Transcript: Workshop 2 – Advocates, Storytelling and Creating Content
NICK: Thank you, everyone. My name is Nick and I'm going to be hosting today's workshop on social media for advocacy and storytelling. This is workshop 2 of workshop series 1. Here is the welcome, so let's start with an acknowledgment of country. I'd just like to acknowledge the lands that we meet on today. I come from the lands of the Kaurna people and pay respect to Elders past, present and emerging. I wish to welcome everyone top type in the chat and just let us know what lands you come from today and also I want to recognise the disability community in whose interests we're meeting today. 
The first thing we will talk about is housekeeping. This is keeping your microphone on mute, where the mute and unmute button. You have a microphone with a slash through it at the moment, and if you want to speak, you can raise your hand and then you can unmute and let me know whatever it is you want to add to the conversation. 
There is also a couple of other features in the - I've lost it because mine is different now, but there is little reactions that you can use, so feel free to use any of the rehabilitations you would like to, and also if you want to add to the conversation but don't want to speak, you're more than welcome to use the chat feature. This is just a heads-up today's session is going to be recorded and this is so we can distribute it afterwards as well as put this on the website. If you don't want to have your videorecorded, please feel free to turn your video off. I'm just about to click "Record" now. 
Paul and Daniel, I just let everyone know that this meeting is going to be recorded and the ways you can use the features in Zoom and to try and keep your microphone muted unless you raise your hand and you can unmute or add your chat to the conversation. 
I'm Nick and Mel will help me and she is there waving. 
To recap on workshop 1, we had a little discussion about what social media is, the common flat forms that people use-- platforms, accessibility, safety and security. We will cover that a little bit today. Also understanding the algorithm or what it is. 
Today we will look at different disability advocates and how they use social media, storytelling tips and how you can get your message out there and also finding your style and what you think resonates with you is accessible to you and helps you reach your audience. 
I just want to find out what disability advocates people follow and have shared their message for. You can use the raise hand feature or the chat if you want to. This is always optional. 
Daniel, feel free to unmute. 
Marissa put in chat that they chronically follow Jenni, which is one of the advocates that we will talk about today. 
>> Sorry, Jenni was one, of course, and I follow for ADHD a guy called Connor Dewoolfe and also Jessica at How To ADHD and another pair called ADHD Love, and that's a couple that I love. 
>> I also follow Connor. 
>> Yeah, he's cool. 
>> Marissa put in chat Potsiespoons is good too! 
Thank you for sharing, everyone. 
>> Feel free for muting me because I've about lost the icons. It's all good. 
>> I sometimes lose them too. I'm not sure if you have the ability to do that, Mel? 
>> No, but Daniel has just worked it out. 
NICK: Cool. The reason we're going to be looking at disability advocates and in this case I have used the word "inspiration", just as we could take from what they're doing and see what they're doing that works and use it in our own advocacy. What are influencers? They build a following on social media by sharing content that others trust and enjoy. They shape opinions, trends and share their views, experiences or recommendations. Sometimes this can be through brand partnerships, or it's just the ways that they interact with people. Then they also use their platform to promote ideas. Well, they can use a platform to promote ideas, causes or products including advocacy and social change, which is the advocates we will look at today who use their platforms to promote disability advocacy. 
Why we looking at examples? We want to see how different advocates use their voices online and every advocate is going to use their voice differently and this is why it is important to checkout and see how people use their voices differently to see what resonates for your style. You want to understand the power of-- we want to understand the power of lived experience and shaping change because your experience matters, especially because it helps give your voice authenticity. And also explore different advocacy styles from humour, to storytelling to systemic advocacy. 
Today's advocates was chronically Jenni, who uses authentic storytelling and every day advocacy, we have Khadija space pace Gbla, bold, is intersectional than human rights ago vift, Matthew and palm who use representation through relationships and humour. 
The question at the bottom there is a follow-up. It was a little bit of a lead-in as it gives you an opportunity to let me know if you have anyone that you want to raise that you follow. 
Chronicallyjenni, they're a disabled chronically ill and newer divergent content creator. They share lived experience on chronic illness and disability through reels, Instagram, and particular tok. Also a model challenging stereotypes about disability in national and media. You can see they look great there. 
I've got a photo of their Instagram profile and so you can see there that she uses graphics and videos and a whole mix of different things to get her message across. So the advocacy style, honest storytelling about daily life with chronic ill. She has a mixture of advocacy with lifestyle content and has practical tips and reviews on mobility aids and accessible products. This is important because her audience and people who follow her understands what works for them and get her recommendations. This ties back in no what we were talking about before in how sometimes there can be brand partnerships that advocates use to promote products. She also uses visibility in modelling and collaborations to help shift representation, which is also important because if there is representation from people and they get to show off a product, then the people who are looking at that company understand that the product can work for them. 
We will look at chronicallyjenni's profile in a minute. 
MEL: You can see the Instagram landing pages, but it might be worth pointing out that the importance of having a really strong and concise description of yourself as a creator and what you do so that when people land on your profile, they can see exactly what it is that your content is all about, so chronically Jenny has put there (reading from slide). She has also put where she is based as well. I thought that was a nice overview or description as what she does so people can in a nutshell see whether that content might be of interest to them from the outset when they land there. People are thinking about their own profiles and how they want to position themselves. It's good to look at how other content creators do is so you can get ideas for yourself. 
NICK: Absolutely. Thank you very much for that, Mel. I think we're going to see that across all of the profiles is they're very snapshotty and precise and to the point 
I was hoping to look at Jenni's profile and a couple of her posts. We will talk about strengths and areas to think about. They're not necessarily weaknesses, just things that people may think about this regards to a profile. So the strengths for Jenny are that her content is authentic, vulnerable and relatable. She provides practical advice and resources which is very useful, so if there is a barrier she gives away that people can remove that barrier, and normalises disabled presence in lifestyle and fashion spaces and also builds trust and a strong audience engagement, but then those areas that we can think about are could that blend of a lifestyle and advocacy dilute an overall message? Does reliance on brand partnerships risk tokenism, especially when people see that a post is sponsored. Sometimes people can just assume that that message is just going to be positive and not authentic. Also would a focus on daily life underplay systemic advocacy. 
I will just quickly stop sharing and bring up Jenni's profile. I'm just trying to make sure I'm sharing with sound, but we are going to - there we go - have a look at some videos that Jenny has on here as well. Here are some of the pinned posts. When you pin a post, it means that it will always be at the top of your profile. This means that for people who are new to your profile, so you can see that one of her first things is a little welcome and so the little tile for the video ask welcome to the world of chronic lick Jenni. New here? Watch this. This is for too new people to understand what she is about. Then it gives people the option to just see those quick overall messages about who you are. We are going to just quickly have a look at this. The captions are in the way for the unmute button. 
(Captioned video shown) 
NICK: That, as you can see, is a nice little introduction to Jenny and that's the top pinned reel that she has. Then the next one, and we're just going go through the pinned ones and look at what she has pinned and why. That's a nice welcome to her profile. 
This one I've had a look at as well. This is about pretty much about universal design. For those who may not be familiar with the concept of universal design, it is it where something is designed with not necessarily people with disability, but, perhaps, people with disability in mind, and it makes it more accessible for everybody. 
You can see here for this one we've got a little bit about each of those innovations and it goes into a bit more detail, but also means that if people aren't necessarily able to watch the video, they can still understand and engage with the content that is in that post. 
Then the last one to look at is "Meet the team". This one is an image. It's just a little bit about the team of chronically Jenny and it goes into a lot more detail here in the captions. This is so that people have faces to the names that maybe mentioned in any of the other posts and videos and it helps people connect with the human behind the camera. 
MEL: Gene recently posted a reel on disability and employment. People might like to can check that out abdomen Daniel has also shared some disability content create yofrs that he follows, Carley Finly, disabled Eliza in UK-- Nina Tam e, a disabled Icon and Syanne Bloom. 
NICK: Feel free to let me know if I was wrong when I mentioned the universal design isn't necessarily innovation for people allegation innovation for people with disability. 
>> You're right. I think universal design is the idea that it's a design that will suit the largest number of people. 
>> Let me just reshare the PowerPoint. 
>> Next one is Khadija, born in Sierra Leone, south Australia based human rights activititist, cultural consultant and disability advocate. They began their journey and they mentioned about how they're a refugee, they're black neurodivergent queer and a disabled person with a chronic illness and they're known for their work against female genital mutilation and for their strong disability pride advocacy. They mention a lot about their chronic illness as well as their AUDHD. 
Their advocacy style, so different to the other advocates we're going to be looking at today. Khadija's profile is more so image based than it is reel based. The advocacy style is intersectional storytelling, so they talk a lot on their race, their gender, their migration, disability and neurodivergence and how it all intersected. You can see they mentioned their - that their an intersectionality expert, which makes sense when you understand how many intersections that they have. They have embraced the coming out of the disability closet and claiming their disability identity with pride and they are a strong advocate for everyone claiming their disability with pride. 
They use strong visual and symbolic activism and they blend personal narrative with structural advocacy and systemic calls to action. You can see on the right with the image that we have quite strong graphics. They are very busy, but they're very bold and they stand out. 
The strengths and areas to think about, Khadija has a strong, bold and intersectional voice across disability, race, gender and culture which means that they have a lot of areas that they can speak on. Their personal story is used powerfully to humanise their advocacy, and speak on those topics that they intersect with. They combine vulnerability with systemic critique and they have a strong visual presence and symbolic activism. The areas to think about with them, we need to understand could a wide range of advocacy focus risk a message being diluted, so understanding that they have quite a strong voice when it comes to all of their intersections. Does it then, perhaps, mean that people who are following for one message aren't necessarily engaging with other content that they, perhaps, post. 
Are would we will see with Khadija's posts that a lot can be quite long, but then they need to be, and could challenging cultural stigma around disability attract back lash, which we understand it shouldn't, but then there's that question of could it. We will have a quick look at Khadija's profile. 
We can see here if we have a look at Khadija's "About us", there is a couple of points, award winning Afro indigenous human rights active visit, intersectional expert, AntiFGM campaigner, talent, AuDHDer, around a rainbow because they're LGBTQIA+, a wheelchair user, trans flag and cane. We will have a look at these pinned posts. This one is "Someone like me". You can see you've got a picture of Khadija, a little of the art style and then they talk about their baby, they're ADHD. It is a long post, so I'm not going to read out too much, and also the knew row dwrernlg entity and that they're a person-- new row divergent and that they're a person of call in Australia. 
The second one, she doesn't necessarily only pin posts that are about their content. They can pin posts that are important to them. In this instance you can see here this is an amazing and worthy campaign to support and so this is why Khadija has pinned it, something that they are very passionate about and that they believe strong in. 
Then "I am all the things", and this is a promotion for their work that they are willing to speak at events and so you can hire them as a speaker. Basically, it just goes "Energy, humour, frankness, uniqueness". "I am all the things. I will tell you about them with", and I think that's strong and powerful. It is very simple, just two sentences, but it lets the reader know that who they are, they're a lot, that they have a lot of experience and that they are willing to tell you about them. 
If we just have a quick scroll. Because this is a very image-focused one, we will look at the images. This one is a reel. I don't have sound for me either. 
If we see a reel, we've got to watch it; right? Looking at the images, there's a lot of graphics which are not necessarily organic photos. An organic photo is a photo that you take. It could be a selfie, a photo of a landscape, and so in this there's a lot of graphics which means that there might be an organic photo as part of it. However, there are a lot of other elements. There is a text, there is a background, the photo might be in a frame around it, so we can see that all of these are graphics. We have a couple of other reels and then some of these graphics are text-based. A little bit later on I will mention a little bit about making graphics and in the talk I do mention to try and keep it a little bit more succinct. However, because Khadija has an established platform, because of their established platform, they have that free rein to be able to create longer graphics and they know that their audience will engage with those. 
Just coming back to the PowerPoint now. The last advocate we will be looking at is math ewe palm. They're a couple on TikTok known for their disability advocacy through relationship storytelling. Palm is legally blind. He shares his story, it is a shared platform, but it began more so talking about the relationship that they share. The last point is sharing insight into interabled love, life around daily barriers. 
Matthew and Paul's advocacy style using humour and edutainmet to make disability relatable and this means that it opens up to not only a younger audience, but also more people by taking away the tabooness of a topic. They showcase lived experience of blindness and access barriers and I forgot a very important part because I was just about to mention them, so on the left you've got Paul, on the right is Matthew. Paul's guide dog is Mr{`+ } Maple. 
They showcase lived experience of blindness and access barriers, especially in regards to service dog and guide dog rights and they mention a lot about Mr{`+ } Maple's story and Paul and Mr{`+ } Maple's story and joining together and becoming paired and also the nuances as well as the barriers that Paul has faced in regards to having a service dog as well as being blind. They use their relationship itself as an advocacy tool in challenging stereotypes and their content balances fun, light-hearted content with the serious education which is about Paul's blindness as well as service dog rights. 
The strengths and areas to think about for Matthew and Paul, their strengths is that they are relatable and approachable. They showcase disability and relationships in a positive and human light. The mix of humour and education lowers barriers for new audiences and makes people feel included and welcome, and also the strong visibility on a youth-oriented platform, being TikTok, means that they are reaching younger audiences and being able to spread that message to a younger audience. 
The areas to think about is understanding could that humour overshadow the deeper messages in advocacy, and with humour, this is all consensual, so I will explain a little bit about that humour. Matthew has consent from Paul to pull gentle pranks on Paul. It could be simple things like swapping flavoured cans around or turning a knife around so that they use the - a butter knife, not a steak knife, so that they're holding the knife upside down, that kind of thing. Are they constantly encountering misconceptions about visible blindness, which-- inindividualible blindness. People will say because he does art, he can't be blind, that kind of thing, whereas blindness is a spectrum. With the algorithm put more pressure on them to entertain and reduce space for serious issues. 
I will be showing Matthew and Paul's Instagram account because of the fact that TikTok can be a little bit finnicky on desktop. Again, we will just look at the pinned messages and also some of the reels because it looks like these ones are just images. Here we've got Matthew and Paul looking to the side and then just a little bit of fun where they say "When you're taking a family photo and squirrels", and looking to the side. 
Another one of the three of them and then did you notice the red on Mr{`+ } Maple's harness. Then one of just Matthew and Paul and talking about their love. We will have a look at one of the pranks. 
>> Did you want a straw? There up go. 
>> Did you try yours? 
>> I did. It's delicious. 
>> Is it blocked? Try at the time other one. They brought two. 
NICK: It's simple things like that more so than anything else. I hadn't seen that one so it gave me a bit of a giggle. Again, that is all consensual, which is the biggest and most important thing is that Matthew had asked for consent after pulling the first prank, which was him hiding in a room to make sure that it was okay by Paul. 
Of the examples and social media advocates that we looked at, what style of advocacy do you prefer and why? Obviously, you can use your raise hand feature or type it in the chat if you want to. 
>> I was just going to say I really like chronically Jenni. I have MECFS (?) around so does my wife. That's the awareness she prison to it. Even though she has sponsored content, I think that it really brings an awareness that there are these products out there and how they can help you, especially when you seem to first get this kind of illness you don't really know which way to go and she even her just showing things I've seen ones before where she is just sitting on the ground somewhere and someone says "You can't sit there", "What is my choice?". It is showing something about you know about being this, so you want other people outside of yourself to know that type of stuff too, but I also do enjoy the humour aspect in a lot of them as well. I know it can go, some of them I find some that don't really hit the mark where they're a little bit more self-depracating, but those two where they're together having humour is good. I do like a mix of those two, yeah. 
NICK: Thank you very much, I appreciate it. Yeah, I didn't want to show too many of the reels for Matthew and Paul, but there is still quite a lot in regards to advocacy focus as well. Does anyone else? Mel? 
>> Marisa put in the chats she likes the tips and awareness raisings education that chronically Jenni shares. 
NICK: Chelsea? 
>> I haven't really watched many advocacy things, so I've taken some notes and I'm going to investigate instead of, like, just doom scrolling, I can put my scrolling to good use. 
NICK: Absolutely. I did mention earlier that I will try and come eight a bunch and if I miss any, please feel free to let me know and I will add them to a document and then send those out. Everyone can kind of see the advocates that everyone has mentioned today. 
>> It's Maree. I think there's a mix of their messages and that and some appeal to the younger and then I love the idea of using different platforms because TikTok you do have the younger community and stuff that are engaged, and I think if they're getting the message out and it's achieving what it's doing, then it's all great because if it is changing attitude and people's perceptions, as long as it's, of course, we don't take it too far, but encourages others to mock and make fun of us when we're out, but I think if it engages or gets that message across, or information to others about products and things, it's all good. I think the variety of the different styles is amazing, the social media now, how people can do that, yeah. It's the time and effort, though, to actually put into it. 
NICK: Absolutely. I couldn't agree more with that. That also touches on what Daniel mentioned before, especially with the self-deprecating humour, is just trying to not necessarily fuel that because that then could kind of lead into what you were mentioning about others out in public, taking that on. Thank you very much for sharing. 
We have been going for 45 minutes F I have a break scheduled a little bit later on, but do we want to have a five-minute break now and have a brain break? Yeah? Okay. We will have a five-minute break. Feel free to turn your cameras off, go and stretch your legs, all that sort of stuff. 
SHORT BREAK 
>> It seems like the interface has changed a little on my phone. It doesn't seem to show everything. When I get the thumbs up, I'm, like, where is it, so I'm here. 
NICK: I think it unmuted you to say interface and I don't know if I caught that, but, yeah. You're all good. I xaukt what you just said before. 
>> Yeah. It's funny that it doesn't seem to be popping up from the bottom. I've been trying to add a reaction and I can't find where to do it, so I'm trying to do it thumbs up but then it's taken me off mute and then it's put me back on, so, yeah, if you need a thumbs up, iljust be going like this. Now we have to try tanned work out how-- 
NICK: After the workshop, I am curious no hear about people's feedback on Zoom's accessibility versus, say, Microsoft Teams, if they have any preferences because we chose Zoom because we heard it is more accessible than Microsoft Teams which is why we're lost doing things as well. 
Coming back, what we're going to be looking at is telling your story your way. There's five pretty much key messages. We're going to talk about a couple more than that, but there are five key takeaways for this and making sure that you pick one message. It doesn't mean for your entire platform, it means one message per post. If you make a post, just try and figure out exactly what you want that one key take away to be that you want your audience to properly get and understand. This means that you can really drive your focus into that one point and make it as clear as possible. 
You want to make sure you're being yourself, you don't have to be polished or professional because your story matters as it is and people connect with your authenticity. Make it short and relatable, content that is shorter holds attention for a longer amount of time. If it's in regards to videos, now I realised after I sent this out that the section here, algorithms boost content that gets played more than once is very video specific, so that's not necessarily always going to be the case if you're making a text post or a post with an image. If you're making a video, if it gets more than one play, yes, it will get boosted, but if you've got an image or a text post, when people click the "View more", or "Read more" button, that works in a similar way. You want to show the reel and not the perfect. People connect with your honesty and authenticity rather than with highly edited videos. If you're making super highly edited videos then it can feel like those brand partnerships where it says sponsored and you're not sure what you're going to be getting is a message that is something that is relatable or if it's something that pretty much like sponsored or so. You want to be clear about your purpose. This then ties back in with the other point that I mentioned where it's being clear and having that one message that you want people to take away and also being clear about what you want them to do. So do you want them to understand that point, do you want them to feel inspired about that and take action? What purpose do you want the audience to take away from that? It can be just as simple as education. Marissa mentioned in the chat: I think authentic content is even more important now especially with AI-created videos. 
Absolutely. That's a very good point. Here is a little tip: think about your audience and who you want to reach. Do you want to reach your friends, community, decision makers or the general public? This will help you figure out exactly what you want to and how you want to shape your message. You might write differently for if you're connecting with your friends and community versus, perhaps, decision makers and councils or so. 
Choosing a format, and this doesn't necessarily mean that you can't then divert and make content that is different, but it's finding a format that works for you, so you can make short posts with notes or just text, a series of posts over a week or a month and these can be photos or text again, and then fun schizophrenia or re-enactments and this could be threw reeles, even through texts where you tell people about an incident or anything like that, and if you're stuck on ideas a theme could be a possible. Like a day in my life, things I wish kneel knew or one myth that I want to bust. 
The five key takeaways, making it short and relate, one message, having a clear goal, being yourself and showing the real. 
They all kind of tie in together to make it a really solid post that means that you've got your message across in a clear way that people know what they want, that the audience understands exactly what you want to take away from that, that they have an a that they can go ahead with and they can connect with you. 
So here is a little question for everybody: what is one key take away that you'll use to tell your story? Again, you can use the chat or otherwise you can raise your hand and mention it using unmute. Chelsea. 
>> I think, you know, being yourself and making it fun is, I think, I've taken that away, yeah. 
NICK: Perfect, thank you. Daniel? 
>> The kind of focusing on maybe, yeah, coming down to one or two things and not just trying to cover everything at once and getting lost because I know that's a little bit of a thing with me. I think of one thing and go yeah, that relates to this and this and this, and if anyone was watching it, they would be, like, "Okay", and then I'll get to the point of something, but making it little bites of stuff as well, Besanko that's a good thing to think about. 
NICK: I definitely agree with that. It's something that I can get caught in as well. You might not understand the context, so I have to tell you all this as well-- but then there's all that other stuff that you can also, you know, make another post and cover that topic as well. It doesn't all have to be in the one spot. It can be over the course of a week or a month, depending on how big it is. Maybe even a year. 
>> I also kind of get the urge when I was thinking about this stuff to how often do I post, when do I post, instead of thinking post when I can instead of, you know, wearing myself out in that way, just to try and get something out every Monday or whatever. 
NICK: Absolutely. I do mention that a little bit later, but yes, that is very important, is just making sure that you're taking care of yourself first and taking breaks when you need to and it's more so posting when you can and when you've got the capacity to. We will go into accessibility and safety, and I think that is a point that happens right at the end of it, but add captions or text. This is more so for videos than it is for text. If people are watching videos, sometimes they will watch it without sound and otherwise this makes it highly accessible for people who may be part of the Deaf community. If you add captions it means that everyone can engage with that video. 
Using plain and simple language. If you keep your message clear and easy to understand, then more people will be able to engage with that message. I'm not sure if you've ever had to read legal documents or anything, but we don't want to make a social media post that looks like that. We want to make it something very simple and strong. 
Colours and contrast, you want to avoid using pale text on a light background. I did add this down the bottom, the little swirly accent so that you can kind of see the difference. If there was going to be white text against that light purple background, it wouldn't be very accessible, whereas if there was the dark purple against if, people can see that a lot easier. Checking your privacy settings too. This is important. So you can decide who can see, share or comment on your posts. This might be something you do after you make a couple of posts. If, perhaps, you have Aaron interaction that you don't necessarily want to have again or if-- an interaction that you don't necessarily want to have again or if somebody doesn't see your posts, you ensure they're not in a block list or something like that. If you find that you want to turn comments off entirely for a post, that's also an option as well. 
MEL: I just thought I'd make the note that in the link that we provided with the PowerPoint presentation there's also a document from the last session which has a bunch of links to see where you can find information about those privacy settings, so that if you want to read more about it and how to do that, you can actually find that information online through our resource document. 
NICK: Absolutely. This is something that was more so covered in workshop 1, so it's more of a quick touch on it rather than me going into super detail. 
When you are sharing photos or videos and it includes somebody else, be sure you ask for their consent and make sure that they're okay with that photo going out to the public. Also as we mentioned before, take breaks when you need it. You don't need to post all the time to make an impact. 
We will skip that break. 
[LAUGHTER] 
Because we went a little bit long on the first part. Tips for writing and engaging personal posts. You want to make sure you're catching people's attention. If we have a look at - we will have a look before we go into the exercise, but when JFA Purple Orange writes a post on our social media, we usually start it with a hook sentence or a question which can then capture people's attention. They will usually, like, what we've found is people read the first sentence or two and if that catches people's attention, then they will - I raised my own hand because I'm emoating with my hands. 
[LAUGHTER] 
Then people will see that and if they think that it's something that they want to engage with, then they will click the "Read more", and they will engage with the rest of the post. This can also be something that you capture people's attention with in a graphic, so if there's something that you really want to, like, show off to people, you could be, like, I don't know, got milk or something in a graphic and then people will be, like, what does that mean? Then read on, that kind of thing. 
Invite conversation, adding a question at the end can get people to engage and comment on your post. This means that the more people who are engaging with that post will then broaden that reach. It will then reach their friends and their contacts, so it means that it kind of, like, spider webs through the internet and means that you're reaching as many people as you can. If you reply to people peace comments, it means that it will keep that conversation engaged and it means that it will remain a relevant post on Facebook and it means that even if that post is like a week old or so, it can still continue to reach people. Understanding that you don't have to do this if you don't have the spoons, you can even just like people's comments if you really engage with. Keeping it short and sharp, keeping a focus on your clarity, your tone and your purpose and being clear with your message. If you're going to use hashtags, they can be very beneficial, but we recommend using cam el case. That means that you will capitalise the start of each word. You can see down the bottom that you can see that it access dealt accessibility matters", the first one with. A and M capitalised, which makes it much easier to read than the below one, which has "accessibilitymatters". People use hashtags sometimes to search. Maree? 
>> Yeah, that was really interesting what you said before about engaging with the comments on the post. Sorry, I was writing notes and that, so you've taught me something, yeah, that when people, if you do put up April post and then people do, sometimes I go back and that, but I'm upthinking the more that you do that, it brings it back up again, does it, in the feed? 
>> Yeah. 
>> So when people make a comment, but as an organisation or as the person that posted it, if you engage with that, it will bring it back up into the feed? 
NICK: Yeah t doesn't necessarily bring it out to new feeds, but it will continue to spider web through the contacts that have engaged with it. 
>> Yeah, okay. 
>> The other thing I want to comment on, with the cam el case, I completely agree because I do accessibility stuff and when you go in the platform wants to use the lower case. There are more people that have used that lower case one than the cam el case with the capitals, and I know the capitals are much better for vision and stuff like this about, for readers and things, I think, but it's just interesting, I'm see that there will be more likes or people have reference chd it more with the lower case letters. 
NICK: It doesn't matter when you're searching whether it's upper or lower case. It will just search for the word. It's more so avoiding, say, a PR nightmare of people reading words that aren't necessarily there. There's been a lot of those. You can definitely find many cases where people haven't used cam el case and it's made it somewhat not safe for work, with references that they didn't intend. I'm a big advocate for camel case. 
I will move on. I can't move my own hand so I will just continue talking and pretend it's not there. 
Plain English. It's important when we're making those posts to use plain English and keep a clear structure to make sure that your post is accessible and can reach as many people as possible, and this will also help with making those hook captions right at the start, so there's a couple of times when I'm helping rewrite some posts for social media in PO that people have a very strong message and it's very long and it's all very important information. However, I'll come through and I'll be, like, what's the key messages? I will kind of try and highlight those throughout each of the paragraphs and just try tanned refine it that way, that kind of thing. That in itself is refining it and making it a bit more accessible. I'm not saying that JFA Purple Orange is the peak body for using plain English, we definitely have room for improvement when it comes to that, but we're r we're aiming and we're getting there. 
Basically, what I was trying to say with that is using that plain English will mean that it's got those extra spaces and a little bit more availability if someone sees, like, a lot of text, they can usually kind of look at that and be "I'm not reading all that", aas if you've got little sentences and short bites, then more people are willing to engage with that. 
Jane put in chat "I don't want others to experience what I have!". I'm assuming that's in relation to hashtags. 
We're just going to have a stop and have a look at a quote and this is from Alice Wong, "advocacy is not just a task for charismatic individuals or high-profile community organisers. Advocacy is for all of us. Advocacy is a way of life". The NDIS, thank you, Jane. Sorry, I got distracted." 
"Advocacy is to are all of u; advocacy is a way of life. It is a natural response to the injustices and inequality in the world". 
Should you ewes easy read? Is that in relation to - thank you for responding, Mel. It might be a great option depending on your audience. We mentioned about who you want to interact with and writing specifically and in a style that's suitable for them. 
We are growing to have a short exercise and that exercise is going to be writing a short post about something that matters to you. I'm going to ask would people like to, perhaps, see some examples? We are going to have some prompts to help get started in a second, but we are just going to go through a little bit first where it's reflecting on a message you'd like to share, keep it clear and simple, use your own voice, don't worry about grammar or being perfect and optionally you can share this with the group for feedback or keep it private if you'd prefer. 
The prompts to get started are "One thing I wish people knew about disability is", and this can be the start to a hook sentence. "A bearer I face every day that others might not no notice is", and "something that helps me female included ask". Do people want to see a social media post from JFA Purple Orange which isn't necessarily going to be something that you write and in a style that you write, but it is kind of like it will show a bit of a structure with, like, the hook sentence, going into a bit more detail, that kind of thing and then finishing with a call to action. 
MEL: Chelsea said "Yes". 
NICK: Are you able to share the screen because it has logged me out of Facebook. I will just bring it up on Instagram. We're good. 
MEL: Sure? 
NICK: Yeah. 
We're just going to look at a couple of posts. The first one we're looking at is a hiring post. We can see here we start "We're hiring. Project officer in EYDN and OVSA". We start with a sentence "Do you want to drive real community change?". I like to add than Emoji here and limit it for the rest. We fry and limit the Emoji use on the Purple Orange Facebook page because of the fact that screen readers will read out every Emoji in it's it's entirety. We try and limit those, but if you are engaging with an audience that prefer easy-read, then you can use for all sentences. We have the hook sentence and then we go into a little bit and keep these sentences as simple as we can and it's, like, hiring somebody, great opportunity, strongly encourage people from these backgrounds to apply, applications close, learn more via the link. That link in bio is the call to action where people can then go and engage take part in that hiring process. 
The next one is for the Purple Orange podcast and this is if you have ever had to explain disability over and over, just to be believed, this episode is for you. That then can capture people. It's, like, "Yes, I have had to do that". Then it encourages us to talk about the episode and that it links and has hashtags down the bottom. 
Is that okay or do we want to go through one more? One more? All right. 
Here we've got "Leadership update". Because it's not going to be something that is calling on action from the reader per se, it's not quite as lengthy. We've got "Leadership update", "We're pleased to announce", and it talks about the interim CEO, and then it talks about who that person is and that call to action, feel free to read more in the bio. Are you feeling confident? No? I think it's one of those things where it's a little bit more awkward us showing ours because we're not necessarily a personal advocate. I'll just try and bring up somebody else for you. This is Babes with mobility aids and this is somebody that we are - I don't know anything about their profile, this might be totally different to what I was mentioning. But here we go. We can see here that they've got a reel and then on here we've got "Wheelgina George desperately needs a make over and I finally found some way to energy to get the ball going". That is her wheelchair and then she goes on (reading from slide). After that is a video description and also the hashtags. That's as simple as it can be. It's just a little bit. It doesn't have to be long. It's just a wow, I was having a bad day and this really cheered me up, thanks, dad. That kind of thing. That video can reach hundreds of thousands of people. 
"I need your recommendation for cute pyjamas and loungewear", and they talk about themselves and their history. I won't read all this out. (Reading from slide). Then it puts some recommendations and then "Tag brands you think I'd like below". That invites the conversation for everyone to message and comment and this is a good way of capturing people's attention right at the start. "Difficult I know a good recommendation for some pyjamas or loungebear", or if someone wants to get recommendations, they can go in and get the recommendations everyone else is dropping. I don't think you will ever feel 100% confident, so I'll bring the power point back up with some prompts and give everyone five or ten minutes. No, we're running out of time. 
MEL: I think it's just a matter of practice, practice, practice, whether that's pen and paper and writing different things and you might ask for feedback from someone and you can refine as you go, but I think the thing to bear in mind is that you're not looking for perfect; you're just looking to get the message out there. Nothing is perfect, but practice definitely helps. 
NICK: Understanding that we are running behind time, I am still give us the five minutes for this, as long as everyone is okay to, perhaps, stay back an extra ten or so minutes after for a little bit more. If anyone needs to leave right on 2 p.m., that is perfectly understandable. The five minutes has started, by the way. Go, go, go. 
How are we going? 
>> I'm happy to share. I have dwarfism, so I'm the height of a child. October is Dwarfism Awareness Month. I was thinking asking or saying to people, what would you like to know or do you know how many different - is there only one type of dwarfism? These sort of questions. I like the idea of getting people to - to make them think or query or ask, that sort of stuff. Do you think people with dwarfism can do different sorts of jobs or only one type of job or this sort of stuff, I was thinking. 
NICK: Absolutely. That's a very good way of engaging a conversation as well. I really like that. 
>> Eye like the idea of opening it up-- I like the idea of opening it up. I think the biggest problem that we face is a lack of representation across all types of disability in the media and the film and this sort of stuff, but I just thought of making it like that, yeah. 
NICK: Definitely. I feel like you took a lot of inspiration from the last person that we had a look at where there was a lot of that calling for comments. 
>> Yeah. 
NICK: Fantastic. Chelsea, you said you wanted to share yours in the chat. 
>> I don't know if I've done this right but I'll give it a crack. I'm putting out "Have you heard about hidden disabilities? Invisible Disability Week is 19 October to 25 October. You should come down and see the medical centre, community centre and library, see what the kids have done at Kingscote school. Hidden disability matters". 
NICK: That's fantastic. Good job. Absolutely. You've got the hook sentence at the start, a little bit more information about it and then you've asked for a call of action at the end. That's fantastic. 
>> Okay. I'll be working on that. Thanks. 
NICK: Daniel. 
>> I just put invisible illness "You're looking well today", and then I'd have "A barrier I face every day is managing my energy, pain levels and active time. When I'm in the community I might not look affected by disability and other people may think I'm without disability and treat me like I'm without disability. They don't realise I might have only been out for 30 minutes and I already need a rest. This is invisible illness and it has different forms and levels of severity. Do you have an experience or example that you'd like to share?". 
NICK: Yes, fantastic. All three have come up with brilliant ideas and it is good to see the audience engagement and calling back for people as well as, like, I really liked you started yours with you're looking well and then went "I might be, but actually ..." 
>> I comment I get "You're looking very well", because I had long COVID"You're getting better now". It's MFCES (?) now, so it's not. 
MEL: Marissa put in the comments an idea is a barrier I face every day that others might not notice is ... it takes a lot of energy to get dressed in the morning, so if my camera is not on, my pyjamas are", with a funny face. A bit humourous but very succinct and to the point. 
NICK: Absolutely, thank you as well. We will jump back. Thank you for stopping, Maree, we will have the recording available as well for anyone who wants to. 
>> Great. Bye. 
NICK: Bye. Basically tips for creating content. We touched on this a little bit before, so we will speed run this little bit at the end. Again, we want to continue thinking about our audience, who are we speaking to. This doesn't mean that you can't mix your content types, but finding one that works for you, there's no one-size-fits-all to content creation and sharing your message, so do it in a way that is accessible to you. You can try videos, text and photos and just find what works for you. If you're not ready to post yet, you can just practice and then share it privately with a friend. 
When you're creating your visuals, you want to make sure they're as clear as they can be, but still engaging. If they're cluttered, then it can be a lt for people to take in and they might not necessarily engage with it. If you're creating videos, you want to avoid having flashing lights or fast edits because they might be overwhelming or unsafe to the viewer. Again, as we touched on before, making sure that you're pacing yourself. Corn cysteine see matters more than frequency. Don't feel pressured to post every day-- consistency matters. If you do end up taking a break, that's okay. That's perfectly fine, you've got to do what's best for you first, and take care of your body. 
Engagement tip, which you guys absolutely nailed, was ending with a simple question to start a conversation around inviting that connection with your audience and respectful boundaries. Only share what feels comfortable. You don't need to reveal everything about yourself to be a strong advocate. 
With videos, we are going to talk a little bit about these and we can learn more about this in the VoxPop workshop, which I will link a little bit later on. Engaging in interesting videos. With videos you want to try and keep them short and direct, under 60 seconds is preferable. I'm not sure if Instagram has changed their reels. Mel is shaking her head. Instagram has a cap of how long your videos can be. You want to make sure that you're using captions and keeping your visuals simple. Background music is good, and it can keep people engaged and entertained in a video, but making sure that it's quiet so it doesn't overpower any voices or vocals that you have going on. Just remember that you don't need fancy equipment. You can record on your phone and you just make sure that when you're filming, you're filming in a well-lit area and if you're recording your audio, try and make it somewhere quiet. 
One tip that I do when I'm recording things and it's not part of the actual stereo, so if you're actually interviewing somebody, it might be different, but if you're recording a voiceover, what I do is I go into my closet because the clothes dampen the sound, so it sounds clearer. 
We won't do in exercise understanding that we are running low on time, but it was a little bit of a thing where think of a short advocacy idea for social media and what content type you'd use. Just think about that. 
Then the next question we've got is what kind of audience are you hoping to reach and what ways do you think you can reach them? 
Chelsea? 
>> I want to be able to contact - like, I want everyone to have a look, but I don't know how, I don't know what to do first. I might have to wait. I'm thinking I might just write this because it's been amazing. I did work with students and they've really taken on the hidden disability on and made a whole heap of sun flowers ready for our Christmas float and I want to give that back to them kind of thing. I might wait for the VoxPop workshops and go from there because I'm pretty good at talking and I think I could link them both together. 
NICK: Absolutely. I feel like that makes it much easier. There's a lot to be said and it's just having the confidence to be able to say it as well. 
>> My writing is my downfall, having an intellectual disability, so, yeah. 
NICK: If you're feeling uncertain, you could always lean on other people to help you as well. 
>> Yeah, okay. Cool. Thanks. 
NICK: But also trust yourself. Mel did put in the chat before we jump across to Daniel that Instagram has changed and reels can now be up to three minutes in length, so that's pretty good. It used to be only 60 seconds, but also keeping in mind that shorter videos still get better engagement. Daniel? 
>> I've got an idea for how I've wanted to do some stuff for a long while, but - because I'm also an artist and I do a lot of painting and a lot of the time I spend in the studio, but I really wanted to kind of show things, like, what I'm painting and what I'm working on, but I also thought it would be nice to be able to do some type of while I'm doing it, talking about things like where my inspiration comes through disability and things I hear about disability and different things like that. So a mix of that type of thing and keeping it fairly casual and conversational and I think the things I need to learn is, like, how to restrain the - because I love to talk and I talk for a long time and how to keep that where I could edit it back to a small thing and cut out all the filler, but I just want a casual this evening and then maybe show my painting at the end or my sculpture or whatever I'm doing, and maybe make a discussion about disability. So it's about where I can just get it moving without - that's kind of what I was thinking of. 
NICK: I completely get you. I think that comes down to what we were mentioning before with I think that will naturally come when you are focusing on that one message because like you were mentioning before, you can feel like everything is inter connected and need to explain to all of it when having the ability to do all those posts and just have that one message can line everything up for you. But a couple of people have had to dip, so we will start Zooming this time. 
Boundaries and bravery. There's no right way to advocate, your style, whether it is serious, silly or both is your own. You decide what is shared around when. Remember it is okay to say "No", and you don't have to say "Yes", just because you feel pressured to. If anyone makes you feel pressured, it's probably someone that you need to distance yourself from on socials, and community matters. Leaning on peers, friends or networks can make advocacy safer and less lonely and this can be as simple as sharing it with your friends before you share it out and then having your friends comment and like and boost that post that you share. 
Take breaks when you need to. It doesn't make you any less of an advocate. It just means that you're taking care of yourself and you can give your best self when you come back and protect your mental health. Be mindful of rejection sensitivity and burnout. When you make a post, celebrate it, that's a win, baby. You have to make sure that you're absolutely celebrating that. That's fantastic. 
A little wrap up. Sharing your story is an offer and not an obligation. You don't have to explain or justify your experience to anyone. Our stories are our power. Share when you can, rest when you need, and know that silence is also resistance, Alice Wong. 
I won't go through everything because I don't have that much time, so we will leave it there. Mel, are you able to chuck the link in chat for the survey? We would like to know if you're feeling a little bit more confident in using social media now. We will put a survey in the chat for everyone if you are able to. We will also send that out in the document with all of the links. Have a think back and this is optional, but we probably don't have too much time for everyone to share, but just have a think back on what your favourite tip and take away from today's workshop is. Chelsea. 
>> Thank you because I kind of second guess myself and you were like, "Come on, you can do it", and then it just come naturally, so thank you for kicking me up the bum. 
NICK: You're very welcome. I'm glad we were able to help. The mental barrier is probably one of the hardest things to overcome. Thank you, everyone, for hanging out. I really appreciate it, you're fantastic and go share your message. It's important. 
