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Agenda

● Goals and roles

● The Content

● Best Practices & Policies

● Meta Business Suite

● Questions

        gdiaz@everytown.org



RESOURCES
Resources available: 

● with a one-pager

● Team Social Manual

● Interactive PDF of this 

presentation!



Goals and Roles
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Goals

by the end of this session, you will…

&
Understand the effectiveness 

of using a state Facebook page 

to highlight local gvp work.

Learn how to manage your 

page using all the tools and 

resources available to you!



● Personal profile

● Closed Groups

● State FB Page

Goals
Know your audience



● Elevate + amplify the voices and stories of 

○ those impacted by gun violence 

○ historically underrepresented groups

● Tell local stories from across your state

Goals
Snapshot of state FB page



● Be the go-to source in your state

● Drive approved calls to action

● Maintain your state’s page, including 

managing content, comments, inbox

● Publish upcoming state events 

● Show what volunteering looks like 

Goals
Snapshot of State FB Lead and Team Member role



Goals
Communication

❏ Organize on Slack 

❏ Communicate with the National 

Social Media Leads

❏ Work in tandem with your state’s 

Twitter Lead  

❏ Stay current on social trainings 

❏ Follow rapid response protocols



Goals – Slack
momsdemandaction.slack.com

● There is a training on how to use Slack

● Required & essential

● Great for learning & connecting

● Channels:



Creating Content
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Content
Using an “organizational voice”

● Post as [Your State] Moms Demand 

Action, never as yourself 

● Share approved call to actions, 

research, and graphics only from 

Moms Demand Action, Everytown, and 

Be SMART

● Keep language nonpartisan



Content
Movement building

● Your state looks different

● Local content gets a lot reach

● Volunteers feel seen and appreciated

● Movement building

● People can see themselves doing 

the work

● Show the diversity of what it 

means to take action



Content
Make content relevant to your audience
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● Statewide volunteer work

● State and local news

● National content relating to your state

https://www.facebook.com/MomsDemandActionNC/posts/pfbid02GqMFGhjgdzRk7pSJDBivkv5JgihCdPAZPzcNeZZ3iU8NnPoCfqr5BJ4drPTsUnmRl
https://www.facebook.com/MomsDemandActionKS/posts/pfbid02SZdzDtTBXFyASfVvodRy9BjySFPLLpq8WNmvvqWWi9sCpHiLb7YbXAdNjaC7R9hvl
https://www.facebook.com/MomsDemandActionMI/posts/pfbid02iBY4b1yiM4jaENSmRfXETQR6hoXNsXBq9E2T5btDrHqFRj2iaFCBM4c7tWQxfUuol


Content
Where to find the content

● Newspapers, TV, + radio news stations

○ Pro tip- Set google alerts!

■ “unintentional” vs “accidental”

● Content from local work

○ closed groups in your state

○ Slack channels

○ Twitter (X) content

● Make friends with 

○ local closed groups

○ state Comms lead



Content
Make trauma informed choices

● Consider the context and impact of 

○ Quotes you pull

○ Details you share

○ Videos and photos of firearms



Best Practice
Make trauma-informed choices 

● No videos of shootings

● Thumbnails should be trauma-informed: 

○ Double check the image that populates 

on Meta Business Suite before posting

○ Avoid photos of firearms



Best Practice:
Replacing problematic images to be trauma-informed

● Find a different article with the same story

OR 

● Upload a different picture

○ Images of victims and survivors may be 

within the article itself or stock image

○ Create a bitly for the article and upload your 

desired image instead



Content
Everytown resources

● Everystat.org 

● Moments that Survive

● NotAnAccident index

● National accounts

○ Be SMART

○ Moms Demand Action

○ Everytown

1. COPY and PASTE language as is 

2. Personalize, but get approval

https://everystat.org/
https://momentsthatsurvive.org/
https://everytownresearch.org/maps/notanaccident/
https://www.facebook.com/BeSMARTforKids.org
https://www.facebook.com/MomsDemandAction
https://www.facebook.com/Everytown


Content
Link is in Team Social Manual



Content
Approved Calls to Action

Text [CTA] to 644-33

READY 
EVENTS
SOCIAL
SMART

SURVIVOR
STUDENTS



Content
Events

● Post from Facebook App

● All events must have a VAN 
registration link

● Will ask for location even if virtual 
for time zone

● Need approval if you are tagging a 
person or organization



Policies
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Policy
No notoriety

● “Suspected” or “alleged” shooter

● Don’t use shooter’s name or picture

● Don’t use the term “juvenile.” 

○ We talk about children and teens instead.

● Don’t speculate on motives

● No follow-up articles



Policy
Always ask if you have a specific question!

● Don’t post pictures from private spaces without consent 

● Don’t use first and last names

● Don’t share fundraising links 

from outside of the organization

● Don’t use homemade graphics



Policy
Approval required

● Police-involved shootings

● Tagging any person or organization 

● Changing language on national posts

● Posting content from outside of your state

● Posting anything on state pages during a HOLD 

    For approval, email gdiaz@everytown.org 

mailto:gdiaz@everytown.org


Policy
Non-negotiables during a Rapid Response HOLD

● WHAT IS A RAPID RESPONSE?

○ National moment when the organization needs to speak in one voice

○ Often times a result of a high-profile shooting

● The Grassroots Social Media Team will:

○ Announce the HOLD:

■ On #team-social on Slack

■ By email 

○ Post on all pages for the duration of the HOLD

○ Update when the HOLD is over in #team-social on Slack and by email



Policy
Non-negotiables during a Rapid Response HOLD

● You will:

○ Reschedule posts or put them in drafts

■ Posts will be put in drafts

■ Contact us for exceptions 

● After a HOLD:

○ Consider tone when posting and rescheduling 

your content

○ Bring the focus back to action in your state



Policy
Handled by Grassroots Social Media Department – No need to worry!

● Election results 

● Anything related to legislation

● Press releases 

● Post at least twice week: 

○ Watch Us Work

○ Recruitment

○ You can reschedule the time but not 

the date of a national scheduled post

● Holidays and national moments



Meta Business Suite
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Meta Business Suite
NO MORE CREATOR STUDIO

● Time to make the move to Business Suite

● No longer reliable

● Doesn’t post to Facebook when you schedule

● We’ve been burned! 😭 😭 😭



Meta Business Suite
Introduction

● Curate content 

● Manage the weekly post schedule on the planner 

● Manage notifications and inbox



Meta Business Suite
Where is it?



Meta Business Suite
Desktop



Meta Business Suite
Mobile



Meta Business Suite
The Planner



Don’t post with “Dangling Links”
What is it?



Dangling Links
How to Fix it?



A Day in the Life of a 
State Facebook Lead
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A Day in the Life of a State FB Lead
Get ready to rock!

❏ Check Slack

❏ Checking for state-specific content: (post 3 

times a week)

❏ Check with your chapter for events

❏ Check comments and inbox



Practice Together
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Fix this post!



Fix this post!



Fix this post!



Questions



RESOURCES
A follow-up email: 

● with a one-pager

● Team Social Manual

● Link to this presentation!



Gaby Diaz 

at 

gdiaz@everytown.org

Contact us:


