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Facebook & Twitter Essentials

“I Will Follow You Forevermore,

That's What Friends Are For”

icei Moble, CFRE

WHAT you need to know about the basics

*Social Networking — Facebook vs. Twitter

WHO represents your organization?

*Social Media Policy Guidelines

HOW to evaluate reporting tools and aggregators

v'Reading resources

VQ&A

ety

Parking Lot

@afpcongress

#afpcongress

@afpihq

#afpmeet

Questions? — send them to the parking lot
—Tweet to @niccinoble
—FB msg to niccinoble

Bty
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Expectations of —r—

Social Media

«Connecting with an always growing
pool of prospects

*Getting your message/mission out

*Providing unprecedented opportunities
for interactive engagement

s
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?2 It l
naess — Really? It's True!
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apcony o

Matures 79%
—b. 1945
*Boomers 67%
—b.1945 — 1964
Gen X 58%
—b. 1965 - 1980
*Gen Y 56%
—b. 1981-1991

ety

Educational
attainment

Less than
High
School

52%

High
School

67%

Household income

Less than

$30,000/yr 63%
$30,000-

$49,999 84%
$50,000-

$74,999 89%
$75,000 + 95%

Some
College

90%

College +

96%
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*Overall web revenue grew 46%*

*December giving up 32%*
*May giving grew b 66% *

*Facebook Species

*Twitter

—Tweets *

ety

Leverage these Online [l 5‘."--

CONGRESS = g g
5222010 Fundraising Best Practices .+

N~

* Compelling call to action to cultivate and convert
constituents into donors

« Test & refine registration programs, list chaperoning, viral
campaigns and your boards to build large online email
files

» Treat Social Media like you would any other
communication or solicitation; use compelling content,
test timing of delivery, segment & test, personalize & test
and then test that again

Bty
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Facebook Species

e Causes
¢ Groups
* Profiles & Pages

— Integrated Membership & Giving Pages

Facebook Pages vs & =

can be customized with rich media and interactive

be added to groups.

in that subject.

« Pages can only be created to represent a real public
figure, artist, brand or organization, and may only be
created by an official representative of that entity. Pages

applications to engage Page visitors. Applications can't

* Groups can be created by any user and about any topic,
as a space for users to share their opinions and interest

T—
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facebook

AL Mentor

Basic Indo

Contact Inks

Recent News

Home  Profle  Friends  Inben (156

Me Petaluma
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Guide Dogs for the Bl

Personal Profile vs

Facebook Page

Profiles were designed to represent an individual, and
must be held under an individual name.

You can also use your account to manage Facebook
Pages that represent businesses or other organizations.

You may only create Facebook Pages to represent real
organizations of which you are an authorized
representative, and fans of these Pages won't be able to
see that you are the Page admin, or have any access to
your personal account.

11/08/2010
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Profile - Friends

<A public figure, business, or brand can create a

Facebook Page to share information, interact with their

fans, and create a highly engaging presence on Facebook.

*Pages are distinct presences that are optimized to

represent a business, and are separate from user profiles.

ety
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Facebook — Fan Pages '-,_

Vhen Sealation Ay L

The Like button lets a user share your
content with friends on Facebook.

When the user clicks the Like button on
your site, a story appears in the user's
friends' News Feed with a link back to
your website.

ety

eInteractions: Total number of comments, Wall posts, and
likes.

eInteractions Per Post: Average number of comments,
Wall posts, and likes generated by each piece of content
you post.

*Post Quality: Score measuring how engaging your
content is to Facebook users. A higher Post Quality
indicates material that better engages users.

*Posts: Number of posts your Page has made either on the
Wall or in video.

)
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onaess — Facebook Insights
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*Page Views: Number of times your Page has been
viewed by Facebook users.

*Media Consumption: This gra_ph tracks how many
photo views, audio plays, and video plays your
content have received.

*Discussion Posts: Total number of discussion posts
written by fans.

*Reviews: Number of times your Page has been
rated in the Reviews application.

Facebook Insights
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NGRESS

2010

s

Twitter

Welcome!
welcome toTwitter supprt+ TWIttEIr iS @about approach,

Use our Help Resources to find

answers to questions, or go back to transparency, a.nd

Twitter!

) immediacy”
<Hablas espanol? .
AQui se encuentra senvicio de ayuda — Jack Dorsey, Twitter Co-Founde
en espafioll jQue te 1a pases bien
Twitteandao!

Bienvenue a I'Assistance Twitter
Consultez notre documentation
d'aide pour trouver des réponses a
vos guestions.

ety

What Do You

Need to Tweet?

Not Much, but a lot more than 140 characters

*A computer with internet access

*Mobile internet access

*Texting capabilities

*Something to say

Bty

www.NicciNoble.com/workshops 10



11/08/2010

Tweeting:

How to Get Started

*Sign up & create an account

*Broadcast info, solicit feedback, inform followers

*Find & Follow — details, universal mail or email

«2 way street — privacy & list improvements

s@directmessaging

*Multilanguage features & support

N

F
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Twitter — Organizational

16 )

@ twitker

5 SalvationArmyUS

] - 2
From a volcanic eruption in Indonesia
1o floods in Pakistan, The
#5 ¥ Is assisting surivors —
hitp.ifae zZnX e

If you don’t have time to do it __!"!;‘:?—‘i__

right, -
when will you have time to do it MC* ..

Hanproffis on Commenslal Social Netwsris

) FACUBODR  TWITTUR  TCUTUSE  UmaEDm  TLCRR brbeas

TENEE

e thePort

]
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If you don’t have time to do it right,
when will you have time
to do it over?

— =
s

Post the right message, at the right time, to the right people
«Ongoing communication with Members, Fans, Followers are key,
but don't overload them

*Focus on specific actions and desired results

*Make sure your message suits the audience you're addressing

.h;‘"_'_‘:‘

The Web:

Where People Are

learnin
buying things k' d moreg staying in

touch
amazoncom .
Yool Gy, !!ﬂ.wﬁ
staying GOUSEC mmm el

current . SHIERST expressing
W A
MAPQUEST R unkeaij.  themselves
AQL we « ammado
0 Expeciacom m match.com
going  Youff[) . ' -
places flickr finding
sharing others
music/pictures i

Suggested Web

Reading

Your Communication Goals

email_software. qoals.php

Beth’s Blog: How Nonprofits Can Use Social Media

‘www.donorpowerblog.comidonor_power_blog

Weiner, Robert: Online Fundraising Tools Checklist
‘www.rlweiner.com/clf/online_donations_checklist.pdf
Wired Wealthy-Using the Internet to Connect with Your Middle and Major Donors

186 MG7Bhagat Vinay 131931 Febl6 2009 Time 045402PM.pdf

The Next Generation of American Giving
g, convio.comitlesinextgen-whitepaper.od

Nonprofit Social Network Benchmark Report

odf
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Print Reading

Resources

People to People Fundraising: Social Networking and Web 2.0 for

I " N "
Charities by Ted Hart (Author), James M. Greenfield (Author), Sheeraz D. Haji

—_— Yy ( ), James M. Greenfield (; )

'{:'-'-i- The Mercifully Brief, Real World Guide to Raising Thousands

ety o (If Not Tens of Thousands) of Dollars With Email by Madeline Stanionis

Brandraising: How Nonprofits Raise Visibility and Money Through Smart
4 Communications by Sarah Durham
o

C ‘..."'-.

Thank You!

Nicci Noble, CFRE
President, Noble Services, LLC
www.NicciNoble.com
LinkedIn: NICCINOBLE

Twitter: NICCINOBLE
Facebook: NICCINOBLE
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