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Census Communications Training Curriculum Agenda

8:30am - 9:00am Registration & Breakfast

9:00am - 9:30am Welcome & Training Overview

9:30am - 10:45am Messaging: Making the Case about Census 2020

10:45am - 1:20pm Media Spokesperson Training: Controlling Interviews about the Census

1:20pm - 1:40pm Lunch

1:40pm - 3:20pm Census Digital Organizing

3:20pm - 3:30pm Break

3:30pm - 4:30 pm Resources! Resources! Resources!



Welcome & Training Overview
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What Will  
Be Covered 
Today

● Tips for delivering a successful 
message

● Messages to build knowledge 
and motivate people to 
participate in Census 2020

● How-to-guide to engage in news 
interviews with reporters

● Tips for media outreach

● Social media and digital best 
practices

● Overview of campaign tool kit 
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What Won’t  
Be Covered 
Today

● Specifics on how to complete the 
census form

● Explicit information on funding 
formulas influenced by census 
data

● Details about privacy and 
confidentiality laws



Making the Case About Census 2020:
Communications Message Training
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● Messaging pitfalls

● Understanding Audiences

● Message best practices

● Recommended Messages

● Discussion

Agenda
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THE 
MESSAGING 
STRUGGLE
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You can get 
stuck in the 
weeds
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You can end 
up saying too 
much 
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You can end 
up missing 
the point
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Or focusing 
on the wrong 
thing



STEP ONE:
Know Your Audience
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OUR 
AUDIENCES:
HARD TO COUNT 
COMMUNITIES 

● What do they care about?

● What are they worried about?

● Who do they trust?

● What do you want them to do?

● What motivates them?



Cumulative Research Analysis
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Reviewed CCF-commissioned research reports and U.S. 
Census Bureau audience research
While methodologies and audiences differed, our methodology was to identify 
the following:

● Audience motivators and barriers 

● Commonalities, differences and notable findings among hard-to-count audiences

● Notable insights to inform message development



Cumulative Research Analysis
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Research Methods
● Surveys — in person, 

phone, online — 
random samples, 
community leaders, 
membership

● Focus Groups

African American • California Calls

• AAECP

• PICO

Asian American, Native Hawaiian, Pacific Islander • Asian Americans Advancing Justice
• PICO

Latino • NALEO/Latino Decisions
• PICO
• US Census Bureau
• TCE/SJV Health Fund

Muslim • CAIR-LA

Native American • California Native Vote Project

Disabled Community • Disability Rights California

African American, Asian, Hispanic • U.S. Census Bureau

Research Reports Reviewed



Knowledge of the Census

17

Significant gaps in knowledge and awareness
● Only 3 in 10 say they are “extremely” or “very” familiar with the census

○ Younger, less educated and Asians tend to be less familiar with the census 

● Most know the census is used to count the U.S. population and determine the 
number of congressional representatives

● Less than half know the census is used to determine community funding

● One in 10 believe the census is used to locate undocumented 

○ Almost 40 percent say they “don’t know” if the census is used to locate 
undocumented



Key Barriers for Census Participation
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Concerns about privacy and confidentiality
● Ethnic and racial minorities significantly more concerned than Whites

Fear of repercussions 
● Asian populations, households not proficient in English and non-U.S. born were most 

concerned compared to other groups



Key Barriers for Census Participation
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Distrust in all levels of government
● High among all, especially Whites, Blacks and those proficient in English

Lack of Efficacy
● Young people are least likely to believe participation matters



Key Motivators for Census Participation
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Funding for public services is by far the top motivator across 
all groups
● Less than half of respondents know the census is used to determine local funding

● Schools, hospitals, healthcare, fire/police, roads/highways are most important public 
services 

● Community-focused benefits of census combined with public services is strongest 
motivator for those least likely to participate

● People want to know how the census will impact and benefit them personally



Key Motivators for Census Participation
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Representation
● Political representation is also a key motivator but was not as important as funding 

for local services and programs 



Key Motivators by Demographic
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African Americans & African Immigrants
● Health care, education and housing

Asian American & Pacific Islander
● Community benefits linked to children’s future or resources for the family

Latinos
● Local school funding (and those under 40 years old responded most to resistant 

messages)



Key Motivators by Demographic
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Native Americans
● Funding for Indian Health Services and Tribal TANF

Muslims
● Political change and accurate elected representation



Key Motivators by Demographic
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People with disabilities 
● Determining need and funding for medical and special education, housing, and 

workforce programs



Counting Children in the Census
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Largely unaware that children should be included
● Some believe only adults are counted in the census 

● Uncertain whether listing children is required



Counting Children in the Census

26

Hesitant to include children
● Concerned about keeping their children’s privacy safe

● Worried that information will be used inappropriately 

● Some willingness to provide minimal information, such as number of children in 
household and gender

● Reluctant to include ages, DOB or any personal information

● More risk than reward - especially since they don’t understand how the census can 
benefit their kids



Parent Concerns & Obstacles to Participation
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Significant distrust of government



STEP TWO:
Understand & Apply 

Best Message Practices
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Focus on One 
Thing
When you focus on 
everything, you 
focus on nothing.
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Avoid Jargon 
& Use Simple 
Words
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Appeal to 
shared values
● Protecting children
● Wanting a better 

neighborhood and 
community

● Better education 
and health care
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Repeat, 
Repeat, and 
Repeat Again
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Don’t repeat 
opposition or 
competitor 
frames



STEP THREE:
Recommended 

Messages
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● Make it easy to understand

● Be explicit and inclusive about who 
needs to participate

● Normalize the census

INTRODUCING 
THE CENSUS



INTRODUCING THE CENSUS
Key Message Points

● The census is America’s selfie, and gives us a 
picture who lives in our country. 

● The census is a process that takes place 
every ten years in which we need to get a 
count of everyone living in the United States. 
Under the census, everyone matters.

● The census count must include people of 
ALL ages, races and ethnic groups from 
every single community in our country.  

● So, whether you are young or 
old…employed or 
unemployed…immigrant… 
black or white…renter or 
homeowner…live in East LA or 
Lancaster…LGBT...we ALL 
count.

● Being counted can mean a 
better future for yourself, your 
children, and your family.

36
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● Community members want to 
know why they should care and 
how it helps them

● Personalize census benefits to 
local cities and neighborhoods - 
don’t talk about LA as a whole, talk 
about a specific community

● Identity census “benefits” that 
apply to people’s everyday lives

● Emphasize key audience 
motivators such as their children, 
education, etc.

FOCUS ON 
WHY IT 
MATTERS



FOCUS ON WHY IT MATTERS
Key Message Points

● The census helps decide how much money [insert community] will get for 
important things like schools, hospitals, parks and housing.

● By being counted, you can help your community get the funding it needs for health 
programs like Medi-Cal, as well as school lunches, housing vouchers, Head Start, 
programs for seniors and disabled veterans and unemployment benefits.

● More people counted means more money for our community - for a better 
education for our children, more affordable housing for our families, and better 
health care for us all.

38



FOCUS ON WHY IT MATTERS
Key Message Points

● Imagine hosting a birthday party. You need to know how many people are coming 
to figure out how much food and drinks to have available; how many kids may 
attend to have toys and games ready; if any elders will stop by so that you have 
enough seats to make them comfortable. 

● The more information you have, the better the party you can plan for. And without 
the right info, not enough people will be able to eat. Census information is used the 
same way.

39
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● Be specific in describing how past 
participation has benefited local 
communities, and how 
non-participation has been harmful  

● Make clear that all kids need to be 
counted, and how kids of color have 
been systematically undercounted

● Frame benefits in terms of direct 
impacts on children (rather than 
adults)

● Be explicit about what information is 
NOT being asked for

FOCUS ON 
CHILDREN



FOCUS ON CHILDREN
Key Message Points

● All children must be counted in 
the census.  Whether you have 
a newborn baby, or a teenager, 
it is important that you count 
them and anyone else living 
with you on your census form.

● If they live in your home, they 
count.

41

● By counting your children in the census, 
you can help make sure they can receive 
important services - like better schools, 
doctor’s visits, Head Start, school lunches, 
and more affordable housing for them to 
live.

● Children have historically been 
undercounted in the census. Our 
community lost hundreds of millions of 
dollars in the last census count because too 
many of us didn’t fill out our census form.



FOCUS ON CHILDREN
Key Message Points

● We can’t let that happen this time around.  It’s time to change that.  Help make sure 
that you and your family get the help and resources it needs for better schools, 
better health care, and better housing.  So much is at stake that is important to our 
families. 

● You and your children have the most to lose by not completing your census form.  
Not participating means not being counted. And not being counted means less 
money going to your community for schools, hospitals, fire services, public 
transportation and health care. 

42
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● Need to provide reassurance and 
address fears about privacy, and 
documentation status

● Must help mitigate strong distrust of 
government

● Repeated emphasis on confidentiality 

MAKE IT SAFE



MAKE IT SAFE
Key Message Points

● Filling out the census is safe.

● Your information is protected by federal law.  
That means it will be kept completely 
confidential.  

● We know your privacy is important. That’s why It 
is illegal for anyone to share your information.  

● It cannot be shared with the courts, police or 
immigration enforcement.  It cannot be shared 
with your landlord or employer. 

● Any information provided will 
never be used to decide if you 
or your family can receive any 
services or benefits.

● And we will work to make sure 
laws are followed, and that 
people are held accountable 
to protect your privacy and 
ensure your information is 
kept safe.

44
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● Can be filled out using a mobile 
phone, computer or tablet

● Emphasis on need to participate

● Questions are simple

EXPLAIN HOW 
EASY IT IS



EXPLAIN HOW EASY IT IS
Key Message Points

● A successful census depends on you. All of 
us must participate and be counted.

● You, along with nearly every other 
household in [insert city] will receive a 
mailing with information about the census.

● Filling out the census form is easy. You can 
complete the census online, by mail, or by 
phone.

● You will be asked 10 simple 
questions, like if you are 
married and the number of 
children in your home.

● The official census form will 
NEVER ask for your information 
such as your Social Security 
Number, or any bank or credit 
card information.

46
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Pop Quiz! 
Were you 
paying 
attention?



Break



Media Spokesperson Training
Controlling Interviews About the Census



WELCOME & TRAINING OVERVIEW

50

Share with your neighbor:

● What’s one organization that you think 
does media really well?

50
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● Top pitching tips

● Speaking for the Media 

● Mastering the Interview

● Questions and Discussion

● Interview Practice 

Agenda



Speaking for 
the Media

52



Top Pitching 
Tips

● Put yourself in the reporter’s shoes

● Answer the question “Why now?”

● Address the uniqueness of your issue

● Personalize it for the 
reporter/producer/outlets

● Make it short and punchy

● Write a clear subject line (email)

53



Types of Media

● Earned Media

○ Pitching stories to traditional 
print/online and broadcast media 
outlets

● Paid Media

○ Placement of paid advertisements in 
newspapers, radio, television and social 
media channels (Facebook, Instagram)

● Digital Media

○ Creating and sharing content to be 
published on digital channels like 
Facebook, Instagram and Twitter

54
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1.  Sound bites

2.  Stories/anecdotes

3.  Data to back it up

Your media 
messaging 
toolkit

55



What’s a sound bite?

● It’s the ONE message you want 
audiences to remember

● Concise, consistent short message you will 
use in media interviews

● Can be adapted for specific events, media 
and speaking opportunities  

● Defining, differentiating, compelling and 
memorable

● A short suite of messages

56
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A sound bite is simply your most 
important message

No matter who you are, we all 
count and we are all important 
when it comes to the census.

The census helps decide how much money [insert 
community] will get for important things like school 
lunches, hospitals, and housing.

More people counted means more money for our community - for a better 
education for our children, and better health care for us all.

Filling out the census is safe.Your 
information is protected by federal law. 
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Sound bites frame the conversation
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What makes a good sound bite?

● Your MOST IMPORTANT message

● Short and easy to repeat

● Consistent and accessible, and avoids jargon

● Targets your audience

● Emotional – connected to core values and WHY

● Includes an action component
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Stories

Share stories to ground your messages and 
humanize the issue

● Show vs. tell people why the census is 
important

● Stories with a messenger that matches your 
audience

● Vision stories

● Impact stories
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The role of data in messaging

● Feelings > Facts

● Facts are the punctuation to your 
message, not the headline 

● Facts are hard to remember, but provide 
validation  

● Try to use facts that don’t require people 
to do math in their heads



Mastering the interview



Before the interview

● Prepare your sound bites, stories and 
data

● Make a list of anticipated questions, 
including the question(s) you least want 
to be asked

● Know your subject matter well

63 63



During the interview

● Make your most important point first

● Keep your answers short

● Stick to sound bites and repeat them

● Make it personal with stories

● Use accessible data

64 64



Mistakes to 
Avoid in an 
Interview
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● “Winging it”

● Straying from the 
message/going “off the record”

● Don’t rush

● Don’t know the answer? 
Don’t guess



Steer the conversation

Flagging – use verbal cues to emphasize your 
message

● If there’s one thing you should know…

● The most important thing is…

● Here’s the bottom line…

● The critical thing is…

● At the end of the day…

66 66



Steer the conversation

Bridging – get back to your messages

● The real issue here is…

● To me, the real question is….

● Let me just add that…

● That question reminds me of a story 
about…

67 67



Steer the conversation

Reframing – Move the question into your 
frame.

● Take a key word or phrase and use it 
to share your messages

● Take the challenge of the question on 
but shift into your on-message frame

68 68



Interview tips for radio

● Know the program

● Speak slowly

● Stress key points by raising your intensity 
level and pitch, not your voice

● Use words to create an image or paint a 
picture of your story

● Feel free to have notes in front of you

● They can’t see you, but you should act as 
though they can

69 69



Interview tips for print/online

● Speak in quotable sound bites

● Paint pictures with your words

● Focus messaging around stories

● Repeat messages and data points a 
few times

● Everything you say is on the record

● Be personal and personable

70 70



Interview tips for television

● Look at the interviewer, not the camera

● Sit or stand upright

● Avoid excessive hand gestures

● Make sure your clothing doesn’t distract 
— avoid bright, complicated patterns or 
accessories that will make noise

● Remember your microphone is on

71 71



Questions and 
Discussion



Interview 
Practice

73



On-camera practice guidelines

● Mercy and Vall example

● 5-minute prep

● 2-minute mock interview with 
2-3 volunteers

● Group review and feedback

● Reflections on learnings

74 74



On-camera practice prep

● What are your sound bites?

● What are your stories/anecdotes?

● What are your data points?

● What are likely questions — both easy 
and hard?
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After the 
Interview

● Say thank you

● Share the story

● Offer new resources and ideas once 
in a while

● Follow the reporter on social media

76



Lunch



Census Digital Organizing



INTRODUCTION

79

We spent the first half of the day talking about 
messaging research and how to engage with 
reporters and the press.

To get us ready to shift gears, take a few 
minutes to share with your neighbor:

● In your experience, what are the 
benefits of sharing stories on your 
organization’s social channels versus to 
telling those same stories to reporters?
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● Earned media is important, but 
it’s not dependable.

● Social media, email, and SMS 
gives you control over how your 
messages are distributed.

● Those channels also give you the 
opportunity to get feedback in 
real-time.

The Value of 
Digital



How many of you manage digital projects on 
a day-to-day basis?
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● Gain a greater understanding of 
how to use digital tools to 
organize your supporters to 
complete the census.

● Acquire new skills to help 
organize your supporters online 
for engagements to come.

GOALS FOR 
THIS SESSION



OUR STRATEGY & APPROACH
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We’ll get into the details later, but the We 
Count LA digital strategy positions YOU and 
your organization as the leaders.

Our role is to help build your capacity, 
coordinate activities across the whole coalition, 
and ensure that our outreach and data is all 
being informed by a unified strategy.

We view census outreach as a Get Out the 
Vote effort on steroids. To that end, we want 
to make sure you have all the tools you need to 
succeed at this specialized type of 
communications campaign.



Do you have any concerns about the census 
prioritizing online submission in 2020?
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● Online census submission will 
simplify completion of the survey, 
but it also opens it up to 
unprecedented vulnerabilities.

● Everything from coordinated 
disinformation campaigns, criminal 
data harvesting, and a negative 
political environment are 
contributing factors.

● We need to beat bad actors at 
their own game by being 
prepared to pivot at a moment’s 
notice.

The First Digital 
Census
Huge benefits and huge 
risks



PRINCIPLES OF DIGITAL ORGANIZING
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Before we dive into our strategy, it’s 
important that we get on the same page on 
some of the basics.

This will likely be review, but hopefully it will 
establish a unified language for 
discussing the finer points of the 
campaign plan and how we’ll work together.



87

● Clear Theory of Change

● Impactful Storytelling

● Ladder of Engagement

● Personal Incentives

● A Nimble Mindset

● Immediate Follow-Up

ELEMENTS OF 
SUCCESSFUL 
ORGANIZING
There are six elements that 
make up a successful digital 
organizing program. This is 
true as much for the census as 
for other engagements. In the 
following section, we’ll go 
through each of these 
elements in detail and explain 
how it relates to GOTC work.



ELEMENTS OF SUCCESSFUL ORGANIZING

88

The Theory of Change is the clearest 
possible statement of why the work your 
doing is important.

It has a very simple structure: 

If we all work together to do ______ then we 
can achieve ____.

Whenever you ask someone to do 
something, whether it’s sign up to an 
email list or share a graphic, it’s important 
to explain why it matters.

1. Clear Theory of Change



ELEMENTS OF SUCCESSFUL ORGANIZING
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Participants are more likely to take action 
when they are motivated by inspired and 
relevant stories that they can connect with. 

Think about it: when you hear a statistic, 
it’s easy to forget or to brush off because 
it’s not actually giving you something to 
empathize with. That’s why it’s so critical to 
put a human face on the survey.

2. Impactful Storytelling



ELEMENTS OF SUCCESSFUL ORGANIZING
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It’s important to meet participants where 
they are, giving them multiple levels of 
engagement that suit their interest and 
commitment to the cause.

All your supporters won’t do the same 
things, and that’s ok!

If there’s nothing else you take our of 
today’s training, understanding this 
concept is worth the time you’ll spend 
with us.

3. Ladder of Engagement



ELEMENTS OF SUCCESSFUL ORGANIZING
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People are more motivated to act when 
they see a clear personal benefit. 
Speaking high-level, the major incentive 
for participants is building a better future 
for themselves, and their families and 
communities.

This element can also be used more 
tactically. For example: email or social 
media competitions for cheap swag like 
bumper stickers is a tried and true 
tactic of presidential campaigns to 
deepen engagement. 

4. Personal Incentives 



ELEMENTS OF SUCCESSFUL ORGANIZING
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No matter how much planning we do, there 
will always be unexpected moments in the 
campaign. That is why it is important to 
adapt quickly in order to leverage 
changing circumstances to our benefit.

Think about this year in particular and the 
amount of disinformation that will be 
floating around the internet. It will be 
imperative that we all stay in close contact 
and remain nimble so we can present a 
unified response.

5. A Nimble Mindset



ELEMENTS OF SUCCESSFUL ORGANIZING
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Immediate follow-up with supporters is 
essential to not only demonstrate their impact 
and success, but also enables you to build a 
network of engaged and committed supporters 
who you can call on for future campaigns.

For GOTC work, that means asking your 
audience to immediately share with their 
networks when they "commit to take the 
census" or when flagging disinformation. 
Remember, always give hand-raisers something 
else to do once you've got their attention.

6. Immediate Follow-Up



We Count LA 
Communications Strategy 

Overview



Has your organization started pushing 
digital messages about the census? If so, 

what are you doing?



CENSUS DIGITAL ORGANIZING
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There are five tools at our disposal 
that we can leverage for our work:

● Website

● Social 

● Email 

● SMS 

● Paid

Website + Social



WeCountLA.org
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It will include things like an 
FAQ and other important 
information written in clear, 
easy to digest language.

LINK

https://projects.invisionapp.com/share/6GTW97UFE59#/screens/386235786


WeCountLA.org
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Launching in later this 
month, WeCountLA.org will 
be an action-hub for HTC 
census outreach.



WeCountLA.org
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It will also have a number of 
different actions the public 
can take, including this 
important action that allows 
everyday LA residents to 
flag examples of 
disinformation they are 
seeing in their networks.
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We Count LA’s campaign-branded 
social media channels on 
Instagram, Twitter, and Facebook 
will be the frontlines for much of 
our digital outreach and a an 
organizing hub for the We Count LA 
coalition.

How are we using the social media 
channels to support your work in 
encouraging people to fill out the 
census?

SOCIAL MEDIA
We Count LA Strategy



SOCIAL MEDIA
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By the end of December, we’ll want to achieve 
two things:

● A base followership that allows people who are 
visiting our channels to trust us as a messenger.

● Deep engagement on a daily basis between 
@WeCountLA channels and members of your 
communities. 

To do this, we need your help. You are the gatekeepers 
to a vast community of hard-to-count people and 
populations. You have cultivated these relationships over 
years of community and trust building. 

WE COUNT LA STRATEGY



SOCIAL MEDIA
WE COUNT LA STRATEGY

Public education 
[October - December 2019]

● Proactively spread positive 
and truthful messages 
about the census.

● Act as a hub where people 
can find content related to 
the campaign.
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Get out the census (GOTC) 
[January - May 2020]

● Jump into conversations that are organically 
happening about the survey. For example, is 
someone confused about how to fill it out? 
They can send us a direct message and we’ll 
give them instructions. 

● Is someone spreading bad information? 
Strategists will jump into the replies to 
correct the record, and contact the social 
platforms themselves to attempt to get the 
post taken down. 



SOCIAL MEDIA
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By working together, we can reach hard-to-count communities across LA County 
and encourage them to participate in the census. 

WE COUNT LA STRATEGY

Joint editorial planning

● Regular check-ins, either by phone 
or by email, will allow us to sync up 
on major moments and discuss how 
we want to support each other on 
social media. 

● A shared editorial calendar that will 
allow us all to align our monthly 
messages.

Asset sharing: Photos and videos can be 
submitted to We Count L.A. through: 
bit.ly/wecountlaupload

● This link is also accessible through the 
digital toolkit.

● Photo release templates will also be made 
available to ensure subject consent. 

● Once uploaded, these assets will be 
categorized and made available in the 
Photo and Video Content Bank in the 
toolkit for the whole We Count L.A. cohort. 



SOCIAL MEDIA
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Social amplification: We’d love to 
retweet or re-share your post to our 
followers! 

● Email us at wecountla@fenton.com or 

● Send us a direct message at 
@WeCountLA on Twitter, Instagram, or 
Facebook 

WE COUNT LA STRATEGY

Intel gathering and disinformation 
response: Do you see a social media 
post containing information you know or 
think to be false? 

● Email us (wecountla@fenton.com) or send 
us a direct message at @WeCountLA.  

● We’ll reach out to the wider cohort with a 
unified response plan.

We are here to help! The fastest way to get in touch with a member of our digital team regarding 
the below activities is over email: wecountla@fenton.com.



Tips and tactics for 
engaging your supporters 

on social media



SOCIAL MEDIA
Platforms matter!

● Some social networks are “walled gardens” and some are “public squares.” Know your social media platform 
— and know your audience.

● Always include a clear call-to-action in your social media posts. Clear “call to actions” or asks will give your 
supporters a tangible next step to take to support our campaign. 

● Post content that is optimized for each platform. Each social media platform has content that works best on 
their format. 

● Post consistently. Social media networks reward those that post consistently and get consistent engagement. 

○ A couple times a day on Twitter and a couple of times a week on Facebook on Instagram should be 
sufficient. 

○ Free scheduling tools directly on Instagram, Facebook and Twitter (through tweetdeck.twitter.com) will 
let you schedule content for a week or a month out in advance — whatever works best for you! 
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Overwhelmed by the differences between Facebook, Twitter and Instagram? It’s 
simpler than you think. 



SOCIAL MEDIA
What’s the secret sauce for good social media content?

● Diverse: Content types (images, videos, links) and themes (think 
broadly, what would your audience be interested in?). Also think 
about mixing “high and low” content. Professional photography 
and video is compelling, but iPhone photos and videos feel more 
authentic. Mix it up so you don’t feel corporate or “brand-y.”

● Visual: Images and videos are incredibly important to good 
storytelling

● Graphics: Infographics, share graphics, GIFs
● Videos: 

○ Video has become a key content type across all 
social channels. 

○ Mobile has empowered users to produce and 
consume more videos. 

○ It’s best to produce diverse video content & lengths

● Omnichannel: Telling your organization’s story across social, web, 
email, mobile, and real life

107



SOCIAL MEDIA
ENGAGING CONTENT → ENGAGED SUPPORTERS

Think mobile first: make sure you’re 
considering how your content looks on a 
phone. 

● 80% of Internet users own a smartphone 

● Over 50% of smartphone users grab their 
smartphone immediately after waking up 

● Find someone with an Android! It’s easy for 
comms professionals to forget that more than 
60% of mobile phone users don’t use an 
iPhone, and our target audiences are over 
represented in that group
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SOCIAL MEDIA

You don’t need a fancy camera to capture and produce great content — your 
smartphone will do! This is your moment to channel your inner “instagram 
influencer.”
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THE UNSUNG ART OF SOCIAL MEDIA PHOTOS

● DO try to use natural light over flash as 
much as you can. 

● DO take candid pictures. A lot of times 
the best moments are captured by 
accident! 

● DO make sure to take a picture at the 
beginning of your event, at the middle 
and a final one at the end. This will help 
craft a narrative for social media or an 
email. 

● DO be consistent with the orientation of 
your camera when making a video. For 
example, if you start filming in landscape, 
don’t turn it to portrait mid video. 

● DON’T use your smartphone camera’s 
digital zoom, you lose a lot of quality. 
Instead, try getting closer! 

● DON’T apply filters before you send over. 



SOCIAL MEDIA
Final Tips and Tricks

● Double down on stuff that works. If 
you see that your supporters are 
reacting well to a certain type of 
content or messaging, double down on 
it! You know what they say, if it ain’t 
broke... 

● Tie it back to your community. 
Concrete examples and connections 
resonate with your supporters because 
it matters directly to them.
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How many people in the room come from 
organizations that have a dedicated 

organizing team? 

For those that do, how “online” are 
individual organizers?



112

We will have more detail on this 
work in the webinar later this year, 
but it’s important to begin breaking 
down the traditional firewall 
between digital and in-person 
community organizing.

Census Digital 
Organizing
Integrating your field 
program and your 
digital program



Census Digital Organizing
Linking your field program to your digital program

Some important tactics are:

● Making sure your organizers collect social 
media handles from community leaders 
and that they follow them from both their 
personal and the organizational social 
media accounts.

○ An easy way to do this on twitter is 
by creating a private “list.” This will 
allow you to keep track of your most 
active supporters and provides an 
easy way to engage with that key 
group. More info on how to create a 
list can be found here.
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https://help.twitter.com/en/using-twitter/twitter-lists


Census Digital Organizing
Linking your field program to your digital program

● Make sure your organizers know how to take a 
good picture! Simple iPhone photography and video 
can be a powerful addition to your social media 
presence and can help ensure your followers have a 
window into the important work you’re doing on the 
ground to GOTC. You can download the one-pager 
from the toolkit to help.

○ Even a simple photo with an organizer and a 
supporter accompanied by a message like “It 
was great meeting with Alex in Pomona to talk 
about how important it is to participate in the 
census!” can show important stakeholders like 
funders, elected officials, and community 
leaders that you’re active in this fight
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Census Digital Organizing
Linking your field program to your digital program

● Give your organizers an expectation that they should be posting regularly on social media 
while they’re meeting with members of the community. Many are likely doing this, but for 
those who are not, it is a an important reminder that organizing in 2019 happens just as much 
online as it does it person. Do a quick survey at your next organizing meeting: 

● Are organizers making Facebook groups with some of their key community leaders?

● Regularly posting about their work in the community? 

● Publishing photo and video from events? Knowing who is good at this and who is bad can 
help your team help each other.
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Break



Resources, Resources, Resources
An overview of the outreach tools 

and materials available to you

THESOCIALPRESSKIT.COM/WECOUNTLA
https://vimeo.com/showcase/6356832 

https://vimeo.com/showcase/6356832
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We Count LA Campaign Toolkit
Your one-stop shop for all things We Count LA. 



Overview
● One-stop-shop: The toolkit contains everything from 

ready-to-use social media content and fact sheets to a 
bank of campaign commissioned photography and easily 
editable materials. 

● Reviewed: The campaign messaging found throughout 
was informed by audience research and has undergone a 
community review. 

● In-language: Initially materials will be available in English 
and Spanish. CCF is exploring how best to translate into 
other languages. Note that AAAJ-LA is developing materials 
in 22-24 Asian and Pacific Islander languages.  You can link 
to their materials from the toolkit.
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● Evergreen: The 
toolkit will be 
updated often with 
new materials so be 
sure to check back 
periodically. 

● Crowdsourcing: 
You can easily 
upload your best 
materials to the 
toolkit for others to 
use.  
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Toolkit Tour
● On the homepage, you will see a series of clickable tabs.  

● Each tab is labeled indicating the type of  information or content contained within 
that tab.  
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Toolkit Tour
Brand Materials

● Style Guide — tips and directions 
on how to use campaign branded 
materials - logo, colors, typography 
and photography.

● Fact Sheets — guidance on how 
to create your own 
campaign-branded fact sheets.

● Logos — 20 versions of the We 
Count LA logos with different LA 
cities/regions
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Toolkit Tour
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Fact Sheets 

● Two types: General & 
Audience-specific 

● Currently available in English & 
Spanish

● Design files, for use in Adobe 
InDesign, are available should you 
want to modify the fact sheets. 

● Contact us at 
wecountla@fenton.com for 
editing support. 

mailto:wecountla@fenton.com


Toolkit Tour
Social Media and Email 
Content Bank #1 - English

● In the social toolkit, select 
“Social Media and Email 
bank #1” in English or 
Spanish. 

● Based on what channel you 
would like utilize, choose 
the graphic and copy you 
would like to share to your 
channel.
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Toolkit Tour
Sharing on Social Media: Facebook 

● After selecting your graphic of choice, select “Post to Timeline”. 

● Download the image and copy the text before logging into your Facebook account. 

● Once in your account, create a new post by pasting the copy and uploading your image 
from downloads.
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Toolkit Tour
Sharing on Social Media: Twitter

● After selecting your graphic and copy 
of choice, select “Tweet”. 

● After allowing SPK to use your 
account, click tweet to send the tweet 
directly to your account.
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Toolkit Tour
Sharing on Social Media: Instagram

● After selecting your graphic and copy of choice, select “Download”. 

● You will be prompted to either email yourself the content to then download and post 
or to download the asset and copy the text separately. 
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Toolkit Tour
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Social Graphics for Download and Editing 

● Download JPGs that can be readily 
loadable onto social media or raw 
Photoshop design files that can be 
easily edited for your specific needs.

● If you need assistance customizing the 
graphics, adding your logo, etc., we’re 
here to help! 
Contact: WeCountLA@Fenton.com

Add your logo here



Toolkit Tour
Photo Bank

● CCF commissioned original photography to ensure materials are culturally relevant 
and authentic. 

● Photos are organized by audience demographic.

● We’ve only just begun to populate the photo bank with approximately 10 more photo 
shoots in the works. 

● Be sure to check the photo bank regularly for new photos. 
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For assistance using the toolkit, 
accessing content or manipulating 
your own materials, please contact: 
WeCountLA@fenton.com   

Thank you!

mailto:WeCountLA@fenton.com

