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The World is Vast, and Fast
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Are you using social media?

Facebook
Twitter
LinkedIn
Other

?

AN

§ K7
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What do you hope to achieve? AN

&5
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From the Programs A

Es“re%

Strategic Thoughts

Outreach - Telling our Story

1. Let everyone know what Special Olympics is REALLY all about

2. Leteveryone know that Special Olympics is in their community

3. Leteveryone know that no matter who they are, there is a place for them to be a
part of the movement

Challenges

1. Anaging volunteer population limits our growth

2. |If we are to grow and we are successful with our outreach we will need a home for
those athletes

3. Key volunteers to start new teams, expand their teams and take on new
opportunities for their athletes

Opportunities — Major event volunteers in the thousands

1. How do you communicate with them prior to and post event?

2. How do you keep them engaged after the event?

3. How do you convert them to become advocates for the movement?
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From the Programs

Immediacy, Engagement, Legacy

« Assess audience’s needs
» Last-minute changes: “Awards have been moved indoors

» Calls to action: “Register to volunteer online!”

» Quality control — evaluations, feedback, idea sharing

* Personalize and visualize
» Questions for followers: “What's your favorite sport?”

» Share with others around the world

* For the future
» Target volunteers and convert them to supporters

» Generate awareness for initiatives

» Live broadcast of events

n

AN,

We%
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What works well?

« Whatdraws you in to social media content?

?

« Whatdoyou find engaging?

AR 7N

&5
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The Power is in the Story ;’;2}

Special Olympics has a very powerful story to tell. People want to hear our story. They want to
engage with our stories. They want to be driven to action by our stories.

It's our job to tell our stories to meet this need. With consistency.

Traditionally we tell people “WHAT"” we do. We are good at sharing facts and fFigures - the
informational.

What we want to do is shift to a model of telling stories that are character driven, customized,
that talk to someone about someone — the emotional.

As we get started, we'd like to offer these quick tips for you to keep in mind throughout your
storytelling process:

*Don't Tell. Show.

* Talk to someone, about someone.
* Let characters speak.

* Stir emotion.

* Have a moment of truth.

* Have a clear meaning.
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Reaching Objectives AN
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Social Media Updates

What is Happening in Social Media Now?

- ‘Qmw“ -~ f“» '-‘.‘ —_—
-Jn -

. Advocating your fans to spread the
word-empowering them with the right
tools

. Emphasis on visual storytelling-more
photos and videos, simple and to the
point messaging/text-Instagram'’s

popularity as an example
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Social Media Updates A

%

What is Around the Corner?

. Recruit storytellers first, then empower
them

. Everyone wants to focus on next big
thing — Facebook and Twitter still
remain rocks

. Next: MOBILE —when preparing
strategy for social media, mobile MUST
be included/thought of

facebook

twitter
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Social Media Updates gﬁg
How can Special Olympics use Emerging Trends? | ﬁﬁ '

BLOG POST: Become a Citizen Journalist with Ustream Mobile Broadcasting Applications

ial | On 0ff | Login|SignUp | Go Live!

Video Streaming OnAir News Campaign2012 Pets&Animals Enterfainment Sports Music Tech Gaming Education Spirituality —More
é . You Tube — Ustream - Livestream » Recorded e an Apr 18,2012 11358 ET A
LEE

EPIX L|ve Stan Lee Promo

EpixHD [ © Join Crowd ):F\ Live: Stan Lee
llSTREA

E iX H[ Interview for

t: ‘ } - The Cabin in the

. Can be interactive with one
guest/athlete

. Also can stream video to
fans who cannot make it to
event

. Free live stream for NPOs

Photo/Video Sharing

. Viddy
. Cinemagram . = B

Not rated yet. You must be logged in to rate this video

00:02 Share C I

nent Featured

#CINEMAGRAM

A fun and beautiful way to animate your photos.

Viddy is a simple way for anyone to capture, produce, and share beautiful
videos with the world. Record a moment of your life, give it that cinematic
look with our production packs, and share it with those who matter most.
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Do we need to be everywhere? ATy

£
ﬁ Dinterest
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Set Goals and Select Channels gl;;l;

- What do you hope to achieve with your social media efforts? What do show to CEOs and
senior leaders to convince them to invest in social media?

« Of course, you want to Align your social media goals with the overall communications and
marketing objects For your Program.

- Be specific. Pick a goal and measure it. Report success.
* Fans in the stands (benchmark past events, report on growth success)

« Volunteer recruitment (incorporate “how did you hear about us?” to track social web
“referral”)

« Donations (Google Analytics e-commerce tracking)
« Keep track of goals and set benchmarks to track progress
« Which tool best suits my audience? My goals? My message?

Words to live by: Plan For the marriage, not the wedding

Bl i - of & B 2 &

n
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Execute the Strategy

Think long-term, narrow down

<« » April 2012

Tuesday Wednesday

[Search Social Media Calendar (Ctri=E) f o

Saturday
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Execute the Strategy §ﬁﬂ

Facebook Timeline

e Select agreat cover photo, change it seasonally

e Make sure your Apps have a good thumbnail

Go through your timeline history and “scrub” content

Highlight milestones or great posts

T Special Olympics shared 2 i
June 26, 2011 @

The first medal of Athens 2011 goes to a kiwil Team New Zealand's Sam Donaldson! Congrats Sam!

First medal of Athens 2011

Non-Profit Organization

Through sport, Special Olympics is building communities of
acceptance and indusion for all people. Get involved.
http: /fwww.spedialolympics.org/

About Photos Likes One Fan Meet the Athletes

#1595 052
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Execute the Strategy

Twitter Tips

No need to post more than 2x per day unless a live event
Tweets must provide value
Length should give enough info, but be less than 130 characters

How often do you want to hear from your fave #nonprofit on
Twitter?

More than once an hour

Cnce an hour [ 225 (& votes
Cnce every few hours [ 22% (& votes
Once or twice a day [ 265 (7 votes
A few times per week [ 1% (3 votes
Once per week [ 4% [1 votes

Less than once per week [ 7% (2 wotes

BENREEEN: - 7° 02 >

{

ASN

%

17 Special Olympics


http://twtpoll.com/pddm4d

Execute the Strategy

WHY?
22% more
engagement
than video posts
54% more
engagement
than text posts
(BizReport)

AN

&5

Date * Post ® Reach * Engaged Users © Talking About This * Virality *
3/5/12 EZE This Wednesday is our annual day ... 127,082 1,864 1,412 1,119
3f6/12 [ we are completely inspired by thes... 127,046 2,633 2,061 1.62%
3/712 #]] MUST READ: Check out a great pie... 125,507 1,350 1,313 1.05%
2/28/12 #]] Through Spedial Olympics Mandi get... 117,301 240 &40 0.55%;
3/21/12 In honor World Down Syndrome Da... 115,533 8,718 5,962 5. 16%
2{29/12 #]] This just in! Please tune-in to watch... 113,827 653 452 0.4%
Date * Post * Reach * Engaged Users © ¥ | Talking About This * Virality *
3/21/12 In honor World Down Syndrome Da... 115,533 8,718 5,962 5 15%
3/20f12 Happy first day of Spring! Whats y... 61,680 2,934 1,566 2. 540,
36/12 I We are completely inspired by thes... 127,046 2,688 2,061 1.62%
321012 EZE We're excited to join in the celebrat... 110,155 2,471 1,911 1.73%
3/12/12 Happy Monday! 51,956 2,266 619 1954
3/15/12 Have you checked out all the great ... 48,205 2,113 526 1.09%
2/29/12 Waow —such great responses to ye . 46,953 2,109 &03 1,280

18 Special Olympics


http://www.bizreport.com/2010/09/facebook-marketing-what-to-post-and-when.html

AN

Execute the Strategy A
., gvé%

New stuff some Programs are trying:
* Check-ins at events

* Icons/usernames imbedded into everything — business cards, event guides, signature lines

« Tagging sponsors in posts as sponsorship benefit

19 Special Olympics



Social Media Analytics & RO g;;;

“If you come to me with a request
for budget and resources for social
media, to make it a priority For our
business, you will lose every
time...If you tie social media to our
business priorities and objectives
and demonstrate how
engagement will enable progress,
you will win every time. Social
media must be an enabler to our
business, just show me how.”

- CEO

20 Special Olympics



Fngagement, NOT Aggregate AF T

§ﬁ’@
The days of bragging about aggregate number of fans and followers are over. Those large
numbers still look nice and have their place, but as a social media strategist, they should not be
what you are focusing on. You must determine meaningful and measureable metrics for
engagement, track them, report them and adjust your strategy accordingly.

30,829

b S 0¥ -]

Funnel
1 Conversion
l:::} m} =
6,277 13%
- ; 4,041
! _ | , s

Sourceinstall  Initial Engagement Event Purchase Event $1

Likelihood to recommend

2.56%
317%

[ much l=ss likely
Somewhat less ikely
Mo morefess likely
[T Someswhat mare likeky
B uch more iketly

Brand Referral
Site Impact: +51%
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What's Available?

Definitions at Facebook Page Level

? - - ? e P ?

602,541 ¢ 0.50% 115,660,814 ¢ 0055 9,425 32100 300,225 & 10555
Total Likes - # of unique people who have hit “LIKE"” on our page

Friends of Fans - # of unique people who are friends with people who
have “liked” our page

People Talking About This — A Facebook algorithm that calculates the
number of people over a given time period that have created a “story”
about our page. A “story” means they have liked our page, posted to
our wall, commented on or shared one of our posts, mentions or tags or

page.

Weekly Total Reach - # of unique people who have seen any content
associated to our page.

AF7N,

§ ﬁ.ﬁa
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More Definitions gﬁ;
Definitions at Post Level | ﬁ’é |

Date * w| Post * Reach * Engaged Users * Talking About This * Virality *
11/18/11 'ﬁ| We're proud to be one of five c... 21,350 194 159 0, 74%
11/17/11 How cool is this?! Spedal Qlympi... 32,431 1,193 459 1.45%

Reach - # of unique people who have seen an individual post, for up to 28 days after original
posting.

Engaged Users - # of unique people who have clicked on a post

Talking About This — same as page level, but for each individual post

Virality - % of unique people who created a story from an individual post from the # of unique
people who saw the post.

Deeper Definitions at Post Level

B - - ’ Tallkinn Ahninit Thice
40k otal Reach” Engaged Users” Talking About This ?
32,431 1,198 469
[ | Organic ? M Cther Clicks? Likes ®
? M stories Generated ” Shares ®
10k o Viral 5 Photo Views ® Comments 2
69 people gave negative feedback ?
Other = any clicks not counted in other
Organic = uniques who saw post in News Feed metrics like clicks on the timestamp or on
or our page tagged names
Paid = via ads or sponsored stories Stories = # of stories created from this post
Viral = uniques who saw post because one of their Photo views = full size views of a photo in a
friends interacted with our post. post

23 Special Olympics



People Talking About This A

All Stories
Stories from Your Posts
Mentions and Photo Tags
Posts by Others
Check-Ins

&0k

00k

Mow 4 Mow 11 Mow 18

We%

Mow 11 Mow 18

This spike is a great example of us being
able to discern that a photo contest is
something people love to share as Nov

10 was the day we revealed the user-
voted on best photo from our “Spirit of
Special Olympics” contest.
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Our Approach

What we do is look at Facebook Insights over
a certain period of time — usually a month -
and look at the number of engaged users
versus the reach (aka number of
impressions). Our goal is to raise that
percentage of engaged users to reached
users.

Reach will just about always go up as your
fan base builds — but engagement can grow
and be maximized by studying which content
engages more users (hint: photos) and
optimizing your content calendar
appropriately.

Your ROI, and ability to spend a lot of time
tracking ROI may vary based on a variety of
fFactors, so let's take a quick look through
how we handle it so you can steal or adapt.

m Likes Reach Talking About This

AN

&5

All dates and times are in Pacific Time & Export Data
Total Likes? Friends of Fans? People Talking About This? Weekly Total Reach? —s
EES T TG = Ut R SO S e LT S T N ST Page Insights Guide (PDF)
599,572 ¢ 1.12% 115,250,230 €079 10,749 € 11069 356,799 #3332 Visit Help Center
Send Feedback
Ml Posts? (M People T rhis? MM Weekly Total Reach®
it This

Export Insights Data

Export data directly to Excel (.xls) or comma-separated text format (.csv). Choose
either Page level data or Page post level data. You may select any date range, with a
maximum of 500 posts at a time.

€ 0.75
Select Data Type: Select File Format:
) Page level data @ Excel (.xls)
veekly @ Postlevel data @ Comma-separated values (.csv)

Select Data Range:

Start Time:| 3/1/2012 =]
End Time: | 3/31/2012 =)

Insights data is not available before July 19, 2011,
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Open up the Calculator g;;;

ENGAGEMENT

K L M

ds of Fans Daily Page Engaged Users Weekly Page Engaged User 28

n imber of people w Daily The number of people w Weekly The number of people 28
57,221/ 2,912,383 x 100 = 1.96% (-0.79%) 111333449 1219 11286
111531227 1233 10931
Daily Page Engaged (Unigue) / Daily Reach (Unigue) x 100 111592657 555 9958
111627228 597 8758
111679649 2133 8208
. . 111822492 2514 9163
Daily People Talking About 111922775 5839 13150
112127415 1680 13892
Tﬂtal: 4112D1 |:+9|,?9?:| 112008885 962 13981
112205189 556 14044

Average per day: 1,329 (+247)
High: 7,627 on March 21

Day by day break downs & Category by category sorting

/

3/16/12 1087 6003
3/17/12 314 5873
3/18/12 350 5724
3/19/12 1194 5491
3/20/12 1909 6281
3/21/12 7627 11994
3/22/12 1179 11998
3/23/12 1487 12420
3/24/12 418 12520
3/25/12 265 12478
3/26/12 §29 12146
3/27/12 2009 13138
3/28/12 1293 7381
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The Twitter Dilemma AR

RTs of @SpecialOlympics: 114 (-5)
RTs per Tweet: 1.36 (+/- 0)

RTs by @SpecialOlympics: 46 (-10)
Tweets: 84 (-3)

20 =

J04n2 ainz ananz A2EM2
tweetreac h freslanceswitch . M Follow @hashtracking < 3,197 1.3 Tweet
e #RWORD HashTracking.com
o e S R —————— 3 retweets
: e akond D nged Rep ﬂrt
TweetReach for freelanceswitch
Reached 113,032 people via 50 tweets 8 tweets generated 38,900 impressions, reaching an 2 original tweets
' N audience of 34,148 followers within the past 24 hours
Taeet Typas

3 @mentions

\ / Pewe 2
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Other Metrics

(1] Tube|

Channel: SpecialOlympicsHQ
Mar 1, 2012 — Mar 31, 2012

[ = A

AN

3

Performance
800
600
=/ 8276
1\:-; Views
Engagement
n i |II III
W i, .In'l' | .'I'-
15 1 18
Likes Dizlikes Comments.

Top 10 videos Browse al videos
Video
1. "R"Waord Campaign — Special Olympics PSA
2. John C. McGinley and the R-word
3. The Mew R-word is Respect

4. Welcome to Special Olympics Yuna Kim!

Views
1,220
B35

595

339

Favorites net change Favorites added Favorites removed ‘
Line chart Map ‘ Daily Compare metric
M Favorites net change
4
2 /\_/\
47 , 7\ N\
Subscricers net change -
4
nz 362 M2 MeM2 Jz2iMz2 2612 I3MM2
.'l R 9 Subscribers gained Subscribers lost ©
{1 change
Favorites added Favorites removed
| Line chart Map | Daily Compare metric
W Subscribers net change

6

Likes Comments 4

0 2 :

0

4 2 B

Mz WeM2 Innz aMeM2 by P bed 2612 w3z
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Other Metrics

Referrals

Souféc 3 None
(¥ facebook.com
January 1, 2011 - November 20, 2011
January 1, 2010 - December 31, 2010

% Change

E-Commerce

' Source T None ¥ .
» facabook.com

January 1, 2011 - November 20, 2011
January 1, 2010 - December 31, 2010

% Change

Sourca/Medium None ¥

specigiolympicsbiog. wordpress. com / referral
January 1, 2011 - November 20, 2011
January 1, 2010 - Decamber 31, 2010

% Change

~

Visits 4 Pages/Vist

36,127 215

33,106 197

92.13% 953%
Visits ¥ Revenue Transactions
36127 $385.00 12
33,106 $0.00 0
9.13% 100.00% 100.00%
Vists Revenue J Transactions
1,356 $570.00 3
13 $0.00 0
10,330.77% 100.00% 100.00%

Ay

ASN

§ﬁ|@

Google Analytics

@WDRDPRESS.GOM
Top Posts for 7 days ending 2012-04-23 (Summarized)

7 Days | 30 Days | Quarer | Year| All time

2012-04-16 to Today

Views
Title
731
‘Mot Acceptable” PSAWIns Fearless Video Award -
Home page ! Archives
176
True Inclusion is Invisible 108
Special Olympics Makes Shortlist For 2011 Spirit Of Sport Awards!
a3
Special Mympics and Safeway Launch People with Disabilities Campa
Afairwarning before you see “The Descendants” 35
32

small Victories
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AN,

Report, Report, Report %

We compile a monthly report that is a living, changeable document. Currently we report out
on Reach & Engagement in addition to highlights of industry trends/news, lessons learned
and a tip of the month. Obviously you would want to tailor what your measure and report
based on strategy, target goals or on-going promotions/campaigns.

W]

EMGAGEMENT Commants: 8 |-28],

Likes: 0 {+/- 0]

SOCIAL MEDIA REPORT
“Special Dlympics™
Mlarch 2012

REACH
Tobal Lites: 550, {#5.415)

Tkl Impressions: 3.557,453 |+

Unique Impressions: 2912383 (4
Paost Lipes: 27,454 |
POt Siwnes: 7015
Post Comments: 1,108 |

Tau
Tole

8,276

Wiews by Geosraahy (+343 totel]
Us-3353

Cands — 429

Ui — 200

@.

Views: 5,550 2,523
Posts: 2 4]

# of authors: 4 (440)

# of Fallowers: 173 |+2]

hiost nesd jpost: “Fly Your Hope with Spaka Qhpse Refiactions from my trip to Chine snd Japen” (254 views, 327

Fallowers: 20,389 |+331]
Mentions: DUTA UNAVAILABLE
Mentions Resch: DATA UNAVAILABLE
Betapmets Resch: 2473587 |-1.04%]
Twest Resch: 15934953 (41

47

Top 3 Viewed WVideos

Feword PS4 - 1,220

Jahin C. WioSinley and the Rward — 2335
The Mew Feanand i Respeac — 3595

'] 2,917 383 & 57,721 x 100 = 195% |-0.75%]
DCemiity Remch {Uinique] x Dmily Page Engaed (Unique]| x 100

Demily Peopbe Taliing About
Total: 41,201 [+3,757)
Average per day: 1339 (+247)
Hight 7,527 on March 21

Mast Popular Posts:

Liked {3,557] PHOTO: inhanar of Ward Down Syndrome Dey— = wanderful phata shared by GlimaRoes Espadales
Meica! Qs heomasg! (March 21 %:30pm EST]

htoy e PR0=bo0k oMY ohoto.ph oF fhid= 101508 992070 25752 Seat=n 146 5622557 81,1458 29,1053 112578 18Ty

pe=i

Sharsd [Z55] VIDED: ‘W sre completely inspined by thass youns paople who sre nesdy to fizht for the acosptanos

and nespact of their siolings! Truly amazing! (Manch 5 3:40pm E5T)
nitoyferare Seoebook comy'S paci Oty mpics f pasts 257534 240885 145

Comments: {117] VIDED: We've been sharing some grest videos ail duy on Twitter, s we had to shane ane of our

fwrorites hene, Spacal Olpmpics... s Suntestic! {Manch 27 So4%pm EST)

nitoyferare Secebook comy'S peci Oty mpics f pasts! 257200 STI354 453

T of ESparslirmes 114 3]
RTs par Twesst: 135 {&)/-0)

SonslR 96 0]
Tweets: 54 2]

Social Shares: 539 |-334)
Pingbacks: 0 {- 3}

Google Anahtics |waes pecialolympics org)
Refearral Traffic;

Facebasak: 2,059 visttors {+1.18%)
Maobile Facebaak: 753 visttors{+21 4

Ecommence;

Eacabaak: $15.00 (+510.00)

Key Bocomplishments

* Leweraged “Spread the Word to End the Word” Day on March 7 and World Down Syndrome Day
an March 21 to drive high levels of 2ngage ment via visual content sharing on Facebaak.

s  Le=wverazed our relationship with celebrity Spads Dhngduring an international trip supporting 30
to raise levels of engagement via multiple tweets and guest blog post.

» Conducted two social media webinars for 30NA Programs on Sodal Media 201

Lessons keamedfwhat worked

» Continued to seehuge sngaz=ment in photos and wery strong sharing in videos.

# Late afternoon betwesn 4Gpm EST seems to be the best time for us to post for masimwm
sharing and engag=ment.

s MNead to create mare regular sductional and resources sassions for Program staff to maximizs

BIHEImE]
1 the Special Dlympics digital footprint.
\ # |think scrubbing and orzanizing our visual ass=ts in some places could nice dividendsan
- y = = = F Py
Thp or Trick of the Month y S -
| . engagement, specifically our You Tube onganization of videaos.
The weh i baooming mane visusl by the minute. From photo sharing vis iEgasmm. Temal. Saosiegs, and ather 1/ e -4 P .4
. : / .
sibes, to photo driven platiorms like Sipfsrest. it s mane crocil than ever to take = kook through our websites and |" e — oy
tikoe B make sure gur imames sne compaliing, strong, and Belp tell our story. Instesd of asking oursaioes “is This S ) Induestry Trends & News
mfita appropriste for this srtice an this pag="" befors s post anone of our wish properties, we should b
msking, “Will this phota inspire sameane ©o shane it outside of our web domeinsT™ fau = Everyone wants an sccurate way to fMegsure Influence: Does KLOUT really do it?
Tole . _ »  Who is wsing Binperest® {INFOG RAPHIC
- o a 3 .
e ¥4 Y =3 - -i= -3
»  Tracking Referral Traffic | Binteresi]
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A Visual Storytelling Exercise g;?:a

Photos, are the most powerful format of content on the
planet.

Think about barriers to entry:

1. Video - equipment, editing, various connections,
time-consuming.

2. Audio - while descriptive, it is time-consuming and
expensive to produce.

3. Photos-phone with a camera.

Photos are peerless when it comes to effortless
engagement.

750 word blogs? 10 paragraph press releases? Who is
reading those? You don’t have to be a word smith to
partake in the social web.

How do you consume most of your media?
What do you share most?

Critical to concentrate on the visual. Not only on your
site, but also what others are out there creating FOR
you and figuring out how to best curate that content.

31 Special Olympics



Picking the Right Content é;;%

Today's content goal is to post a compelling picture on Facebook that is athlete centric and

demonstrates a core attribute like Fun, courage, determination or skill. Which picture and caption

best accomplishes this goal while conveying the story of Special Olympics that we want the public
to consume?

Need a little inspiration today? Be a fan and join When Is thg lasF time you had that look of
us in cheering on Terrance! determination in striving to be your best? We

see it in our athletes every day. Great job Joey!

32 Special Olympics
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§ﬁ’éa

Messaging is Critical

It is critical that the messaging that accompanies a picture is on target to most
effectively tell the Special Olympics story. Which picture and caption below best
conveys our story?

At our State Games today we awarded 35 gold When Rhonda Johnson was born, the doctor
medals! Check out this great picture of Rhonda told her parents she'd never walk or run. Today,
Johnson earning hers in the triple jump! she's a gold medalist in the triple jump!

33 Special Olympics



Engage the Fans g;;;
While much of our content is athlete centric, we also like to regularly engage our

fans to help tell the Special Olympics story as they live it every day. Which picture
and caption below best conveys our story through fan engagement?

The biggest surprise of volunteering at Special
Olympics is you feel like you got more than you
gave. LIKE if you agree!

Fillin the blank: “The last time | volunteered at
Special Olympics | felt .

34 Special Olympics



) FORO
Great Content Is King! §ﬁﬂ
by Tom Fishburn <

I DON'T kKNow WHAT'S WRONE,
WE POSTED OUR BRAND of LUGNUT
TO EVERY SOCIAL MEDIA SITE
AND NO ONE 1S TALKING AROUT 0S

MUST BE A
TECHNICAL
ERROR

/ WE DO HAVE
3 FAMS'

t
THATS THE
SOF 0§

; &)
-

® oo~ Tom FOHEULME cava
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Fundraising

Social Search and Traffic

- Social media is taking share away from paid
search interms of driving traffic

- Facebookis the fastest growing search engine,

with 13% growth from December to January,
with 395 Million Queries - Information Week

Social Media and Philanthropy

- 84% of social media savvy 29-49 year
olds and 55% of social media savvy
50+ year olds prefer using social
media to discuss philanthropiccauses

- Mashable.com

- 77% of social media savvy users want
to work with a trusted organization via
social media when donatingto a
philanthropic cause — Mashable.com
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Final Words of Advice AR
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Think about what you can offer 7. The more responsive you can be, the
supporters, and how you can Facilitate, better.

not how you can “push out messages”. 8. Building relationships is a long-term
Speak as humans, not as a company. commitment, not just a “campaign.”

There are natural storytellers. Findthem, 9. Learn by doing.It's really the only way.
and the best stories your program can tell.  10. Experiment and don’t be afraid of

Find someone really passionate about “failure”. If something doesn’t work,
talking with supporters. adjust and keep trying or try something
Create ways for your supporters to else.

actively participate in content creation. 11. Read, read, and read to stay on top of
Always be listening. emerging trends.
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Connect AN
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« Connect with each other and with SOEE

« Set up social media accounts and support each other
« Share stories, pictures etc

« Skype
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