WASHINGTON STATE SNAP-ED
SOCIAL MEDIA GUIDELINES

We created these guidelines for social media management and promotion in the Washington state
SNAP-Ed program. They were developed as a result of a review of the literature, review of guidelines
and strategies from SNAP-Ed colleagues across the country, review of guidelines and practices from
Washington state providers and input from Implementing Agencies.

These guidelines are intended to help SNAP-Ed providers use social media in their local program in
ways that are consistent with SNAP-Ed guidance and the priorities and goals of the Washington state
SNAP-Ed program. These guidelines are a resource for providers who are unsure what to post, how to
target an audience, and/or need guidance on how to run social media in general.

This material was funded by USDA's Supplemental Nutrition Assistance Program—-SNAP. In accordance with Federal law and
U.S. Department of Agriculture’s policy, this institution is prohibited from discriminating on the basis of race, color, national
origin, sex, age, religion, political beliefs or disability.

To file a complaint of discrimination, write USDA, Director of Civil Rights, Room 326-W, Whitten Building, 1400 Independence
Avenue, SW, Washington, D.C. 20250 or call (202) 720-5964 (voice and TDD). USDA is an equal opportunity provider and
employer.



SOCIAL MEDIA AND SOCIAL MARKETING DEFINITIONS

Social marketing is the use of commercial marketing principles and strategies to promote
behavior change and to improve well-being. Social marketing may be done by means of
physical media, social media, and promotional media." Providers should not be engaged in a
social marketing campaign at a local level. The state SNAP-Ed team is reviewing best practices
for social marketing and coordinating at the state level.

Social media is one means to achieve social marketing. Social media can be a tool within a social
marketing campaign, but it can also be used independent of a campaign. WA SNAP-Ed
providers use social media in their local communities.

PERSONAL VS. PROFESSIONAL ACCOUNTS

SNAP-Ed staff using social media should maintain a clear distinction between personal and
professional uses.

If sharing SNAP-Ed social content on personal social media accounts, clearly make known you
are speaking for yourself and not on behalf of the program.

Remain factual and correct regarding SNAP-Ed information on personal accounts and when
commenting on posts by professional pages.

Always maintain professionalism when communicating online about SNAP-Ed.

GENERAL GUIDELINES FOR USING SOCIAL MEDIA

All social media posts must align with SNAP-Ed goals:

o FY 2022 SNAP-Ed Plan Guidance FINAL 508.pdf: To improve the likelihood that persons
eligible for SNAP will make healthy food choices within a limited budget and choose physically
active lifestyles consistent with the current DGA and the USDA food guidance.

1. Increase consumption of healthy foods and beverages and decrease consumption of
unhealthy foods and beverages.

2. Improve food resource management among SNAP-Ed participants.

3. Increase physical activity and reduce sedentary behavior.

4. Improve policy, systems, and environments to support healthy eating and active living.

Each post must also have its own focus that stems from one of the above goals (e.g., increasing

fruit and vegetable consumption, increasing aerobic activities, encouraging use of pantry staples

for healthy meals).

Use social media posts to reinforce work you have done in your community (e.g., direct ed

classrooms or PSE strategies).
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file:///C:/Users/taperry/AppData/Local/Temp/Temp1_2021%20FNS%20Guidence.zip/FY_2022_SNAP-Ed_Plan_Guidance_FINAL%20508.pdf
https://s3-us-west-2.amazonaws.com/wasnap-ed.org/wp-content/uploads/2020/01/Guiding-Principles-Priorities-and-Goals.pdf

Providers should avoid posting copyrighted materials, including videos with copyrighted music.

Photos and videos with appropriate permissions include unlicensed media from sources such as
or , those purchased through accounts such as , or those the

provider creates (e.g., photos taken on a personal phone). Providers may also repost from

SNAP-Ed related accounts as that gives credit to the post's original creator. Examples include:

o USDA

o FNS

o DSHS

o Other states’ SNAP-Ed (e.g., OR: Food Hero, UT: Create Better Health, CA: Eat Fresh)

Nutrition information shared in social media should be consistent with the Dietary Guidelines for

Americans and come from reputable sources. Nutrition misinformation is common on social

media platforms, so be cautious in selecting sources from which to share information. Do not

share information on “fad” diets that are not consistent with the Dietary Guidelines for

Americans. All nutrition information should be general and focus on prevention; do not offer any

medical nutrition advice.

Try to plan posts at least one week in advance. This gives others time to review the posts before

they are published, and it ensures you will have consistent posting, which is important for

engaging and maintaining an audience.

Create content that is at a 4™ to 5" grade reading level. Many SNAP-Ed participants are learning

the English language. Writing to this grade level will help them better understand your content.

Do not include slang or phrases that are not easily understood. You can follow

determine using the Flesch-Kincaid test in Microsoft Word.

Be sure to include the non-discrimination statement somewhere visible on your social media

page. For example, on Facebook this can appear in the “About” section.

You are not required to use the WA SNAP-Ed icon on your social media page. However, you are

welcome to use it. Artwork for the icon is available

Do not use the names of SNAP-Ed participants (e.g. no tagging). Do not use images of SNAP-Ed

participants without a signed consent form.

Do not collect personal information from social media followers (e.g. no Social Security

numbers, phone numbers or addresses).

Under any circumstances, avoid posting content that:

o Contains content that may be determined to be profane, obscene, vulgar or lewd.

o Contains derogatory or discriminatory language (including comments about sex, age, race,

sexual orientation or religious affiliation) or that is libelous or slanderous.

Is spam posted regarding the same content matter, links, video or any other media.

Uses specific names of SNAP-Ed participants.

Includes any advertisement for commercial products.

O O O O

Constitutes, condones, or encourages illegal activity.
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https://creativecommons.org/
https://pixabay.com/
https://www.istockphoto.com/
https://support.office.com/en-us/article/get-your-document-s-readability-and-level-statistics-85b4969e-e80a-4777-8dd3-f7fc3c8b3fd2
https://wasnap-ed.org/resources/recruitment-and-marketing/

SOCIAL MEDIA AND THE SNAP-ED AUDIENCE

Facebook is the most commonly used platform for low-income audiences.?***> Other platforms,
including Instagram, Twitter, and Pinterest, are also used, but not to the same extent as
Facebook.

Mobile devices are used more often than computers to access social media platforms.* Be sure
your posts are mobile-friendly. Most posts that are text, images, or videos are mobile-friendly,
but links to web pages may not be. You can test these things on your own mobile device before
publishing posts.

Messages are most effective when they are consistent, relatable, and attractive. Be sure you post
frequently (at least twice weekly), know and understand your audience’s wants and needs, and
design posts that are eye-catching and easy to read.® Frequency may range depending on your
goal, your audience, and your agency's capacity.

CONSIDER YOUR AUDIENCE

The target audience for all social media posts is the same as all other SNAP-Ed activities—SNAP
eligible individuals in the state of Washington.

It is difficult to directly target this audience via social media, so the key is to be sure the
messaging used on each post targets a SNAP-Ed audience.

Engage with other agencies and organizations with which your target audience engages. If they
repost your posts, others SNAP eligible individuals may see your post if they had not otherwise.
Examples include other state or local government agencies, food-related non-profits, school
districts, food banks, local CSO offices, etc. You can do this by reposting other organizations
content through sharing or retweet features, tagging other organizations, or using appropriate
hashtags.

Use a translator to create posts that appeal to a wider audience. When possible, have this
person be a native speaker.

When posting photos and/or videos, consider the cultural diversity of your audience. Be sure
your posts don't represent only one culture—your targeted audience is represented by many.

REPORTING

Social media efforts should be reported in the PEARS indirect activities module.
If you have reported social media use in the past, do not delete old entries.
New social media activity that is COVID-19 related should be a new entry. Be sure to fill out the
"COVID-19 Impact” field if this activity changed or was added due to the pandemic. See
from the Evaluation Team.
Contact your IA or the statewide Evaluation Team for best practice in reporting social media.
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https://s3-us-west-2.amazonaws.com/wasnap-ed.org/wp-content/uploads/2018/09/Using-the-PEARS-COVID-19-Impact-Field.pdf
https://s3-us-west-2.amazonaws.com/wasnap-ed.org/wp-content/uploads/2018/09/Using-the-PEARS-COVID-19-Impact-Field.pdf

Resources for health promotion via social media:

Food Hero Social Media Toolkit (OR SNAP-Ed)

Create Better Health (UT SNAP-Ed)

Social Media to Promote Health (Action for Healthy Kids)
Live Well (wasnap-ed.org)

Important note: If you do not already have a social media page, check with your |IA before creating

one. If you are in a region with an already existing social media campaign, there is a chance you can do

work to help support that existing campaign via social media.
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