




You can hear us, we cannot hear you!

Can’t hear?

Try turning up your volume

Call in by phone or use your computer headphones

Have a question? 

Use the chat box, any time. Will have time at the end and after the 
webinar. 

Downloads

Slide Presentation, other materials and webinar recording will be 

available on Ontario Presents site in one week



This is the second webinar for Digital Marketing for Arts Presenters

Remember to sign up for the next two on the Ontario Presents website

Ask me any questions anytime via email at:
jfossitt@cityofkingston.ca 
or on Twitter @juliefossitt
or Instagram @juliefossitt



Jordy Yack is the Communications Coordinator at the 
FirstOntario Performing Arts Centre in St. Catharines, 
Ontario

Jordy is responsible for digital marketing strategies and 
much more!



Please enter your name, position and geographic location 
in the chat box at this time. Knowing our audience will 
help us throughout our webinar. 



Today we will be discussing:

• Business Page vs. Personal Profile
• Conversation vs. Selling
• Consistency
• The Importance of Images and Videos
• Creating content vs. sharing content
• Insights
• New Facebook features
• Organic vs. Paid
• Takeaways



The perils of posting personal content on your business accounts









• Your social media voice represents your business. Keep it professional. 

• Even if your brand’s voice appears to be easy-going, it doesn’t mean 
your strategy has to be!

• Your brand can talk about yourself or your employees – it’s a good 
way to humanize your brand, but make sure to keep it relevant. 

• Always avoid controversial issues including: religion, politics, drugs or 
alcohol, abortion, and even the vaccination debate.
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• Remember to respond politely and in a timely manner

• Avoid bickering on social media. 

• Promptly respond to a customer or potential customer, with a 
follow-up for more details or invite them to send a DM (direct 
message) to your account. This will allows your to deal with issues 
privately and away from the public-eye.

• Don’t feed the “trolls” – respond a maximum of twice in public.



• Try to use the same username for each social 
media platform.

• Use the same profile photo / avatar as well.

• Keep your profile information on-brand and 
channel-specific.

• Use the same brand voice and tone.







• Your brand’s voice humanizes your conversations; we 
don’t always like being sold to.

• Be authentic! 

• Voice: Your brand personality described in an adjective. 
For instance, brands can be energetic, motivating, 
cynical, or cheeky.

• Tone: A subset of your brand’s voice. Tone adds specific 
flavour to your voice based on factors like audience, 
situation, and channel.





• Character / persona – If your brand was a person, 
who would they sound like? Flesh out the identity of 
this character.

• Tone – What is the general flavour of your brand?

• Language – What types of words do you use in your 
social media conversations?

• Purpose – Why are you on social media in the first 
place?

• Be authentic!





• Content should be engaging or informative. 

• A Call-to-Action (CTA) isn’t always necessary, but useful for 
conversions, once your audience trusts you.

• Remember – the conversation is key; follow the 3-3-3 rule (1/3 
generates profit or promotion, 1/3 should share ideas and talk 
about your industry, 1/3 personal interactions)



• Think of social media as a conversation – not as a place 
to sell your brand/product/service. Just like a real 
conversation, it’s give and take. You have  to show that 
you care about what others are saying. 

• Spelling, grammar, and punctuation are always 
important.





• Social thrives when you speak TO your audience, not 
AT them.

• For example, how many tickets are you to sell by 
saying: “Come on down to the Centre tonight for a 

great show!” #PACrules

vs. 

“Tickets are very limited for tonight’s folk revue. Get your 
tickets online before they’re gone!” 









• Simplicity is key, even when you don’t have text 
limitations. 

• Don’t write an essay!

• The ideal length of a Facebook post is less than 40 
characters. (64)



• Visual content is key!

• Pictures stand-out within a news feed and posts are 40 
times more likely to be shared

• Sizing your images properly is super-important!





• Monitor your social media reach and what kinds of posts 
based on content are engaged with most frequently. Then 
you can gauge your audience’s reactions to different kinds 
of posts. 

• Use Facebook’s insights to gain details into your audience’s 
demographics and to find out the times when they’re 
online most, then to adjust your strategy accordingly.







1. Always keep personal and 
business separate. 

2. Keep your tone and brand voice 
consistent.

3. Have a plan! Post content that 
interests your audience and post it 
when they’re online.

4. Use varied content. Links, pictures, 
video and new FB features.

5. Check FB Insights and continue to 
use what works!



• https://www.ontario.ca/page/social-media-small-business
• https://blog.bufferapp.com/how-to-choose-a-social-network 
• http://sproutsocial.com/insights/social-media-marketing- strategy/
• http://sproutsocial.com/insights/social-media-image-sizes-guide/
• https://blog.bufferapp.com/social-media-marketing-voice-and-tone
• http://sproutsocial.com/insights/social-media-influencers/
• https://blog.hootsuite.com/beginners-guide-to-content-curation/
• http://www.ifttt.com

Jordy Yack
jordyyack@gmail.com
@jordyyack



Please type your questions into the chat box 



• May 10 – Content marketing with guest Patrick Bisson

• May 17 – Creating marketing plans with guest Karen Scott-Gagne



Please contact me with any questions via email at 
jfossitt@cityofkingston.ca

or on Twitter and Instagram @juliefossitt.

You have been a great audience!  


