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Canadian Forces Logistics Association (CFLA) 

NCR Chapter Social Media Strategy 
 

1. SITUATION 

 The NCR Chapter requires a communications strategy for the 
implementation of social media channels for the benefit of the NCR 
Chapter and its members. This paper is intended to guide a discussion of 
a proposed Social Media Strategy. 

2. PURPOSE 

a. For the NCR Chapter, the purpose of our Social Media Strategy is as 
follows: 

i. Build brand visibility and authority with our members and our 
community supporters. 

ii. Influence and promote our Association, by using social media as 
an effective marketing and awareness tool. 

iii. Gain insight into the needs of our members by tapping into 
streams of dialog as a means for engagement and social 
participation. 

iv. Ad revenue model by allowing our community partners to 
contribute quality advertising within our logistics family and 
community. Interesting content drives traffic which drives ad 
supported blogs that host the content. 

b. The mechanisms for putting our social media strategy into action will 
vary depending on the resources and time we commit. 

3. EXECUTION - Phases 1 through 5 will occur more or less concurrently. 

a. Phase 1 

i. Develop a social media footprint, utilizing proven social media 
channels. 

b. Phase 2 

i. Content creation will require us to have timely 
(scheduled/consistent), quality, and valuable content posted to 
all of our social media channels. This includes identifying our 
key performance indicators, growth and satisfaction being the 
salient and obvious choices, although there may be others. 

ii. Determine our target audience for the social media channel. 

iii. Determine primary content type and ensure consistency across 
the social media channels we employ. 

iv. Exercise management control over our social media channels 
(i.e. how many posts content providers will be permitted). 
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v. The CFLA Facebook should have the most posts since anything 
we post to the other channels, including the website, should be 
posted on the CFLA National Facebook page.  

vi. The majority of unique content creation should be on the 
website with links to the post in relevant social media channels 
that we create and/or join. As an example, unique content for 
LinkedIn (using LinkedIn Publisher, a free content publishing tool 
within LinkedIn) should be a secondary priority and Facebook 
blogs a last priority. 

vii.  Tone of language, in English and French, to be posted on our 
social media channels needs to be controlled. 

viii. The content should be short, direct, and thought-provoking. 
Perhaps as short as 2-4 sentences per paragraph. 

ix. Utilize photos and/or video with links as much as we can. 

x. What desired behaviours do we want to elicit from each channel 
and post? 

xi. Editorials are elements for the web site, with links promoted via 
social media. 

xii. We need to consider the automation of the publishing of 
created content so they are timely. We can write more than one 
blog at a time and keep a cue of blogs so we can be a head of 
the curve (i.e. History and Heritage articles). 

xiii. Also ensure we come up with as many related post titles as we 
can. Post titles or simply “posts” is the body of post that will have 
a link associated to it for example: 

1. For example if we produce a blog/article on how to set-up 
a CFLA Chapter, we post it to our website. We should 
attempt to come up with 5-10 posts titles to promote the 
content via our social media channels.  

a. Are you having trouble getting your Chapter off the 
ground? Click here to read how we did it! (This text 
will be a hyper link to that blog). 

b. Here are our lessons learned to get your Chapter 
off to a good start. 

c. When to launch your Chapter? The time is now; 
here is how we did it! 

2. These can be used in the future to link back to that same 
content. These can be used during the interim between 
new content.   

3. Note that we can automate social media posts using 
online tools.   

a. These posts don’t have to be to our blog…they can 
be to other blogs as well.  
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i. This article really helped us get out Chapter 
off the ground. 

ii. X member got a promotion recently. 

iii. News about thing occurring overseas. 

xiv. Alternate content: use info graphics or videos. 

xv. Comment on other blogs: 

1. This is the virtual style of pasting banners and ads. 
Getting our name recognized.  

c. Phase 3 

i. Cross promotion is necessary for us to grow. Our social media 
users should be encouraged to visit our website and our website 
users our social media channels. LinkedIn is slightly different as 
we will rely on syndication, that is, the partnership of other 
associations and groups to grow and promote our content in 
their channels. This can also be used for our website and the 
CFLA Facebook once we are big enough, even a YouTube 
channel if we decide to create one. 

d. Phase 4 

i. Establishing a social media community will occur by us pushing 
content and promos out through our various channels.  

ii. Provide incentive for reposting our post on their Profiles by 
giving something back. 

iii. Let members vote on topics: What posts to write about, what 
content to create, who they want to speak at the next meeting, 
what we should fund, or who should we donate to. Let them 
write their own reasons and get them to engage in our decision 
making. 

iv. Signup for the CFLA newsletter (something worth exploring) and 
ensure to allow users to unsubscribe, with reason (need 
feedback). 

 

e. Phase 5 

i. Develop and implement an Ad revenue model by allowing our 
community partners to contribute quality advertising within our 
logistics family and community, using our social media tools. 
Interesting content drives traffic which drives ad supported blogs 
that host the content.  

ii. Brings revenue to the Chapter.  

f. Ongoing 

i. Review and modify as required. 
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ii. Reflection after about 6-months of whether or not we are 
succeeding, and why we did or did not. Refine our strategy and 
do it again except bigger and better! 

iii. Analyze past content to improve social media posts. 

iv. Which did the best? 

v. Which tone works best? 

vi. We have to keep and maintain a good track record and tagging 
our posts in a standardized way. Tagging is something we can 
do in a spread sheet. Tagging is “categorizing” for the web 
world.  

4. ADMINISTRATION 

a. Within the NCR Chapter, the Director of Communications and Outreach 
is the focal point and is responsible for the oversight of our social 
media strategy for the NCR Chapter. 

 


