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Foreword

i have spent the last 32 years working in, for, and with nonprofit
organizations. Most of that time has been spent helping nonprof-
its think about strategy as well as the mindset changes and skills
required to embrace new online technologies to support their mission-
driven work. As I witnessed the birth of the World Wide Web in
1992 and later Web 2.0, nonprofits often face challenges adopting
new tools because it requires taking the time to acquire and inter-
nalize new skills.

When 1 started blogging in 2003, blogs and nonprofit social
media use were only in their infancy and nonprofit leaders typically
viewed them with a high degree of skepticism about their value. This
was one of the main reasons I wrote the book The Networked Nonprofit
with Alison Fine because I wanted to help the millions of staff people
and board members of nonprofit organizations, get over the fear of
change and make their way into this new, social world.

The Networked Nonprofit was aimed at helping nonprofit leaders
take those first steps to be successful managing social change today
in an age of connectedness and to pave the way for organizational
adoption. It walked nonprofit leaders through the process of transi-
tioning their thinking and orientation from managing organizations
to participating in and managing social networks. But that is only
halfway down the path to successful outcomes.

In my role as Visiting Scholar at the David and Lucile Packard
Foundation where I am studying the interaction of social media,
networks, and nonprofits, I have the honor of working with scores
of nonprofits who no longer question whether or not to embrace
social media and online networks, but how to do it effectively.

My capacity building, coaching, and training work with nonprof:
its uses a “Ready, Set, Go” framework. The “Ready and Set” involves
identifying who they want to reach, articulating clear and measurable
results, and an integrated communications strategy. The “Go” is the
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Xii Foreword

implementation where I provide coaching and time-saving tips—
much like the nuggets provided in this book. Putting a new way of
working into practice can be difficult, but having practical, time-saving
tips can make all the difference in the world.

I know how difficult it is to make the leap into effective prac-
tice with a new technology tool. In 1992, the New York Foundation
for the Arts hired me to serve as the network weaver for ArtsWire,
an online network of arts organizations and artists. ArtsWire was an
online community that allowed both artists and arts administrators
to use the Internet to connect with one another, but also learn how to
use online communications technology to support their missions.

As the Internet became more mainstreamed, my job changed
dramatically—from providing ongoing technical support in using
the online community platform to providing training in strategic
online technology plans. As the World Wide Web opened up the
possibility for any nonprofit to have a web presence and use e-mail
instead of fax machines, I was also responsible for designing and
delivering trainings to nonprofits on these topics. I taught hun-
dreds of workshops to thousands of arts organizations to help them
establish their very first web site, use e-mail to connect with sup-
porters, take the first foray into online fundraising, or how to use
search to find information online.

When I started the work, I didn’t know a modem from a micro-
wave. While I was lucky enough to be given a front row seat in the cre-
ation of a new field for nonprofits—using the Internet to increase the
impact of their work, I was not a natural-born techie. I had the pas-
sion to learn, but when I taught myself T would often fail and it would
result in hours of wasted time. What helped me was working side
by side with a small group of Internet geeks who generously and
patiently showed me all the shortcuts and shared tips that helped me
be more effective helping nonprofits to embrace the Internet.

This book, 101 Social Media Tactics for Nonprofits, is like having
two very tolerant and technologically savvy friends sit down with
you and share their wisdom and experience about social media tac-
tics. Melanie Mathos and Chad Norman have patiently and gener-
ously shared their best time-saving tips to help your nonprofit get
to the “go” of using social media channels quickly and successfully.

BETH KANTER
Author, Beth’s Blog (www.bethkanter.org)
Co-Author, The Networked Nonprofit
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Introduction

There are a lot of books about social media strategy—this isn’t
one of them! 101 Social Media Tactics for Nonprofits features 101
actionable tactics that anyone managing or supporting a social
media program for nonprofits can start using today—and most of
the featured resources are free.

First, before you go any further, we’re assuming you have a social
media strategy in place . . . right? Experimenting with social media
is fun and exciting (and can be a great way to kill some time), but
it’s key to start with a well thought-out plan that supports your orga-
nization’s overall marketing, communications—and yes—even your
fundraising strategy. (We know, we know, it’s hard to imagine a day
when development and marketing actually work together, but it is
happening right now as we speak at some of the nation’s most
successful nonprofits!)

So where do the tactics fit in? Borrowing from the POST method
(a systematic approach to social strategy from Groundswell authors
Charlene Li and Josh Bernoff),' in its most simple form, a social
strategy should consist of a four- step approach:

1. People—Where are your constituents engaging and how can
you best reach them?

2. Objectives—What do you want to accomplish?

3. Strategy—What do you want things to look like when you're
done?

4. Technology—How are you going to get there?

'Josh Bernoff, “The POST Method: A Systematic approach to social strategy,”
December 11, 2007, http:/ /forrester.typepad.com/groundswell /2007,/12/
the-post-method.html.
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Xvi Introduction

Tactics fit in nicely with technology—and that’s where we are
fast-forwarding to with 101 Social Media Tactics for Nonprofits. If you
haven’t conquered the first three steps, don’t cheat! Find your people,
determine your objectives, and create your strategy, and then
when you are ready to dive in, pick up your trusty field guide,
and get to work.

Using This Book

Each of the 101 tactics are numbered and broken down into five
key areas: Setup, Communicate, Engage, Fundraise, and Measure.
Each tactic will explain the steps and tools needed to implement
it, and many are accompanied by a real-life example of a nonprofit
using the tactic. You'll read how leading nonprofit professionals
around the world are leveraging social media to engage constitu-
ents, communicate their causes, and deliver on their missions.

If you have a strategy in place, you can use the Tactic Checklist
to find social media ideas that meet your goals. It’s like a formula—
pick a desired outcome then choose the tactics needed to make it
happen. The numbers make it easy to flip through this field guide
and find the tactics you need. Here are three examples of strategic
outcomes and the tactics that can help make them a reality:

* Connect with your local community: 3, 4, 21, 22, 25, 60, 61,
and 86

* Raise more money for your organization: 77 through 90

® Increase traffic to your organization’s web site: 11, 14, 23, 26,
28, 32, 38, 44, 48, 93, and 94

These groups of tactics will form the framework of your plan,
giving you a method to your social media madness. Read about
each tactic you have identified, decide if it will help you meet your
goals, and get started.

As you work your way through the field guide, you too will be
able to make an immediate impact on your organization’s social
presence and engage with supporters in new and inventive ways.
Pretty soon, you’ll be a social media guide, serving as a mentor to
up-and-coming social-medialites!

The learning never stops. Visit our web site, 101socialmediatactics.
com for online resources and additional tactics.
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Tactic Checklist

Setup
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fd - d

12,
13.
14.
15,
16.
17

SR D0 O O ke B DD e

Claim Your User Name on Facebook

Brand Your YouTube Channel

Claim Your Venue on foursquare

Create a Branded foursquare Page

Create a Custom Twitter Background

Brand Your Facebook Page

Add Multiple Administrators to Your Facebook Page
Set and Display Rules for Your Facebook Community
Allow Supporters to Post Content on Your Facebook Page
Monitor Facebook Page Activity with Alerts

Use Commenting Tools that Authenticate with Social
Accounts

Add a Facebook Like Button to Your Web Site or Blog
Add a Twitter Follow Button to Your Site

Include the ShareThis Sharing Button

Create a Flickr Pro Account

Publish Photos Under a Creative Commons License
Submit Your Photos to Flickr Groups

Communicate
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32
33

Use Collaboration Tools to Manage Twitter Accounts
Create Twitter Lists

Display Names of Staff Contributing to Twitter and
Facebook

. Connect with the Top Tweeters in Your Area

. Monitor Local Twitter Activity Using Hashtags

. Make Your Tweets Retweetable

. Sign up for Tweets for Good

. Recruit New Staff and Volunteers

. Start, Join, and Organize Conversations with Hashtags

. Promote an Event or Campaign with a Hashtag

. Contribute to Mission-Related Hashtags

. Use TwitPic to Share Photos and Videos

. Display RSS Feeds on Your Web Site

- Display Live Twitter Content on Your Web Site and Blog
. Feed Your Blog to Twitter and Facebook

. Use Facebook Social Plugins on Your Site
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34. Add Events to Your Facebook Page

35. Integrate Other Social Channels with Facebook
36. Include Social Channels in Contact Information
37. Integrate Supporter Photos with Other Channels
38. Submit Content to Social News and Bookmarking Sites
39. Create a Wikipedia Entry

40. Create a Social Media Newspaper

41. Make a Buzzworthy Video

42. Participate in a Video Contest

43. Livestream Your Events

44. Provide Instant Access to Content with QR Codes
45. Share Presentations and Documents Online
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46. Create a Facebook Welcome Tab

47. Encourage Action with Facebook Custom Tab
48. Encourage Supporters to Share Facebook Content
49. Launch a Like Campaign

50. Use Facebook as Your Organization’s Page

51. Ask Your Facebook Fans a Question

52. Get Creative with Avatars

53. Add a Tweet Button to Your Web Site or Blog
54. Empower Supporters to Take Social Action

55. Build Real Relationships with Social Communication
56. Ask Influencers to Share Your News

57. Engage the Blogging Community

58. Broadcast the Backchannel Buzz at Your Event
59. Organize a Twitter Chat with a Hashtag

60. Organize a Tweetup

61. Reward Your Supporters for Checking In

62. Add Mission-Related Tips on foursquare

63. Create a Custom Badge on foursquare

64. Participate in Giving Contests [with Caution]
65. Launch a Social Contest on Facebook

66. Build Stewardship Through Video

67. Ask Supporters to Share Photos or Videos

68. Hold a Video Response Contest

69. Create a Flickr Group to Support Your Mission
70. Hold a Photo Contest

71. Create a Photo Petition

Cooo00do0o0000000000000000C O
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Measure
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Organize a Petition on Twitter

Socialize Your Internal Communications
Treat Your Social Networks Like V.I.P.s
Create Your Own Online Community

Raise Money with Causes

Encourage Supporters to Make a Wish

Create a Facebook Donation Tab

Hold a Tweetathon .

Launch a Sponsored Tweet Campaign

Organize a Fundraising Campaign through Twitter
Increase Conversions with Video Overlays

Use Video Annotations as Calls to Action

Enable Social Giving with Peer Fundraising Tools
Launch a Check In for Charity Campaign
Participate in Social Buying Platforms

Submit Your Organization to be Featured on Philanthroper
Ask Supporters to Pledge Social Actions

Participate in Social Gaming

Take your Fundraising Events to an Alternate Reality

. Analyze Facebook Activity with Insights

. Understand Your YouTube Audience

. Track Referrals from Social Sites

. Measure New Visitors from Social Channels
. Track Link Performance with Short URLSs
Monitor Your Organization’s Name on Twitter
Measure the Reach of Your Tweets

. Calculate Your Twitter Influence

. Create a Social Media Listening Dashboard
. Use Social Media Monitoring Applications

. Get a Strategy
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CHARBTER

Setup

The beginning of every social media journey is an exciting time,
whether you've been tasked with creating a program from scratch
or adding a new twist to an existing one. The low barrier to entry
of social platforms means nonprofits can begin engaging their sup-
porters right away, so making sure things are in order from the start
can make a big difference.

Before you take your organization and supporters on this
journey, it’s important to get things set up properly. In a perfect
world, you’ll already have a strategy in place, a social media policy
rolled out to your staff, and all of your accounts created and beauti-
fully branded. Since that isn’t always the case, it’s always a good
idea to look at how other nonprofits have setup their programs.

Tactics like branding your Twitter page, setting up your Facebook
uniform resource locator (URL), integrating social media into your
web site, and other topics covered in this chapter will ensure a
better social experience for your supporters and make life easier
for your organization. Think of these setup tasks as the first few
steps on the journey—steps you need to take in order to reach your
final destination.

Even if you’ve already started the journey, it’s always a good
idea to look back, review, and refine the social experience you’re
providing. Sometimes a nonprofit will start a social program simply
because someone told them they needed to, and this can lead to
wrong turns. This chapter will help you stay on track and get the
most out of your social media efforts.

Are you ready to begin? Let’s go. . .

1



2 101 Social Media Tactics for Nonprofits

n Claim Your User Name on Facebhook

Creating a unique user name allows you to promote your Facebook
presence via a short URL. Instead of saying “find us on Facebook,”
you can provide potential supporters with a link that leads them
directly to your page. This comes in especially handy in conversations
and print marketing materials. With the ever-expanding world of
Facebook, be sure to grab your unique URL as soon as possible,
before someone else does!

What You Need A Facebook page with at least 25 likes

How to Do It
1. Visit facebook.com/username.
2. From the interface, choose which page you would like to
select a user name for.
3. If your desired name is not available, try and try again—
maybe an acronym will work instead!

A Closer Look Things you should know about Facebook user names:

® Make it easy to remember. Think clear, descriptive, and
simple when selecting your user name. If you have a
Twitter account, you should consider using the same han-
dle. If your organization’s name is long, you may want
to use an acronym (if it is easily recognizable.) Generic
words like “flowers” or “pizza” are not available for use at
this time.

®* Make sure you are 100 percent positive that the name
you choose is the name you want forever before you click
“Confirm.” Changing your Facebook user name once sub-
mitted is not an option, even if you misspelled it.

® Usernames are not transferable. This is a good thing! It pro-
tects Facebook from the creation of fake accounts and protects
users from “squatters” who are merely setting up an account to
claim a name and retain it for future use or sale.

® Facebook has a process for protecting intellectual property
rights. If you go to select your user name and it is already
taken, the only protection you have is if you are the legal



