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Today’s Workshop

@ What is Social Media?

ﬁ How Can Social Media be Leveraged for Fundraising?

Case Studies: What Did We Learn?

@ Panel Q&A




Meet the Panel



Bruin Richardson

Chief Advancement Officer
Children’'s Home Society of Virginia

Background

Attorney for 25 years;
Board Member and Interim ED, Maymont

Favorite Tool

PowerPoint

Favorite Social Media

Facebook



Dave Martin

Chief Marketing Officer
Children’'s Home Society of Virginia

Background

Marcom for 22 years;
President of Martin Branding;
Marketing Director at Infian Technologies

Favorite Tools
INnDesign, Photoshop

Favorite Social Media

Facebook




Jordan Pye

Content Marketing Specialist
Torx Media

Background

Crafting social media strategies for private
businesses and nonprofits since 2014

Favorite Tools
WordPress, Feedly, Pocket, Google Analytics

Favorite Social Media

Pinterest




Erica Babcock

Marketing & Communications Officer
Better Housing Coalition

Background

Designed for publications, festivals,
D.C. think tank, nonprofits

Favorite Tools
Adobe Creative Cloud, Evernote, Spotify, sketchbook

Favorite Social Media

Instagram




Matt Blakley

Manager of Individual Giving & Membership
Maymont Foundation

Background

Membership programs, art administration,
nonprofits, writing

Favorite Tools
Microsoft Office, Basecamp, Adobe Creative Cloud, Spotify

Favorite Social Media

Instagram




Keith Zirkle

Massey Alliance Board Member (YP)
VCU Massey Cancer Center

Background

PhD Candidate in Biostatistics at VCU,
founded Richmond Brunch Weekend

Favorite Tool
Notes on iPhone, Google Docs, R, Spotify

Favorite Social Media

Instagram and Venmo




Let’s Take a Poll
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1 My organization is active on:

You
P

Any others?

-~ I




—————

2 My level of expertlse
-~ with social media is ...

~ -~ -

A. Non-existent

B. Basic

C. Pretty good

D. | could teach this workshop



3 Social media is ...

R— A. My main job responsibility

B. Part of my job description

C. I manage a team responsible for social media

D. Something my org wants to start doing

E. Something | do to support my organization



One
What is
Social Media?



Social







o

Twitter

Facebook n

Instagram E

YouTube
LinkedIn m
Pinterest

%“’ Social Media Explained

I'm eating a #donut

| like donuts

Here's a vintage photo of my donut
Here | am eating a donut

My skills include donut eating

Here's a donut recipe



‘Communications’ and ‘Social Media’
have different tactics.

Brand in Control
One Way / Delivering a Message
Repeating the Message

Focused on the Brand

Educating

Organization Creates Content

Audience in Control

Two Way / Part of a Conservation
Adapting the Message

Focused on the Audience

Influencing & Involving

User Created Content / Co-creation



TWoO

How Can

Social Media

be Leveraged
for Fundraising?



Social media is a powerful tool
in the fundraising toolbox.

@ Brand Awareness

ﬁ Stewardship

Engage Millennials (and turn them into donors)

@ Peer-to-Peer Fundraising

v Measuring Outcomes




People fundraise
and influence others,
not a social media post.



-undraising
through social media
takes time and
strategic planning.



Awareness How to Engage
Like Like: Share a fun photo
Comment Comment: Ask a question
Engagement How to Engage
Video View Video View: First 3 seconds is critical
Share Share: Title of topic is critical

Activation

Conversion
Click

How to Engage
Click/Conversion: Quickly make the case
and provide opportunity




Awareness How to Engage
Like Like: Share a fun photo
Comment Comment: Ask a question
Engagement How to Engage
Video View Video View: First 3 seconds is critical
Share Share: Title of topic is critical

Activation

Conversion
Click

How to Engage
Click/Conversion: Quickly make the case
and provide opportunity




Pop Quiz!



Half of the world's population
IS under age 7

Search ‘VFRI2018’' on Facebook and
comment under our selfie!

#LuckyNumber5



Three

Case Studies:
What Did
We Learn?




(o) H !

1. Brand Awareness 2. Stewardship 3. Engage Millennials
Better Housing Coalition Children’'s Home Society Maymont Foundation

- v

4, Peer-to-Peer Fundraising * Measuring Outcomes

VCU Massey Cancer Center Throughout case studies
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What We Did
Richmond'’s First Non-Event Gala: A couple ways our Facebook audience
| oW rigk h |g h rewa rd could show their support:

Y 30-17

‘Y03, %

e 1# ,L'
ARSI EHT s Non Evey. ala

DURATION OF CAMPAIGN ' . RVA b
. www stayhamerva org
April 1-May 17 WA WE R jseetone *

GOALS

1. Raise $50,000

2. Attract a wider audience to affordable housing
with a unigue event

Custom Cover Photo

Facebook Frame



How We Did It

Social media was one piece

of a multi-pronged approach. . | RV#OA -

CAMPAIGN ECOSYSTEM NON-

y 10-17,
\"‘b. 2019

| (/ )
2
._)7(&4

‘ Yes, I'll gladly stay home!
E-blasts (9) 4 general, 5 targeted & \ Ticket Price ($25
Ma||ed IﬂVItatIOﬂS ADDITIONAL CONTRIBUTIONS
I'd rather spend ...
| | $1,000 to give a student a scholarship for higher education
Paid advertisements B o s G
; $500 to provide vocational training for adilt residents

* Nevvspa Per, radlo, Facebook than bid on an auctionitem

. $250 todeliver health + wellness programs to a senior
S pO NSOrSs h | pS than rent a tuxedo or g2t my hair & nails dore

S100 to send a teen on college visits and field trips
tkan pay a babysitter for the night

$50 to provide a childwith supplies & snacks
than pay for aridesharng service

Videos: Promo and Thank You

Website (standalone)

*  Event Toolkit
*  Digital Swag Bag (playlists, recipes by local celebrities)

$

Thank you! Please complete payment Informaticn on the back of this card



How We Did It

Posted on social media daily leading up
to event week using daily hashtags.

#MotivationMonday
#ToolkitTuesday
#WonderfulWednesday
#ThankfulThursday
#FunkFriday
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How We Did It

Posted multiple times/day during event week
and shared supporters content*.

*Emailed to our staff, found with #StayHomeRVA hashtag, tagging on Facebook.
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Results

Exceeded goal

Actual Raised: ~ $57765
Goal: $50,000 |[. Expenses: $4,657.62

# Sponsors: 12 - $31,500 (60%)
$3.645 in-kind

# Donors: 133 - $22 470
# New Donors: 42

Social Media

# Facebook posts: 50

# FB engagements: 14,938
# Twitter posts: 27

# Twitter engagements: 161

stayhomerva.org website
880 visitors
62 swag bag downloads



http://stayhomerva.org

Tips for Success

Find ways to increase your reach and engagement

on social media. Work smarter, not harder!

Post Detalls

Content is king

*  Visual (videos, slideshows, infographics) (IR sy gy omtron b ot Gresturis
* Vary content to try to appeal to donors' el i e Do 05 ARG OSINOS PO o
motivations for giving '

It's who you know

*  Get staff & board involved early
* Tag, tag, tag! Media, sponsors, donors

Hashtags

*  Memorable event hashtag
*  \Weekday hashtags

»
) Ocrmerent & Thare

Performance 10° Your Pest

52



o Children's !lome Society of Virginia
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Background Info

CHS's Fundraising Toolbox

- Brand Awareness

- Fundraising Events

- Relationship Building

- Grant Applications

- Corporate Partnerships

- Direct Mall,
Annual Report

- Public Relations

- Digital Marketing

- Advertising

*x Print, broadcast,
digital display ads,
outdoor, paid search

- Speaking Engagements
- Program Brochures
- Infographics

- Social Media




How We Did It

Stewardship:

Using effective
communications to
ouild meaningful,
long-term relationships
to encourage

financial support
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MAYMGNT

An American Estate

Spring Adopt An
Animal Campaign

Primary Goal: Engage Millennials
(and turn them into donors)
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What We Did

A Two-Week, Multi-pronged Campaign
Low risk, low short-term reward,
opotential high long-term reward

DURATION OF CAMPAIGN
May 7 — May 18

GOALS

1. Raise $2,000

2.Engage millennial audience
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How We Did It

Social media was one piece of a multi-pronged approach.

CAMPAIGN ECOSYSTEM

- Social Posts (five)
* Instagram/Facebook/Twitter/YouTube
* Two per week a one “thank you” post

E-blasts (four)
* Beginning, mid-way, last chance, thank you

Direct Mail (two)

Incentives

* $25-$500 — three raffle drawing for
30-minute cuddle time with goat Kids

* $1.000 — 30-minute cuddle time with
goat kids + 8x8 paver at Maymont Farm

662 views, 9 comments
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Masrom
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(exelisive cuddia timal) with 1ha baby coats
for pou and three of your friends! 2
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#baayanimas
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Results

Exceeded goal

Raised: $6,825
Goal: $2.000

# Donors: 74

# New Adopt An Animal Donors: 65
# New Maymont Donors: 44

% Online Donations: 88%
% Estimated Millennials: 81%

662 views, 9 comments
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660 views, 4 comments

maymontrva « Follow
Mayment

maymontrva Chick' out Eertha, Barbie and
Beverly in action! < Help us cara for these
tarea bady chickes by donating to our Adopt
an Animal program. Just $25 provides them
witn feed, siraw end resting materiels for
&l weeks. Click the #linkinbio and makea
your doration by Friday, May 18 for a
chance tc win a close encounter (axclusive
cudd/e time!) with the baby goats for you
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#rva #explorerva #babychicks #babyanimals
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777 views, 2 comments

maymontrva « Follow
Maymont

maymontrva Donate a few bucks to help
care for tha baby ducks (and the other baby
animals)! Click the link in our bic and give
$26 or more to our Adopt an Animal
program by Friday, May "8 tc be entered 10
wir a close ercounter (read: exclusive
cudd/e time!) with the baby goats for you
and threa of yaur friends! #maymont #rva
#rvax #bebyducks #cucklings #oebyanimals
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638 views, ] comment

maymontrve » Follow
Maymont

maymontrva Interested in petting and
playing with the baby gozts? W Click the
link in our bio and donate $25 o~ more tc
our Adopt an Animal program by tomorrow
(May 18) for a chance to win an exclusive
cuddle session for ycu and three of your
friends! All donatinns help tn care for
Mayment's anima's, including these tiny
baoy ‘catcrs! B #maymont #rva #rvax
#explorerva #babyalligators #bebyanimals
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Tips for Success

Social media should never be your
campaign’s sole approach.

Your campaign should be multi-pronged, broadening
awareness and accommodating all styles of giving

Segment your campaign’'s audience(s) by how
you Will approach them

* Why? Less about age and more about behavior

* Example: 75-year-old woman saw campaign Facebook post
but still feels apprehensive about online giving

Engage audience, incentivize giving

* Pithy, casual tone

* Add emojis

* Use whatever your organization can to create a sense of urgency
v Donate by this Friday for a chance to. ..

MAYM@@NT" moeseee tmaomas

Don't Chicken Out - Adopt an Animal Today

The arrival of spring means the arrival of new additions at the Maymont Farm!
Three baby chicks, Bertha, Barbie and Beverly, and two ducklings, Fig and Kiwi,
joined our animal family in April. Help us shower them with love by donating to
our Adopt an Animal program. Your support will provide food, cozy straw
bedding, veterinary care, enrichment items, and more. Visit our website to see
these cuties in action and make a donation. Best of all, make a symbolic adoption
by Friday, May 18 and you'll be entered to win a close encounter (exclusive cuddle
time!) with our baby goats for you and three of your friends.

ADOPT TODAY AND ENTER TO WIN

The Maymont animal family includes injured and orphaned wildlife, friendly farm
animals, aquatic species native to the James River, and even animal ambassadors
like Rex, the king snake, who help our educators teach project-based learning and
SOL classes. The animals’ well-being relies on a healthy diet, rezular veterinary
care, enrichment activities and habitat maintenance at an annual cost of
$500,000!

Want to show your support in a really big way? Become a Maymont “Champion.”
This limited-time giving level includes a custom engraved paver at the Farm along
with other symbolic adoption benefits. What a great way to celebrate your favorite
Maymont animals and give the new babies a remarkable head start on their

feeding and care!
BECOME A CHAMPION
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Tips for Success

Social media should never be your
campaign’s sole approach.

Not sure what to focus your campaign
around? Think about what's going on in your
organization's atmosphere and what
information will be focused on before, during,
and after your campaign

* Example: "Here We ‘Goat’ Again — It's Baby Season at
Maymont” press release

7 e 5 \

Don't forget to add campaign language to
automated receipts

Visit our YouTube Channel to see all our babies in action and
a fun blooper reel with outakes from baby season at Maymont!

- Thank everyone — even those who didn't give

VISIT OURYOUTUEBE CHANNEL
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#MasseyChallenge

Primary Goal: Peer-to-Peer Fundraising

You




What We Did

Massey is the official charitable partner of the Ukrops
Monument Avenue 10K - “Make Your Miles Matter”:
Low risk, high rewarc

NMASSEY

DURATION OF CAMPAIGN

Late February - April Welcome

to cur new
GOAL

Cet every runner to accept the Massey
Challenge to "Make their Miles Matter” by
fundraising as part of #TeamMassey.

. “Raising $100 is as easy as asking 10 friends for $10!"




How We Did It

Peer-to-Peer fundraising (sometimes called
“social fundraising” or “friends asking friends’)

« Combines fundraising and awareness
« Expands Massey's network by reaching new audiences

CAMPAIGN ECOSYSTEM

Facebook "
* Budget: $636.26 shallenge
* 105,662 total impressions (# people who saw our ads)

* Can be seen multiple times by the same person — maybe
they click the second time!

* Reached 31,703 people (# unigue people shown our ads)

* More than 10% of people reached took a desired action

MASSEY



How We Did It

CAMPAIGN ECOSYSTEM Continued

Facebook Ads

* Goal was to encourage runners
to accept the #MasseyChallenge

v Some posts centered on incentives
for raising a certain amount,
e.g. “Raise $50 by Friday!”

v Others posts centered on
general fundraising advice

* Balanced engagement (liking or
sharing) vs. clicking (going to another
webpage e.g. registration page)




Example Facebook Ads

Engagement costs money.
Average cost per click $1.42.

(57 Team Massey

S5 vt by S e - Mo 29 © " M clicks @
$.90 per click

. Call to action!

HEP US Dt CANCAT 0N INE ruY Dy NG INE MRS SayORAMN0S! SO up &8
an ndhidual fundraser Or as 2 team with your frends. family, Coworkers
CRASSMEES e0C. (Ihe MOre, Thd Marmer). I /DA MAS Sy URalenge

Once you raise $100 for local cancer research a3t VCLU Massey Cancer
ener, TouTl &3 3 QOIEN RCAMICAl Team Masusy prséy 10 rock 1ot the

rop's Monument Avenue 10k

- Bright imagery

- Targeted, but
large audience

1

"RACE MAISIrabon fees &re S2parale and GO NOT denefl Massay You tan
also jointhe Massey Challerge without signing wp for the 10k If fundasing

Massey Challenge: Raise $100 to Eam a Gold Jersey
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~ N 20 clicks @
: g $2+ per click

- Engaging
video, but
didn't drive
clicks

- Short
run-time
to highly
targeted
audience
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Raiza 50 for a Chance o Win Team Meassey Zip-Up
diem snpul!
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Example Facebook Ads

Lower cost per engagement for still pictures.

Average cost per engagement $.29.

2,369 video views
@ $.02 each

1

Performance far Your Post
(D Miniras viewnd

e Vitho Views

e 10 Securd Views

{ Video Average Watch Time
H  Audience Retention

L Auence arc =ngagemsnt



Results SN\~

Raised: $262,000 7 KMSSEY

CANCERLCERTIR

\CU /,
- Massey Challenge Facebook event: @ ‘{; A F
15K+ impressions 2
2,000 people reached

- Volunteer event:
54K impressions
2.2K people reached



Tips for Success

Give posts an opportunity to gain organic
traction before “boosting” them.

- Targeting specific lists was effective for driving clicks, S A S
but at a higher cost than broader audiences »

* Frequency for ads is higher with smaller list

- Unpaid posts work too! Use for shout outs and
personal stories!

- Consider making a Facebook event

- Tag people, pages, and events to increase audience size

- Pictures of people are best for engagements e
AT A LOCAL RESTAURANT

- Videos are great for driving engagement, but not clicks



(o) H !

1. Brand Awareness 2. Stewardship 3. Engage Millennials
Better Housing Coalition Children’'s Home Society Maymont Foundation

- v

4, Peer-to-Peer Fundraising * Measuring Outcomes

VCU Massey Cancer Center Throughout case studies
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S O C | a ‘ Bruin Richardson
bruin@chsva.org
M ed | a Dave Martin
dave@chsva.org
B e St Jordan Pye
jordan@torxmedia.com
" Erica Babcock
racCtices [ ——

Matt Blakley
mblakley@maymont.org

Keith Zirkle
kwzirkle@gmail.com




