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Tremendous opportunity for reach and resonance
Uniqueness: can directly engage and deepen
relationships with members and stakeholders

Use it to efficiently reach different types of
audiences: adult children of clients, media,
politicians, social service agencies

Recruitment, fundraising, and moving people to
action

Your audience often finds you first on the social web

Why invest in social? 4
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PRIMARY SOURCES OF CAUSE INFORMATION

65% 48% |N 28% 23% 26% 23%

An email from
an organization
‘or company

SUPPORT  SUPPORT
ONUNE  OFFLINE

Respondents can beiong
fo more than ane group

social media
the charity or

NOTE: Percentages moy
sum fo over 100% due fo
mulfiple responses.

Thinking about the charities and couses you SUppor, in which of the folowing ways did you first hear about
the couses? Please select all thot apply.
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% Applicable Respandents
533598533537

Increased Wedsite Moved People Increased Incressed
Trafie to Take Action Email List Donations

Actions from Facebook
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ES, time and roles

You gotta prep for success -

@ community o http:// flickr. 1190:
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How much staff time is dedicated to thinking about
and implementing social media?

A)>1FTE

B) 1.0 FTE
C) 0.5 FTE
D) 0.25 FTE
E)<0.25 FTE
F) None

Poll: Staff time dedicated
to social media 8
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Success Factors for Social Networking
50%
40% Dedicated
social media
30% staff
20% 2
10%
De | staff
0%
STRATEGY PRIORITIZATION SOCIAL MEDIA
BY EXECUTIVES
Success factor 0
O oy 20 hitp: i php
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22.Which of the following best describe the reason(s) that your organization is not present
apply.

ty sites?

LACK  CONCERNED CONCERNED _DONT TRIED I
‘aBout ABOUT  THINKITS BuT
CONTROLOF  PRIVACY  VALUABLE

No
STRATEGY
sToPPED

No social presence:
No staff or budget 10
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8. Thinking about internal resources, how much staff time (on average) did you allocate
over the last 12 months to maintaining - marketing, managing, and cultivating - your
organization's presence on these commercial social networking sites?

60%
50%
40%
30%
20%
10%
S HEEEO
OFTE Y FTE 1/2FTE W TOLFTE ll‘r'r'gz 3TOAFTE STOGFTE Mozﬁr‘;:lu

Staff time allocated for
social media 1
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Small

Medium !

Large 838 14 07 06 0.7
Very Large 553.4 51 18 23 19
Al 103.3 13 07 o7 07

NONPROFIT TECHNOLOGY STAFFING AND INVESTMENTS REPORT - APRIL 2013

Staff time by role and size
of org 2

O community 20 http:/www.nten.org/research/download_it_staffing_2012
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satisfaction 13
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HOW MUCH DO NON-PROFITS

‘SPEMDE-I0HOURS, WEEK ONSOUIALMEDIA

IATATaTATE Y wonra oo sona
______ /1 bs/WEEK HRS/WEEK

[ANe—

O
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6+ hours/week 1

Weekly time commitment for social
media marketing

Business comparable:

Weekly time commitment s

12/
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YouTube of other vides
Linkedin
Googler
Photo shving sites
Geo-location
Social bookmarking/news sites
Forums
Daily deais

H 1105 B 40+ hours
thours per week hours per week

Social media channels
correlate to hours available

12/9/2013
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Using skilled volunteers  «

(@) community 20

* Have social media policies in place
« Get a specific commitment
« Consistent supervision and expectations are key

* Knowledge-sharing document or system in place to
capture volunteer learnings and implementations

< Discreet opportunities: manage one social account,
create content, manage the content calendar, etc.

Where to find them? VolunteerMatch, Catchafire,
Points of Light, SmartVolunteer, DonateYourBrain

Using volunteers for social media 8
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Where should social
live? 19

(@ community 20 hitpin:

15. Which department in your i has primary r for your
social networking community? Select one.

- ﬁii
0% mnmm——_
" ADVOC.  EVENTS

COMM. MARKET. DEV/ADY. EXEC. CROSS PROGRAMS VOLUN.
JFUND.  MGMT.  DEPT.

What department makes
sense? 20

12/9/2013
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11. Which of the following job functions do you staff (internally or externally) on your
commercial sacial networking community? Select all that apply.

It's not what it's called,

it's your approach

() community 20 P PhP 21




Executive
staff

/

How would you put community
in the center of your org? 2
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« Scheduling and posting

« Workflow: assigning tickets, post response

« Monitoring: phrases, keywords, and specific content
¢ Insights and Metrics

« Also: Sentiment analysis

Choose appropriate social
media management tools 23
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DIY resource: http://socialmediatoday.com/daniel-
zeeVvi/1344346/top-10-social-media-management-tools
(10 tools to use, such as Buffer, HootSuite, Sprout Social,
Crowdbooster, Social Oomph, etc.)

Enterprise solution resource:

http://searchengineland.com/buyers-guides/enterprise-
social-media-management-software-a-buyers-guide

(integrated management solutions guide)

Choose appropriate social
media management tools 24
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Budgetmg forsuccess
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How much does your organization spend on social
media annually, excluding staff time?

A) > $5,000

B) $ $2,001- $5,000
C) $,1001 - $2,000
D) < $1,000

E) None

Poll: Budget allocated to
social media 26
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The namber of non- rofits that have increased
their social media budget, vorsus thase that have
dacreased theit budget

NON-PROFITS RELY ON TODLS TO
PUBLISH & ANALYZE THEIR SOCIAL MEDIA

SURVEY CONDUETEDBY:

Djé.rl;cmm»wnw

NPOs are paying for social tools

O




10.What was the total budget (internal staffing and external resources) allocated to
on these community sites over the last 12

you
months? SEJECI one.

20%
- =]
0% El EN s ey

SIT0  SI000ITO 25001 S50001 5100001 MORETHAN lpoNT
sidGEr  sioe0 5200000 KNOW
50000 $100000 5200000

Yearly budget for social
presence 28

O community 20 http: php
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“The number of respondents allocating some budget (>$0)
grew from 47% (2010) to 52% (2011) to 54% (2012) over 3
years.”

The trend is to budget

(@) community 20 php

31. What was the total budget (internal staffing and external resources) allocated to
maintaining your house social networks over the last 12 months? Select one.

30%
20%
- H
0% m m [ 4% B [
1t ssooTo siopoito Sasom  Ssoom s wome oow
BIJDCET ssmﬂ §10,000 $25,000 THAN KNOW

550300 100000 $200000 200000

Yearly budget for
in-house social networks

() community 20 http: i php
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Staff

Consultants
Software

Cloud services
Hardware

Online campaigns
Promotion
Graphic design
Video editing

Putting together your budget

Om 20 hittp:/Aaww.flicke. 16@N
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(Protip..)
A successful budgetis
based on a thoughtful
strategy

32

Respondent Average Salary* by Role and Organization Size

Chief Infarmation/Technology $3972172  $8174955  $6745950  $144807.42 $10797836

Officer (CIO/CTO) (n=54)

11/Technology Director (217) $4887881 6408605 §7236792  SSOIBI0  SAMIE0
Database Manager - $4874950  $5227223  $59.99950  $7499950  $5416617
Pragrams/Operations (28)

Cnline/Digital Communications $4383283  S49.43132  $5500950  $6124050  $51540.20
Manager (121}

Project Manager (153) $3505610  S$5749950 | $62.77728 | $6009950  $48.26266

System/Network Administrator (30) $43,332.83 54720107  $5374950  S$4416617  $46874.50
Website Manager/Webmaster (36)  $3472172  $44,999.50  $67.49950  $59.99950  $46.66617

Database Manager - $37.34325  $47173.41  $S4199950  S6218700  $45961.04
Development/Fundraising (61)
Technician or IT Support Staff (37)  S3541617  $4749050  $4016617  $4349950  $4352223

Salary benchmarks 33

O community 20 http://www.nten.org/research/download_it_staffing_2012
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These are the tasks that marketers are outsourcing to third parties:

10%

15%
20% 2%

Designicevelopment
Analytics
Content creation

Monitoring

Research
Strategy
Status updates (tweets, ..}

Community management

Typically outsourced
marketing services 34

htip/ I-media-marketing-industry-report-

O COmINY 20 2012/

Item Minimum Prepping for Supporting
Success Success
Personnel .25 time .5 time 1+ FTE
If using video $300/year $1,500/year $2,500+/year
Social media monitoring  $0 $0 - $200/yr $500 - $1,000/month
Strategy In-house - $0 Consultant develops Plan + ongoing support
strategy, $2,000 + $5,000+
Facebook services Free services plus $500 - $1,000/year $1,500 - $2,000/year
one customization (customization, mini-
$300 - $500 campaign)
Paid social media No paid services $500/year $1,000+/year
services (Flickr Pro,
backup)
Graphics support DIY or Mix of graphic designer $850 - $2,000/year
purchase/training for and paid service
one graphic $2,000/yr
$300/year
ROSSIRIE RUNGET $1.000 (o ctaffing) S5.000 (i ctaffing) $2 500 (4 ctaffing)

* How many hours a week could you allocate to social
media?

* What budget makes sense for what you want to be
doing with social a year from now?

Open conversation 36

() community
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Social media policy 7

Om 20 htp:/hwwwflicke. 416258/
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“A social media policy (also called a social networking
policy) is a corporate code of conduct that provides
guidelines for employees who post content on the
Internet either as part of their job or as a private
person.”

What is a social media
policy? 38

(@) community 20 http dia-pol

Do you have social media policies in place now?

A) Yes
B) No, but we are activity developing them now

C) We have related policies in place, such as acceptable
use, bring your own device, etc. but no overall policy

D) None, and no plans to develop one at this time

Poll: Do you have social
media policies? 39

() community
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Figure 13: Company has social media policy

® Past § months 37%

Rise of social media
policies %

13/ADV-
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social-media-survey.ashx

Helpful, proactive guides about what employees
should do online, instead of lists of actions that are
prohibited.

They encourage consistency within an organization,
reinforcing branding, shared values and best
practices.

They encourage employees to share and respect
the opinions of one another, instead of living in fear
of the reaction for sharing personal thoughts.
Support and encourage social participation,
recognizing that employees can be the best brand
assets and evangelists.

Common policy characteristics

1 dia-guidel

Modified from: h

BefOre YOU

-
| Kttty o | i
- - |

HINK
t-is it true?
H-is it veprur
i-is it mspiring?
N.is it necessary?
K-is it kino?

htp: flickr. 1678@
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Who can post

Personal disclaimers/professional posting
What to post

What not to post

Photo and video etiquette

Crediting other sources

Tone of interactions

How to handle controversy

.

.

Standard social policy s

(@ community 20 hitp:/blog.lodestar.asu.edu/2013/09/its-2013-wheres-your-nonprofits-social.html
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Social Media Policy Templates

To accompany the Nonprofit Social Media Policy Warkbook
Updated March 2012

Getting started ”

http:/iwww.idealware.org/smpolicy

(@) community 2

BEES] W' ©s e + - @ [+ ] Wt Dt e fe
Social Engagement Team
FAQ

? R

Amarican Red Cross Social Engagement Team
-

LT 3
#  AmericanRedCross.
q Sewcn
Info and Ratin

conguy

g

FAQs for social engagement team 45

Ocmrruin‘ 20 Team-FAQ
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Best technigue to recruit Millennials:

B

‘ bice
#TalentConnector ' = resources.dice.com

29% of millennials say social

media freedom trumps salary 46

Photo: http:/h 125743409/
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MONITOR/ASSESS

“RAGER™

Consider response
procedures ahead oftime

O e htp: I-Medi

Assessment jpg

16



http://www.idealware.org/smpolicy (workbook)
http://pinterest.com/askdebra/social-media-policies/ (Pinterest
board of resources and sample policies)
http://www.slideshare.net/SMinOrgs/social-media-policies-and-
more-checklist-guidance (checklist and guidance)
http://socialmediatoday.com/ralphpaglia/141903/social-media-
employee-policy-examples-over-100-companies-and-
organizations (compilation of >100 policy examples)
http://www.grantthornton.com/~/media/content-page-
files/advisory/pdfs/2013/ADV-social-media-survey.ashx (NLRB-
approved sample social media policy)

Social media policy
resources 49
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Checking your list s

(@) community

I'm always available to
answer follow-up

Email: debra@communityorganizer20.com
Website & blog:
communityorganizer20.com

Twitter: @askdebra

Slides: slideshare.net/debask

Linkedin: linked.com/in/debraaskanase

Telephone: (617) 682-29@ community 20

12/9/2013
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