
Social Media for  
Nonprofits 

Tell	your	story,	engage	with	supporters	and	get	results.	



Today 

• Align	Your	Mission	
•  Set	Your	Goals	
• Define	Your	Audience	
• Choose	the	Right	Networks	
• Create	a	Content	Strategy	
•  Track	&	Measure	Results	
• PracCce	Exercise	
•  Tour	of	The	Wing	



My Story 

•  Family	business	background	
• Northeastern	University	
•  Start-up	life	
• Minority	at	the	table	
•  Launching	Rani	Wise	Co.	
• Women-Owned,	Women-
Operated	Podcast	

• Mission	and	clients	



Your Experience  
& What’s New 
• Personal	vs	‘Business’	
•  Instagram	Stories	
•  Influencer	markeCng	
•  Live	streaming	(FB	&	IG)	
• User-generated	content	
• Donate	buWons	(FB	&	IG)	
• Pay	to	play	
•  YouTube	



Align Your Mission 
Determine	how	social	media	will	further	your	mission.	
	



Align Your Mission 
•  How	will	social	media	users	further	
your	mission?	

•  How	will	you	measure	success?	
•  Define	your	voice	to	create	consistency	

•  Describe	your	brand	voice	in	three	words	
e.g.,	Passionate,	Quirky,	AuthenCc	

•  How	do	they	come	across	in	the	kind	of	
content	you’re	creaCng?		

•  Passionate	–	expressive,	enthusiasCc,	
hear\elt,	acCon-oriented	

•  Quirky	–	irreverent,	unexpected,	contrarian	
•  AuthenCc	–	genuine,	trustworthy,	engaging,	
direct	



source:	contentmarkeCnginsCtute.com/2018/04/find-brand-voice	



Set Your Goals 
Write	your	goals	down	to	increase	the	likelihood	
that	you	will	achieve	what	you	set	out	to	do.	
	



Set Your Goals 

• Brainstorm	with	your	team	
• Go	beyond	followers	&	likes:	

•  Donor	and/or	supporter	
engagement	and	retenCon	

•  Community	engagement	and	
educaCon	

•  Brand	building	and	reputaCon	
management	

•  Volunteer	recruitment	
•  Fundraising	

• Check-in	&	adjust	



Define Your Audience 
Create	a	semi-ficConal	representaCon	of	your	ideal	supporter	or	follower	
based	on	market	research	and	real	data	about	your	exisCng	supporters.	
	



Define Your Audience 

• Move	beyond	‘general	public’	
• Create	categories	for	each	group	of	
people	you	are	targeCng	

•  Volunteers,	donors,	board	members	

• Consider	including	customer	
demographics,	behavior	paWerns,	
moCvaCons,	and	goals.	The	more	
detailed	you	are,	the	beWer.	

• Review	your	exisCng	audience	–	is	it	
what	you	would	expect?	



City Mission 
Boston 



Choose the Right Networks 
Build	your	presence	on	the	networks	where	your	target	audience	is	most	acCve.	



Top Social Networks 

#1	Facebook:	2.27	billion	monthly	acCve	
users,	over	a	quarter	of	the	enCre	world	
populaCon	is	accessing	their	Facebook	
account	at	least	once	a	month.		
	
Nearly	1.5	billion	of	those	users	are	
checking	their	accounts	daily	and	1.3	billion	
users	are	chahng	with	friends	and	family	
using	Facebook	Messenger.	

source:	sproutsocial.com/insights/new-social-media-demographics/	



Top Social Networks 

#2	Instagram:	Instagram	user	demographics	
include	35%	of	all	US	adults	with	1	billion	
monthly	acCve	users	and	500	million	daily	
acCve	users.	Its	Stories	feature	alone	boasts	
400	million	daily	acCve	users.	
	
Instagram	leans	towards	a	much	younger	
audience	than	that	of	Facebook,	appealing	
to	teens	and	young	adults	with	its	
straigh\orward,	photo-centric	design	and	
ease	of	use.	

source:	sproutsocial.com/insights/new-social-media-demographics/	



#5	Snapchat:	186	million	daily	acCve	users	#4	Pinterest:	250	million	monthly	acCve	users	#3	LinkedIn:	590	million	members	

source:	sproutsocial.com/insights/new-social-media-demographics	



Top Social Networks 

#6	TwiWer:	126	million	daily	acCve	users.	
As	one	of	the	last	remaining	social	
networks	with	a	chronological	feed	(sort	
of),	TwiWer	is	most	popular	with	people	in	
their	20s.		
67%	of		users	under	36	use	TwiWer	as	a	
news	source	,	59%	for	users	over	35.	
TwiWer	also	has	become	an	excepConal	
pla\orm	for	brands	to	use	for	social	
customer	service.	

source:	sproutsocial.com/insights/new-social-media-demographics/	



City Mission 
Boston 



Considerations 

• Demographic	informaCon		
(City	Mission	example)	

• CompeCtor	or	partner	
parCcipaCon	

•  Features	
•  ExisCng	presence	
• Resources	and	Cme	
•  ‘Don’t	put	all	your	eggs	
	in	one	basket’	



Create Your Content Strategy 
Focus	on	storytelling	that	gets	your	message	across.	



Creating a Content Strategy 
•  Show	them	the	value	of	following—the	stories,	Cps	and	images	they	can	
expect	to	see—and	educate	them	about	the	best	ways	to	show	support.		

•  Ask	supporters	what	type	of	stories	they	would	like	to	see	
•  Develop	content	categories	for	social	media	that	you	can	cycle	through	on	
a	regular	basis,	such	as	volunteer	spotlights,	client	stories	and	how-tos.	

•  What	will	resonate	or	move	your	target	audience	to	take	an	acCon?	
•  Offer	Cps	or	tools	to	make	their	lives	easier	as	they	try	to	be	a	beWer	
environmentalist,	animal	lover,	parent,	etc.	

•  Provide	variety	of	formats:	pictures	graphics,	short	videos,	text	
•  Create	a	social	media	content	calendar	to	help	you	plan	
•  Use	scheduling	tools	like	Buffer	App	to	schedule	your	posts	in	advance	





Frequency 
•  Determine	a	
posCng	frequency	
and	cadence	that	
will	keep	you	in	
front	of	your	
audience	while	
leaving	you	Cme	
to	manage	your	
community,	share	
newsworthy	
content	and	
measure	your	
impact.	

source:	sproutsocial.com/insights/nonprofit-social-media-guide	



source:	sproutsocial.com/insights/nonprofit-social-media-guide	



Empower Your Advocates 
Cross-promote	your	social	media	content	on	other	channels.	



Empower Your Advocates 

• Provide	sample	posts	
•  “Copy	and	paste	this	TwiWer	message”	

• Promote	via	other	communicaCon	channels	
•  Send	an	email	to	your	supporters	and	encourage	
them	to	share/engage	

•  Start	a	Private	Group	(LinkedIn,	Facebook)	
•  Send	more	targeted	messages,	ask	for	shares	
and	engagement	

•  Share	their	content,	comment	on	their	posts	
•  Encourage	collaboraCon	

•  Ask,	“How	can	I	help	you?”	



Track & Measure Results 
Social	media	is	never	free;	determine	the	value	of	the	Cme	and	energy.	



Track & Measure Your Results 

• Content	should	point	back	to	your	site	or	build	your	email	list	
• Review	analyCcs	like	website	visitors	from	social	channels	
• Measure	engagement	growth:	shares,	comments,	retweets	
• Repeats	of	a	hashtag	you	created	as	part	of	a	campaign	
• Ask	how	people	heard	about	you	or	the	cause	
• Are	there	other	results	e.g.,	press	stories,	new	hires,	new	ideas?	



Helpful Reminders 

• Give	credit	where	credit	is	due	–	
tag	your	sources!	

• Remember	we	are	a	community	
of	non	profits	not	compeCtors	

•  Invest	in	your	imagery	
• Use	free	tools	for	image	
creaCon:	Canva,	Pexels	

• Use	free	tools	for	scheduling:	
Buffer,	Hootsuite	



Practice 
•  Align	Your	Mission	
•  Set	Your	Goals	
•  Define	Your	Audience	
•  Choose	the	Right	Networks	
•  Create	a	Content	Strategy	
•  Track	&	Measure	Results	

Download	these	slides	at	
raniwise.co/sjinternships.	
WiFi	password:	ladiesfirst	



Tour of the Wing  
(More Practice!) 
•  Take	photos;	tag	@the.wing	
• Use	hashtags		#thewingboston	
(local)	or	#thewing	(naConal)	

• Connect	with	anyone	you	
meet	(like	me!)	on	Instagram	
(@raniwiseco)	or	LinkedIn	
today	or	tomorrow	

•  Engage	others	tagging	The	
Wing	locaCon	and	comment	
on	their	posts	


