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Why is social media important to 
nonprofits? 
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People trust social media 

Pew Research 
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Keys to building a thriving community 

1) Observe your audience 
Track what they are doing, what trends are arising 

2) Keep a regular schedule  
Don’t post content once a day and disappear. Develop a schedule of interaction. 

3) Be valuable 
Post interesting content, reply to users, posts links to threads that might help. 

4) Have rules  
Post the guardrails and rules of the road for you community from day one.  

5) Lead from the back 
Provide inspirational leadership. You don’t have to be the first to  

post on every topic. Let your community spread it’s wings under your watch. 



Keys to a successful Community Content Plan 

1) When it comes to content formats, mix it 
up  
Multimedia content tends to engage community members 
longer but is harder to search against 

2) Create content in “bite-sized” chunks 
Be careful not to recreate longer form annual reports or 
volunteer recruitment brochures as is, break it up into easy to 
search for items. 

3) Encourage User-Generated Content  
Community participation is key and getting users to share 
their stories or volunteer experiences as content for others in 
the community creates ownership and collaboration on a 
global basis. Put regular calls for content out to the 
community. Make it fun!  



Drivers of Social Community Success 

Organizational Factors 
 
• Supportive and encouraging 

environment to participate 

• Easy to navigate community 
structure (sometimes hard to 
control) 

• Valuable content that improves 
productivity 

• SME (Subject Matter Expert) and  
peer engagement 

Community Member Factors 
 
• Online social comfort 

• Cultural context of community 
participation 

• Motivation to participate 
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What are some best practices for social 
channels? 
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Twitter Best Practices 

1. Twitter doesn’t rest on the weekends 
Neither should you. Engagement rates on Twitter are 17% higher on Saturday and Sunday than during the 
week. 

2. Keep it even shorter than you think 
Shorter posts typically receive higher engagement levels. Tweets with fewer than 100 characters have 17% 
more engagement than longer tweets.  

3. Identify and target your audience 
Find your audience and keep your tone authentic. Use Twitter’s search function and other tools to find 
keywords in #hashtags, bios and names that are relevant to what your nonprofit is talking about and follow 
them. 

4. Don’t get ahead of yourself 
Twitter is all about hot topics. Use the weeks prior to a campaign to build your community strategy and 
content calendar.  

5. #Hashtags are here to stay  
Choose #hashtags that are relevant, and content that is appropriate to your campaign or your nonprofit 
overall. Get behind a single #hashtag to monitor who is responding and engaging with your content.  
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Twitter nonprofit program 
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Facebook Best Practices 

1. Pin graphically impactful content 
In Facebook Timeline, you can highlight posts in the chronological content river that is your page. When 
you highlight posts on your wall by selecting the star icon in the top right corner of your posts, it displays 
the content across the width of your page 

2. Post 1-2 times per day if you can 
Nonprofits that post 1-2 times per day see 19% higher interactive rates than those that post 3+ times a day. 
The Facebook news feed optimization algorithm often penalizes those that post too many times a day.  

3. Be aware of your brick wall 
Remember the 80-character brick wall. Posts around 80 characters receive 23% higher interactions than 
longer posts. 

4. Vary your content 
Facebook Timeline makes photos a significant driver of engagement. Photo posts have 39% higher 
interaction than text posts and significantly higher with video/links 

5. Have a call to action 
Don’t expect people to guess at the action they are to take. End most of your posts with a call to action, such 
as: Answer this question, post x type of content or share this with your friends.  
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Facebook nonprofit program 
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YouTube best practices 

1. Customize your channel 
Update your YouTube channel based on your overall nonprofit or a specific campaign promotion. As a 
nonprofit, you are allowed to add a channel banner with an image map to link to specific web content. 

2. Add your channel to Google Analytics 
By adding a channel to your Google analytics account, you may track generic user actions on your channel 
page, traffic referral data, languages and more. Include YouTube channel performance (including 
subscriptions and views) in your monthly performance metrics reports.  

3. Include a call to action 
When designing creative or writing the script for a video, include a clear call to action. What is the video 
driving the viewer to do? Is it to visit a web site? Recruit volunteers? Enter a contest?  

4. Remember the tags 
Much like using #hashtags on Twitter, or SEO techniques on your web page, tagging on YouTube helps 
people find your video. When people type in keywords in the YouTube search bar, the platform algorithm 
will use your tags to find videos to match that search. 

5. Add links 
Always add a link to your web site or campaign in the first two sentences of your video description. This is a 
commonly overlooked action.   
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YouTube nonprofit program 
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Instagram best practices 

1. Showcase your nonprofit culture 
Instagram is the perfect photo driven window into your nonprofits’s culture. Use it to showcase what’s going 
on inside your nonprofit, volunteer activities or event meetings and events.  

2. Use photo contests 
Contingent on legal approval, Instagram is good for a photo or caption contest. Instagram followers can 
submit photos using your brand campaign #hashtag. 

3. Encourage the lifestyle 
Post about your nonprofit’s lifestyle. What does your perfect constituent, volunteer or donor do on the 
weekends? What types of entertainment are they interested in? 

4. Post consistently 
As a new social channel for your nonprofit, there is a tendency to create a presence, post photos and then 
fade away. If you choose to use Instagram, be dedicated to it. 

5. Take advantage of a web profile 
Instagram has web profiles for nonprofits. It allows for home pages on Instagram with your most current 
collection of photos. It includes room for a short bio with current number of photos, followers and who you 
are following. 
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Pinterest best practices 

1.  Showcase the lifestyle 
Use pins to highlight photos that represent things that normally don’t come to mind when people consider 
your nonprofit. 

2. Engage on Pinterest 
Although major brands are posting on Pinterest, most lack engagement. Pinterest is an online community. 
Comment on others’ pins and reply to users leaving comments.  

3. Respect others’ work 
Give credit where it’s due by acknowledging the source of an image. Do this by using the @ symbol and their 
Pinterest name.  

4. The brand belongs to everyone 
While it is your social network, involve others. Pinterest is about re-pinning great images from other users — 
a major pillar of Pinterest.  

5. Don’t vomit on your audience 
Different audiences are interested in different campaigns (and images) from your nonprofit. Don’t unload all 

your content at once!  
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Google+ for nonprofits 

Slide 16 



PwC 

LinkedIn nonprofit program 
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How can you plan your social media 
strategy? 
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The Social Engagement Journey: Where are you?  

Stage 1 
Traditional 
 

Traditional 
command and 
control business 
operations use one-
way communication 
to drive business 
outcomes. 

Stage 4 
Measurable 
 

Social engagement 
drives real business 
results, with 
systems and tools 
fully optimized to 
support confident 
and competent 
employees and to 
more fully harness 
online 
relationships. 

Stage 3 
Operational 
 

Social engagement 
more embedded in 
business 
operations. 
Internal training, 
channel alignment 
and campaign 
integration begin to 
deliver tangible 
results.  

Stage 2 
Experimental 
 

Dabbling in social 
engagement occurs 
but is disconnected 
to business 
operations. 
Fractured tools, 
siloed efforts and 
disparate measures 
reign. 

Stage 5 
Fully engaged 
 

Social engagement 
and customer 
experience is part of 
the organization’s 
DNA. Breakthrough 
business results—
increased revenue 
and loyalty are 
realized.  
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What are your goals? – Exercise 

• What are some of your offline 2013 goals for your nonprofit?  

• Now that you know what stage of the journey you are in, how can 
you accomplish these goals using social media?  

• What can’t social media help you with?  

• Time 5 minutes 
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What is an OGST? 

Top five reasons for nonprofits to use an 
OGST format: 

◦ Coordinates day to day execution with 
higher order objectives. 

◦ Clarifies gaps and opportunities in 
processes. 

◦ Fosters greater collaboration throughout 
the team. 

◦ Defines key measurements for success. 

◦ Documented “plan on a page” to utilize 
throughout the year. 

 

Example objective: 
I will scale Mt. Everest. 



PwC 
Slide 22 

Objectives Climb mount Everest 

Summit by  
July 12, 2014 

Improve 
endurance Raise money 

Weekly swim  
with team 

Pursue  
book deals 

Join  
climbing gym 

Hold 
local fundraiser 

Bike  
25 miles daily 

Research 
sponsors 

Goals 

Strategies 

Tactics 

An example OGST 
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Objectives 

Goals 

Strategies 

Tactics 

What’s your OGST? – Table Project 
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What’s the future look like? How 
should my nonprofit prepare? 
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Attend Events - Offline 
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Read Thought Leadership - Online 
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What should you do when you get home? 

1)  Perform a mini audit: What social channels are you participating on? 
Who’s running those channels? Who is your audience? What are your goals? 
What is your audience talking about?  

2)  Schedule an all staff meeting: Present what you found out from step 1, 
this training and ask for other staff’s input. What are their goals in 2013? Who 
are their audiences? Collect and document this input. 

3)  Draft up your org’s OGST: What’s important? What are your 
objectives, goals, strategies and tactics. How do they look across the 
organization’s? Do they match up?  

4)  Share this document: Ask your colleagues for input on this process. 
Share this document with your board of directors, what is their high level 
input?  

5)  Finalize your OGST for 2014: Have early buy in for your plan before 
ever setting foot on a new social channel. 
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Q&A 
 
David J. Neff | Author, Consultant and Speaker | 
@daveiam | #social201 
 
david.j.neff@us.pwc.com 
 
The Book for Sale: “The Future of Nonprofits: 
Innovate and Thrive in the Digital Age” – Wiley, 
New York 
This publication has been prepared for general guidance on matters of interest only, and does 
not constitute professional advice. You should not act upon the information contained in this 
publication without obtaining specific professional advice. No representation or warranty 
(express or implied) is given as to the accuracy or completeness of the information contained 
in this publication, and, to the extent permitted by law, PricewaterhouseCoopers LLP, its 
members, employees and agents do not accept or assume any liability, responsibility or duty of 
care for any consequences of you or anyone else acting, or refraining to act, in reliance on the 
information contained in this publication or for any decision based on it.  

© 2013 PricewaterhouseCoopers LLP. All rights reserved. In this document, “PwC” refers to 
PricewaterhouseCoopers LLP (a limited liability partnership in the United Kingdom) which is a 
member firm of PricewaterhouseCoopers International Limited, each member firm of which is a 
separate legal entity. 
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