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DO DON’T

•	 Sound	like	a	human:	Use an informal, conversational 
tone. Not all posts have to be directly TWS-related, so 
be creative! Share interesting news and causes from 
other greenie orgs, blogs you read, sites you visit, things 
that appear in Alex Tibbitt’s news round-up, etc. 

•	 Foster	engagement:	Encourage user-generated 
content. Ask people a question about their own 
experience, run a competition, invite people to respond 
to a ‘fill-in-the-blank’, get them to upload their 
favourite cute animal pic, etc.

•	 Value-add	to	your	posts:	Add a picture or video. Add 
a link (but explain what it is and why people should 
click on it, and shorten your link if it’s long/confusing).

•	 Be	sociable:	If you can, identify the people who 
appear in your photos. Better yet, ‘tag’ them. Create 
events! (But ensure consistency with our website - best 
to just copy the text across). Respond to wall posts/
private messages in a timely, constructive manner.

•	 Be	succinct:	Shorter the better. 150 words max. Proof-
read (or have someone else proof-read) before you hit 
post. (If you’ve added a picture, you can edit your post 
after the fact).

•	 Be	honest:	Check that you have permission to use 
photos and credit them like this:  
[Photo: A tree, Fitzroy, Victoria. By Tara Cartland]. 
Acknowledge when you’re sharing someone else’s post/
image/video. Better yet, ‘tag’ them. 

•	 Be	smart:	Use your discretion when sharing others’ 
posts. (ie. Don’t share posts that ask people for money 
or personal details). Check with Comms if you’re unsure 
of the best way to share a particular link/photo/piece of 
info - Facebook may not be answer!

•	 Plug	your	stuff: Feel free to change our banner image, 
but don’t be a hog. Give your interstate mates a go too!

•	 Cross-pollinate: Ask people to tweet using a 
particular hashtag, or link to a YouTube video. Also, love 
thy fellow campaigner/M&F team member by linking to 
our current appeals/petitions if relevant to your post.

•	 Geo-tag: If your content is only relevant to people in 
a particular state (or city) then geo-tag your post. (The 
Comms team can show you how!)

•	 Assume	prior	knowledge: People reading your post 
probably dont know all about your campaign, so add 
context by explaining who/what/when/where/why and 
providing links to more info.

•	 Be	rude:	It’s not okay to disrespect, rant at, or get 
angry with people on Facebook. Instead, thank them 
for their comment, answer their questions, provide links 
to more info, and - if all else fails - agree to disagree! 
Read our Facebook ‘House Rules’ (available on our 
page) and interact with commenters accordingly. 

•	 Publish	a	novel	on	your	Facebok	wall:	Rather than 
posting an entire media release, chuck it on our website 
and link to it. Rather than posting an entire pay-walled 
news item, publish it as a ‘Note’ and link to it.

•	 Go	overboard	on	the	pictures: Nobody wants to 
trawl through a 150 photos of the same thing, so pick 
your best 2-5 shots and post them individually over 
the course of the day/week. If you have more than five 
great, high-quality, diverse pics, then pick your faves (no 
more than about 20) and create an album. Remember 
to add descriptive captions, credits, and tags, and use 
the what/where/when album naming convention:  
ValenTarkines Day, Melbourne, Feb 2013.

•	 Be	needy:	Don’t indiscriminately ask people to like/
share every post - use these requests sparingly, so they 
don’t lose their power. Also, don’t like your own posts - 
it looks lame!

•	 Be	depressing:	Try to balance the negative posts with 
positive ones.

•	 Change	our	profile	pic: The Wilderness Society logo 
is classic, yo!



DO DON’T

•	 Choose	a	Twitter	profile:	Decide if you’d like to be 
set up with your own TWS account (ie. @TWSLyndon). 
Twitter is about individual voices, so if you want to 
tweet often, and with more personality, this is probably 
the best way to go. Our main Twitter account  
(@WildernessTweet) re-tweets TWS accounts regularly!

•	 Sound	like	a	human:	Be candid, personal and real. 
Share interesting news and causes. Don’t re-tweet 
verbatim too often. Instead, put a new spin on the link, 
or quote and post with a ‘thanks @xxxx’ or ‘via @xxxx’ 
acknowledging the person who first mentioned it. 

•	 Engage:	Ask questions, post replies, join conversations, 
ask people to do things, talk to people who mention 
you, re-tweet, thank people who re-tweet you.

•	 Tweet	on	the	go: Twitter is about immediacy, so set 
up Twitter on your smart phone.

•	 Know	Twitter	conventions: RT means re-tweet. MT 
means modified tweet. DM means direct message.

•	 Understand	who	sees	what:	When you reply to 
someone, your tweet is only visible to people who 
follow both of you. 

Likewise, when your tweet begins with someone’s 
handle, it’s only visible to people who follow both of 
you. So the following would only be visible to people 
who follow us and Tony Burke:  
@Tony_Burke has handed the Tarkine over to the 
miners. What do you think?

In contrast, inserting someone’s handle within a tweet 
will mean it’s visible to all your followers. For example: 
Environment Minister @Tony_Burke has handed the 
Tarkine over to the miners. 

Each approach is appropriate at different times.

•	 Be	succinct:	140 characters is possible, but less than 
115 characters is best as this leaves room for your 
followers to re-tweet your post.

•	 Cross-pollinate:	Link to YouTube videos or events/
albums on our Facebook page. Also, love thy fellow 
campaigner/M&F team member by linking to our 
current appeals/petitions if relevant to your post.

•	 Be	smart:	Use your discretion when re-tweeting. (ie. 
Don’t re-tweet asks for money or personal details). 

•	 Gang	up	on	people:	While campaign teams may 
occasionally organise to ‘twitter-bomb’ a public figure/
company in line with strategic objectives, we don’t 
encourage mob attacks on ‘regular’ Twitter users who 
simply disagree with us. 

•	 Be	rude: Passionate debate is encouraged, but don’t 
disrespect, rant at, or get angry with people on Twitter. 
Instead, thank them for their tweet, answer their 
questions, provide links to more info, and - if all else 
fails - agree to disagree!

•	 Be	a	spammer:	By all means, tweet frequently. But 
make sure you have something of value to say, and 
space your tweets out. Don’t repeat yourself verbatim. If 
you’re re-posting the same link, then give it a different 
‘spin’ the next time round.

•	 Worry	about	shortening	links:	Twitter does it for 
you now!

•	 Overuse	#hashtags: Pick the one or two relevant 
words in your tweet, but no more. Only create a 
hashtag if you’ve embarking on a specific campaign 
or event that you (and others) may want to reference 
repeatedly (ie. #EthicalPaper). Also, don’t jump on a 
‘trending’ hashtag that is unrelated to your topic - you 
never know what you might be getting into! 

•	 Be	needy:	Don’t indiscriminately ask people to re-
tweet every tweet - use this request sparingly, so it 
doesn’t lose its power.



DO DON’T

•	 Post	your	videos	on	our	main	YouTube	page:	This 
is linked from our website and Facebook, and is the 
primary repository site for all our public videos.

•	 Be	complete:	Fill in all the meta-data that you can. 
Provide an articulate description, that gives people a 
link to more information on our website.

•	 Be	consistent: Name your video using the what/
where/when naming convention (ie. Concert for the 
Kimberley, Melbourne, Oct 2012).

•	 Plug	your	stuff:	Feel free to change our ‘featured 
video’ - but don’t be a hog. Give your interstate mates 
a go too!

•	 Cross-pollinate:	Post links to your YouTube videos on 
Facebook and Twitter!

•	 Be	honest:	Ensure you have permission to use 
any photos/footage/music and credit people in the 
description like this: 
[Photos: By Tara Cartland] 
[Music: By Tom Claxton]

•	 Be	sociable:	Interact with commenters, as you would 
on Facebook or Twitter.

•	 Assume	prior	knowledge: Not everyone watching 
your video will know all about your campaign. So add 
context by explaining who/what/when/where/why in 
the description.

•	 Be	rude: It’s not okay to disrespect, rant at, or get 
angry with people who comment on your video. Instead, 
thank them for their comment, answer their questions 
succinctly, provide links to more info, and - if all else 
fails - agree to disagree! Interact with commenters as 
per our Facebook ‘House Rules’.



IF THINGS GET CONFUSING...

FAQs

The friendly Comms team is here to help!  Whether you’re experiencing technical issues, or have a query about best 
practice, we’re happy to answer your questions about Facebook, Twitter, Youtube - or any of the plethora of other social 
media platforms! 
 
Jessie	Mawson 
Communications Advisor 
p | 0414 576 957 
jessie.mawson@wilderness.org.au 

Tara	Cartland 
Communications Advisor 
p | 0404 777 452 
tara.cartland@wilderness.org.au

Q.	I’d	like	to	be	added	as	an	admin	on	the	
Wilderness	Society’s	main	Facebook/Twitter/Youtube	
account.	Who	should	I	ask?

A. Fantastic, let Jessie or Tara know, and we’ll get you set up 
and (if needed) give you a quick tutorial. 

Q.	I	have	a	seperate	Facebook/Twitter/Youtube	
account	that	I’m	running	concurrently	with	the	
Wilderness	Society’s	main	one.	Should	I	keep	using	
it?

A. It all depends on the purpose of your account and who 
you’re trying to reach. Social media is a numbers game, so 
unless you need to keep your account ‘exclusive’ for some 
reason, it’s probably better to take advantage of our current 
reach and combine your account with the main one. We can 
show you how! 

Q.	I’ve	noticed	a	problem	with	one	of	our	main	
social	media	accounts.	Who	should	I	tell?

A. Any member of the Comms team. And ASAP please! 
Keeping an eye out for f--k-ups is everyone’s job. 

Q.	I’m	using	a	social	media	platform	apart	from	
Facebook,	Twitter	and	Youtube	(ie.	Pinterest,	
Foursquare,	Instagram,	Flicker,	etc.)	Do	we	have	a	
main	page?	Or	could	we	start	one?

A. Quite possibly! Give us a bell, tell us how you’re using 
your account, and let’s work out the best way forward. We 
can either combine your account with the main one, or 
elevate yours to be the main one!  

Q.	Should	I	use	a	platform	like	Tweet	Deck	or	Hoot	
Suite	to	post	to	Facebook	and	Twitter	at	the	same	
time?

A. In general, no. Mainly because you’ll end up with 
hashtags and at-symbols all through your Facebook 
messages, and tweets longer than 140 characters that 
you have to click through to view. In a nutshell, it annoys 
people. And it prevents you from taking advantage of the 
full capabilities of Facey and Twitter. 

However, there may be exceptions to this rule. For example, 
if you’re live-tweeting a big event and time is of the 
essence! Talk to us and we’ll be able to advise.


