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Planning a Social Media
Campaign for your Project

To join the audio portion by phone, please dial: 838-483-1644
Passcode: 2184934
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please share in the chat box: “What do you
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Click this button

Tips for Participating oo —725°% 2 8
= Audio broadcast by phone and online

= Share comments and ideas in the Chat
panel. (send to “All Participants”)

= Ask questions in the Q&A panel. (send
to “All Panelists”)

= View Closed Captions in the Media
Viewer panel

= Links and recording will be available
after the session
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Today’s Speaker

Lexie Kwiek
VISTA Alum, Former Leader
Volunteer & Community Engagement Coordinator
Syracuse Northeast Community Center and the North East Hawley Development Association
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Session Goals

By the end of the webinar, you will be able to:
Define realistic goals for your social media campaign
Decide which type of outreach will help you meet your
goals
Build a social media campaigns that includes six essential
components
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Today’s Agenda

=Setting Goals
= Cost and Benefits of Social Media

= Plan Components
= Developing a Campaign
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What is a “Social Media Campaign?”
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Example: UNICEF
Like us on
Facebook,_ = Asking followers for more than
and we will i
: just ‘likes
vaccinate

zero children = Giving a direct call-to-action

against polio.

unicef &
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Example: Social Tees Animal Rescue

= Increasing attention around
animal rescue

= Relevant to pop culture
=Unique blend of social media
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Goal Setting:

“For Instagram we will share
photos that communicate
our organization’s culture.
We will do this by posting
three photos a week. The
target for each is at least 30
likes and 5 comments.”
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What do you want to accomplish?

L Celebrate AeriCorpsweek

=There are endless reasons to use .
. . AmeniCarps- AmeriCorps®
social media! VISTA State
= Define the goal of your campaign. :
= Use your project goals to define
your social media goals.
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Chat Question

=What are some things related to
your VISTA project that social media
could help you accomplish?
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Are your goals realistic?

= What are similar organizations
doing?
Compare your social media
numbers
Look at successful campaigns
Ask other social media
managers!
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Example: Lights on the Northside

= Holiday decorating contest

= Goals:
Drive traffic to NEHDA’s Facebook
Increase page likes

HALRANOLA | Show connection between
NEHDA and the Northside
Business Partnership (NBP)
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Return on Investment of Social Media
facebook

Linked [

Puntere®  Google:
\Yuu/
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Is Social Media right for you?
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= |t takes a lot of resources to make
social media successful

=Weigh the costs vs. benefits
= Example: Volunteer Recruitment
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ROI: Lights on the Northside

= Costs:
=Time taking photos
= Arranging collages
= Weekly posts
= Daily interactions

= Benefits:
=+100 page likes
= NBP Connection
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Components of a Social Media Campaign

. Audience

. Desired Outcomes
. Defining Metrics

. Outreach Methods
. Content

. Scheduling

AU A W N
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1. Audience

= |dentify your ideal follower.

= Determine your audience size.
=Survey your fans.

= Research online behavior.

= Help your audience find you.
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2. Desired Outcomes

=Set SMART goals

= What will success look like?
= Increase volunteers
=In-kind or monetary donations
= Raising awareness

= Make taking action easy
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3. Defining Metrics

= What metrics match your goals?
= Likes, shares, engagement
= Use metrics built-into the
platforms
= Build a tracking tool
=Set a timeline for tracking metrics
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4. OQutreach Methods

=|mage Based

=Video Networks

= “Kitchen Sink”

= Traditional Media
= Press Release
= Radio Outreach
= Newsletters

Slides:
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Chat Question

= What outreach methods does your
site currently use?
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4. Outreach Methods (continued)

= Use a combination of traditional
and social media.
= |dentify your community
multipliers.
=Find who should be helping to
spread your message.
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5. Content

1. Research trending topics

2. Make sharing easy

3. Visually interesting content
= Piktochart
= Canva

00.gl/USLOPT p]li1H 888-483-1644 Pa od 2184934

6. Scheduling: Timing

= Post during peak hours

= Facebook:
= Sat./Sun., 12- 1 pm
= Wed., 3-4 pm
= Thurs./Fri., 1- 4 pm
= Twitter:
= Mon.- Fri., 12- 3 pm
= Wed., 5- 6 pm

= Check your analytics!
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6. Scheduling: Frequency

" Frequency
= Facebook: 1- 2 times a day
= Twitter: 5 times a day
= LinkedIn: 1 time a day
= Instagram: 1- 2 times a day
=Snapchat: only when you have

| — engaging content
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6. Scheduling: Timeline

= Create a template that works for
you.

= Weekly vs. Monthly
= General Topic vs. Scheduled Post

= Assign content
= Stick to your schedule!
= Use scheduling tools

/{':’.:‘[jy o

i S
AL it srrsds 00.21/USLOPT D 888-483-1644 P ode: |BTYCED

Example: Hawley-Green House Tour
e T

|/USLOPT [o[:] 888-483-1644 Passcode: PAGEEETY

Hawley-Green House Tour

. Audience

. Desired Outcomes
. Metrics

. Outreach Methods
. Content

. Scheduling
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What are your first steps?

1. Does your organization have a
Social Media Strategy and
Communication Plan?

2. What goals from your VAD can
social media support?

3. What tools do you already have f - \ \
available? § g
00.g|/USLOPT (Il 388-483-1644 Pa od 2184934
Resources

= Hootsuite blogs: blog.hootsuite.com/

= Pew Research Center: www.pewresearch.org/

= MarketingCharts: www.marketingcharts.com/

= Facebook for nonprofits: https://nonprofits.fb.com/

= Social Media Examiner: http://www.socialmediaexaminer.com/
= Nonprofit Tech for Good: www.nptechforgood.com

= Nonprofit Hub: www.nonprofithub.org

= HubSpot: https://blog.hubspot.com/

= 7 Social Network Types (Content Infographic)
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Evaluation

= Please take a few moments to share your feedback through
the quick poll on the right side of the screen.

=How can we improve these sessions? What topics should we
include in future webinars?

=Thank you very much for your time and participation!
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tions &
Questions g

=To ask a question verbally, call in
using the number on this slide and
press *1

=To ask a question electronically, use
the Q&A feature located in the
bottom right corner of the screen.
Please ask “All Panelists” O

Slides:
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Thank You for Your Participation!

If you have further questions or for more information, contact
us: VISTAwebinars@cns.gov

Our next webinar:

Managing Up: Navigating the VISTA-Supervisor Relationship
October 19, 2016
2:00pm Eastern

Visit the Webinars for VISTAs page on the VISTA Campus
for a complete schedule of VISTA webinars
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Planning a Social Media Campaign for your Project webinar

Definitions

Social Media Campaign — a targeted set of communications that is designed to meet a specific goal while increasing the
overall voice of your organization.

Social Media Return — Social Media Investment
Social Media Investment Percent

Return on Investment (ROI) =

Outreach Methods and Sample Options

Image Based — Instagram, Pinterest, Tumblr, Snapchat

Video Networks — Vine, YouTube

Kitchen Sink — Facebook, Twitter

Business — LinkedIn

Traditional Media — press release, radio, TV, newsletters

Online News — e-newsletters, blogs

Image Editing/ Infographics — Piktochart, Canva, Adobe Photoshop, Adobe Illustrator, Microsoft Paint
Email Marketing — MailChimp

Content Schedulers — Hootsuite

Creating GIFs — giphy.com

Resources

Facebook for nonprofits nonprofits.fb.com — a blog designed specifically for nonprofits with articles about increasing
follower, using fundraising tools, and discussing other features to grow your Facebook page

Hootsuite hootsuite.com — a central dashboard that connects with Twitter, Facebook, Instagram, LinkedIn, YouTube,
WordPress and Google+. This site also has a helpful blog with tips on maximizing your social media.

HubSpot www.hubspot.com — the site’s Marketing Blog has a lot of helpful tips that can be translated into the nonprofit
setting.

MarketingCharts www.marketingcharts.com — a source for marketing trends, data and charts related to social media

Nonprofit Hub nonprofithub.org — online educational community dedicated to giving nonprofits everything they need to
better their organizations and communities

= Social media report: http://nonprofithub.org/social-media/how-to-optimize-your-nonprofits-social-media-strategy-
with-a-small-budget/

Nonprofit Tech for Good www.nptechforgood.com — a social and mobile media resource for nonprofit professionals

Pew Research Center www.pewresearch.org — non-partisan research about social media

Social Media Examiner www.socialmediaexaminer.com — a resource to help you navigate the constantly changing social
media jungle

Social media outreach methods graphic — http://searchengineland.com/choose-right-social-media-networks-b2b-
business-186307

Examples of Social Media Campaigns

UNICEF “Anti Like Campaign” — http://www.theverge.com/2013/5/3/4296194/unicef-facebook-activism-ad-campaign-
likes-dont-save-lives

Social Tees Animal Rescue — http://www.today.com/style/tinder-goes-dogs-adopt-puppy-profiles-1D80024322

The resources or websites listed are not endorsed by the Corporation for National and Community Service or AmeriCorps VISTA.


http://giphy.com/
https://nonprofits.fb.com/
https://hootsuite.com/
http://www.hubspot.com/
http://www.marketingcharts.com/
http://nonprofithub.org/
http://nonprofithub.org/social-media/how-to-optimize-your-nonprofits-social-media-strategy-with-a-small-budget/
http://nonprofithub.org/social-media/how-to-optimize-your-nonprofits-social-media-strategy-with-a-small-budget/
http://www.nptechforgood.com/
http://www.pewresearch.org/
http://www.socialmediaexaminer.com/
http://searchengineland.com/choose-right-social-media-networks-b2b-business-186307
http://searchengineland.com/choose-right-social-media-networks-b2b-business-186307
http://www.theverge.com/2013/5/3/4296194/unicef-facebook-activism-ad-campaign-likes-dont-save-lives
http://www.theverge.com/2013/5/3/4296194/unicef-facebook-activism-ad-campaign-likes-dont-save-lives
http://www.today.com/style/tinder-goes-dogs-adopt-puppy-profiles-1D80024322

