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How Nonprofit Organizations Are (and Are Not) Using Social Networking

by 10% Solution - Social Responsibility Program Certification and Consulting on Wednesday, August 25, 2010 at 11:36am

There’s no doubt about it: social networking has become an integral part of doing business- generating more buzz –and in some cases more sales- for practices worldwide. Yet a recent survey sponsored by NTEN, Common Knowledge and ThePort indicates that while for-profit business ventures are starting to use social networking platforms as a significant means of building revenue, nonprofit organizations rely on them much less and for different reasons.

Among the most popular social networks used by survey respondents– including Facebook, MySpace, LinkedIn, Twitter, Change.org and YouTube—only Facebook and MySpace were used by nonprofits to generate $10,000 or more annually in fundraising revenue with just 1.2% of survey respondents falling into this category. Although this is a recently rising phenomenon, so far most nonprofits are bringing in less than $500 a year via their social networking profiles.

So why aren’t nonprofits thriving on social networking sites? The truth is they are; while they may not be multiplying their dollar intake, they are creating other powerful forms of support for their cause.

Though little direct fundraising happens on social networks, most members of the nonprofit community are becoming cognizant of their value as prospect generators. The power of social networks for non-profits is in engagement. Organizations can engage interest groups in further dialogue for their cause and track interest levels not by the amount of money received but by the number of contacts they create.

For example, when a nonprofit organization has its own Facebook page, they can use the “Causes” application to invite friends to publicize materials on their own profile. Individuals can add a virtual billboard to their profile page indicating their support. Camfed, a 501(3)c nonprofit organization working to provide education and opportunities to African women, has 321, 389 members on their Facebook Cause page at http://apps.facebook.com/causes/72910?m=5e8b17e0. The number of supporters increases every few minutes. Even if half this number invite five friends to the cause, that’s over eight million people who are now aware of this mission.

Note that while their overall donations amount to almost $130,000, Camfed is currently requesting donations to raise a mere $800 from their Facebook community for a specific project. Non-profits tend to focus on high-value donations but sites like Facebook and MySpace instead offer a large number of people the opportunity to donate small amounts and volunteer their time or spread the word.

The Humane Society is another great example of a nonprofit organization using social media to generate interest. Their profiles include videos, polls, blogs, and more. Explore their MySpace page at http://www.myspace.com/thehumanesociety
Of those surveyed with no presence on social networks, 44.3% site a lack of expertise and 20.5% specified lack of budget as the reason. Just 13.1% indicated that they did not believe that having a presence on social networks was a good use of funds. Most nonprofits are aware of the power of social networking but feel that it takes a degree of skill and time to manage. They’re right. However, all signs indicate that this is not a fad and that new technologies will make it even easier to build a social network.

For now, many nonprofit organizations are using social networking to enhance their relationships with established connections and discover new supporters outside the traditional demographic. As Sean Parker, who helped create the Facebook Causes application insists, “If you can activate a group of people and get some of those people to replicate the process, you’ve got the basis for a movement.”
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Can Using Facebook Within Your Organization Add Value?
Posted in March 23rd, 2011 

by Surinder Kahai in Social networking tools, Social networking, Collaboration, Collaboration technology
I often hear from business leaders that while they see some value in using Facebook for business-to-customer interactions, they see little value in using it internally. They argue that the use of Facebook to engage in social chit-chat will distract employees from their work and make them unproductive. I believe that these business leaders are not seeing the value of the social interaction that is facilitated by a tool such as Facebook. Research tells us that social interaction is very useful for facilitating knowledge transfer and innovation in organizations. It is, therefore, not surprising that some companies are reporting significant benefits from the internal use of Facebook or a similar tool.

The value of social interactions
W. Tsai and his colleagues have published findings that demonstrate the value of social interaction. In one of their studies, the authors found that social interaction across business units led to the exchange and combination of resources (e.g., knowledge, service, products) by individuals within those business units. This effect occurred both directly and via the facilitation of trust among individuals. The exchange and combination of resources, in turn, was related to product innovation in the organization. In another study, Tsai and his colleagues found that when members of different business units interacted socially, they also transferred more knowledge. Additionally, this effect of social interaction on knowledge transfer became stronger the more the business units competed with each other for market share. The logic behind this effect is similar to that behind the adage ‘keep your friends close, and your enemies closer.’ Essentially, when your unit is competing with another, there is greater incentive to learn what those units are up to so that you can benchmark yourself and compete more effectively. Since the competing unit shares the same resource constraints and market situation as your unit, there are also greater opportunities for synergistic activities.

Research from Gallup provides additional support for why social interactions might be useful. Using data from its employee engagement questionnaire, Gallup has found that people with best friends at work are also more engaged in their work. Greater employee engagement, in turn, has been found to lead to greater profitability, customer engagement, and employee retention. Where do social interactions figure in here? Gallup’s research did not focus on social interactions but I think it is reasonable to think that social interactions at workplace are an important precursor to having a best friend at work.

Companies using social networking tools internally
Perhaps it is due to the potential of social interaction to lead to favorable business outcomes that some companies have adopted Facebook or tools like it for internal use. Serena Software, a company of about 800 employees with average age close to 50, adopted Facebook to improve the quality of workplace interaction (see related article). According to the company, the Facebook initiative has yielded tactical and strategic benefits. With over 95% penetration of Facebook within the company, the company’s culture has changed. The social networking tool has led to relationships that would not have existed otherwise.

A Canadian manufacturer of construction goods, Canam Group, decided to use Facebook for various aspects of its 2008 leadership conference (see related article). About 200 attendees, who were 50 years old on average, were offered the use of Facebook to create and share their profiles, register for the conference, and take part in the opening ceremony, elections, quizzes, and photo contests. The use of Facebook was a huge success, with a 99% participation rate. After the conference, Canam Group decided to set up a Facebook group that is available to its employees and retirees to create a more collaborative culture within the company.

IBM has set up a Facebook-like social networking tool, called Beehive, to facilitate personal and professional connections within the company. Like Facebook, Beehive provides an employee who is joining the network a profile page. On this page, employees can use the status message field and the ‘About Me’ section to update others about where they are, what they are doing, and what they are thinking. Users can also post photos, create lists to share their thoughts, and organize events. Beehive has been reported to facilitate connections at a social or human level between people working remotely. It has also led to opportunities for collaboration that would not have arisen in the absence of information about who else share’s one’s interest and expertise.

Summary
The use of social networking tools internally can add value by facilitating social interactions. Social networking tools can facilitate cultural change and friendships within your organization. They can help your employees discover who shares their interests and expertise and open up opportunities for knowledge sharing and collaboration. Distributed workers who have been assigned to a common project can use such tools to learn more about each other and break the ice. If you are not comfortable using Facebook internally because of its public nature, alternatives that can be deployed within your firewall (e.g., Lotus Connection, Socialtext) are available. A new tool, called as Convofy, will also be available as an alternative in the near future.

http://www.coyotecommunications.com/outreach/osn.html

Nonprofit Organizations and Online Social Networking:
Advice and Commentary
Revised with new information: February 16, 2010

Outreach is done generally the same way on each platform:

· An organization can create its own profile on MySpace or a fan page on FaceBook and ask volunteers, donors and other supporters to make the organization a "friend" or to "like" the organization. Other users will see this association and may be prompted to click on your organization's profile to learn more about your organization.

· An organization can ask volunteers to put information about their volunteer service into their profiles on whatever networking platforms they use. This is probably best done under the section to list employment: under "title," they should list "volunteer" and under "company," the name of your organization; they can describe their volunteering activities in any other fields provided. If enough people start noting volunteer service in their networking profiles, these networking platforms may start creating fields specifically for such. Having volunteers highlight their service in these profiles benefits your organization by giving your work exposure to potential new volunteers and donors, and perhaps even media contacts, who will see the listing as they use the platforms to network with others.

· Staff members, acting as representatives of the organization, can post questions and respond to such in the various discussion areas within different platforms (as appropriate). This creates more opportunities for other network members to see the organization's name and associate it with a particular topic or issue.

· Nonprofits can ask current volunteers what OSN sites they use, and encourage them to:

· occasionally post new information about their own service or new activities to the organization on their OSN blog or announcement area

· post public events hosted by your organization under "Events I'm Attending" on MySpace and similar areas on other platforms

· be on the lookout in any OSN platform they use for someone commenting about your organization, positive or negative, and to let you know /what's being said
 
However, THERE ARE DOWNSIDES that nonprofits need to be aware of when using online networking sites, particularly social networking sites:

· A volunteer may engage in or promote activities via his or her web site, blog or online profile on a social networking platform that your organization does not wish to be associated with. Perhaps there are pictures of the volunteer on the site, or links to videos, that make you uncomfortable. Ofcourse, the reality is that your volunteers may be engaging in offline activities your nonprofit wouldn't necessarily want to be associated with either (think about the t-shirts organizations hand out to volunteers -- did you give your volunteers a list of where they should and shouldn't wear such?). You may want to consider creating a policy regarding why your organization might refuse to link to a person's profile on a social networking site, and share this policy with your volunteers. You could even ask for their help in drafting such; by involving them in the discussion, you create a sense of ownership among your volunteers regarding the policy.

· Your organization's volunteers AND staff may want to keep their online social networking activities separate from their professional and volunteering activities. Most staff and volunteers will be happy to note their service to your organization on a professional networking site such as LinkedIn or an issues-focused network such as Change.org, but don't require any volunteer or staff member to link to your organization via a social networking site, such as MySpace, FaceBook or Flickr. Note in your invitation to be a "friend" online that you won't be offended if the invitation is declined. 

· Staff members and volunteers may be asked to link to other staff and volunteers as "friends" on social networking sites, but they may not want to do so with everyone. We don't all define "friend" the same way. It's easier for an individual to turn down a link request on a professional networking site such as LinkedIn with criteria that doesn't sound personal, such as, "I'm sorry, but I only link to people I've worked with directly for at least six months," than it is to tell someone requesting a friends link on an OSN platform that he or she isn't really a "friend." Staff members that decline friend invitations from volunteers or even other staff members via OSN platforms may end up hurting the feelings of those they work with. Encourage staff and volunteers to respect that some people may want to keep their OSN activities separate from their work or volunteering relationships.

· Many OSN platforms are blocked from being used by employees at various businesses and government organizations. Many of these platforms are also not accessible for people using assistive technologies, for people with certain disabilities, or for those using older software and hardware. This means an organization should not switch any of its outreach activities, such as blogging, instant messaging or photo sharing, entirely over to OSN platforms, as many people are prevented from accessing such. In other words, your OSN outreach activities should not replace your other online outreach activities, as they will exclude many people.

· As mentioned earlier, an organization has to re-type information probably already available on its web site over and over again each time it creates a profile on an online networking platform. There is no way an organization can be on every social or professional networking site. As well, the popularity of networking sites waxes and wanes - a site that was the site even just two years ago may not be now, and the site today may be bankrupt in a few years. Don't try to join every network; ask your current volunteers and staff what they use, read news articles about which OSN sites appeal to which demographics, and think strategically about what you really want out of your organization's OSN activities (see Evaluating Online Activities: Online Action Should Create & Support Offline Action for tips on creating such a strategy).

Your organization should have a written policy regarding how paid staff and volunteers should and should not engage as representatives of your organization online, including on OSN platforms. Make it clear to volunteers, for instance, that while it's fine for them to highlight their role as volunteers for your organization in their online conversations, that does not necessarily make them official representatives of such, and any comments or questions about your organization they see online, including on OSN platforms, should be brought to the attention of appropriate member of the organization's core staff.

 
Where to get started?
If you are totally in the dark about how online networking platforms work and you are too daunted to experiment with them on your own, ask your volunteers or even your clients if any among them would feel comfortable coming onsite and showing you how social networking platforms work, and how various nonprofit organizations are using them. You probably already have volunteers or members who would love to share this information with you.

Wikipedia hosts a relatively comprehensive list of online networking platforms; however, note that they don't distinguish between social networking sites and professional networking sites.

<snip> 

Here are some organizations that "get" FaceBook, in my opinion:

· Kentucky State Parks - posts about upcoming special events at different parks, or special deals, like women-only retreats. Every post makes me want to go! I'm "friends" with a lot of state parks, and in comparison, all the others are oh-so-boring in what they share on FaceBook (if they share anything at all). Are you listening, Oregon?

· PeaceCorps - posts mostly about what PeaceCorps members are doing in the field and special recognition or events where members are honored. I imagine thousands of former PeaceCorps members, as well as current members, swell with pride with every post, being reminded of what a fantastic institution they are a part of, and are further energized to become advocates for PeaceCorps with friends and colleagues. 

· U.S. Agency for International Development - USAID - posts about what USAID is doing and accomplishing in the developing world, and what new strategies they are about to incorporate. Every post says "We're active, we're focused on what people really need, and we're getting results." Your tax dollars at work! 

· Women of Uganda Network - I've been a WOUGNET supporter for many years, so it's no surprise to me that their Facebook status updates would make me go "wow" so often. Every post is "here's another fabulous thing we've been up to to help women and girls access computer technology." Same for their Flickr account, for that matter. Ladies, I swear, I WILL get to Uganda soon!  

· Mayhew International - This organization is based in England and is focused on humanely changing the stray dog and cat situation in a variety of countries, including in Afghanistan, by encouraging people to become responsible pet owners and by dispelling myths about stray animals. They don't post endless photos of animals in awful conditions; their posts give me hope that this is a battle that can actually be won, and dogs and cats can be valued and bring joy in any country, in any culture.

· Humane Society of Henderson County (Kentucky) - Here's an incredible success story, an organization that a few years ago was being attacked by PETA and the public for its horrific conditions and practices, and now, is an organization that welcomes the public and volunteers into the organization and is a model for other animal shelters. And their Facebook use is part of that amazing turnaround.


What do all these FaceBook users have in common? Their status updates are so compelling that I want to read them! They are using FaceBook to micro-blog about "wow" things. And I feel like there is a caring human writing their posts, not a cold PR person trying to manipulate me. I feel like they are my "friend."

What happens when these organizations post to FaceBook? People respond: They click "like". They post glowing comments. They repost to their own status on FaceBook. They blog about it. They tell their friends. My guess is that these organizations see greater attendance at events, greater numbers of volunteers signing up to help, and probably an increase in donations - tangible results that make online activities worth doing.

Do I use any networking platforms? I've got a professional profile at LinkedIn, and have joined a few groups on the site and frequently answer nonprofit-related questions on its questions forum. I've got a profile at Change.org, but haven't become a regular user. I have a fan page on Facebook and an account on Twitter, both of which I use to post links to my most-recent blog posts and to micro-blog. I've started, and abandoned, participation on at least three other online networks. For me, simple theme-based online communities via YahooGroups or an email platform remain the easiest to use, the easiest to integrate already-published information on the web, and the best way to reach both colleagues, new resources and potential clients. I'm already on overload when it comes to email and online profiles -- unless more hours get added to the day and I also become agoraphobic, I'm at my online membership limit.

TechSoup has a good article about nonprofits and OSN that includes some concrete examples of nonprofits using OSN platforms to connect with supporters. It actually reads like articles about the early days of initial nonprofit use of the web, when the novelty of making information and needs available resulted in immediate floods of new supporters and resources. However, those times wore off quickly. Also, what's still needed are examples that include details on how such organizations can manage all these massive amounts of information, who actually inputs all of the information again and again in all these closed communities and regularly checks the email inboxes of such, how nonprofits choose which community for what activity, how OSN has not worked in certain instances, etc.

 
Also see:

· Evaluating Online Activities: Online Action Should Create & Support Offline Action
Hundreds of "friends" on an online social networking site. Thousands of subscribers to an email newsletter. Dozens of attendees to a virtual event. Those are impressive numbers on the surface, but if they don't translate into more volunteers, repeat volunteers, new donors, repeat donors, more clients, repeat clients, legislation, or public pressure, they are just that: numbers. For online activities to translate into something tangible, online action must create and support offline action. What could this look like? This resource can help organizations plan strategically about online activities so that they lead to something tangible - not just numbers.

· Online culture and online community
It's becoming the norm for mission-based organizations (NGOs, NPOs and others) to use Internet tools to work with volunteers (including board members), staff, donors and others. This section of my site has been greatly updated, providing even more ideas and resources on how to work with others online, in language that's easy to understand for those considering or just getting started in using online technologies with volunteers, donors and other supporters.

· For Nonprofits Considering Their Own Podcasts: Why It's Worth Exploring, and Content Considerations (includes my own podcast)

· For Nonprofit Organizations: How to Handle Online Criticism
 
See more resources re: Community Relations, With and Without Technology
http://nonprofit.about.com/od/socialmedia/tp/Tipsstartsocialnetworking.htm

12 Tips for Nonprofits On Getting Started With Social Media
Social Networking Is Investment in the Future

Sites such as FaceBook and Twitter could be a nonprofit's dream market - millions of engaged users and all interconnected.

But just setting up shop and collecting "Likes," "Friends" or "Followers" will not necessarily result in donors and supporters. Sarah DiJulio and Marc Ruben co-authored a chapter in the book, People to People Fundraising: Social Networking and Web 2.0 for Charities,, Wiley, 2007. They provide information from a guide to the "lingo" of social sites, to an approach to planning your entry into social networking.

We have adapted DeJulio and Ruben's guide to getting started with social networking:

1. Pick the right social networks.

Don't just pick sites based on the size of the network. Other communities may be smaller but more effective for your organization. It may pay to start small, with one to three social networks, rather than trying to take the entire virtual world by storm all at once.

2. Find an 'expert' to help you.

Look around your organization or community for someone who has experience with social networking. It might be a young staffer, an intern, a volunteer. Get that person involved so you won't be starting from 'scratch.'

3. Extend your reach.

Select a social network and then use a 'scattershot' approach. That is, don't just set up a profile. Create a group as well and attract more supporters that way. On Facebook, for instance, you can be a group and/or an event. Just make sure you understand the rules of the site. For a fee, some social sites will allow you to become an official sponsor of a group or community. This might be worth experimenting with. Many large companies, such as Victoria's Secret and Apple, sponsor groups.

4. Prepare to lose control.

There is no way you can vet every word of every person who wants to be your friend or join your social networking group. If you or your lawyers are not comfortable with that fact, social networking probably is not for you. You can set up an approval process for 'comments' that people post but if you go this route, make sure the approval process is reasonable and fast.

5. Know who is already pretending to be you. 

There may be MySpace or Facebook groups for your organization that you did not set up such as unofficial profiles created by enthusiastic supporters. If you find such a profile, reach out to that person. He or she may be a committed supporter who might be willing to promote your content.

6. Make a good first impression.

Try to 'wow' your 'friends' right off the bat. Make your profile look good. Control what your organization will look like on other people's friend lists--pick a great picture and title that will get noticed.

7. Post your edgiest, most viral content.

Social networks are at their best when people are passing content around and they will only pass yours around if it is creative. Come up with jazzy profile names, use video or Flash animation. If it does not make you think 'Cool!' then it is probably not viral and you need to go back to the drawing board. You might do better with a campaign or a specific gimmick rather than just a generic page plugging your nonprofit. Look around, see what others are doing.

8. Find out which of your supporters are already on social networks.

Survey your members and find out who has MySpace profiles, Facebook accounts, or belong to other social networks. Send them an e-mail inviting them to become your friend or to join your group.
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9. Communicate with your social network friends on a regular basis.

Update your pages with new content. Use MySpace 'bulletins' and Facebook 'notes' on other users' profiles to get the word out on important issues and drive people to your page. Don't be 'static.' Be dynamic.

10. Devote staff time to making your social networking effort a success.

Assign a staff person to accept friend requests, post comments on other people's pages, and invite others to become friends. That is what social networking is all about.

11. Activate your social network supporters.

Eventually you will want to start turning your 'friends' into activists, donors, and volunteers. Make sure your social networking pages always feature lots of opportunities to get involved. Also include donation opportunities on your social networking pages. Even if you do not raise much in the short run, it helps to set expectations for the future. 

Be specific when you do ask your friends to do something for your organization. And always let people know what happened at an event or with a campaign even if they did not participate. They might get involved the next time.

12. Think of social networking as an investment in the future. 

The mostly young people you will dealing with are your donors and supporters of tomorrow. Get into the game now and learn how to use social media or you might be left behind for good.

More About Social Networking for Nonprofits

· The Young Are Wired for Social Media: Is Your Nonprofit?
· Social Media for Nonprofits: Don't Wait, Jump In
· Ten Resources That Will Help Your Nonprofit Use Social Media
Suggested Reading

· Social Media Overview
Related Articles

· Social Networking Sites - The Top Social Networking Sites You Can Use to Co...
· What is Social Networking? - Social Networking Explained
· Social Networking Guide for Beginners - A Social Networking Help Guide
· Social Networking
· Social Networking - How to Get Started With Social Networking - A Guide to ...
http://nonprofit.about.com/od/fundraising/a/wiredyoung.htm
 The Young Are Wired for Social Media: Is Your Nonprofit?
It is increasingly clear that nonprofits are finding ways of using social media to connect with existing supporters and to attract young people. 

The younger generation is already there, so nonprofits who haven't begun using social media are playing catch-up and experimenting with all the different platforms, from Facebook and Myspace to Twitter and Flickr. 

Who are these young people? Allison H. Fine, social entrepreneur and author of Momentum: Igniting Social Change in the Connected Age, devotes a chapter to describing what she calls the "Net-Gen." This generation is also called the Millennials, and Generation Y. 

Whatever the term, the generation is made up of people born since 1980, and is the first generation to grow up with digital technology. For the rest of us, digital is our second or third language but for the Net-Gen, it is their first and only. 

These young people are already here or are knocking on our doors as our donors, volunteers and employees. We better try to understand them. Ms Fine, in her book, delineates the following characteristics of Net-Genners: 

· This generation is very large...surpassing even the numbers of baby boomers, that storied generation that is even yet the "pig in the python." Baby boomers numbered 78 million people. The Net-Gen is 79 million people strong. 

<snip>

http://www.nten.org/research/2011-nonprofit-social-networking-benchmark-report

2011 Nonprofit Social Networking Benchmark Report

Submitted by Brett on Fri, 04/01/2011 - 1:58pm

Category Benchmarks Mobile & Social Media 

More than 11,000 nonprofit professionals filled out this year's Nonprofit Social Network Benchmark Survey, sponsored by NTEN, Common Knowledge, and Blackbaud, generating a veritable cornucopia of data.

One of our favorite stats: more than half of nonprofits have no formal budget for commercial social networks like Facebook, Twitter, and LinkedIn, making it all the more impressive that 30% of the organizations that have raised more than $100,000 on Facebook have budgets under $5 million.

> Download the 2011 Nonprofit Social Network Benchmark Report
Other highlights:

· Nine out of 10 respondents(89%) report having a presence on Facebook in 2011.

· Nonprofit industry sentiment toward social networks remains very positive with 4 out of 5 (82%) nonprofits indicating that they find their commercial social networking efforts valuable.

· The community size of nonprofit house social networks (HSNs) is on the rise with an average of 5,967 members in 2011, a 70% increase year-over-year.

· Over half (55%) of nonprofits who have a house social network report that the role of their community is for Program and Service delivery, eclipsing Marketing (49%) for the first time as the primary purpose for charity house network.

> Download the 2011 Nonprofit Social Network Benchmark Report
http://www.nolo.com/legal-encyclopedia/fundraising-or-friendraising-nonprofit-through-32394.html

Fundraising (or Friendraising) for Your Nonprofit Through Social Networks

How to use Facebook, Twitter, and other social networks to get donations for your nonprofit.
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An excerpt from Nolo's book:




 HYPERLINK "http://www.nolo.com/products/effective-fundraising-for-nonprofits-EFFN.html;jsessionid=BC93E988E2E26CB20C382507334C17E0" 
Effective Fundraising for Nonprofits
 

Buy the Book >> 

Sit down at any cafe, and you'll notice that half the people are bent over their laptop, iPhone, or BlackBerry, checking up on their Facebook friends or composing a pithy message for their Twitter followers. On Facebook (one of the most popular peer-to-peer sites), 50% of its estimated 350 million users log in every day. And it's no longer just a playground for 18 to 24-year-olds. The fastest growing group on Facebook -- users in the 35 to 54 year-old age range -- has some gray hairs.

Professional fundraisers are asking the obvious question: What's in it for the nonprofit sector? Tapping into online networks of like-minded people must have some fundraising or marketing potential.

So far, the numbers alone don't look too exciting. No one has discovered an easy way to earn big dollars via social networks, not even after an organization puts in a lot of staff time and attracts lots of virtual friends. New donors who arrive at an organization via a social network make a lower-than-average sized gift, and then don't often return to make another gift -- only about 15% of them come back within a year. Contrast that with donors who give via a nonprofit's website, who have a 50-50 chance of making another gift within the same year. (That's according to studies by Target Analytics.)

Yet social networks are becoming one of the primary ways that people communicate and share information. Their potential for fundraising and other social uses may have yet to be fully realized. As Susan Messina, Director of Communications at the National Hospice Foundation (www.nationalhospicefoundation.org) says of her work in establishing a social network presence for NHF, "Social networks have created a space that nonprofits like ours simply have to be in -- even though we don't yet know what will emerge as a result."

With that in mind, let's take a closer look at:

· getting to know some of the social networks

· strategic ways to use these networks to reach potential donors, and

· how to turn one-time donors into repeat donors.

Getting Familiar With the Social Networking Scene

If you're a nonprofit executive director, development staffperson, or otherwise involved in communications, and you yourself haven't yet joined a social network such as Facebook, Twitter, LinkedIn (primarily for professional contacts), Change.org (an issues-oriented site), or whatever site emerges next in popularity, now may be the time to do so. (If you're already a savvy social networker, you can skip this section.)

Sure, reading about these sites will tell you things like the space limit for a Twitter message (140 characters) or that such sites let people update their contacts; share photos, website links, and videos; and get in touch with long-lost and distant friends -- or people they barely know -- but that's all abstract.

Only by joining one or more sites yourself will you get a sense of the etiquette, style of discourse, and -- most importantly for your planning -- a sense of how much time it might take for you and other staff to incorporate social networking into your fundraising and marketing activities. Expect to spend a couple of months just learning the ropes.

At first glance, it may not appear that the storm of information tidbits leaves much room for nonprofit fundraising. Notice, however, that when your social network contacts aren't updating you on what they ate for breakfast, some declare themselves "fans" of a certain cause (which, on Facebook, means that they're linked to the organization's profile and receive its status updates), put up links to an interesting cause-related video, post photos of their fabulous day of volunteering, or simply ask friends to make donations in honor of something (or in response to an emergency). There may be a place for your organization to plug into all this.

Making sense of the social network sites can take time and, to complicate matters, they're subject to frequent revisions. It often works best if someone in your organization has the skills and energy to really learn how these sites work and be the go-to person when others have questions. Young interns can be helpful with this.

Making It Work: How to Reach New Donors (or at Least Friends)

Here are some ways to make use of the social networking phenomenon:

Be selective. Don't try to have your organization join every site at once. Choose ones you're comfortable with and that seem to match the demographic of whoever you're hoping to reach. If your organization ends up with several kinds of online presence, make use of features allowing automatic postings of content from your website, blog, or Twitter feed to another site (Facebook offers this, for example).

Create a page for your organization on Facebook. Register at www.facebook.com/pages/create.php (this must be done by an official representative of your organization). This creates a profile page similar to that used by individuals. As one of your first steps, search for members of your staff, support base, and board, and ask them to be your organization's friend. Then, regularly (every few days) post status updates, comments on relevant news of the day, photos, requests for input or stories, announcements of events, and more. Note, however, that a profile page doesn't allow you to raise money directly -- for that, you'll need to either send people to your website or create a separate Facebook "Cause" page, described below.

Consider using Facebook Causes. This Facebook application lets nonprofit groups -- as well as individuals who want to muster up support for a cause -- create a page, post updates and links, receive comments, and actually process donations (via Network for Good). Up until 2009, Causes was the only way an organization could have a presence on Facebook. Once regular profile pages became an option (with all the functionality of a personal page), Susan Messina explains, "I saw many nonprofits take their Causes down and send their followers a Facebook message basically saying, ‘All the action is over at our profile; please become a Fan.'" Which use of Facebook will end up the favorite remains to be seen.

Ask staff and volunteers to work their own networks. Encourage (but don't require) people within your nonprofit who have joined a networking site -- staff, board members, and volunteers -- to mix cause-related messages (whether information, announcements about events, or actual appeals) with personal ones. This shouldn't become a drumbeat of publicity about your work, but should represent sincere efforts to link the cause they care about with other people who might be interested. If they're willing, people's own birthdays can become a time to ask for donations. (By the way, if you're a nonprofit leader, beware of mixing the personal with the professional -- you might want to create more than one profile per site for yourself.)

Warn Your Staff on Social Network Use

It's best to create guidelines on the amount of time that's appropriate your staff to spend on social networking sites while at work. Add other appropriate cautions, like "Be aware of the damage you could do to our nonprofit's reputation by complaining about your boss or long work hours on the same site where you ask people to attend a fundraising event."

Create content that people will want their friends to see. Online videos, for example, have become a hot item. A two-to-four minute story arising from your work may inspire curious clicks. Make sure it's narrowly focused -- mere ads describing your organization will be sneered at, and your subsequent links will be ignored. Post such content on your own website as well as on sites like YouTube. Podcasts, contests, surveys, and calls for volunteers for a "day of action" are other forms of content worth circulating.

Start a Twitter feed for your organization. If you've ever agonized about whether you're bombarding people with communication, worry no more. Those who want to hear from you regularly will sign up for your Twitter feed -- and expect ongoing but short tidbits about what's going on at your organization. You can also send links to photos.

What to Expect

So, when exactly does all this activity lead to donations? Don't expect to see the money pour in. In some cases, you're just helping people feel good about themselves by being friends of your cause. But at least you're reaching people you might not have otherwise, whose friendship might translate into donations, now or someday. And you're strengthening your relationships with existing members, making this a key part of your overall fundraising strategy.

Turning First-Time Social-Networking Donors Into Repeat Donors

Now let's imagine that you've brought in some new donors via your social networks. How will you bring them back for a second gift?

The forces against you are a bit daunting. The first gift may have been in response to a request from a friend -- perhaps in honor of a birthday, wedding, or funeral. But once that moment has passed, the donors are most likely left without any direct sense of connection with your nonprofit. What's more, they may have since been bombarded with other requests by other friends.

However, you can take steps to enhance their feeling of connection to your organization. Possibilities include:

· Encourage a recurring gift right from the start. There's no better way to guarantee repeat donations than to arrange for them from the outset -- an option that appeals to some donors who don't have much cash on hand. Make sure your online donation processing provider can offer this function, and highlight it as an option in your first (and every) communication with donors.

· Track who's following you. On Facebook, for example, your organization can get detailed demographics on its friends -- their ages, genders, where they live, and more. Use this information to tailor your future postings.

· Thank donors who arrived via social networks not only online, but off. If you've heard the maxim that donors should be thanked via the same method through which the donation was made, it's still true. But there's no harm in going beyond this. If you've obtained the person's home or email address, send an occasional newsletter or other communication. This helps emphasize that your group has a very real existence outside the cyber-world (and gives the person something to read in the bathtub, instead of on the bus).

· Thank donors profusely and often. That's true for all donors, but those who arrive via social networks may sometimes feel like their gifts are treated casually, with a terse, impersonal thank you and nothing more. So it can't hurt to go the extra mile when showing your nonprofit's gratitude.

To make sure your nonprofit is doing everything it can to keep the donations flowing, get Effective Fundraising for Nonprofits, by Ilona Bray (Nolo).
by: Ilona Bray, J.D. 
http://www.blackbaud.com/products/social-media/blackbaud-social.aspx
<snip>

Discover social media tips from experts around the nonprofit industry
Watch our “Engaging Supporters through Social Media” on-demand web seminar series today! 
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	Unlocking the True Value of Social Media
Holly Ross, Executive Director, NTEN
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	Donor Engagement through Social Media 
Frank Barry, Consulting Manager, Blackbaud
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	Ten Good Reasons to Build Community on Your Website 
Jeff Patrick, President & Founder, Common Knowledge
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	Achieving Success with Blackbaud Social:
A Reeve Foundation Case Study
Rob Gerth (CDRF), Director of Digital Media, The Reeve Foundation
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Learn more about social media and online communities
· Building an Online Community for People Living with Paralysis – Tech Soup’s NetSquared Blog 

· "Going Social" Can Help Nonprofits – Charleston Currents 

· Four Reasons Why You Need an In-House Social Network – Philanthropy News Digest 

· Four Reasons You Need a ‘House’ Social Network –  Philanthropy Journal 

· Getting Started with Social Media – Fundraisingcoach.com 

· 3 Small Cause Campaigns That Won Big With Social Media – Mashable

 

http://www.diosacommunications.com/facebookbestpractices.htm
	Facebook Best Practices for Nonprofit Organizations
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Sign Up to Receive Text Alerts from Nonprofit Tech 2.0
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Nonprofit Organizations on Facebook
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Webinar: How Nonprofit Organizations Can Successfully Use Facebook and Facebook Apps 



1) Configure your Page's "Settings" to allow more participation.
The ability to build community is essential in order to have a return on your investment (ROI) when using social networking sites, and you can't build community on Facebook if you don't allow your Likers to participate on your Page. This will mean that you are going to have check your Page more regularly for rogue comments, but that is a small price to pay for increased community participation and ROI.
To allow maximum participation on your Facebook Page, go to "Settings" on the home view under the "Share" button and:
View Settings:
1) Default View for Wall :: Posts by Page and Fans
2) Default Landing Tab for Everyone Else :: Wall or Custom Tab
3) Auto-Expand Comments :: Check
Fan Permissions:
Check :: Fans can write on the wall
Check :: Allow fans to post photos
Check :: Allow fans to post videos
Check :: Allow fans to post links
2) Use your organization's logo as your Page picture. 

Your organization's logo a.k.a. avatar has never had more value than it does in the era of Web 2.0. People recognize your logo on Facebook on Twitter, YouTube, MySpace, Change.org, Flickr, etc. first, your organization name second. Make sure the use of your logo/avatar is consistent on all your social networking profiles.
3) Add and use the "Links" App.
The Links App allows you to add links to your Status Updates. The Links App comes with all Pages automatically. Don't delete it and use it with every Status Update.
4) Ask questions to spark conversation and activity on your Page. 
Facebook Pages were designed to inspire comments and thumbs up by your Likers. A good strategy to increase activity on your Page is to pose questions in Status Updates. People will then reply answers on your Page giving it more dynamic, community-driven look and feel. 
5) Add the "Causes" App for fundraising, but don't just limit your organization to using Causes for Facebook fundraising.
The Causes App allows nonprofits to fundraise on Facebook. Your organization must be in GuideStar.org for you to be able to use Causes. Donations are processed by Network for Good and JustGive.org. There is a lot of potential with Causes for fundraising, but have low expectations. For most nonprofits, few dollars have been raised. That said, the company is constantly inovating and new tools and functionality are supposed to be coming in 2011. 
6) Add the "Notes" App and feature it as a Tab if your organization does not have a blog.
This Notes App essentially allows you to run a blog on your Facebook Page. Like a blog, notes are listed chronologically and fans can comments and give thumbs up. You can feature "Notes" as a Tab.
7) Add the "Static FBML" App and learn basic HTML.
The Static FBML App is one of the most important Apps on Facebook. It allows you to add customized Tabs to your page that can include text, links and images as long as you have a basic working knowledge of HTML (View Basic HTML Tutorial). PLEASE NOTE: Facebook is only supporting the FBML App through December 31, 2010! Build those custom Tabs while you still can... easily!
8) Select a username that matches your organizations website.
In June 2009, Facebook started allowing Page Admins to select vanity URLs for Facebook Pages, such as www.facebook.com/nonprofitorgs. You need 25 fans to reserve a username. Grab your vanity URL ASAP at www.facebook.com/username if you have not already. Ideally it should match your organization's website address or other social networking vanity URLs.
9) Add a "Like Box" to your website or blog.
To grab a Like Box, login as an Admin to your Facebook Page and go to Edit Page > Promote with a Like Box. On that page you can grab code for a widget that you can embed on your organization's website or blog that will display the status updates on your Facebook Page, thumbnails of your Likers, as well as a "Like" button. If your organization is investing time and energy into building your Facebook presence, then a Like Box is a must. See the Sierra Club website for an example.
10) Use the "Favorites" function to build partnerships on Facebook.
Each Facebook Page has a link under the logo on the home view named "Add to my Page's Favorites". Use this functionality to build and foster partnerships on Facebook. If a foundation recently gave your organization a grant and they have a Facebook Page, then "Favorite" them on your page and post a comment on their wall letting them know that you made them a "Favorite." If your organization has numerous chapters throughout the country, then favorite each one on the Facebook Page for the national office. On the Nonprofit Organizations Facebook Page, I use the Favorites function to highlight the Nonprofits of the Month.
11) Have more than one administrator for your Page.
Protect your organization by making sure that you have at least two staff as Admins for your Facebook Page. If a staff person or volunteer leaves, and there isn't a second person named as Page Admin, then you have essentially lost access to your Facebook Page and your hundreds/thousands of fans. 
12) Add a Twitter Tab to your Page.
Make sure you are logged into Facebook and designated as an Admin for your organization’s Facebook Page. Go to Involver's App Gallery [You can install two of the basic Apps for free]. Click the Facebook Install button for Twitter. It will ask you to choose which Facebook Page you want to install the App. Select your page and then click the “Add Twitter for Pages” button. You will then be prompted to enter your name, email address, phone number, and Twitter User Name. All four fields are required. 
Click “Save & Continue” and then “Continue to Fan Page”. The final step is to click “+ Add a new tab” on your Facebook Page, then Select “Twitter”. The Twitter Tab will automatically appear. You can then drag and drop your Tabs in the order you think it most important for your Facebook Strategy. Keep in mind that the default settings are that the “Wall” Tab is first, the “Info” Tab is second. [See the Involver Twitter App live]
13) Add a YouTube Tab to your Page.
Simply repeat the steps above! You will not be prompted to enter your contact information again, however you will be asked to enter your YouTube User Name (www.youtube.com/username) and whether you want only your uploaded videos or your favorited video displayed, or both. That depends on how you use your YouTube channel. Most organizations would likely only want their uploaded videos displayed. [See the Involver YouTube App live]
14) Drag and Drop your most important Tabs.
The default setting on facebook is that your Wall and Info Tabs must remain and be in the first and second position on your Page's Tabs, but the remaining four Tabs can be dragged and dropped to feature your most important Apps. For the Nonprofit Organizations Page, I currently feature Twitter, YouTube, Notes and Links in my Tabs. A month from now I may move them around again. Keep your Tabs fresh and change them around every once in awhile!
15) Limit your Status Updates to one or two per day.
It's a good thing that there is no way to sync Tweets to Status Updates on Facebook Pages or nonprofit organizations would be losing a lot of Likers on Facebook. The Likers of the Nonprofit Organizations Facebook Page have made it quite clear that more than one Status Update a day from your organizations, and you're in the realm getting unliked, or at the very least "Hidden". You can get away with two Status Updates a day as long as one is in the morning and the other is in the afternoon. The law of diminishing returns kicks in after that. View Poll.
16) Use TwtPoll to engage your fans.
Every once in awhile create a poll on TwtPoll and post it as a link in a Status Update. Most everyone now understands that successfully using social media for your organization means engaging your Likers, followers, and friends. In addition to asking your fans to take the poll, ask them to share their thoughts on the issue of the poll in the Status Update thread as well. TwtPolls work great on Twitter too!
17) Link to the mobile version of your Facebook Page on your mobile website.
150 million people (as of October 2010) view Facebook on a mobile device monthly. Half of those users view Facebook on a mobile device daily. Currently, few nonprofits have mobile websites, but that is going to change dramatically in 2010-11. DIOSA Communications is a firm believer that the Mobile Web is the next frontier in nonprofit communications. That said, if your organization has a mobile website, then make sure that you link to the mobile version of your Facebook Page (m.facebook.com/nonprofitorgs) on your mobile website (www.nonprofitorgs.mobi).
18) Incorporate your Facebook Page into your e-newsletter.
The reality is that the vast majority of Facebook Pages by nonprofits (99.9%) do not go viral on Facebook. Only those with international brand recognition tend to go viral, such as NPR, Greenpeace International, and World Wildlife Fund (the top three nonprofit Pages by number of fans as of November 2009). For most other nonprofits, the big challenge is getting new fans and there is no magic formula for that. 
The truth is you have promote the page to get new fans... a lot. In my experience, most of my new fans come from mentioning and asking people to "Like" the page in e-mail newsletters. And I stress "ask". Some will Like the page if they see a Facebook icon in your e-newsletter, but most need to be prompted. 

19) Create Customized Tabs.
Advanced Facebook strategies requires advanced tech skills. If you know HTML and have a good graphic designer, then you can use the Static FBML App to create and completely customize Tabs on Facebook Pages. For example, the “Get Involved!” Tab on the Special Olympics of Northern California Facebook Page and the "Of the Month" Tab on the Nonprofit Organizations Facebook Page were created using the Static FBML App. 
If you don’t know HTML and want customized Tabs for your Facebook Page, then you have two options: 1) Pay for a service like Involver.com. 2)Hire someone who knows HTML and Facebook.
20) Create a customized Tab for your default Landing Tab.
Greenpeace International is a great example of a nonprofit that consistently uses customized Tabs as their default landing page on Facebook. Instead of seeing their Wall when potential new Likers first click their Facebook Page, they see a customized Tab that asks them to subscribe to their e-mail newsletter or to take action. Definitely a best practice. Once you have created a customized Tab for your default Landing Tab, simply go into “Settings” on your Facebook Page and under “Default Landing Tab for Everyone Else” select the Tab you want for your default Landing Tab in the pop-down menu.
21) Link to the mobile version of your Facebook Page in text alerts.
Now that group texting is incredibly affordable for most nonprofits, launching a text alert campaign is essential. Send out a text alert asking your subscribers to Like your Facebook page, but make sure you link to the mobile version of your Facebook Page i.e, m.facebook.com/nonprofitorgs. As of October, 2010, 150 million people access Facebook on mobile devices each month. You can bet a good number of your Likers view your Status Updates on their mobile device(s)!
22) Ask your Likers to "Suggest to Friends" on a monthly basis.
Post a Status Update and send an Update to fans asking them to suggest your page to their Facebook friends. Let them know that they can easily suggest your page by clicking the "Suggest to Friends" link just under your Page's image in the left column. Inspiring your Likers to help build your community is one of the easiest ways to quickly grow your supporter base. Ask every month.
23) Integrate Facebook into your online donation "Thank You" web page and e-mail.
Most nonprofits direct online donors to a "Thank You" web page after they make a donation. Make sure you include a "Like us on Facebook!" pitch on this page, as well as in the "Thank You" e-mail that is automatically generated to online donors.
24) Ask fellow staff, board members and volunteers to regularly give Thumps Up and post Comments.
The News Feed on the Facebook Home has two versions: 1) Top News and 2) Most Recent. All Status Updates from Facebook Pages show up in the Most Recent version. Only Status Updates with 5 or more Thumbs Up and Comments show up in the Top News version. Thus, to increase your organization's presence in the Top News Feed, ask fellow staff, board members and volunteers to regularly give Thumbs Up and post Comments. This will also help inspire your Likers to get more active on your page. Please Note: "5" is a low guesstimate of Facebook's mysterious News Feed algorithms. Sometimes is takes 5 Comments.
25) Promote your nonprofit's Facebook Page on the Nonprofit Organizations, Non-Profits on Facebook, and Facebook for Good Pages.
Once a month or so, post a link to your organization's Facebook Page on the walls of the Pages listed below. It won't increase your supporter base by large amounts, but you will get a few new fans from time to time... and maybe on Facebook's radar:
www.facebook.com/nonprofitorgs
www.facebook.com/nonprofits
www.facebook.com/facebookforgood
26) Update your Facebook Note Box at least once a month.
Located directly under your Page image on the left side of your Page is a Note Box. Make sure you update this box at least once a month with content that is timely to your organization and interesting to your fans. It could be used to promote a new campaign, a powerful statistic, or a call to action. See the Nonprofit Organizations Page as an example. 
27) Rotate your avatar/profile image every couple of months.
The vast majority of interaction between your organization and your Likers occurs in the News Feed, not on the home/Wall view of your Page. That's why 90% of the power of Facebook is in your Status Updates. Rotating your avatar/profile image every few months could prompt your Likers to visit the home/Wall view of your Page and Tabs (where you hopefully have donation and e-newsletter subscribe information). Just make sure that the various versions of your avatar/profile image include your logo. See EcoViva's Avatars on Flickr as an example.
28) Integrate Facebook into your online petitions and e-mail advocacy campaigns with "Share" buttons.
If you are an advocacy organization that utilizes online petitions and e-mail campaigns, then make sure you add Facebook Share Buttons to all your online petitions and e-mail campaigns - both on the home page and the landing page (after a supporter has signed on). Also, on the landing page, add a plug to have the supporter "Like" your organization on Facebook. See the landing page for a Forest Ethics online petition as an example. 
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29) Claim your organization's Community Page.
Odds are your organization has a Facebook Community Page though in some cases it may not be easy to locate. Find it, claim it and link it to your organization's Official Page! This is crucial because Facebook Community Pages often trump Official Pages in Facebook Searches.
30) Promote your Facebook Page on other Pages via Tagging.
You can post Status Updates on other Pages as a Nonprofit Admin by following the steps here.
31) Post powerful stats and inspirational quotes.
This also works very well on Twitter! Powerful stats make people think and often have the power to shock your supporters into action:
Less than 700 mountain gorillas remain in the wild. Please donate $10 to help protect the world's remaining mountain gorillas from poachers!
And though long-time communicators may feel that inspirational quotes are a bit of a communications cliche, the online masses love them:
"Activism is my rent for living on this planet." - Alice Walker
32) Get professional training on how use Facebook!
Knowing how to use social media in your personal life is quite different from knowing how to use it professionally. Training is essential for launching and maintaining a successful social media strategy for your organization. Be sure to take DIOSA's Webinar on How Nonprofit Organizations Can Successfully Use Facebook and Facebook Apps.
http://www.charityhowto.com/video_info.php?vid=18
How to Use Facebook for Nonprofit Organizations

Author: Rob Graham 

Course Description
Facebook has become one of the most powerful and widely used social media tools available today. Around the world, millions of companies and organizations are using Facebook to find and engage with supporters. For nonprofits, the power of Facebook offers an opportunity to promote organizations and to gain access to Facebook users who support those organizations.

This training video focuses on ways in which nonprofit organizations can use the power of Facebook to create a solid social media presence and to increase the audiences for their missions and ongoing efforts.

This video will walk first time users through the process of setting up a Facebook Fan Page for their organizations and explores how administrators can make those pages a ‘must see' destination.

Apart for offering promotional best practices for nonprofits, the video will also show viewers how to:

· Customize Facebook fan pages

· Add and Remove Facebook Applications from pages

· Promote fan pages through word of mouth and Facebook Advertising Campaigns

· Set permissions to allow page visitors to contribute links and other content to pages

· Create online photo albums and video feeds

· And much more

By purchasing this video, you will receive unlimited personal access to the full audio and video. You'll be able to play back the recording through any Internet browser

Product Details
How to Use Facebook for Nonprofit Organizations

Synopsis: How to Use Facebook for Nonprofit Organizations

Runtime: 41 minutes

Author: Rob Graham 

Year Created: 2009

Category: Facebook,Nonprofit Marketing,Online Fundraising

Purchase Rights: Unlimited Viewing

Compatible with: Mac and PC online viewing:

Requirements: Internet connection 

Rob Graham is the founder and CEO of the New Titans Media, a digital marketing and consulting company specializing in providing development and training support to small businesses and non-profit organizations.

Rob has been an interactive communications and marketing specialist in the areas of digital production, training and marketing since 1990 and is a frequent speaker at marketing and social media conferences.

Rob has worked as a digital marketing consultant/trainer since 2001 and has worked with publishing companies, non-profits and advertising agencies to provide guidance and support during the creation of social media marketing campaigns, interactive advertising campaigns and search engine marketing campaigns.

When he isn't creating training videos for CharityHowTo, Rob divides his time as an adjunct professor at Emerson College in Boston, where he teaches digital marketing, social media and media planning classes, Harvard University in Cambridge, where he teaching interactive design and development classes and the University of Massachusetts -Lowell, where he teaches informational design, digital media development and e-business classes.

Rob is also the author of Fishing From a Barrel, a guide to using behavioral targeting in online advertising and Advertising Interactively, a book exploring the development and uses of Rich Media based advertising and has been an digital marketing industry columnist covering interactive marketing and Audience Targeting topics since 1999.



Still need to watch preview 
http://www.techsoup.org/community/facebook/index.cfm

Using Facebook for Your Nonprofit

Facebook can be a critical tool for nonprofit organizing, because it is a great way to connect with other organizations and supporters which might not have known about your organization previously.

It makes sense to create a presence on one of the top five Web sites on the Internet where people are already regularly visiting rather than expecting users to find you. If your nonprofit has video content, podcasts, interviews, or documents just languishing on your desktop, creating a presence on Facebook provides an easy way to upload these types of media, without spending the time or resources required for updating your own Web site.

It can allow organizations to plug into an existing audience of organizations that have opted into similar interest groups. It can also help organizations collaborate, connect easily, and increase their network of volunteer and supporters.

Facebook gives organizations a venue to quickly broadcast a message to a large list (their opt-in network) without getting blacklisted by an Internet service provider (ISP) or having their message get caught in a spam filter. In addition, the event-posting capabilities allow organizations to advertise upcoming events easily and efficiently. And best of all, it's free!

Finally, the way that Facebook interacts with other social media tools, like Twitter, blogs, Flickr, and others can enhance and grow an organization's network and can provide a simple interface to consistently and easily update your community of supporters with news of your organization's activities.

Nonprofits thinking about creating a Facebook presence should read CauseWired by Tom Watson, as it demystifies Web 2.0 community tools — like Facebook — and helps activists and social change agents mobilize and raise awareness about their mission.

Helpful Facebook Resources to Get You Started:

TechSoup resources:

· TechSoup’s Facebook Page 

· A Beginner's Guide to Facebook 

· Promote Your Cause on Facebook in Six Easy Steps 

· Creating a Facebook Page 

Outside resources:

· Best Facebook Practices for Nonprofits 

· Nonprofit Organizations Facebook Page 

· How to Set Up a Nonprofit Facebook Page 

· Ivan Boothe's Slideshow: Using Social Networks for Social Change 

http://www2.guidestar.org/rxa/news/articles/2010/five-effective-ways-nonprofits-can-use-the-internet-to-communicate-and-market-to-their-audiences.aspx

Five Effective Ways Nonprofits Can Use the Internet to Communicate and Market to Their Audiences

July 2010
Today, marketing isn't so much about the "big sell" as it is about the way in which you communicate with your audiences. Of course, big-budget ad campaigns for TV, radio, print, and, now, online will never go away entirely, but realistically, most nonprofit organizations do not have the budgets to invest in traditional advertising, let alone any other kind of costly marketing campaigns.

Through technology, marketing has grown another branch that involves establishing and maintaining ongoing conversations rather than a one-way push of messages. This shift presents more cost-effective and do-able ways for your nonprofit organization to promote your cause while actively engaging your audiences in the process.

Let's say your nonprofit organization is planning a big fundraiser. How do you announce and continually update your volunteers, staff, board of directors, patrons, and donors while encouraging others to get involved, solicit ideas, and provide feedback? To spread the word, incorporate these five online tactics to communicate your event to your existing "followers"—and attract new ones:

1. Social Media
Update your Facebook, Twitter, and LinkedIn accounts and any other online platform that allows you to interact with your "followers" and for them to interact with you and with each other. Announce your fundraiser with a "save the date" invitation and a link to your Web site for more information. You can use social media to solicit feedback, respond to criticism, incite action, and predict trends, to name a few useful benefits. Don't worry if you don't have a presence in social media. It's easy to create accounts, and social media is probably the most cost-effective way to promote your organization. And there's no better time than the present to make yourself seen and heard in the social media space.

2. Social Media Press Release
On that note, send out a social media press release to get the word about your fundraiser out to the masses or to targeted groups. A social media press release reaches traditional media audiences as well as bloggers, online media, and consumers. You can distribute a social media press release that will house your YouTube video, photos, audio, and other digital assets you may already have on hand (video clips from last year's fundraiser, photos, etc.). You can also make your social media accounts (Twitter, Facebook, LinkedIn) easily accessible, encourage readers to visit your site or sign up for your RSS feed (explanation to come)—and more! A social media press release is a one-stop shop where all of your organization's social media avenues can be found in one place. And, with the ability for your readers to share the release among their social networks in a single click, the potential for your messages to spread virally increases significantly.

3. Blog
If your organization has a blog, it's essential that you announce the fundraiser and provide details about the event to those who read and subscribe to your blog. You can enrich your blog posting with some historical data on your cause or organization, images of last year's event, and back links to additional resources. If your company doesn't have a blog, how do you start one? Easy. There are a number of blogging providers that are free (i.e., LiveJournal, Blogger, WordPress, Xanga) or that charge a nominal fee for more options (i.e., TypePad, ChoseIt).

4. RSS Feed
That familiar little orange and white symbol found on almost all Web sites that carry news and information is the RSS icon; RSS stands for "really simple syndication." Chances are good that you already subscribe to an RSS feed and already know the benefits of being on the receiving end of the information being pushed to you. But if you have a blog, or post press releases or other information to your Web site, it's a great idea to feed your content into an RSS feed and push your news to interested readers that way as well. Create an RSS feed so that interested parties can "get fed" updated information that pertains to your organization. So, if an individual subscribes to your RSS feed, your RSS feeder will automatically send a link to that person every time you update that source, whether it's your Web site, your Facebook, or your blog. Creating an RSS feed might require a little technical agility, but you can find a number of online resources that provide an easy step-by-step list that will guide you through the process.

5. Web Site
All roads lead to Rome, or, in your case, to your Web site. If your nonprofit organization has a Web site, use this platform as a basis for the four previous tips—social media, social media press release, blog, and RSS feed—to promote your fundraiser, and your organization. Think of your Web site as the headquarters that all of your marketing and communications efforts lead back to and the place where your followers can get more information on the event. In turn, you can provide links to your social media accounts, blog, and RSS feed, encouraging people to engage in other ways. For instance, if they found you via Twitter, they might prefer to subscribe to your RSS feed to get updates. Once people click to your site, there's a good chance that they'll go to other pages within it, giving your organization even more exposure and yet another way to communicate with your audience.

Communicating with new and existing audiences is more important than ever as you compete with other organizations for funding, volunteers, donations, and sponsorships. More and more nonprofit organizations are utilizing online measures to connect with interested parties, but do they ensure that their content is fresh? In order to be successful with these five tactics, the trick is to a) update often, b) make it relevant, and c) respond in a timely manner (for social media and blog comments). If you're able to do all three, your organization will be more in tune with your audience—and they with you.

http://nonprofitorgs.wordpress.com/2011/02/14/five-ways-to-use-social-media-to-build-your-e-newsletter-list/
Five Ways Nonprofits Can Use Social Media to Build Their e-Newsletter List

February 14, 2011
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People are often surprised when I say that if given the choice, I would choose 10,000 e-Newsletter subscribers over 10,000 Followers on Twitter, 10,000 Fans on Facebook, or 10,000 Friends on Foursquare… combined. Any day of the week and without hesitation. And though some reports claim that email use is dropping, others claim its use is steady and even on the rise. Reports and predictions of the death of e-mail fluctuate seemingly on a quarterly basis. However, one thing that is certain is that the ROI (Return on Investment) from e-newsletters is still relatively high compared to other Web-based channels. For me, that ROI translates into webinar attendees and speaking engagements. For nonprofits, the ROI of e-newsletters translates into online dollars raised through “Donate Now” technology, event attendees, website and blog traffic, and paradoxically new Followers, Fans, and Friends on social networking sites. 

That said, the roles of email and e-newsletters are constantly evolving and even though the number one activity on mobile phones is email, that could change in the future. Group text messaging could become the new email of the Mobile Web. But for now, nonprofits would be wise to continue to build their e-newsletter list at every opportunity to get in while the getting is still good. That said, here are five ways to do so using social media:

1) Blog, blog, blog!
Blogging during the era of the Social Web is more valuable than ever to nonprofits provided your blog is well-designed and the content is good. For building your e-newsletter list, blogging is phenomenal as long as you feature “Subscribe” functionality promenently. For example, Greenpeace’s Making Waves Blog was recently redesigned to feature their “Subscribe to our e-newsletter” pitch over the ability to subscribe to their blog via RSS. My personal  experience has proven that to be a wise decision. When I started blogging 18 months ago my e-newsletter list was 3,000 and to that point had been built over 3.5 years primarily using my website. Today my list has now grown to 9,500 members. Thanks to blogging, my e-newsletter list tripled in size in half the time. Consequently, so has my ROI.

2) Convert Facebook Fans into Subscribers.
Once a month post a Status Update letting your Fans know that you are sending out an “important e-newsletter tomorrow, and if they would like to receive a copy, please subscribe!” You should definitely include a message that creates a deadline and a sense of urgency, and of course “Share” a link where users can directly subscribe. Again, don’t do a direct ask on Facebook more than once a month or you risk crossing that thin line between marketing and authenticity on Facebook. Once crossed, the Law of Diminishing Returns begins to kick in.

Also, your nonprofit can create a custom Tab urging Fans to subscribe to your e-newsletter list or participate in online petitions. For example, Oceana has set a Default Landing Tab on their Facebook Page that urges people to take action – which then builds their e-mail list. Of course, online petitions also make great Status Update content.

3) Ask your Twitter Followers to Subscribe.
Twitter has taught me a valuable lesson about social media ROI. Sometimes all you need to do is ask, provided you don’t ask to often. Again, once a month send out Tweet asking your Followers to subscribe to your e-newsletter. Be sure to create a sense of urgency and express gratitude:

Sending out my Web 2.0 Best Practices e-Newsletter tomorrow. To receive a copy, please subscribe: http://conta.cc/2VeW7A Thank you!

Unfortunately, “please” and “thank you” are expressions used less and less often (especially in email), and because of that can make a strong impression that will motivate readers to take action i.e., subscribe to your e-newsletter. Like Facebook, the trick is not to ask too often. Once a month is best… more than that and people begin to tune you out on Twitter.

4) Add “Subscribe” Pitches to Video Overlays.
If your nonprofit is a member of YouTube’s Nonprofit Program, you can add Call-to-Action Overlays to your videos. There’s no data proving that this will build your e-newsletter list, but it can’t hurt. 

5) Add “Subscribe” Pitches to Photo Sets, Slideshows, and Captions.
Flickr Sets can be customized using HTML to add “Subscribe!” pitches, and Facebook Photos allow captions that can include links. In short, never waste an opportunity to promote and integrate your e-newsletter, website, blog, social networking communities, and or mobile campaigns social networking communities.
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