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Agenda 

• Evaluating social media platforms: which is 
right for you? 

• Content is king, so what should we post? 

• Measuring your social media success 

• Case study: CVT 

• Getting found: it all leads to your web site 

 



Poll 



Evaluating social media platforms 

• Who is your audience?  

• What is your goal? 

• What resources do you have? 



Evaluating social media platforms 

• [graphic/table to go here] 



Social media 
site focus 

Sharing 
interesting 
products/ 
websites 

Sharing news, 
content, 
stories, news 
media 

Sharing news, 
content, 
stories, events 

Sharing 
informative 
and 
entertaining 
videos 

Sharing news, 
content, 
stories 

Sharing 
company and 
industry news/ 
discussions 

Brand 
presence 

Boards (enhanced) 
profile page 

Business pages Brand channel 
& custom 
brand channel 

G+ page Company 
pages, 
recommendati
ons; prof. 
groups 

Viral brand 
exposure 
opportunities 

Likes, 
comments, 
repins 

Retweets, 
follows, 
#hashtags 

“Likes”, 
comments on 
content 

Subscribe & 
share activity 

Shares, 
comments, 
+1s, add to 
circle 

“Likes”, 
comments on 
news, group 
discussions, 
follows 

Impact on 
website traffic 

Direct links 
from content 
posted 

Direct links 
from content 
posted 

Direct links 
from content 
posted, apps 

Direct links 
from content 
posted; 
influences 
Google search 

Direct links 
from content 
posted; 
influences 
Google search 

Direct links 
from content 
posted 

Advertising 
opportunities 

n/a Promoted 
tweets, trends, 
accounts; 
enhanced 
profile 

Facebook ads, 
premium ads, 
sponsored 
stories, 
promoted posts 

Video ads, 
reach ads, 
display ads 

n/a LinkedIn ads 



Content is king 

• Your own content:  
– Events, newsletters, photos, staff changes, client 

stories or quotes, stats/infographics 

– A mix of timely and evergreen materials 

• Other content with your commentary: 
– News on refugees, mental health, local school 

programs, legislation 

• Share others’ content: 
– Other SoT programs, local agencies, etc. 



Content example: event 



Content example: job posting 



Content example: client story 



Content example: video 



Content example: recognition day 



Content example:  
connecting national days to your work 



Scheduling 

• Monthly/weekly schedule for social media 
activities: plan it out  

• Content calendar 

• Check in from home when possible 

• Schedule posts ahead of time 

 
 

 



Liking & following others 

• Partner organizations 

• Agencies you have a referral relationship with 

• Organizations and groups who donate to you 

• Engage with them 

(Public thanks encourages 

them to share, increases 

likelihood of future 

 donation/help) 



Measuring success 

• Benchmark: where are you now? 

• Target a reasonable increase 

• Quantify your goals 

 



Facebook insights 



  CVT Case Study 



Most successful types of posts 

• Photos —Staff introductions, events, 
volunteers 

• Media mentions or significant news 

• Acknowledging donations—with photos—tag 
donors  



Policy/Process 

• Have a policy, procedure, & standard language 
(Request for help—standard language on how 
to reply) 

– At CVT, we refer most requests to our information 
& referral specialist 

• General response text: “We’re sorry to hear 
about your troubles…” refer to NCTTP, IRCT or 
SAMHSA  



Policy/Process 

• Engage with other organizations 

• Tagging donors 

• Administrator rights  

 



CVT Insights and Tips 
• Types of posts fans like:   

– Photos 

– Links  

– Videos 

• When fans are online (post then)—days and 
times 

• Consider a consultant  

 



CVT Insights 

  





Advertising  

• Promote events and e-News 

• Doubled fan base (4,000 to 8,000) within one 
year 

• Affordable and very targeted  

 

 



Facebook ads & promoted posts 



Getting found 

• Search engine optimization (SEO) 

• Google My Business 

• Google Grants 

 



Search Engine Optimization 

• Content is key 

– Keep up to date; use important key words; be 
relevant & unique; be patient; photos w/alt text 

• Social media helps SEO 

• Be mobile-friendly 
– https://www.google.com/webmasters/tools/mobile-friendly/ 



Google My Business 

• Local listings lay out the basics of your 
organization 

• Huge factor for local SEO 

• Can get reviews, etc. – and manage them 

• To access:  

– Log into org’s google account 

– Go to public view of page 

– Click Manage Page 



Google My Business 

 



Google Grants 

• Free online advertising w/Google Adwords 

• Up to $10K per month free advertising 

• Target keywords 

• Use to solicit donors, recruit volunteers, 
promote events and more! 

• http://www.google.com/grants/  



Resources 

• google.com/grants 

• www.skolmarketing.com 

• Big Social Media Guide for Nonprofits from 
Classy.org 

• Lots more on the website with the archived 
webinar 



Questions? 



Thank you. 
 

www.CVT.org 


