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WRITE UP:

CTA is a company that can and should benefit from using writing technologies to reach potential employees and
the community. However, | have found their strategy to be sorely lacking. In simpler terms, there is no real strategy. As
shown above, their social media profiles post sporadically, randomly, or infrequently enough to be almost ineffective.
It’s a great shame, too; the company provides so much to the community and has such a great story to tell (helping
people with autism and disabilities in the community is the type of feel-good news that is missing from the average local
news outlets) but nobody is telling it. They do a great job with job ads, using writing strategies to effectively explain the
job and the benefits of working at the company. But without a more robust social media and public presence, this is

about the only thing they will continue to do well.

Looking at each of the content categories it’s easy to see where the deficiencies are and how they could be
improved. First, their Twitter profile is a great way to reach the community quickly and easily, but they post once a year.
It’s no wonder they have fewer than 200 followers. Their posts are usually around the holidays asking for donations, so
the times they do use it are very appropriate. Facebook posts come a little more frequently and usually tell a more
detailed story about a client or event. But the general infrequency makes it sound like these awesome events happen
infrequently, which is not true; it’s only the reporting of them that is infrequent. Word of mouth events have dropped
since 2020, but that’s a result of global circumstances and not their fault. Blog posts, much like Facebook, tell great

stories. The problem is finding them. There is no active link to the blog page on the CTA website (you need to manually



add the /blog to the URL to reach it) and it has not been updated since about 2018. Before that, it was the most active
part of the writing and publicity (outside of job listings, of course). Their job postings are fantastic and not much is
needed in that regard. Finally, | just found out they do have an Instagram account but have only three total posts. It very
much feels like someone created it just to cover bases and forgot about it. There is not much to say about it since it

effectively doesn’t exist.

| do have a bit of an inside look into the company and don’t need to speculate as to why some things have fallen
through the cracks. For starters, 2020 hit the company hard and word of mouth all but stopped. Second, the company
hired a new publicity company to manage their social profiles. However, this work was outsourced and contracted out
instead of onboarding an individual and having someone in the company produce their content. As a result, the work

was slow, of poor quality, and never seemed to do them any good.

The most positive thing to say about CTA’s writing and communication is that the fixes are easy, to begin with.
By posting, writing, and creating more content their message will begin to spread and interest in the company will grow.
Once that point is reached, they could then take a closer look at specific strategies for every category of communication.
Until then, just writing more will work in their favor. They also have a wide audience they can reach; this means that
they can implement any one (or more) of a number of strategies. They can focus on adult community members for
donations, legislature for funding, young adults (their primary employee demographic) for more jobs, and parents with
disabled children. That might be overwhelming to tackle all at once; but focusing on using social media for even one of

those will do wonders almost immediately.



