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Content Curation
Audience and Voice

Who are you talking to? Who 
are you talking about? How to 
distinguish between those two 
concepts and when to use 
each one. What is your tone?

Refer to Your Mission

What is your mission? What 
purpose does this account 
serve? How will your 
messaging serve this purpose? 
What do you need to tell 
people? 

Tease Out Big Ideas

Write every idea down in the 
editorial calendar. Think about 
exactly what you need to 
make that idea a reality, 
including the people you need 
to help you. Don't let an idea 
get stuck at the big picture 
stage. 

3

Organize Everything

Use the calendar to keep 
everything in check. Keep images 
organized. Have a process for 
every stage of your job. Explain 
your organizational systems to 
your team.

Find Your Media

As big ideas occur, find media 
to go with them. Organize any 
images/gifs/videos you are 
going to use in your posts. 
Consider your voice when 
picking media. Check out 
some fun apps that let you get 
creative and stand out. 

Schedule Posts

Make use of scheduling tools 
whenever possible so that 
remembering to post is not an 
issue. This also allows you to 
take advantage of peak posting 
times when you might not be 
working. 



Consistency
Think about your audience and 
decide how often they need to 
hear from you. Depending on 
your mission, you might simply 
have more content to put out. 
If your audience is harder to 
engage, you may need to post 
more often.

Content Curation

Accountability
How do you ensure that you 
and your team are fulfilling all 
of your tasks? What do you 
need to hold yourselves 
accountable? Use the editorial 
calendar and scheduling tools 
to ensure you are posting 
everything you say you are 
going to. 
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Editorial Calendar
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The Editorial Calendar is the main source or organization and accountability for your team. Our 
team uses Trello, but there are many platforms available, such as Asana. Below are standard 
recommended columns. The most important thing is to structure it in a way that works best 
for your team. Below you will see key features of an editorial calendar that may help you stay 
organized.
Standard Columns
✘ Ideas
✘ To Do
✘ Doing
✘ Review
✘ To Schedule
✘ Scheduled/Posted

Key Features
✘ Move cards from column to column 
✘ Tag team members in cards
✘ Label cards with markets to 

categorize 
✘ Add media to cards
✘ Comment on cards to coordinate 

with team members



Editorial Calendar
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Scheduling Posts: Facebook

Status Method

✘ On your page when you click on "Write a 
post" at the top of your page's feed, you 
should be able to click the "Share Now" 
drop down menu and select schedule or 
save draft. 

✘ On the main account page, you can view 
all the scheduled posts by clicking “See 
posts.”
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Scheduling Posts: Facebook

Publishing Tools and Insights
✘ Make sure that you are either an editor or admin of the page.
✘ At the top of your window you should see a toolbar with the items "Page, Inbox, Notifications, Insights, 

Publishing Tools, and Promotions.”
✘ You can access analytics on each individual post through the Publishing Tools tab.
✘ You can access overall page analytics via the Insights tab.
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Scheduling Posts: Twitter

Tweetdeck
✘ Every Twitter account has a Tweetdeck 

account attached to it. If you open your 
twitter account on a desktop and then open a 
new tab for Tweetdeck, it should sign you 
right in.

✘ No matter what other columns you have on 
your Tweetdeck account, in the upper left 
hand corner there is a "compose" button. This 
will open up the blue column you see here.

✘ NOTE: You can only schedule tweets that are 
plain text, or have an image attached to them. 
Tweets with gifs or videos cannot be 
scheduled out for the future in Tweetdeck. 

✘ Once scheduled they will appear in the 
"Scheduled" Column in Tweetdeck if you have 
chosen to have that column.



Monitoring
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Tweetdeck
✘ Choose columns depending 

on what works best for you. 
All the options are below.

✘ Standard columns: Home, 
Notifications, Mentions, 
Messages and Scheduled 
Tweets

✘ Mentions column lets you 
see people talking to you 
and the search column lets 
you type in your brand name 
and see people talking 
about you.

A note about Facebook:
✘ There is not a tool like Tweetdeck for Facebook. Monitoring must take place 

by carefully reading posts on your page, In order to see what others are 
posting, you can try searching in the search bar, but results may be limited.
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Analytics Reporting

✘ Analytics are used to gain insight into what content is 
working and what is not receiving feedback from 
users.

✘ It is important to pull analytics reports every month 
to ensure the strategies in place are converting to 
increased engagement and post interaction.
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Page Analytics: Facebook

✘ The overview tab will give overall page 
analytics (seen left).

✘ The left-hand column will allow you to view 
analytics for specific materials, such as posts, 
stories, videos and events.

✘ A more in-depth view of insights like reach 
and page views can also be found in the 
left-hand column.
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Page Analytics: Facebook

✘ Reach: the number of unique people who saw your content
✗ Post Reach: the number of people who saw a specific post in their news feed
✗ Page Reach: the number of people who saw any of your post content during a 

given time period
✗ Organic Reach: the reach Facebook gives you for free
✗ Viral Reach: consists of the people who see your content because someone else 

created a story about it
✗ Paid Reach: the reach you get from paying to promote a post

✘ Engagement: this includes all the clicks, likes, comments, reactions and 
shares on a post

✘ Responsiveness: refers to the rate at which you respond to messages and 
average time it takes you to respond

Important Analytics Definitions
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Page Analytics: Twitter
✘ To view overall page analytics, “More” on the left-hand tab, then click 

“Analytics.”
✘ The main page will show you monthly insights and top tweets/mentions.
✘ Click through the tabs at the top to view analytics for tweets, your 

follower demographics and events you may want to take advantage of 
when planning content.
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Page Analytics: Twitter

✘ To view individual post analytics, click on your 
profile.

✘ Click the post and select “View Tweet Activity.”
✘ Click “View all engagements” to expand the 

details and see more insights.
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Page Analytics: Twitter

Important Analytics Definitions

✘ Impressions: the number of times a tweet shows up on somebody’s timeline
✘ Engagement: this refers to how many times a users engage with your content, 

including retweets, replies, likes, follows, hashtags, or any other form of 
expanding the tweet to their page/followers
✗ Engagement Rate: number of engagements divided by impressions

✘ Clicks: refers to when a user clicks your tweet to view more details or clicks to 
view a video/photo within the tweet
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Page Analytics: Instagram

✘ To view page analytics, click the three bars in 
the top right corner of your profile and select 
“Insights.”

✘ In this tab, you can see content, ongoing 
promotions, activity on your page, 
click-through rates and audience analytics (the 
demographic breakdown of your followers.)

✘ For specific post analytics, click on the post 
and tap “View Insights.”

✘ Swipe the analytics tab up to view the full 
spectrum of insights, including profile visits, 
reach and impressions.
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Page Analytics: Instagram

✘ Reach: the total number of unique accounts that have seen your post or story
✘ Impressions: measures the total number of times users saw your post or story
✘ Interactions: the amount of profile clicks, website clicks, clicks on the email in 

the bio or clicks on the phone number in the bio
✘ Engagement: the number of unique accounts that liked, commented or saved 

your post

Important Analytics Definitions
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Other Tools
✘ Tweetdeck is a native tool. There are other tools like Hootsuite and Later that can provide more 

functions but they may be limited. Hootsuite allows for more monitoring and scheduling on Facebook 
and Twitter, but paid accounts may be required to utilize certain features. 

✘ Later is a tool that allows for scheduling specifically on Instagram, but again, paid accounts may be 
required to utilize certain features. Explore your options and talk to your team about whether any of 
these tools, paid or otherwise, are right for you. If you are not prepared to buy anything, you can always 
use the native tools like Tweetdeck and the page management features through Facebook.
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Risk Management
Brainstorm
✘ When it comes to Risk Management, you will need 

to dedicate time with your team to creating a plan 
ahead of time so it doesn’t need to be developed 
after an incident has already happened.

✘ Start by creating a list of the incidents that are 
most likely to happen, things that you think you 
stand a very good chance of addressing.

✘ Next move on to the worst case scenarios and add 
those to the list. 

✘ For each scenario on your list, come up with an 
extensive protocol for 1) what actions you need to 
take and 2) what you need to say to those 
involved, and to the public if applicable.

✘ Finally, come up with a list of ways that you might 
prevent these things from happening in the first 
place as well as implementation steps that your 
team will take. 

✘ Monitor Facebook and Tweetdeck for potential 
situations during your event.

Write it all down
✘ It is important that you keep a clear record of 

everything, not a brainstorming document or 
something written on a whiteboard

✘ On this document, you will want to have your list 
of possible scenarios as well as written out steps 
for 1) what to do and 2) what to say 

✘ The "what to say" part is especially important and 
you will want to have written out statements that 
have been approved ahead of time. It is possible 
to alter these statements slightly if something 
happens that does not match your hypothetical 
scenario. Have a system in place for how to make 
edits and get the statements re-approved quickly.

✘ You will want everything in this document to be 
easy to find so that, should something happen, 
you can quickly find your protocol and statements.

✘ Finally, save it in a place that is accessible by 
everyone who needs it, even if they aren't in their 
office.



Branding Elements
Mizzou Identity Website

This site contains all the 
official branding elements for 
the University.

21

Voice and Tone

Think about your audience and 
how you want them to 
perceive you. Consistency with 
voice is also important if you 
have multiple team members.

Content

You can be known for posting 
specific types of content. Is 
most of your content funny, or 
strictly informational? This 
includes your aesthetic as 
well.

Consistent logos and images

This is what most people 
would think of as "your brand."

Colors

Choose a couple colors and 
consider what vibe they give 
off to your audience. Once you 
choose your colors, use them 
carefully and consistently.

Fonts

When possible, use consistent 
fonts. Choose between serif, 
sans serif or a combination.



Questions?
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