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Welcome!

Social media 101: An intro to the world and tools of social media

Words to live by: Tried and true methods of approach to social media 

for professional and personal use.

Imitation is flattery: Who is the best and what are they doing?

Mirror, mirror on the wall: Best practices around Special Olympics

Our categories for today are…



It’s a brave new world



Where do I start?



Common Misperceptions

Social media is not…

• Free

• A silver bullet for fundraising

• An opportunity to control your message

• An opportunity to tell everyone what you think

• Inherently appealing and cool to millennials

• An alternative to clear messaging/mission



That said…

Social media is…

• Pretty low cost

• Growing by leaps and bounds

• An opportunity for conversation

• A great way to reach certain audiences

• A complement to the messages you‟re sharing through 

other channels



Do tell me more please!

Source: http://www.idealware.org/sm_survey/download.php

http://www.idealware.org/sm_survey/download.php
http://www.idealware.org/sm_survey/download.php


So where are people online?

Source: http://www.openforum.com/idea-hub/topics/marketing/article/improve-your-

social-media-strategy-by-paying-attention-to-demographics-laura-aronsson-and-bianca

Dec 2009
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Know your audience

Source: http://www.pewinternet.org/Reports/2009/Adults-and-Social-Network-Websites.aspx
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More demographics



Why do people participate?



How do people participate?

© http://blogs.forrester.com/groundswell/2010/01/conversationalists-get-onto-the-ladder.html
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More on why Social Media Matters



Teach me to fish…



And how do you know me?



Talk the talk

• Tweet: The result of posting to Twitter

• RT: The result of reposting someone else‟s tweet

• @ Message: A response or a message to a 

specific handle. When used at the beginning, it 

can be found under the replies tab (a sort of public 

“inbox”)

• DM: Direct Message, can send only to those 

following you (goes into your private Direct 

Message “inbox”)

• Hashtag: The # sign is used to denote a major 

topic (like tagging/categorizing on a blog)

• Twitterverse: Akin to the Blogosphere, but for 

Twitter



Build out your presence

How to build a Twitter Account:

• Create an external email address, such as Gmail to set up a twitter 

account

• Sign up at Twitter.com with your desired “alias.” It is important to 

consider branding when choosing a Twitter name – many people 

use the following:

– FirstLastName ex) @JohnSmith

– Product/Brand/Organization ex) @JCPenney

– Issue related ex) @EndTheWord

• Insert logo, background photo, a URL and short bio into profile. 

• Be transparent about who you are in the profile, what you do, and 

your passions. Authenticity is key to a successful account.



Build out your presence

• Use the following tools jump into the conversation on Twitter:

– http://search.twitter.com Search by key term to find likeminded users and join the 

conversation immediately

– http://www.twitpic.com/ Upload photos from events right to your twitter handle!

– http://www.ubertwitter.com/ One choice of mobile app to live tweet events

– http://twitter.pbworks.com/Apps Update on latest Twitter apps

• Make sure to balance the output & input ratio of tweets – don‟t just publicize, also create a 

conversation through @ replies.

• Strategic use of direct messages and public tweets is essential to build the account.

• Twitter is a two-way conversation. Make sure to link to the people you are talking about.

• Thank people who mention you! (Use the popular #FF hashtag)

• Make sure to check @ replies and follow up with people. 

• Read articles, blogs and other media sent through twitter and join the conversation by leaving a 

comment on a blog and then replying to the author

• Share authentic information and seek insight from others

• At an event? Find out what the # tag is and live tweet it, others will follow you

• Hosting an event? Choose a # tag and promote it and flagship handle

How to build a Twitter Account (cont.):

http://search.twitter.com/
http://www.twitpic.com/
http://www.ubertwitter.com/
http://twitter.pbworks.com/Apps


What does all that look like?



Fish where the fish are…



Activate Your Fans



Track, Measure, Adjust

Engage with fans, see results!

Everyone loves a thumbs up!



Just the facts please

So why is Facebook so important?

• More than 400 million active users

• 50% of active users log on to Facebook in any given day

• Average user spends more than 55 minutes per day on Facebook

• More than 5 billion pieces of content (web links, news stories, blog posts, notes, photo albums, 

etc.) shared each week

• More than 3 million active Pages on Facebook

• More than 20 million people become fans of Pages each day

• Pages have created more than 5.3 billion fans

• More than 250 applications have more than one million monthly active users

• There are more than 100 million active users currently accessing Facebook through their mobile 

devices

How to start a Facebook Page for your business/organization:

http://thenextweb.com/socialmedia/2010/03/24/10-steps-create-facebook-fan-page-brand/
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How do I advocate?

Using your personal profile to promote professional activities

• Completely YOUR choice

• Respect your network 

• Don‟t just promote, provide value

• Give credit where credit is due

 Use the @ key to “tag” your 

friends or pages you want to link to. 

 Provide links directly to where 

you want people to go.



I See You…

• Video sharing service that allows 
uploading, subscribing, viewing and 
sharing of user videos

• The most popular form of video 
sharing with over 100 million videos 
watched daily

• Ability to rate, comment and even 
respond to videos via text or video

• Videos are useful for bloggers to 
embed them on their sites and blogs 
to share with readers

• YouTube Videos can be integrated 
into Facebook and used by bloggers 
to host videos on their sites



If no one sees it, its not happening!

Tell your story!

http://www.youtube.com/watch?v=NCeUnOl9Q4g

http://www.youtube.com/watch?v=NCeUnOl9Q4g


Link yourself in

• Keep it Professional

• Keep it Current

• Search is your friend



Put it to work for you

 Increase your visibility – add connections to increase probability of being seen

 Improve your connectability – showing all your affiliations (companies, schools, activities) opens doors

 Improve your Google page rank – Make your profile public, give it a custom URL, include your profile 

link in your email signature

 Enhance your search engine results – promote your SO work by including relevant links to show what 

you do (or if you have a work blog/Fan Community profile, etc)

 Perform blind, “reverse” and company research on potential vendors, partners, employees, 

volunteers

 Increase relevancy of your network – use advanced search to find people who work in similar fields 

within or across industries, reach out to them.

 Make meetings or presentations go smoother – search out potential sponsors, reps, clients or other 

key players in meetings so you can discuss common interests instead of the weather in dead times of 

meetings.

 Get answers – your network is full of industry leaders. Have a question? Ask! 



Words to Live by…



The Tried & True

The Best Advice I Can Give



Follow the Yellow Brick Road

Strategize!



And now, the Late Show’s



…the top 5…



What does it look like in real life?

Goal: End the derogatory use of the word „retard(ed)‟ and 

promote the inclusion of people with intellectual disabilities.

Objectives: Eclipse 100,000 total online pledges at www.r-

word.org. Raise awareness to the hurtful effects of the word 

„retard(ed).‟  Expand online communities.

Strategy: Personalize the hurtfulness of the R-word, create 

conversations about inclusion and acceptance for people with 

ID.

Tools: Downloadable web resources for schools and 

communities to hold pledge drives, Facebook, You Tube, 

Twitter, blogs

Results: Over 100k total pledges, over 10k NEW Facebook

fans, thousands of Facebook interactions, over 20k You Tube 

video views, thousands of re-tweets and two dozen blog 

posts.

http://www.r-worg.org/
http://www.r-worg.org/
http://www.r-worg.org/


The sincerest form of flattery



Chart the Waters



Simplicity Rules



Integration is Key



Where’s the Beef?!?



Prepare for Class



Mirror, Mirror on the wall…



…who’s best branded of them all?



The Organizational Commitment

The greatest misperception among most organizations is that engaging in 

social media is free.  This couldn‟t be more WRONG!  An organization that 

works with under this assumption WILL NOT succeed in the social media 

space and will probably damage their own brand and lose supporters by 

having a misguided approach.

So what is free?  Tools.  Facebook, You Tube, Twitter, etc. 

What is not free?  The time for staff to implement the strategy you developed.

A generic starting timeline may resemble something like this:

• 5 hours/week to start listening

• 10 hours/week to participate

• 10-15 hours/week to generate buzz

• 20+ hours/week to build community

• (At least) 3-6 months until you see results



The Organizational Guidelines

It is critical to have a social media use policy and some guidelines that employees know they have 

to follow whenever engaging online and talking about Special Olympics.*

1. Be Transparent. State that you work for Special Olympics.  Use your real name; be clear about your role. If you have a vested 
interest in what you are discussing, be the first to say so. 
2. Do not Deceive. Never misrepresent yourself, your identity, or present information about Special Olympics in a false or 
misleading way. If you make a statement, be prepared to substantiate it with a documented source.  
3. Be Relevant. Your posts should add value to an ongoing conversation. Comments should be respectful of others. Please, no 
spam and no remarks that are off-topic or offensive. 
4. Be Polite. Use common sense and common courtesy.  Ask your co-worker if it’s okay to post about a conversation from a 
meeting. Make sure your efforts to be transparent don't violate any privacy, confidentiality, or legal guidelines. 
5. Be the Expert. Stick to your area of expertise and do feel free to provide unique, individual perspectives on non-confidential 
activities at Special Olympics.  Do not speculate in areas of which you are not “in the know.” It’s okay to say, “I don’t know, but I 
can help you find the answer.”
6. Be Respectful. When disagreeing with others' opinions, keep it appropriate and polite. If you find yourself in a situation online 
that looks as if it’s becoming antagonistic, do not get overly defensive and do not disengage from the conversation abruptly. Either 
ask your immediate supervisor for advice on how to disengage, or disengage in a way that does not damage Special Olympics 
brand, image or message. 
7. Do not Gossip. If you want to write about other organizations that do similar work to Special Olympics, be sure you behave 
diplomatically, know the facts, and have appropriate permissions. 
8. Don’t play Lawyer. Never comment on anything related to legal matters, litigation, or any parties Special Olympics may be in 
litigation with. 
9. Avoid Crisis. Do not engage in a conversation about Special Olympics when the topic being discussed may be considered a crisis 
communications situation. Even anonymous comments may be traced back to your or Special Olympics’ IP address. Refer any social 
media activity around crisis communications topics to your immediate supervisor, the Marketing and Development department or 
the Legal Department. 
10. Be Smart. Protect yourself, your privacy, and Special Olympics’ confidential information. What you publish is widely accessible 
and will be around for a long time, so consider the content carefully. Google has a long memory. 

* These guidelines are in draft form only. As of May 5, 2010, they have not yet been approved by SOI‟s Legal Department.



Does Privacy Still Exist?



Tactics, Tools, Time

Source: Beth's Blog: How Nonprofits Can Use Social Media

http://beth.typepad.com/beths_blog/2008/10/how-much-time-d.html
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Just tell us what to do!

LISTEN

• Search for your keywords on 

Twitter, subscribe to search results 

RSS feed (http://search.twitter.com) 

• Follow people who tweet about you 

or your cause

• Find and follow 

people/organizations 

(http://wefollow.com/tag/nonprofit)

• Search Facebook

1. What other nonprofits like 

you have a presence?

2. What kind of support are 

they seeing? # fans, wall 

posts, etc.

3. What is being discussed?

• Ask your supporters and volunteers

1. Where are they active 

online?

2. What would they like to 

see you do?

BUILD

Pick platforms:

• where your supporters are

• where you are comfortable

• with features to match your goals

Create Audience Relevant Content

• use the best free sources of Social 

Media Audience Usage Research

http://www.netsquared.org/blog/kanter/np

tech-summary-best-free-sources-get-

social-media-audience-usage-research

Share useful info, don‟t just broadcast

• Include links to your site and others as 

relevant

• Re-tweet!

• Ask questions – engage!

Establish a routine (here‟s a helpful start: 

http://j.mp/acCuDd) 
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Streamline your Communications



Rinse, Wash, Repeat

Establish Regular Reviews

• What have we learned?

• What has worked well?

• What did not seem to have effect (so far)?

• What should we change?

• Are we moving toward our targets?

• What activities or targets should we adjust?



Get Personal

Pick the right staff and let them be themselves



How do industry leaders handle it?



What are our colleagues doing?



Get real. Get local.



Authenticity rules the day

Social media is an immersive world, therefore, your leaders need to be immersed.



Define Success Together

• Increased awareness of your cause

• Shift in your org‟s reputation

• New and repeat program participants, activists, donors 

• Increased requests for your programs

• Pageviews/clicks/comments/fans/etc.

• New email addresses/contact info

• Signatures/actions taken

• Dollars raised

• Mentions online

Success may be more, or different, than “dollars and cents.”



Be Fearless!



Where can I follow 
Project UNIFY?

http://www.facebook.com/ProjectUNIFY

http://www.facebook.com/SpecialOlympics

http://twitter.com/SpecialOlympics

#ProjectUNIFY

http://www.youtube.com/SpecialOlympicsHQ

http://projectunifyblog.wordpress.com/

http://specialolympicsblog.wordpress.com/

http://www.facebook.com/ProjectUNIFY
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Don’t Reinvent the Wheel!

Some Recommended Resources

Ongoing Twitter Chat : #nptech - great way to meet people to learn from/share with on Twitter

Allyson Kapin: Non-profits - Time to Get Mobile http://www.frogloop.com/care2blog/2010/1/15/nonprofits-

time-to-get-mobile.html

***Beth Kanter/Beth‟s Blog: How Nonprofit Organizations Can Use Social Media to Power Social Networks 

for Change:

http://beth.typepad.com/

http://beth.typepad.com/beths_blog/2009/02/how-do-you-measure-the-success-of-dog-to-person-

fundraising-on-social-networks-dollars-or-doggietre.html

Chris Brogan‟s blog: http://www.chrisbrogan.com/grow-bigger-ears-in-10-minutes/

http://www.chrisbrogan.com/the-building-blocks-of-social-media-for-business/

Forrester Research Consumer Technographics Data: http://www.forrester.com/Groundswell/profile_tool.html

KDPaine‟s PR Measurement Blog: http://kdpaine.blogs.com/

Mobile Active http://www.MobileActive.org

Nonprofit Tech 2.0: A Social Media Guide for Non-Profits http://nonprofitorgs.wordpress.com/2010/02/08/10-

nonprofit-text-alert-campaigns/

Non-Profit Social Media Benchmark Study: http://www.e-benchmarksstudy.com/socialmedia/key-findings/

***We Are Media wiki http://www.wearemedia.org/

***Wendy Harman, American Red Cross: http://wharman.posterous.com/social-media-handbook

***Top Three Recommendations
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