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The World is Vast, and Fast 
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• Facebook 

• Twitter 

• LinkedIn 

• Other 
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Are you using social media? 
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What do you hope to achieve? 
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From the Programs 
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Strategic Thoughts 

Outreach – Telling our Story 
1. Let everyone know what Special Olympics is REALLY all about 
2. Let everyone know that Special Olympics is in their community 
3. Let everyone know that no matter who they are, there is a place for them to be a 

part of the movement 
 

Challenges 
1. An aging 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? 

 
 

 
 

 
 



Special Olympics 6 

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 
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• What draws you in to social media content? 

• What do you find engaging? 
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What works well? 
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The Power is in the Story 

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 figures  - 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 
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Social Media Updates 
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What is Happening in Social Media Now? 

• 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 
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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 
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Social Media Updates 

12 

How can Special Olympics use Emerging Trends? 

Video Streaming 
• You Tube – Ustream - Livestream  

• 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 
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Do we need to be everywhere? 
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Set Goals and Select Channels 
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Key Components 

• 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 
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Execute the Strategy 

 Think long-term, narrow down 
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Execute the Strategy 

 Facebook Timeline 
•      Select a great cover photo, change it seasonally 
•     Make sure your Apps have a good thumbnail 
•     Go through your timeline history and “scrub” content 
•     Highlight milestones or great posts 
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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 
 

http://twtpoll.com/pddm4d
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Execute the Strategy 

Pictures Rule! 

WHY? 
22% more 

engagement  
than video posts 

54% more 
engagement  

than text posts 
(BizReport) 
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http://www.bizreport.com/2010/09/facebook-marketing-what-to-post-and-when.html
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Execute the Strategy 

 
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 
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Social Media Analytics & ROI 
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“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 
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Engagement, NOT Aggregate 
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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. 
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What’s Available? 
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Definitions at Facebook Page Level 
 
 
 
 
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. 
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More Definitions 
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Definitions at Post Level 

 

 

 
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 
 Reach    Engaged Users   Talking About This 

 
 
 

 
 
 
 
 
 
 

Organic = uniques who saw post in News Feed 
or our page 
Paid = via ads or sponsored stories 
Viral = uniques who saw post because one of their  
friends interacted with our post. 

Other = any clicks not counted in other 
metrics like clicks on the timestamp or on 
tagged names 
Stories = # of stories created from this post 
Photo views = full size views of a photo in a 
post 
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People Talking About This 
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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 
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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 
factors, so let’s take a quick look through 
how we handle it so you can steal or adapt. 
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Open up the Calculator 
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Day by day break downs & Category by category sorting 



Special Olympics 

The Twitter Dilemma 
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Other Metrics 
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Other Metrics 
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Report, Report, Report 
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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. 
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A Visual Storytelling Exercise 
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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.  
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Picking the Right Content 
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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 
us in cheering on Terrance!  

When is the last time you had that look of 
determination in striving to be your best? We 
see it in our athletes every day. Great job Joey!  

A B 
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Messaging is Critical 
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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 

medals! Check out this great picture of Rhonda 
Johnson earning hers in the triple jump!  

When Rhonda Johnson was born, the doctor 
told her parents she’d never walk or run. Today, 
she’s a gold medalist in the triple jump!  

A B 
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Engage the Fans 
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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? 
 

Fill in the blank: “The last time I volunteered at 
Special Olympics I felt ______________” 

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

A B 
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Great Content is King! 
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Fundraising  
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Final Words of Advice 
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1. Think about what you can offer 
supporters, and how you can facilitate, 
not how you can “push out messages”. 

2. Speak as humans, not as a company. 
3. There are natural storytellers. Find them, 

and the best stories your program can tell. 
4. Find someone really passionate about 

talking with supporters. 
5. Create ways for your supporters to 

actively participate in content creation. 
6. Always be listening. 

7. The more responsive you can be, the 
better. 

8. Building relationships is a long-term 
commitment, not just a “campaign.” 

9. Learn by doing. It’s really the only way. 
10. Experiment and don’t be afraid of 

“failure”. If something doesn’t work, 
adjust and keep trying or try something 
else. 

11. Read, read, and read to stay on top of 
emerging trends. 
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Connect 
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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 


