[bookmark: _f3s7xeb9104c]Introduction
Social media has become an essential tool for professionals to connect with communities, disseminate information, and amplify their message. As of 2024, there were over 5.17 billion social media users globally (about 63.7% of the world population).​ This vast audience includes people with disabilities – an estimated 1.3 billion people (16% of the global population)​. For AUCD-affiliated professionals (including those with disabilities), engaging on platforms like Instagram, Facebook, and LinkedIn can significantly expand the reach and impact of your work.
However, not everyone feels comfortable on social media. You might be hesitant or even dislike it, worrying about privacy, accessibility, or simply feeling out of your depth. This handbook is designed to help you overcome those concerns with clear, practical steps. It focuses on three major platforms – Instagram, Facebook, and LinkedIn – with a brief mention of the emerging Blue Sky network. The guidance here emphasizes a formal yet friendly approach, ensuring content is accessible to all audiences. We’ll cover how to create inclusive posts (without overwhelming technical jargon), use tools to make your workflow easier, plan content consistently, and measure your success. Throughout, you’ll find tips, checklists, and resource links to support you on your social media journey.

[bookmark: _m4u4ijjh3r6]Getting Started: Overcoming Hesitation
If you’re new to social media or feeling reluctant, start small and strategic. Social media engagement doesn’t mean you need to be online 24/7 – a little planning goes a long way. Here are some action-focused steps to begin:
· Set Clear Goals: Identify what you want to achieve. For example, are you looking to share research findings, recruit participants for a program, advocate for policy changes, or build a community network? Defining your purpose will guide your content.

· Choose One Platform to Start: You don’t have to launch on all platforms at once. Pick the platform where your target audience is most active. For instance, if you want to reach other professionals and policymakers, LinkedIn might be best. For a broad public audience or families, Facebook could be ideal, while younger audiences may be on Instagram. (Facebook remains the most popular network globally and reaches a broad age range, whereas Instagram skews younger.)

· Set Up a Professional Profile/Page: Create your account (or dust off an old one) and make sure your profile is complete. Use a clear profile photo—such as a professional headshot or your organization’s logo—and write a concise bio that highlights your role and organization. Include relevant keywords (e.g., “disability advocate,” “UCEDD/LEND professional”) so others can easily find you. On Facebook, you might create a Page for your council or program, while on LinkedIn, you can optimize your personal profile with your AUCD affiliation. If you’re setting up an Instagram account, take a moment to choose the right account type—Personal, Business, or Creator—based on your goals. Business and Creator accounts provide access to analytics, scheduling tools, and the ability to link your Facebook Page, making them great options for councils or professional outreach.

· Observe and Learn: Before posting, spend a little time observing others. Follow AUCD national accounts and a few peer organizations or colleagues. Note what they post and how they engage with their followers. This will help you understand the tone and content that works in your field. 

· Start Posting Gradually: Make your first post introducing yourself or your council’s mission. It can be simple – a welcome message or sharing a recent update/news. Don’t worry about perfection; the key is to begin. As you grow comfortable, you can increase posting frequency.

· Use Scheduling Tools: To avoid feeling tethered to social media, consider using free scheduling tools (like Meta’s built-in scheduler for Facebook/Instagram or a tool like Buffer) to plan posts in advance. This way, you can spend a couple of hours planning your week’s content and let it post automatically. (We’ll discuss content calendars in detail later.)

· Manage Your Notifications: Social media can be noisy. Customize your notification settings so you’re alerted about important interactions (comments or messages) but not every single update. This reduces stress and “noise” from the platforms.

· Stay Professional and Authentic: Especially if you dislike the superficial aspects of social media, focus on sharing genuine, professional content. You don’t need to post personal details – share what aligns with your professional goals and values. A formal but friendly tone works well: for example, you might say “Excited to share our new training module on inclusive education…” which is both professional and personable.

· Engage Step-by-Step: You don’t have to jump into public debates or huge campaigns immediately. Start by responding to comments on your posts or thanking someone for sharing your content. Gradual interaction builds confidence over time.

· Seek Feedback: If possible, ask a trusted colleague or friend to look at your early posts and give constructive feedback. This can help you refine your approach and gain confidence.

By taking these steps, you can ease into social media at your own pace. Next, we’ll dive into platform-specific strategies for Instagram, Facebook, and LinkedIn – detailing the audience each serves, the types of content that work well, and tips for success on each.

[bookmark: _vis2pbbks6y7]Platform-Specific Strategies
Each social media platform has its own culture and strengths. In this section, we focus on Instagram, Facebook, and LinkedIn – the three primary platforms recommended for AUCD network engagement. For each platform, we outline the intended audience, effective content types, and key tips or tools to help you succeed.
[bookmark: _nx2axxbfkv8l]Instagram: Visual Storytelling and Community Connection
Audience & Focus: Instagram is a highly visual platform popular with a broad public, especially ages 18–34 (over 75% of US 18–29 year-olds use Instagram). It’s great for reaching students, young professionals, and the disability community on a personal level. Instagram emphasizes visual storytelling – photos and short videos that inspire or inform.
Content Types: On Instagram, consider sharing:
· Photos: e.g. pictures from events, spotlight portraits of staff or self-advocates, behind-the-scenes looks at your work.

· Infographics or Quote Cards: simple graphics conveying a key statistic, tip, or inspirational quote related to disability inclusion (ensure these are accessible, with good contrast and alt text – more on that below).

· Short Videos (Reels): quick clips up to 60 seconds – for instance, a snippet of a training session, a personal story, or a how-to demonstration. Reels can increase your reach if they’re engaging.

· Stories: ephemeral 24-hour posts useful for quick updates, polls, or sharing others’ posts. For example, you could run a poll (“What topic should we cover in our next webinar?”) or share a recap of an event in a series of short videos.

Key Tips for Instagram Success:
· Optimize Your Profile: Switch to a professional or creator account (free in settings) for analytics access. In your bio, include a link (you can use a service like Linktree to host multiple links). Use a few relevant hashtags or keywords in the bio (e.g. #DisabilityAdvocate) to signal your focus.

· Use Hashtags Strategically: Hashtags help new people find your content. Research a handful of popular and relevant hashtags (e.g., #DisabilityInclusion, #Accessibility, #AUCD). Aim for 5–10 hashtags per post, and consider mixing broad ones with specific ones (like your city or project name). Place hashtags at the end of your caption or in the first comment to keep the caption tidy.

· Engaging Captions: While visuals catch attention, captions tell the story. Write clear, concise captions that give context. Front-load important information (because captions get truncated in feed). Feel free to add a personal or human touch – e.g., “Thrilled to see our trainees presenting their projects today – proud of this inclusive community!” Maintain a friendly tone while being professional.

· Leverage Instagram’s Features: Use interactive Story stickers (polls, question boxes) to engage your followers. For example, during Developmental Disabilities Awareness Month, you might ask via a Story, “What does inclusion mean to you?” and share responses (with permission). Try Instagram’s Live video feature for Q&As or brief updates – Lives can later be saved or clipped into Reels.

· Consistency Over Volume: It’s better to post regularly (say, 2–3 times per week) than to post daily for a week then go silent for a month. Consistency helps followers know what to expect. Social media experts recommend at least three posts per week on Instagram for an active presence​. But if that’s too much, start with one post a week and gradually increase. (Remember: quality beats quantity – a few well-thought-out posts are more effective than many low-effort ones.)

· Accessibility on Instagram: Always add alternative text (alt text) to your images. Instagram allows you to input alt text when posting (under “Advanced Settings > Accessibility”). Describe the image in 1–2 sentences focusing on important details (e.g., “Photo of two women in an office, one using sign language to interpret for the other, with smiles on their faces.”). This ensures users with visual impairments using screen readers understand the image content. Also, when you post videos or stories, use the built-in auto-caption sticker to add captions​ – this benefits viewers who are Deaf or hard-of-hearing, and those watching without sound.

· Community Engagement: Instagram is a two-way street. Respond to comments on your posts – even a simple “Thanks for sharing your thoughts!” can foster dialogue. Follow relevant hashtags (like #DisabilityRights) and consider leaving thoughtful comments on others’ posts in the disability community or your local community. Meaningful engagement can increase your visibility and build goodwill.

· Tools for Instagram: Take advantage of Instagram Insights (analytics) available in professional accounts to see which posts get the most reach and engagement – this can inform your content strategy. For planning and scheduling posts, you can use Meta Business Suite (a free tool from Facebook/Instagram) to schedule Instagram posts and stories ahead of time. There are also third-party apps (Buffer, Later, Hootsuite) that allow scheduling and even suggest best times to post. If designing graphics, simple tools like Canva offer templates for Instagram posts and include features to check color contrast and add image descriptions. (We will list more tools in a later section.)

[bookmark: _dcwnwqmhby0c]Facebook: Building Community and Sharing Information
Audience & Focus: Facebook is the largest social media platform with over 3 billion monthly users​ and is used across a wide range of ages. It’s especially popular among adults 30-64 (about 70% of U.S. adults 50-64 use Facebook). For AUCD professionals, Facebook is ideal for reaching community members, families, and general public followers. It supports longer-form updates, events, group discussions, and sharing of external links – making it a versatile platform for community engagement and information dissemination.
Content Types: On Facebook, your council or program might use a Facebook Page (for official announcements and stories) and/or participate in Facebook Groups (for community dialogue). Effective content types include:
· Announcements & News Updates: Share news about your program (grants, publications, upcoming trainings, calls for volunteers, etc.). Facebook allows longer text posts than Instagram – you can write a few short paragraphs if needed, but keep it concise and use whitespace or emojis to break up text for readability.

· Links to Articles/Resources: Facebook is a good place to post links (e.g., to a new blog post, research brief, or an external news article relevant to disability issues). Include a short commentary or quote in the post to encourage clicks. Facebook will generate a preview with an image if available (ensure the linked page has its own meta description and image for a nice preview).

· Photos and Videos: Like Instagram, visuals perform well on Facebook. Share photos from events, or a short video message from a council chair or director. Facebook videos (uploaded directly) tend to get more reach than external video links. Aim to upload captions with any video – Facebook has an auto-captioning feature you can edit, or you can upload an .SRT caption file for accuracy​.

· Events: If you host events (virtual or in-person), use Facebook’s Events feature. It creates a dedicated page for the event that people can RSVP to, and you can post updates or reminders there. This is great for webinars, awareness day activities, etc., and can increase attendance through reminders.

· Engagement Posts: Ask questions or prompt discussion to engage your audience. For example, on International Day of Persons with Disabilities, you might post “Today is IDPD! How are you celebrating or reflecting on disability inclusion today?” Inviting responses can increase your post’s reach (as Facebook’s algorithm shows posts with more comments to more people). Consider using Facebook Polls (in Groups or on Page stories) for quick interactive posts.

Key Tips for Facebook Success:
· Consistent Page Management: If your center or council has a Facebook Page, keep it active with a regular posting schedule—ideally two to three times per week. Social media research suggests that posting once per day is common for brands, but you can adjust based on your team’s capacity. Even a few posts weekly help maintain an “active” presence and signal that your page is current and engaged. The key is to avoid long gaps, as an inactive page can give the impression that it’s not maintained. A great time-saving hack? You can link your Facebook and Instagram accounts so that when you post on one platform, it automatically shares to the other—making consistent posting much smoother and more efficient.

· Use Page Insights: Facebook’s built-in Insights tool provides data on your followers (age, location) and how your posts perform (reach, clicks, reactions, shares). Monitor these to learn what content resonates. For instance, if you notice that photos of community members get many shares, you might post more of those. If links on certain topics get clicked often, it shows interest in that topic.

· Leverage Groups (if appropriate): Many disability-focused conversations happen in Facebook Groups. There might be a group for parents in your state, self-advocates, or specific conditions. While as a professional you should join and participate genuinely (not just self-promote), being active in groups can increase your visibility and allow you to share relevant resources. If your council doesn’t have the capacity to run its own group, you can simply contribute to existing groups by answering questions or sharing useful information occasionally. Always follow group rules and be transparent about your affiliation.

· Engage with Comments and Messages: Check your Facebook Page’s comments and messages regularly. Respond to questions or comments on your posts to show that you’re listening. Even a simple “Thank you for your input” or answering a query about program details can significantly improve engagement. For messages, consider setting up an auto-reply that provides basic info (hours, email contacts) and then follow up personally as needed.

· Accessibility on Facebook: Facebook has made improvements in accessibility – for example, it uses AI to add automatic alt text to images. Don’t rely on the auto-alt-text alone, though; when you post an image, you can manually add a more descriptive alt text (on the desktop, after attaching a photo, click the three dots on the image and choose “Edit alt text” to write your own​). Write a concise description focusing on who and what is in the image. Additionally, always caption your videos. Facebook’s auto-captions are a good start, but be sure to review and correct them for accuracy​ For live videos, you might post a summary or transcript after, for those who missed it or couldn’t hear.

· Use Plain Language: When writing Facebook posts, aim for clarity – many in your audience may not be familiar with acronyms or technical terms. Spell out acronyms at least on first use (e.g., “Our UCEDD (University Center for Excellence in Developmental Disabilities) is launching a new project…”). Use plain language so that your content is accessible to a broad audience, including those with cognitive disabilities or those who speak English as a second language.

· Tag and Acknowledge: If your post involves partners or specific individuals (and if it’s appropriate to do so), tag them using @. For example, if you’re thanking a partner organization, tagging their Facebook Page in your post can increase visibility and encourage them to re-share it. Keep tags to a minimum and usually at the end of the post to maintain readability (placing mentions or tags at the end helps the post flow more smoothly for screen reader users).

· Safety and Moderation: Facebook can attract spam or negative comments. Don’t let that scare you, but do have a plan. You can use Page settings to filter profanity and block certain keywords. If someone posts misinformation or harassing comments on your page, you can hide or delete their comment and, if necessary, ban the user. It’s your space to moderate in order to keep it safe and on-topic. For example, if a discussion gets heated, intervene with a calming comment or move the conversation to private messages if appropriate.

[bookmark: _hotnyclmeo3x]LinkedIn: Professional Networking and Advocacy
Audience & Focus: LinkedIn is the go-to platform for professional networking. Its audience includes professionals, employers, academics, and policymakers. Users often visit LinkedIn to discuss industry trends, share achievements, or seek collaborations. For AUCD professionals, LinkedIn is a powerful channel to highlight your expertise, share research or program outcomes, and connect with other leaders in disability and health policy fields. The tone on LinkedIn is more formal and informative, but there’s a growing trend of storytelling and personal perspective within professional contexts.
Content Types: On LinkedIn you can share content both as an individual and via an organizational page (if your center has one). Key content formats include:
· Professional Updates: These can be short posts (a few sentences to a couple paragraphs) where you share an insight or update. For example, “Proud to announce that our center just published a new study on inclusive education outcomes​. This research will help schools better support students with disabilities. (link)…”. These posts can include a link to a report or a PDF, but even without a link, sharing an accomplishment or insight is valuable.

· Articles or Blogs: LinkedIn allows you to publish longer-form articles via its Pulse/Articles feature. If you enjoy writing, you could repurpose a newsletter piece or a blog post about disability issues into a LinkedIn article. These appear on your profile and can establish you as a thought leader. However, writing articles is optional – regular short posts also get good engagement.

· Images and Videos: Visuals on LinkedIn tend to be photos from events (e.g., a picture of you presenting at a conference with a caption about the experience) or simple graphics. Video content on LinkedIn might include a subtitled excerpt of a speech or a personal invite to an upcoming webinar (keep videos short, 1-2 minutes). Always include captions for LinkedIn videos by uploading an SRT file or using a tool to embed captions, since LinkedIn allows adding captions during upload.

· Documents and Slide Decks: LinkedIn has a feature where you can upload PDFs or PowerPoint files directly into a post (they display as a swipeable carousel). This is great for sharing a short slide deck or an infographic one-pager. For example, you could share a “Fact sheet: 5 Key Findings from Our 2025 Disability Employment Survey” as a PDF, which users can read within LinkedIn. If you use this, ensure the PDF itself is accessible (tag headings, add alt text in the PDF, etc., if possible).

· Engagement Posts: Asking a question or soliciting input can work on LinkedIn too, especially among peer professionals. For instance: “What’s one practice your organization has adopted to improve digital accessibility? We’re looking for ideas to implement in our center.” This invites others to comment with their experience, creating a knowledge exchange.

Key Tips for LinkedIn Success:
· Polish Your Profile: Many will see your LinkedIn posts and then click your profile. Make sure your profile is up-to-date: a professional photo, a headline that explains your role (e.g., “Project Director at [University] UCEDD – Advocate for Disability Inclusion”), and a summary that highlights your passion and expertise. List your AUCD network affiliations (UCEDD/LEND) in your experience section so others in the network can find you. A complete profile lends credibility and can get 30% more weekly views​.

· Connect Thoughtfully: Build your network by connecting with colleagues, alumni, community leaders, and other disability advocates. When sending connection requests, add a note if the person may not remember you directly (e.g., “Hello, we met at the AUCD conference last year – I’d love to stay connected here on LinkedIn.”). A larger relevant network means a bigger audience for your posts. Also, follow relevant organizations (AUCD, NCD, disability advocacy groups) and hashtags (#DisabilityInclusion, #Accessibility) to enrich your feed.

· Share Value, Not Just Promotions: On LinkedIn, a good rule of thumb is the “80/20 rule” – about 80% of your content should inform or educate, and no more than 20% should directly promote your events or services. In practice, this means share tips, reflections, success stories, or resources most of the time, and occasionally post a recruitment announcement or fundraising ask. Providing value builds your reputation and keeps your audience engaged​. For example, instead of always posting “Sign up for our training,” you might post, “Here are three insights we learned from last week’s training on autism inclusion…” – which subtly highlights your program while primarily delivering useful information.

· Use a Professional Tone with Personality: Write in first person (“I” or “We at [Organization]”) to make posts feel personal. Keep the tone professional (avoid slang or overly casual language), but let your commitment show. For instance: “I’m excited to share that I’ll be presenting at the State Disability Summit next week on improving healthcare access. It’s an honor to represent our center and share what we’ve learned. #HealthcareForAll”. This sounds authentic and collegial. Emojis are used more sparingly on LinkedIn; one or two can be okay to convey tone (like a celebratory 🎉 for a big win), but don’t overdo it.

· Hashtags and Mentions: Use a few hashtags (2-5) on LinkedIn posts for visibility, such as #DisabilityAdvocacy, #PublicHealth, or #Leadership. Also, consider mentioning partners: e.g., “Thank you @AUCD for the opportunity to collaborate on this project.” Mentioning an organization’s LinkedIn Page can notify them and possibly lead them to engage with your post. As with Facebook, place these mentions towards the end or logically in the text so that the narrative of your post is clear for all readers, including those using screen readers.

· Timing and Frequency: LinkedIn’s feed moves slower than Facebook or Instagram. Posting once or twice a week on LinkedIn can be sufficient for staying on your connections’ radar (some professionals even post only a few times per month, but consistently). If you have more content to share, up to once a day is fine, but quality is more important than quantity. Engage in comments on others’ posts too – this can actually boost your visibility. (A tip from LinkedIn experts: leaving thoughtful comments on others’ content can draw profile views and grow your network​.) You might set a goal like: “comment on 2 posts and make 1 post of my own each week” to stay active.

· LinkedIn Pages: If you manage an organizational LinkedIn Page (for your center/program), be aware that company pages typically get less interaction than personal profiles. Still, it’s worth posting major announcements or job opportunities there. You can encourage staff to reshare or engage with the Page posts to extend their reach​. For instance, if the AUCD network page posts a news item about your center, you should like/comment and share it on your personal feed to amplify it. A coordinated effort between personal and page posts can maximize visibility​.

· Measure Impact: LinkedIn offers basic analytics for each post (number of views and engagement, and demographic breakdown of viewers by industry or location). Check these to see, for example, if your post about inclusive hiring was viewed mostly by people in “Higher Education” or “Government” – useful insight into who’s paying attention. If a certain type of content performs well (e.g., personal story posts get more likes), incorporate that learning into future posts.

[bookmark: _jax6th28msde]Blue Sky (Emerging Platform)
What is Blue Sky? Blue Sky (often stylized as Bluesky) is a newer social network attracting users who seek an alternative to Twitter (now “X”). Still in beta (invite-only as of 2024) and smaller in scale, Blue Sky has gained popularity in tech and advocacy circles – including some in the disability community – for its strong stance on user control and accessibility. We won’t devote a full section to Blue Sky, but it’s worth a brief mention for those exploring emerging platforms.
Key Points about Blue Sky: Blue Sky is built on a decentralized framework, and it differentiates itself by offering robust accessibility features out of the box. For example, Blue Sky requires alt text for images by default – you can even enable a setting that prevents posting images without alt text​ It also provides options to display a prominent “ALT” badge on images (so users know an image has a description) and lets users disable autoplay of videos/GIFs to avoid flashing content​. Users can adjust font size for readability, and unlike some platforms, Blue Sky retains the “block” feature (including a unique “nuclear block” to block not just a user but any replays of their content) to give users control over their experience​.
If you are tech-savvy and curious, it may be worth reserving your name on Blue Sky and experimenting. However, if you’re just starting out with social media, focus on the main platforms first. Blue Sky’s user base is still growing, and the reach is limited compared to Instagram, Facebook, or LinkedIn. You can revisit it in the future once you’re comfortable, especially if it continues to gain traction in advocacy communities.
(For more on Blue Sky and accessibility features, see resources like the American Association on Health and Disability’s notes on migrating to Bluesky​. If you’re interested in other alternatives, the disability community is also active on Mastodon (e.g., the disabled.social server), but these are beyond the scope of this handbook.)

[bookmark: _4rhiyoya3fdd]Creating Accessible Content
Accessibility isn’t just a box to check – it’s a core strategy to ensure your message reaches everyone, including people with disabilities. By designing posts with accessibility in mind, you also improve overall clarity and engagement. Here we outline key practices for making your social media content accessible and inclusive. These steps will help you comply with standards (like ADA and WCAG)​ without requiring deep technical expertise. In short, accessible content is about thoughtfulness and using available tools correctly.
1. Add Alt Text for Images: Whenever you post an image, include alternative text – a brief description of the image’s important details. Alt text allows screen reader software to describe the image to blind or low-vision users. Each platform (Instagram, Facebook, LinkedIn, etc.) supports adding alt text​ during the posting process. 

Write 1-2 sentences that answer: “If someone can’t see this image, what would I tell them it contains?” Be specific and descriptive, focusing on context. For example: “Photo: Two men in suits shaking hands on a stage, one is a wheelchair user receiving an award certificate.” Avoid overly generic phrases like “Photo of people.” Also avoid phrases like “Image of…” or “Picture shows…” – users know it’s an image; just describe the content. Tip: If your image has a lot of text (like a flyer), summarize that text in the alt text or caption, so nothing is missed.
2. Provide Descriptive Captions for Videos: All videos should have closed captions (subtitles for spoken words and important sounds)​. Captions benefit not only Deaf or hard-of-hearing viewers, but also anyone watching without sound. Many platforms offer auto-captioning – e.g., Instagram Reels/Stories have a “Captions” sticker that transcribes audio​, and Facebook and LinkedIn allow you to upload caption files (SRT)​ or use auto-caption in live streams. Always review auto-captions for accuracy, as AI can make mistakes (especially with names or technical terms). You can also use user-friendly captioning tools: for instance, the MixCaptions app (mobile) or Kapwing (web-based) can generate captions using AI and let you easily edit timing and errors. Once you have captions, you can either burn them into the video or export an SRT file to upload to platforms. As an extra accessible practice, consider providing a transcript for videos, especially longer ones – this can be a text post or a link to a document with the full spoken content and descriptions of important visuals.

 - Video Description: If a video contains critical visual information that isn’t evident from the audio (for example, a slide presentation or a demonstration of language in sign), you should also describe the visuals either through audio narration or by writing a description in the accompanying post. Some creators will add a brief voice-over or an introductory scene describing the setting. If that’s not feasible, use the post caption or first comment to write a description of key visual elements (often called an “image description” or “video description”). For instance: “[Video description: Jessica, a white female presenter, stands in front of a classroom showing a large poster titled ‘Inclusion Framework’ with 4 bullet points…]”. This helps blind users understand visual context beyond the dialogue​.
3. Use Plain Language and Clear Formatting: Writing in a clear, straightforward way makes your content accessible to people with cognitive disabilities, learning differences, or who are not native English speakers. It also simply improves communication for everyone. Best practices for accessible text include:

 - Use plain language: Prefer common, everyday words over jargon. For example, say “use” instead of “utilize,” or “help” instead of “assist in the facilitation of.” If you must use technical terms or acronyms, explain them (e.g., “We use Person-Centered Planning (PCP) to let individuals set their own goals…”).

 - Keep sentences and paragraphs short: Long, run-on sentences or huge blocks of text are hard to follow. Break content into short paragraphs (1-3 sentences) or use bullet points when listing items. This handbook, for instance, uses short paragraphs for readability – apply the same on social media.

 - Front-load important info: Start your post or sentence with the key point, then provide details. Many users skim quickly. For example, instead of a post that starts “Last week our center had the honor of hosting a meeting where we discussed emergency preparedness for people with disabilities and many interesting ideas were shared…”, break it and lead with “Emergency preparedness for people with disabilities was the focus of a forum we hosted last week…”. This way, even if text is truncated, the main idea comes first.

 - Avoid ALL CAPS and Fancy Fonts: Using all capital letters for emphasis can confuse screen readers (they may spell out letters, thinking it’s an acronym)​. All-caps text is also harder to read for many people. Similarly, avoid using unicode “fancy fonts” or script fonts in posts – they might look stylish, but can be completely unreadable by assistive technology (and even by humans, at times). Stick to standard fonts and basic text styling. If you need to emphasize, use asterisks for bold or underscores for italic in platforms that support Markdown, or simply use punctuation or line breaks for emphasis.

 - Emoji Use: Emojis can add personality, but use them sparingly and appropriately. For one, screen readers will read out an emoji’s description each time (e.g., “smiling face with thumbs up” for 👍), so a line of 5 emojis becomes a long verbose interruption​. Limit emojis to one or two in a post, and avoid placing them mid-sentence where they break the flow of a sentence’s meaning. It’s usually best to put them at the end of a sentence or caption if used. Also, avoid using emojis in place of words (for example, a 🚫 instead of writing “no”) because not everyone interprets symbols the same way.

 - CamelCase Hashtags: When using multi-word hashtags, capitalize the first letter of each word (e.g., use #AccessibleDesign instead of #accessibledesign). This practice, known as CamelCase or PascalCase, ensures screen readers pronounce the separate words correctly and improves readability for everyone​. Most major disability-related hashtags already follow this (e.g., #NothingAboutUsWithoutUs).
4. Ensure Sufficient Color Contrast: If you create graphics (like an event flyer or an infographic to post), pay attention to color contrast. Text should strongly contrast with its background so that people with low vision or color-blindness can read it easily. For example, light gray text on a white background is hard to read; black or dark text on a white/light background, or vice versa, is much clearer. Aim to meet the WCAG 2.1 AA standard of a 4.5:1 contrast ratio between text and background. You don’t need to calculate this manually – use a contrast checker tool (see the Tools section below for recommendations). Also, do not rely on color alone to convey information. If something is important (like “approved = green, pending = yellow, denied = red” in a chart), also label it with text or symbols. Remember some users can’t distinguish certain colors, and screen readers won’t announce color at all​. So always have a secondary indicator (such as a checkmark icon for approved, etc., along with color coding).
5. Caption Images with Text and Use Descriptive Links: Often we share images that contain text (like a graphic that has a quote or a statistic). Because an image alone might not be accessible, echo critical text from images in the caption or post text. For instance, if you post a quote graphic, write out the quote in the caption as well (and still include alt text). For hyperlinks you share or put in profiles, make sure the link text or surrounding text is descriptive. Avoid saying just “Click here” or posting a long raw URL. Instead, if possible, format it as “Read our annual report” (as a hyperlink) or at least “Read our annual report here: [short URL]”. This way, someone using a screen reader knows what that link will lead to​. On platforms like Facebook that unfurl link previews, you can simply make sure your intro text before the link is descriptive. On LinkedIn, you might put the key title of the article in your post text.
6. Include Content Warnings if Needed: If you ever need to share material that could be sensitive or disturbing (e.g. discussion of abuse, violence, severe medical trauma, flashing visual content that might affect people with epilepsy), include a content warning (CW) at the start of your post​. For example: “Content Warning: Suicide mention” or “CW: flashing lights in video”. This gives viewers a heads-up so they can choose whether or not to engage with that content. For flashing content, as mentioned, always warn (e.g. “CW – strobe effects”) and ideally provide an alternative format (like a static image or a text description) for those who cannot view it safely. Pause before an autoplay video that might flash, giving people time to scroll past if needed. Content warnings show respect for your audience’s diverse needs and wellbeing.
7. Be Open to Feedback: Despite best efforts, you might occasionally miss something. Encourage your audience to let you know if they encounter any accessibility issues. For example, you could add a note like, “Please let us know if you need this information in an alternate format.” If someone comments that the image description was unclear or a PDF wasn’t accessible, respond graciously and fix it if you can. Showing that you’re receptive to feedback creates a culture of accessibility and continuous improvement​. No one is expected to be perfect; the goal is to keep learning and doing better with each post.
8. Use Plain Language in Graphics: When developing graphics or visual posts, prioritize plain language. This means using clear, straightforward wording that avoids jargon or overly complex phrasing. Aim for short sentences, familiar terms, and direct calls to action. If your content includes data or key points, summarize them visually in a way that’s easy to understand at a glance. Plain language not only supports individuals with cognitive or learning differences but also makes your message more accessible to all audiences.
9. Choose Readable Fonts: Typography plays a major role in accessibility. Choose sans serif fonts (like Arial, Helvetica, or Open Sans) for all digital materials—they’re easier to read on screens and provide better clarity for users with visual impairments or reading disabilities. Maintain good contrast between text and background (e.g., dark text on a light background) and avoid decorative or script fonts that reduce legibility. Consistent, clean typefaces ensure your message is professional, inclusive, and easy to read across platforms.

By consistently applying these accessibility practices, you make your social media content welcoming to all. Accessible content often has the bonus of being more engaging for everyone – clear writing and good design simply communicate more effectively. Next, we’ll highlight some tools and resources that can assist you in creating accessible content without a lot of extra work.

[bookmark: _ceq7phvj14xe]Tools and Resources for Accessible Social Media
You don’t have to do everything manually – there are plenty of user-friendly tools and resources to streamline the process of creating accessible, high-quality content. Below is a list of recommended tools and links, each with a brief description of how they can help:
· Color Contrast Checkers: Use online contrast checker tools to ensure your graphic designs meet accessibility contrast standards. For example, the WebAIM Contrast Checker (from Web Accessibility In Mind) is a simple tool: you input your text color and background color (as HEX codes or using sliders) and it tells you if the combination passes WCAG guidelines. Another is Accessible Color or Contrast Checker by Coolors – they allow you to experiment with color choices. These tools are invaluable when creating flyers or infographics with text. (Resource link: WebAIM Contrast Checker).

· Alt Text Guides: If you’re unsure how to write good alt text, consult quick reference guides. The Web Accessibility Initiative (WAI) has a helpful page on writing alt text with examples. Also, Accessible Social (a hub by accessibility expert Alexa Heinrich) offers an Alt Text Guide and examples of describing complex images. These guides reinforce tips like focusing on relevant details, keeping it concise, and avoiding redundant phrasing. (Resource link: Alt Text Guide – Accessible Social).

· Automated Captioning Tools: To create captions or transcripts, consider these tools:

· YouTube’s Auto-Captioning: Upload your video as “Unlisted” to YouTube, let it auto-caption, then use YouTube’s editor to make corrections and export the caption file.

· Otter.ai: A transcription service (with a free tier) that can transcribe audio/video in real-time or from files. You can use it to get a quick transcript of a meeting or webinar, which you can then edit into a polished transcript or caption file.

· Kapwing: A free online video editor that allows you to auto-generate captions, edit their timing and text, and export the video with burned-in captions (or download an SRT file).

· MixCaptions (mobile app): As mentioned, this smartphone app (iOS/Android) auto-transcribes videos and lets you style the captions (font, color) and save the captioned video – great for quick social videos on the go​.

· Web Captioner: A browser-based live captioning tool. You open it in a browser, give it microphone access, and it will produce live captions of your speech – useful if you do live presentations or live streams and want on-the-fly captions. (Resource link: Web Captioner).

· Graphic Design Templates: Canva is a popular design tool with many free social media templates. It’s user-friendly for non-designers – you can create polished graphics for announcements or quotes. Importantly, Canva now has accessibility features: you can add alt text to images (for your reference or if you make PDFs), use built-in color contrast warnings when picking text colors, and it offers many templates that are visually clear. Canva also provides templates for content calendars, social media reports, etc. (Resource link: Canva).

· Accessibility Checklists: The site Accessible Social provides a handy checklist for accessible social media posts (covering all the points we discussed, like alt text, captions, camelCase hashtags, etc., in a concise list you can run through before posting). This can be a great final step – glance at the checklist to see if you’ve missed anything. Over time these steps will become second nature. (Resource link: Accessible Social – Checklist).

· Scheduling and Management Tools: To help maintain consistency without constant manual effort, use scheduling tools:

· Meta Business Suite: A free tool from Facebook that lets you schedule posts for Facebook and Instagram, manage comments/messages in one inbox, and view basic analytics. Very handy if you’re managing both platforms.

· Buffer / Hootsuite / Later: These are third-party services (Buffer has a solid free plan for up to 3 channels) where you can queue up posts for multiple platforms in one dashboard. Some allow you to save hashtag groups or repeat posts on a schedule. They also typically have features to add alt text when scheduling images, which is convenient. (Resource link: Buffer) for example.

· Sprout Social or Social Pilot: More advanced (paid) tools that larger organizations use, which integrate analytics and team workflows. Probably beyond the needs of most individual professionals, but if your center has a social media team, they might use these.

· Content Calendar Templates: If you prefer a simple spreadsheet approach, many templates are available. For instance, Smartsheet and Asana offer free social media calendar templates​. You can list out dates, times, platform, content topic, and any assets needed. This helps visualize your posting schedule. (Resource link: Social Media Calendar Template – Asana).

· Analytics Tools: Each platform has its own analytics (Facebook Insights, Instagram Insights, LinkedIn Analytics). To consolidate, you can use tools like Sprout Social or Metricool (some have free tiers or trials) which aggregate your social media metrics in one report. However, for starting out, the built-in analytics are usually enough. If you want to track clicks from social to your website, consider using URL shorteners like Bit.ly which track click stats, or UTM parameters with Google Analytics on your site to attribute traffic. (Resource link: Sprout Social – Analytics).

· High-Quality Resource Hubs: Finally, keep these bookmarked for continued learning:

· Accessible Social (website) – already mentioned; regularly updated with platform-specific accessibility news and tips.

· Gov.uk or ADA Best Practices – government digital teams often publish easy guides for social media accessibility and inclusive language.

· AUCD Communications Toolkit – check if AUCD or your university has a communications guide or toolkit. They often include social media tips, branding guidelines (e.g., how to use logos), and accessibility requirements. (Resource link: [AUCD Brand Guidelines] – see if a public version is available on AUCD’s site for any specific guidance about logo use, etc.).

Leveraging these tools can save you time and ensure you’re following best practices. Many of them are free or low-cost. As you become more comfortable, you’ll develop a personal toolkit that works best for you.

[bookmark: _1j78s6kwm9zv]Content Calendar and Consistent Posting
Maintaining a consistent presence on social media is much easier with a content calendar. A content calendar is simply a plan or schedule for what you will post and when. It helps you organize ideas, ensure a good mix of content, and avoid last-minute scrambling. Here we outline a simple framework for creating a content calendar and tips for staying consistent:
1. Plan Your Content Mix: Recall the earlier mention of the 80/20 rule – about 80% of your posts should be value-adding (education, stories, engagement) and 20% promotional (events, asks)​. To implement this, brainstorm a few categories of content you will rotate through. For example:
· Educational: Share a fact, tip, or resource (e.g., “Did you know… + link to a fact sheet” or a mini explainer of a concept).

· Spotlight/Story: Highlight a person or success story (e.g., a student who benefited from your program, a partner org’s work, a historical figure on an anniversary).

· Interactive: A question, poll, or conversation starter to engage the audience.

· Promotional/Call-to-Action: Advertise an upcoming event, invite sign-ups, share a job posting, or ask people to read your latest report.

· Behind-the-Scenes/Personal: An occasional post showing the human side – like a photo of your team at work, a “meet our staff” intro, or a candid reflection from your day.

By varying the content types, you keep your feed interesting. You might decide, for instance, to do at least one educational and one story post each week, with a promotional post when needed.
2. Choose a Realistic Frequency: Determine how often you can post on each platform. It’s okay to start small – consistency is more important than volume. For example, you could start with a goal of 2 posts per week on Instagram and Facebook, and 1 per week on LinkedIn. If you find you have more content, you can increase it. Industry data suggests for optimal engagement: Instagram 3-5 times/week, Facebook ~1/day, LinkedIn ~1/day​ But these are not hard rules – you should tailor to your capacity and audience responsiveness. If you’re a one-person social media team, posting daily on every platform might be unrealistic. In that case, spread out your efforts: perhaps Monday and Wednesday on Facebook, Tuesday on Instagram, Thursday on LinkedIn, etc. The key is to avoid stretches of silence. Even a slower but steady rhythm (e.g., weekly) is better than a burst then nothing. Consider this sample weekly schedule:
Example Weekly Schedule:
· Monday: Post an informational resource or article link on Facebook.

· Tuesday: Share a photo with a short story on Instagram (and cross-post to Facebook if appropriate).

· Wednesday: Engage on LinkedIn – either make a post about a recent achievement or comment on others’ posts.

· Thursday: Post an interactive question in your Facebook group or a Twitter/BlueSky update if you use those (optional).

· Friday: Share a “week highlight” or a staff spotlight on Instagram.

This is just a template – you can adjust based on when your audience is most active. (Studies often find mid-week midday is a sweet spot for many platforms​, but every audience is different.) Use analytics to see if certain times get better engagement and refine your schedule.
Also, plan around campaigns or observances: for example, if October is National Disability Employment Awareness Month (NDEAM), you might schedule thematic posts each week of October. If your big annual conference is in July, plan extra posts leading up to and during that event. Having a calendar lets you map these out in advance.
3. Use a Calendar Format: Whether it’s a spreadsheet, a Word table, or a dedicated tool, lay out a calendar view. Include columns for Date, Platform, Content Topic, Format (image, link, etc.), and any Assets (images or links needed). You can also add a column for “Posted?” to check off once done. Many free content calendar templates are available​smartsheet.com – feel free to use one and modify it. If using a spreadsheet, you might color-code rows by platform or by content type for at-a-glance variety.
4. Create Content in Batches: A great way to stay consistent is to set aside a block of time (say, 2 hours once a week or biweekly) to create and schedule multiple posts at once. This is more efficient than doing it ad-hoc daily. For instance, in a Monday morning block, you could draft all your posts for the week, gather or create needed images, and schedule them using a tool (or note in your calendar to post manually). Batch creating also helps maintain a coherent voice and prevents that last-minute “what should I post today?” stress. Keep a running list of content ideas so you’re never starting from scratch – whenever inspiration strikes (an idea for a post or you stumble on a share-worthy article), add it to your list or draft folder.
5. Stay Flexible: While a calendar is a plan, be ready to adjust if needed. If an important news item or opportunity arises, you can swap out a planned post or add an extra. Likewise, if you planned a post but something sensitive or significant happens (e.g., a tragedy in the community), reconsider your scheduled content for appropriateness. Always review what you have queued up, especially in times of major events, to ensure it still makes sense. Having a calendar makes it easier to see the big picture and adjust accordingly.
6. Consistency in Voice and Branding: As you post regularly, strive for a consistent voice (as discussed earlier – formal but friendly, inclusive language) and adhere to any branding guidelines. Use consistent logos or profile images so people recognize your posts. If you use specific hashtags for your organization or campaigns, include them consistently (for example, #AUCDtrainee for trainee-related posts, etc.). Over time, this builds a recognizable presence.
7. Monitor and Iterate: Revisit your content calendar periodically (perhaps monthly) to assess how things are going. Which posts got the most engagement? Are you consistently hitting your planned frequency? Use this reflection to iterate your plan. For example, you might discover that your audience really enjoys seeing personal stories – so inject more of those and maybe scale back pure link-sharing. Or you might find LinkedIn once a week isn’t enough for the momentum you want, so you decide to increase to twice a week. Treat the calendar as a living document that evolves with your experience and data.
Finally, remember that quality and authenticity matter more than an immaculate schedule. It’s okay if you miss a planned post or if something doesn’t go out at the exact optimal time. The calendar is there to support you, not to add pressure. Use it as a tool to maintain a steady drumbeat of content and to ensure you cover all the bases (varied topics and formats) that you intend to. Over time, your followers will come to know and look forward to your regular posts – that’s the true value of consistency.
(Visual aid: You might consider using a simple calendar view image or template to visualize your planning. Below is an example of a content calendar layout for one week.)
Example: Suggested posting frequency by platform (2025 data). Keeping a regular schedule (e.g., Instagram ~3-5 posts/week, Facebook ~5-7 posts/week, LinkedIn ~3-5 posts/week) is recommended for active engagement, but always tailor to your team’s capacity. Quality content on a consistent, manageable schedule will yield better results than over-posting without strategy.

[bookmark: _3asic4rlgozq]Measuring Social Media Success
How do you know if your social media efforts are working? It’s important to track key metrics and outcomes that align with your goals. “Success” on social media can mean different things (e.g., raising awareness, driving event attendance, building a network), so first revisit your goals and then decide which metrics matter most for you. Below are common methods and metrics to measure social media success, with tips on how to use them:
1. Track Engagement Metrics: Engagement refers to how people interact with your content. Key engagement metrics include:
· Likes/Reactions: A basic indicator that people saw and appreciated your post. (Facebook offers various reactions like Love, Haha, Wow, etc. – all typically count as engagement.)

· Comments: These show deeper interaction. Pay attention not just to the number of comments, but their content – are people asking questions (a good sign, showing interest), or sharing their own related stories? A post that sparks conversation is often more “successful” than one that just gets likes.

· Shares/Retweets: When someone shares your post to their network, that’s a strong signal of value. It also increases your reach by exposing your content to new audiences. For example, if a family advocate shares your Facebook post about a resource, it may lead their friends to discover your page.

· Clicks: If your post includes a link (to a sign-up, article, etc.), track how many people clicked it. On Facebook and LinkedIn, link clicks are shown in insights for that post. On Instagram, you can measure link clicks via your bio link (if using Linktree or similar, those services often provide click analytics). If you use custom short links or UTM codes for important links, you can get precise data on clicks from social.

· Video Views & Completion: For videos, note how many views you got (often counted by platforms at 3-second or 10-second views). More importantly, look at completion rate if available – do people watch to the end or drop off early? A high drop-off could mean the video was too long or not engaging enough​. Shorter videos or those with captions might improve completion.

These engagement metrics help you gauge content resonance. As a rule of thumb, engagement rate (engagements divided by impressions or reach) is a valuable composite metric – it shows what percentage of those who saw the post actually interacted. A post with 100 impressions and 10 engagements has a 10% engagement rate, which is quite good, whereas 1000 impressions and 10 engagements is 1%. High engagement rates indicate a more interested audience. Compare your posts’ engagement rates to learn what types of content engage your followers most.
2. Monitor Reach and Impressions: Reach is the number of unique users who saw your content, and impressions are the total views (one person can have multiple impressions if they see content multiple times). These metrics show how far your message is spreading. On Facebook, a typical post from a Page might only reach a small fraction of your followers unless it’s widely shared or boosted. If you notice certain posts have significantly higher reach, ask why – did a lot of people share it (virality), or was it posted at a high-traffic time, or maybe the topic was especially popular? If your follower count grows, your baseline reach will grow too. So track your follower or page like count over time. For LinkedIn personal profiles, “views” on a post serve a similar purpose to reach. On Instagram, check the Insights to see impressions and reach per post or story. Over a few months, you can establish a baseline (e.g., “Our average Facebook post reaches 500 people and gets 5 shares”) and then set goals to improve it (perhaps through content that encourages sharing, or modest paid promotion if that’s an option).
3. Follower Growth and Network Size: The number of followers (or Page likes, or group members) you have is an important indicator of your potential reach. However, it’s not just about raw numbers – quality matters. A smaller but engaged following is more valuable than a huge following that never interacts. Still, you’ll want to see growth over time as a sign that your content is attracting interest. For example, if you start with 100 followers on Instagram and after 3 months you have 200, that’s a 100% increase – great! Track follower growth periodically (monthly or quarterly). If you notice a surge in followers at a certain time, try to connect it to a cause – maybe a particular post went viral or you were mentioned by a big account. On LinkedIn, you might measure the growth of your connections or followers of your organizational page. On Facebook, besides page likes, consider if your posts are reaching people beyond followers (via shares). Also, monitor who is following you – the Insights on Facebook or Instagram can show breakdowns by demographics and location. If you have specific targets (say, you want more self-advocates or policymakers following), this can indicate if you’re attracting the right audience.
4. Conversions and Outcomes: Depending on your goals, define what a “conversion” is for you and track it. Examples:
· If your goal is event attendance, track how many sign-ups or attendees came through social media. (You might use a unique registration link for social media posts or simply survey attendees “How did you hear about this?”).

· If your goal is disseminating a report, track downloads of the report PDF from the link you shared.

· For advocacy campaigns, a conversion might be petition signatures or shares of a message – figure out how to measure the direct impact (perhaps using campaign-specific hashtags and counting mentions).

· If your goal is networking, an outcome might be that you received inquiries or partnership offers via social. You could log these qualitative outcomes (“Received 3 collaboration inquiries this quarter that originated from LinkedIn contacts”).

Whenever possible, connect the dots: e.g., “After our targeted Facebook posts about the health fair, 50 people clicked the sign-up link, and we saw a 20% increase in event sign-ups compared to last year.” That indicates success in using social media to drive action.
5. Use Analytics Dashboards: Each platform provides its own analytics, which are usually sufficient:
· Facebook Insights: Available for Pages, it shows metrics for each post and overall page performance (reach, engagement, clicks, new likes, etc.). It can also show when your followers are online, which can inform posting times.

· Instagram Insights: Available if you have a professional account (which you should activate). It gives data on impressions, reach, profile visits, and actions taken (like link clicks) from your posts and stories. It also shows follower growth and audience demographics.

· LinkedIn Analytics: For personal profiles, you see basic stats on posts (views, likes, etc.) and profile views. For LinkedIn Pages, there’s an Analytics section with visitor metrics, follower trends, and engagement per update.

· Twitter/BlueSky Analytics: (If using Twitter, its analytics dashboard gives tweet impressions and engagement; BlueSky is still developing but some third-party tools might emerge as it grows.)

You don’t need to check these daily. Set a schedule, maybe monthly, to review your analytics and record key numbers. Over time, this data will let you gauge growth and identify patterns. It might be helpful to maintain a simple spreadsheet for yourself: each month note your follower count on each platform, the post with highest engagement (and what it was about), and any notable spikes or drops. This historical view is very useful for reporting to supervisors or for writing grant reports where you need to mention outreach efforts.
6. Feedback and Qualitative Measures: Not all success is captured in numbers. Pay attention to the qualitative side too: Are you getting positive feedback from colleagues or constituents about your social media presence? (e.g., someone emails “I loved the video you posted on Facebook, it was really helpful.”) Are you building new relationships (someone important in your field comments on your post and a fruitful discussion ensues)? These anecdotal wins can be just as important. Social media is social – if it leads to a new partnership, or helps a person find needed information, that’s a success. Consider keeping a small journal of such stories or compliments you receive; these can be powerful when describing the impact of your engagement.
7. Benchmark and Celebrate Progress: Finally, measure against yourself over time more than against others. Every program and council will have different audience sizes. Rather than fixating on, say, another center’s 5,000 followers, focus on your growth and engagement improvements. Set incremental goals like “Increase average Facebook engagement rate to 5%” or “Gain 50 new LinkedIn followers by next quarter” or “Get at least 10 responses on our next Instagram poll”. When you hit a goal or see an upward trend, acknowledge it and share it with your team. It can be motivating to see that your consistent efforts are paying off. If something isn’t working (flat or declining numbers), use it as insight to pivot your strategy – perhaps try different content types or a different frequency.
Measuring success ensures that your social media efforts remain purposeful. It closes the loop of the strategy: you planned, you executed, and then you evaluated. Use this data to refine your approach in an ongoing cycle. Over time, you’ll get more adept at knowing what your audience wants and how to deliver it effectively, and your social media presence will become a valuable extension of your professional work.

[bookmark: _d5oilkz6jiqf]Conclusion
Engaging in social media as an AUCD-affiliated professional might have seemed daunting at first, especially if you’ve been hesitant or unsure of its value. But by breaking it down – choosing the right platform, taking concrete accessible actions, planning your content, and measuring the results – you can turn social media into a powerful tool for your work. This handbook has provided a roadmap: from Instagram’s visual storytelling, Facebook’s community building, to LinkedIn’s professional networking, with accessibility and inclusivity woven through every step.
Remember that the goal is not to become a social media celebrity, but to meaningfully connect with your community and stakeholders. Quality interactions outweigh quantity. As you implement these strategies, keep the tone formal but friendly – be the knowledgeable professional who is also approachable and human. Celebrate small victories: a post that sparked a great discussion, a new follower who’s a key contact, or making your first video with captions that someone says “thank you” for. Each of these is progress in bridging communication gaps.
Finally, continue to learn and adapt. The social media landscape evolves quickly (who knows what new platform or feature 2026 might bring!), and user expectations shift. Stay curious: explore platform updates (for instance, if Instagram or Blue Sky rolls out a new accessibility feature, give it a try), and maybe attend an occasional webinar or training on social media best practices for nonprofits or academics. But don’t overwhelm yourself – you now have a strong foundation. Even if you still “dislike” social media on a personal level, you can appreciate it as a professional instrument and use it on your own terms and comfort level.
By engaging online, you amplify the voices and values of the disability community and your own professional mission. As the saying goes in our field, “Nothing about us without us.” In today’s world, social media is an important space where conversations happen and decisions can be influenced. With this handbook’s guidance, you are equipped to step into that space confidently and make sure the perspectives of people with disabilities and those who serve them are represented.
Happy posting – your story and expertise are worth sharing!

