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FamilyAid Boston 
100 years of shelter, housing, and hope 

 

• 2016 = 100th Anniversary! 

• 800 families including 1,500 children 

served each year 

• Shelter, housing, prevention, & supportive 

services 

• 40 FT staff, 40 PT staff 

• 3 development & communications staff 

 

 

 

 

 

 

 

www.familyaidboston.org 



Social Media Overview 

Prior to 2012, very few external 
communications. 
 
Social media part of larger 
development strategy/goals: 
• Name recognition 
• Private donations  
• Position FAB as thought 

leader on family 
homelessness 

 
Focus is on Facebook and 
Twitter; some LinkedIn. Team 
works together on strategy; 
Dev/Comm associate posts daily 
on Facebook and Twitter. 
 
 
 

/FamilyaidBoston 



Goals for Social Media 
 Branding/name recognition 

Direct engagement with donors/supporters 

Issue awareness 

Media visibility  

Clients  

Set reasonable goals and expectations 



Content  
 

Setting parameters: 

 Relevance to issue 
area 

 Branding of agency 

 Engagement with 
audience 

 Tone 

 Call to Action 

 



Content Mix 
 • Events 

•News articles  

• Client stories 

• Staff/agency news 

• Partner/supporter news 

• Calls to action 

• Sponsored posts 
 

 

https://www.facebook.com/FamilyAidBoston/
https://www.facebook.com/FamilyAidBoston/


Other Uses 
 

• Subpages 

• Cultivating 
engagement 

• Mutually beneficial 
relationships with 
partners 

• Major partners  

• Social media 
everywhere! 



Moving Forward 
 

• Post timing  

• Using sponsored 
posts effectively 

• Driving donations 

• Videos 

• Integration with 
other 
communications 

 


