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Our Story And Spaces
IKC started in 2015, with our website as our first
digital space.   

Informational pages and resources, starting with
our HPV toolkit

Facebook: Our most "public facing“ platform.
Positive health promotion, mainly posts, stories,
and reels

Grants gave us the ability to expand, launch, and
support a presence on new platforms
Instagram: Originally more rural-focused with an
emphasis on family, extra effort into unique
presentation

Now, we largely cross-share posts to both
Facebook and Instagram; posts on Instagram
target family and mothers
Newer focus on reels & carousels alongside static
posts



Our Story And Spaces (continued) 
LinkedIn: Useful for reaching healthcare providers and our members.

Posting coalition updates, events, webinars, etc.
X/Twitter: Topical issues, article sharing, space to address current-
event & complex policy issues, emerging issues in the public sphere 

We have chosen to maintain a presence on X, as it has the most
potential to share our message with those who really need it

YouTube: Occasional use in the past, now exploring how to leverage
YouTube Shorts to reach entirely new audiences.

Not 100% effort-free, but only minor sizing differences compared
to FB & IG, which makes for easier cross-sharing. Extra details in
our bonus materials!

TikTok: No presence on TikTok with limited capacity. We've focused our efforts
learning YouTube Shorts and Reels. 

Also, TikTok is banned on State of Kansas-owned devices and networks.



Your Turn!

Usage and Success: Do you regularly use digital spaces? Which

space(s) have you had success with?

Challenges: Which space(s) have presented challenges or barriers? 

Audience: Who is your current (digital) audience? Are they the same as

your target audience? Who else are you not yet reaching? 

Share about your digital spaces and audiences:​



Our Tools
Canva Pro: It’s likely most of you use this already, but if not,
it’s highly worth the small investment! 

Most of our resources are fully created within Canva and would
not be possible without Canva Pro features.
Canva Pro is free for nonprofits! Extra details on our bonus page.

Scheduling Platforms: Meta Business Suite, X, and LinkedIn
Platforms have built in planning tools that we find fit our needs.
These continue to change and adjust so familiarize yourself
often.

Photos: Many platforms to download and utilize unique photos
that represent your state. 

Shutterstock, Canva Pro, and more!
For Kansas, our photos are family-focused, rural, and don't
include syringes. Think about what resonates best with
your audience!



Our Tools (continued)

Google Ads Grant: 501(c)(3) non-profits get
$10,000 a month in google ad credits. Free
advertising, no reason not to apply!

We will be including tips and tricks for
Google Ads in our supplemental resources!

Google Analytics: 
Easy to use, and invaluable for grant
reporting. Get access to much more data
than with most built-in analytics if your
website uses a web-builder like Wix or
Squarespace. 
Easily accessible reports like User
Acquisition provide data on how many of
your website’s visitors are coming from
social media posts.



Captions are a MUST to make sure most viewers
stick around to see your message!

AI Captioning in Canva Pro
Canva Pro recently added an AI Auto captioning
for pro accounts. 
This tool has made our workflow much more
efficient in creating our “Ask a Doctor” series of
shorts/reels.
Captioning works for both English and Spanish
Very accurate in our experience, only requires a
small amount of editing out filler words or
mistranslations.

Leveraging AI Tools

Across all platforms, over 75% of short-form
content views have their devices on mute. 



Efficient Efforts to
Maximize Engagement

Turning successful resources into
continuous success by utilizing templates
and co-branding.
Evergreen content allows for posting
year-round.
Adjust your posting frequency to match
your capacity—engagement can still
thrive with as little as one post per week
on your most active platform.
Repost and reshare your posts and
partner posts! EVERGREEN CONTENT

TEMPLATES



Efficient Efforts to
Maximize
Engagement (continued) Digital Ads

With limited staff capacity, ads allow us to post less while still reaching more
people — our boosted posts create more impact than multiple regular posts
combined.
Ads can help save time and money in the long run – a little $ can go a long way!

Real results come from ads with at least $15-20 behind them for 5-6 days
from our experience.
We focus our ad budget on Facebook and YouTube, as these platforms
give us the greatest reach for the money spent.
Boost posts that you've already published – don't recreate the wheel. 
Follow recommendations from Meta and YouTube to ensure your ad is
placed through multiple channels (feed preview, reels, stories, videos, etc.).



A few examples of one ad on multiple platforms

Ads = More Views
with a click of a

button!



Reach: 12,445
$1.92 per 1,000 people reached
Total Cost: $24

Ad Views: 13,972
Organic Views: 874

Why Ads Are
Worth It 
Facebook Example:



EVERGREEN CONTENT

TEMPLATES

AI CAPTIONING USING
CANVA PRO

Captions are a must! Over 75% of short
form content is viewed on mute.



Boosted $20
853 total views
700 engaged views
658 views from ads

Organic
111 total views
20 engaged views

Why Ads Are
Worth It 
YouTube Example:



The algorithms that flag ads do not take
context into consideration. 

If you run an ad meant to counter
disinformation, it might flag you for
spreading disinformation. 

Here’s how your post appears to you

In red is what’s flagged by the ad content filter

The MMR Vaccine does not
cause autism. 

The MMR vaccine does not
cause autism

Ads Can Get Rejected          Here's What We Do   
Always assume that your ad could be taken out of context.​



Ads Can Get Rejected          Here's What We Do   

On social media, we've had fewer rejections over
the past year. There is no definite reasoning to this,
but we like to think it's due to the audience we've
created.
Ad Audience:

Focus on your state – you know what
resonates best. 
For posts that are community-focused, include
a combination of healthcare professional tags
and family-focused tags, which allows the
algorithm to avoid sending the ad to only one
“side” of the conversation, helping reduce harsh
feedback and the risk of ad rejection.



Your Turn!

Has your coalition tried ad platforms? What platforms have been

most successful? 

What topics have been most popular with your audiences?

When facing limited time or budget, which digital outreach efforts to

you consider essential? How have you maximized reach and

minimized cost?

Share with us:



Maintaining Control of
Your Spaces

Utilize tools that block "key words" 
Hide or delete comments

Negative comments aren't always bad – these
comments may be frustrating, but give you a further
reach and views. 

3 negative or aggressive comments from one user? Block.
If needed, you can block public commenting

From Ads

Views: 3,587
Likes & Reactions: 283
Comments: 25
Shares: 84

Organic

Views: 5,756
Likes & Reactions: 7
Comments: 41
Shares: 36



How to Translate
Data into Real
Results

Monthly social media and web reports
help us track seasonal trends and
successful content. These insights guide
us in prioritizing efforts with limited
capacity and are also valuable for grant
reporting and funding applications.
Google Analytics - We use Google
Analytics to track how trends on social
media translate into website traffic, and
how we can further drive traffic to both.

Measles was a
top post topic in

June!



What are your strategies for managing control of your

digital spaces? 

What is a barrier or challenge your coalition faces when

using social media or other digital platforms? What steps

have you taken to overcome your challenge?

Your Turn!
Share with us:



BONUS
RESOURCE
SWant more? Unlock bonus materials

and video tutorials by scanning the QR
code!

staff@immunizekansascoalition.org



Thank you!


