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Our GoalsOur Goals

Explore the importance of social media in Explore the importance of social media in 
reaching online audiences and their reaching online audiences and their 
appropriate usesappropriate uses

Learn some basic workflows for common social Learn some basic workflows for common social 

media tools that you can use in your workmedia tools that you can use in your work

Create measurable goals for your Create measurable goals for your 

communications workcommunications work

Answer your questionsAnswer your questions



  

Advantages of Social MediaAdvantages of Social Media

Get Relevant NewsGet Relevant News

Allows you to receive curated news from other Allows you to receive curated news from other 

people in your issue spacepeople in your issue space

Increase ExposureIncrease Exposure

Gives you easy access to new networks of people Gives you easy access to new networks of people 

through sharingthrough sharing

Generate Conversation & FeedbackGenerate Conversation & Feedback

Allows two-way conversationsAllows two-way conversations



  

What is Social Media Today?What is Social Media Today?

Conversations with people Conversations with people 
onlineonline

SocialSocial media media

Made for people, not Made for people, not 

organizationsorganizations

It's not going to work perfectlyIt's not going to work perfectly

Not your virtual megaphoneNot your virtual megaphone



5 Common 5 Common 
Online CommunicationsOnline Communications

ToolsTools

Blogging    Email    Web Site



Target AudienceTarget Audience

                             Blogging       Email        Web Site

Know you; want 

constant  information 

and  details 

about your work.

Potential supporters, 

learning about 

your work 

and organization



Target AudienceTarget Audience



Target AudienceTarget Audience



Tone and VoiceTone and Voice

                             Blogging       Email        Web Site

First person singular

“I”

Informal and fun

Conversational; “Social”

First person plural

or third person

“We” or “The org”

Official



Tone & VoiceTone & Voice



Tone & VoiceTone & Voice



Frequency of MessageFrequency of Message

                         Blogging       Email        Web Site

Frequent – can be

daily or more often

Less frequent - 

Weekly to monthly



Frequency of MessageFrequency of Message



Frequency of MessageFrequency of Message



Return on InvestmentReturn on Investment

TBD; uneven,

subject to change;

Depends on what

you're trying to do

“Knowable”, based

on past patterns;

baseline online

real estate

Blogging       Email        Web Site



Return on InvestmentReturn on Investment



Return on InvestmentReturn on Investment



  

End Of SectionEnd Of Section

►Questions?Questions?
►Comments?Comments?

Thank You!Thank You!

These training materials have been prepared by AspirationThese training materials have been prepared by Aspiration

These materials are distributed under a Creative Commons license: Attribution-ShareAlike 3.0                  These materials are distributed under a Creative Commons license: Attribution-ShareAlike 3.0                  



Audience ExerciseAudience Exercise

Who are your top 3 audiences?Who are your top 3 audiences?



  

What are your goals?
►Measurable

►What does success look like?

►Tool-Agnostic
 Make sure your communications plan stays in tact when the tool 

you are using fails you

Tool

Goal Goal

Goal

Tool Tool

VSVS



  

G
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al

Tool Agnostic?

Goal

Tool Tool

Tool

Goal Goal

Goal

Tool

Goa
l



  

Campaign vs. Organizational Use Campaign vs. Organizational Use 

MissionMission

tool tooltooltool

audience audienceaudience

Comms
 

Goal

Comms
 

Goal



  

Example Goals

Goal? Measurability What does 
success look like? Tools

Increase attendance 
to rally through 
online efforts

 Can ask people 
how they heard
 Have links in 
online messaging to 
an online sign-up 
form 

100 more 
participants this 
year

 Web Site
 Twitter
 Email Blast

Keep Members 
engaged in efforts 
between meetings

 Track member 
engagement online

10% increase in 
member 
engagement online

 Facebook
 Twitter
 Texting



Things to ConsiderThings to Consider

Your organization/campaign is uniqueYour organization/campaign is unique

Tools change all the timeTools change all the time

Tracking is important to give you a sense of Tracking is important to give you a sense of 

what is working for YOUwhat is working for YOU



  

Campaign vs. Organizational Use Campaign vs. Organizational Use 

►Campaign communications goals may differ Campaign communications goals may differ 

from organizational communications goalsfrom organizational communications goals

►Tools may be used in different ways to Tools may be used in different ways to 

support these differing goalssupport these differing goals

►The goal support framework remainsThe goal support framework remains

  



  

RecapRecap

Remember to define your social media goals to Remember to define your social media goals to 
make the most of your time/resources make the most of your time/resources 

Don't feel like you have to be on everythingDon't feel like you have to be on everything

Baby steps; Bite off as much as you can chewBaby steps; Bite off as much as you can chew

Think about which tool is right for your goals Think about which tool is right for your goals 

and audiencesand audiences



  

End Of Section

►Questions?

►Comments?

Thank You!
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Social Media HousekeepingSocial Media Housekeeping

Lock down your virtual real estateLock down your virtual real estate

Reserve any accounts you could envision using now Reserve any accounts you could envision using now 

or in the futureor in the future

Facebook, Twitter, YouTube, FlickrFacebook, Twitter, YouTube, Flickr

Set them up to look like a familySet them up to look like a family

Strive for name consistency, usually an Strive for name consistency, usually an 

organizational domain nameorganizational domain name



Activity:
What's in your toolbox?



  

End Of SectionEnd Of Section

►Questions?Questions?
►Comments?Comments?

Thank You!Thank You!
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