-2/month (stories)

	Reels
	2-4 short-form videos each month 
	Video ideas: 
· Short form of any of the above, plus: 
· Staff: Why BRAFB?
· What’s in a CSFP box? 
· What is food insecurity? 
· What is culturally familiar food? 
· Hunger & Health 
· What to expect at a volunteer shift (onsite, offsite)?
· How food banks reduce waste
· Healthy cooking videos
· Advocacy issues
· Event recaps
· Stewardship/thank-you

	LinkedIn
	LinkedIn is a great place to share about job openings, new board members, and members of our staff
	· Our People: 1-2/quarter
· Stewardship: 1/quarter
· Major campaigns: 1/quarter
· Hunger Education/Blogs: 1/month
· Job Opportunities: As Needed

	YouTube and Vimeo 
	1 long-form video, at least 6 times annually
	Video Ideas: 
· Warehouse tour
· Guest Testimonial
· Donor Testimonial
· Volunteer Testimonial
· Partner Testimonial
· Staff testimonial
· Childhood hunger/programs overview
· Senior hunger/programs overview
· Hunger Action Month
· Annual Report Recap
· Thanksgiving
· EOY Thank You
· National Volunteer Month
· What to expect at a pantry




NOTE: We will evaluate our performance on each platform regularly to see if we need to make any adjustments to post frequency, messaging, or channel.

Calendaring

The Digital Communications Manager (DCM) will weigh the content mix, channel goals, and post frequency for each platform—as well as previously logged requests and planned posts—to determine when new content should run. 

The DCM will prepare a plan of posts for each week (aiming to keep the content mapped out 3-4 weeks ahead of the present date), and each post will be added as an event to the public calendar for the Communications email address (communications@brafb.org). Every member of the Development team has access to view this calendar.

Please reference the Public Donor Recognition Guidelines P&P document for information around required minimum gifts and type of recognition required on each channel. We try to limit fundraising posts to no more than one per month. We encourage hosts and sponsors to create their own posts, that we can then share (selectively) on our channels.	Comment by Sandy Werner: What is the desired frequency - one per month or 1-2 week? The latter seems like a lot.

Before requesting a social media post of any kind or about any gift/initiative/event, Frontline Fundraisers should consider these three questions:
. Has the donor requested or do they need recognition?
. Are there associated images that also help tell our story? 
. Is the donor receiving recognition elsewhere (website, Harvest, etc.)? All social posts will focus on impact (potentially including meal count) and not the amount of dollars received. 

Consider that we hope to limit fundraising event posts to 1-2 per week. Encourage event hosts/sponsors to post the event on their Facebook page and tag BRAFB. BRAFB can selectively share those posts as part of the Food Bank’s feed. 

Submitting a Request

Submit your request via Salesforce if associated with an individual or organization record. . Information about how to submit a request can be found here: Z:\Dev Policies and Procedures\Salesforce--How Do I\Request a Social Media Post.docx

Please include a suggested posting deadline, link to photos in the Story Bank or image suggestion, and a few bulleted talking points about the relationship. 

If there’s not a Salesforce record associated with the request, you can simply submit your request to the Communications Calendar (communications@brafb.org), including the following elements:
· Subject, written as “Social Media: _____” (submitter to fill in blank accordingly). In the body of your message, please include: 
· [bookmark: _Hlk179549704]High-res photo(s) and/or video
· Two-sentence blurb maximum
· Key stats/insights (e.g. meal count)
· Hashtags
· Ex. #HungerHeroes #EveryoneShouldHaveEnoughToEat #Food4All #BetterTogether
· Relevant social handles to tag
· Channel(s) requested
· Date range in which the content should be posted
· If a target date must be met, please include that in your message.
· DCM will create an Outlook calendar event accordingly and mix it into the posting schedule; you will receive a notification of that event’s creation, as you (and other key parties) will be tagged as optional attendees.
· DCM flags response for follow-up or immediately adds the content to the communications calendar and adds the requester to the calendar invite as “optional.”          

Posting, Comments, and Responses

Who Can Post Where and When? 

Facebook: 
· Main Page Posts: DCM, CEC, DMC, CPRM 
· Comments: DCM with CEC as backup
· Messages: DCM with CEC as backup 
· Fundraisers: CEC with DMC as backup 
· Events: CEC with DMC as backup 
· Instagram: DCM, CEC, DMC, CPRM
· LinkedIn: DCM, CTO, HRM, DMC
· YouTube/Vimeo: DCM 

The DCM will be the primary poster/responder managing and monitoring Facebook, Instagram, LinkedIn, and YouTube/Vimeo posts with help from the CEC as backup. The DMC and CPRM are secondary backup and help create posts. 

The CEC will also check and respond to messages and notifications, and manage Facebook events and posts. 

Responding to Posts and Messages

Although it’s best when we respond ASAP, we should aim to respond to all comments within one (1) week max. It’s helpful to have the automated direct message on Facebook, but our goal should always be to provide personalized responses ASAP.

Most often people reach out asking about volunteering, giving food or funds, or how to get food themselves. Here are a few responses to each: 

· Thank you for your interest in volunteering for the Food Bank! You can find more information, including our current volunteer opportunities, here: https://www.brafb.org/volunteer/. 
· Thank you for your interest in organizing a (food/fund) drive for the Food Bank! You can find more information, including our Hunger Hero toolkit, here: https://www.brafb.org/get-involved/be-a-hunger-hero/. 
· Thank you for reaching out, I’m more than happy to help. You can use our Food Finder tool to find a pantry or food assistance program near you: https://foodfinder.brafb.org/. Enter your zip code or address into the search bar and you can see all the options in your area. If it’s your first time visiting a pantry or program partner, we recommend that you give them a call first to see if there is anything you need to bring with you. Please let me know if there’s anything else we can do to help.

Responding to Provocative or Damaging Posts

As the Food Bank uses its social media platforms to connect with the public, we may observe comments that are provocative, disrespectful, and/or inflammatory, and/or followers may engage in debate that gets “heated.” In these situations, the following guidelines should be followed:

· The Food Bank typically should not respond to comments at all when the debate/commentary relates to the topic, not BRAFB’s stance on that topic.
· If comments challenge the Food Bank’s position, the DCM or DMC will draft a reasoned response from BRAFB. They will email the draft to the CPO with a request for rapid approval so that the response can be posted in a timely fashion.
· When comments are particularly nasty, racist, and/or offensive, they can be hidden. The commenter and their followers will not know that their comment has been hidden, and it will no longer be visible to other users interacting with the Food Bank’s post. All page administrators can hide comments.
Pursuant to Policy 690 regarding Electronic Communications and Social Media, BRAFB staff posting to their own social media accounts are encouraged to…

· identify their opinion as personal, not official or representative (necessarily) of the Food Bank
· share experiences—either personal or based on their work—with the Food Bank, to counter stereotypes of low-income individuals and families, and/or demonstrate how the Food Bank’s work has helped people experiencing hunger
· refrain from engaging at all with offensive, racist, and/or nasty commentary
· contact the DCM (or CEC as back-up) if they observe comments or conversations on social media, whether on the Food Bank’s page or on/in other public posts or pages, in which the Food Bank’s position is being misunderstood or misrepresented
Analysis and Updates

· As the social media landscape continues rapidly evolving and our follower/engagement counts keep steadily increasing, we use analytics to guide decision making about any changes in strategy or tactics. 
· Quarterly, we review our key performance indicators (KPIs) within the Development Team's Performance and Productivity Indicators & Targets Dashboard, and use the data to shape our digital outreach strategy—both for the short- and long-term. 
· When aggregating data for the DEV Dashboard each quarter, the DCM reviews each platforms’ analytics dashboards to mine key insights and see if any element of our audience or digital presence has drastically altered in the months-long timeframe.	Comment by Sandy Werner: Would it be wise to include any reference in this P&P to DV placing ads on Meta on our behalf - something for DCM to be aware of and monitor.
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