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Workshop

• 10:00-10:10 Welcome
• 10:10-11:10 Community building and fundraising 
with social media (AH3.22)

• 11:10-12:15 Practical tasks - Community building 
and fundraising with social media  (AH3.22)

• 12:15-12:30: break, move to different room (AH 
2.23)

• 12:30-13:10 Lunch – Group Discussion (AH 2.23)
• 13:10-14:10- Strategic Communication(AH 2.23)
• 14:10-15:10 Practical tasks - Social media strategy 
and planning (AH 2.23)

• 15:10-16:00 'One-to-One Surgery‘ 



Why social media?

• In 2013, 36 million adults (73%) in Great Britain 
accessed the Internet every day, 20 million more than in 
2006, when directly comparable records began.

• Access to the Internet using a mobile phone more than 
doubled between 2010 and 2013, from 24% to 53%.

• In 2013, 72% of all adults bought goods or services 
online, up from 53% in 2008.

• In Great Britain, 21 million households (83%) had 
Internet access in 2013.

• Broadband Internet connections using fibre optic or 
cable were used by 42% of households, up from 30% in 
2012 ONS, 2013







Why social media?

Digital Giving Review, 2012





social media?
Why should Museums engage with 
social media?

• Today museums report up to 10 times the number 
of visitors to their websites that they get to their 
buildings (Proctor, 2011)

• Online interactions with the museum include social 
media content that is not authored or even 
sanctioned by the museum (A survey by Tate showed 

that 26 percent of visitors had shared their own content 
(blog posts, tweets, personal thoughts, photos, etc.) 

during or after their visit.)



What are social media?

• a collection of Internet-based applications enabling 
interactive dialogue, social interaction and the creation 
and exchange of user-generated content

• The underlying logic of such technologies, and of digital 
media and culture in general, is openness and 
participation (Lewis 2012, 840). 

• They do not merely represent a technological 
phenomenon, but also a cultural one (Jenkins 2006), 
where the "end-users feel enabled and encouraged to 
participate in the creation and circulation of media" 
(Lewis 2012, 853). 





Community building and 
fundraising with social media



Practical session - worksheet

• Task 1: Listening

• Task 2: What makes an active community on 
social media? Emulating what works for others

• Task 3: Creating content

• Task 4: Which fundraising site? 

• Task 5: Fundraising with Social Media. Emulating 
what works for others 

• Task 6: Planning a fundraising campaign with 
social media



Which fundraising site?



Emulate what others are doing

Read the following case studies and make notes on what worked well on 
these projects/campaigns: 

• http://blog.justgiving.com/social-charity-of-the-month-cancer-
research-uk/

• http://blog.justgiving.com/fundraiser-of-the-moment-ronnie-sloan/
• http://blog.justgiving.com/social-charity-of-the-month-bat-

conservation-trust/
• http://blog.justgiving.com/social-charity-of-the-month-positive-

east/
Check out the different ways some organisations fundraise online (see 

under 'Donate'):
• http://www.redcross.org.uk/
• http://www.rnib.org.uk/Pages/Home.aspx
• http://www.britishmuseum.org/support_us/ways_of_giving/make_

a_donation.aspx
• http://www.horniman.ac.uk/get_involved/donate-to-the-horniman



fundraising campaign
Designing a project based 
fundraising campaign

Tips:
• set a SMART (Specific, Measurable, Achievable, Realistic and Timely) 

goal and a deadline (e.g. £800 by 1 December 2013, to build a 
community playground for 150 children in a village with high levels of 
unemployment)

• Tell a compelling story (use images and if possible video)
• Make it easy for the donors
• Plan the promotion (promote on and offline on different platforms; 

create a calendar where, what and when you promote) 
• Map donations to impact (e.g. "£10 provides a swing in the new 

playground"; you could even make a donation shopping list; e.g. £10 
could buy a swing; £20 could buy a small willow tree; £50 could buy 
a slide for toddlers)

• Communicate with donors (i.e. thank them, announce when 
milestones are met, show donors their impact)

• Start with your inner circle, build momentum and then branch out



Discussion

• What do you think the main benefits of 
social media are for organisations like 
yours?

• What do you think the main challenges 
are with social media for organisations 
like yours?

• What types of support would be the most 
useful for organisations like yours in 
relation to social media? 



Strategic Communication



Possible reasons for using social media

• Easier access to your 
audience/community/people 
you want to reach out

• The ability to create your 
message in your tone of voice

• Give power to your supporters 
to spread your message

• Recruit new supporters & 
volunteers

• Engage with real people and 
have real conversations with 
them

• Share your vision locally and 
nationally

• To raise awareness of your 
core issue 

• To encourage donations of 
money or time 

• To improve recognition of your 
organisation and its work 

• To support campaigns 

• To organise events 

• To improve communication 
between members 

...the list is endless





Many third sector organisations are 
already online



How do third sector organisations use 
social media?

Source: About that First Tweet



Strategic communication

In the simplest terms, effective communications 
has three overarching rules: 

1. Define success 

2. Know the context 

3. Deliver the right message to the right audience 
at the right time, many times

“Social media is a tool to 
help you meet your 

organisational goals. It is 
not a goal in and of itself.”



Strategic communication

“...investing time and resources into a strategic communications 
planning process will help your organization: 

• proactively focus the activities of your organization where there 
is the greatest potential for success; 

• ensure your limited resources (time and financial) are most 
effectively applied; 

• impose discipline and clear thinking about why it is in the best 
interest for your organization to pursue certain 
communications initiatives; 

• ensure that everyone in your organization (staff, board, 
volunteers) is “on the same page” and telling the same stories 
about your organization; 

• achieve results that move you towards realizing your 
organization’s goals; 

• encourage creative thinking about new ways to address old 
challenges.”

Institute for Media, Policy and Civil Society, 
2004



Strategic Communication

Setting specific aims and objectives 

Planning
Identifying Audiences

Identifying communication tools

Creating content 

Implementing
Delivering 

Measuring/Assessing outcome 
Assessing 



T.W.E.E.T. model

Target: You can’t get anywhere on Twitter if you don’t have a 

target or goal.

Write: It’s time to send your first tweet, whatever it may be. 

Then send your second. Stop editing yourself and let it flow.

Engage: Once you send your first tweet, the world won’t come

running. Engage with others to get them to see you, listen to 
you, and interact with you.

Explore: Try new things out. Find new people

Track: You won’t know if you’ve met your target unless you’re 

tracking it.

Source: Tweet model from Twitter



objectives 
Setting specific aims and 
objectives 
Example: Aim: Increase brand 
awareness

• Objective 1: Build a following—increase 
number of Twitter followers by 200 in 3 
months.

• Objective 2: Amplify messaging—receive 5 
retweets per week.

• Objective 3: Drive traffic to the website
—receive 100 clickthroughs per week

“increase our number of Twitter followers”

•Measurable
•Obtainable
•Set within a 
specific time
frame



objectives 
Setting specific aims and 
objectives 
Once aims and objectives are set plan how you 
can achieve them

Example: Objective 1: Build a following—increase number of 
Twitter followers by 200 in 3 months :

• Follow users who might be interested in your organization: your 
existing supporters, members of your target audience and other 
nonprofits. There’s a good chance they’ll follow you back.

• Tweet links to third party articles and blog posts that are relevant 
to your target audience. This will establish you as a valuable 
resource for information—a Twitter user worth following.

• Use popular sector-specific hashtags to gain the attention of 
relevant users.

• Retweet other users’ content. They’ll receive an email notification 
and be flattered that you shared their tweet.

• Run a contest. Ask current members to tweet why they support 
your organization, along with a hashtag (like #IsupportXXXXX), 
in order to be entered into a prize drawing.



Planning 

• Clear Aims and Objectives

• Evaluate your own assets

• Integrate with work of organisation

• Set timetable and resources

• Identify people responsible for social 
media give them clear roles and 
functions

•Guidelines and policies 







Audience

Know your audience: Who are they? What are they like? If 
you know who you are interacting with you can tailor the 
tone of your voice as well as the visual aspects of you 
page, blog or avatar / icon to best speak to your 
supporters.

1. Define

2. Locate

3. Communicate/Interact



Who is your audience?

• Clients

• Visitors

• Volunteers

• Donors

• Staff

• Board members

• Members of local community

• People with specialist interest



Different Audiences Require Different Levels of 
Engagement and different communication tools

Followers (i.e. 

people you want 

to know 

about/be aware 

of your 

organisation)

Community (i.e. 

people you want 

to get involved in 

some way)

Partnership (i.e. 

people/organisat

ions you work 

with closely on 

some aspects

Awareness 

engagement

Community 

engagement

Direct 

Engagement



Which communication tool?

UsefulNot useful

Possible 
(easy to use)

Not possible 
(difficult to 
use)



Which social media tool?
Facebook Twitter Youtube Printere

st or 
Tumblr

Linkedin Blogs

Type of 
content

mixed Short 
text

video Images 
(and text)

Text and 
links

Text 
mainly

Usefulne
ss for an 
organisa
tion

Build and 
maintain a 
community 
around the 
organisatio
n

Push out 
informat
ion and 
interact 
with 
wider 
world

Tell 
stories
effectivel
y

Tell 
stories 
effectively

Networkin
g, finding 
people 
with skills 
and 
knowledge 
you need,
fundraisin
g

To 
publicis
e your 
views

Example National 
Autistic 
Society

Dog 
Trust 
Loughbo
rough

Dog trust Doctors 
Without 
Borders

Doctors 
Without 
Borders

Dog 
trust



Which social media tool?

“Within the Grant Museum we tend to use Twitter, Facebook and a blog as 
the primary platforms for social media and websites like Youtube and 
Flickr as tools for hosting multimedia content which we embed and link to 
through the primary platforms. Twitter is transitory, ... and is appropriate 
for reacting to topical news and discussions within minutes as well as being 
a direct line to the museum. For a museum, we use Facebook as another 
way to link to blog content but also treat each post as a kind of virtual badge 
or a postcard that our ‘visitors’ will share with their contacts. Blogs are 
ever increasingly being treated as a form of publication and are good for 
giving activities, events, debates and discussions a concrete presence for 
linking to in the future for content that may be too complex for a tweet but 
not quite the kind of content appropriate for a journal article or book. The 
important social aspect to social media also allows for direct feedback, 
critique discussion and sharing which can augment the kinds of outputs 
that typically don’t (i.e. exhibitions and events in museums). Thinking 
about the different strengths of each platform beforehand helps to filter 
what content should go where.” (Grant Museum of Zoology and 
Comparative Anatomy)



Content

• Have a content plan

• Conversation is key

• Regular communication

• Listen and engage

• Do supplement calendars with breaking news

• Do give your thoughts and ask questions

• Show off

• Use video and photos 



Content plan



Tips for Facebook







Show off



1 Cover & profile    2 Milestones     3 Apps    4 Great wall posts    5 Insights

Enhance your 
timeline with 
objects from 
your collection



Photos! Posts 
with visuals 
get twice as much 
engagement.



Show Personality



Combine 
visuals with 
“did you 
knows” for fun 
posts people 
will pass along 
to friends



Delivery

• Leverage your existing communities: if you have 
a mailing list for example ask them to become 
your ‘fan’ on Facebook

• Take chances: don't feel you need to play it safe. 
It is worth giving good ideas a shot to see where 
they go

• Have a personality: as an organisation you will 
have opinions and ideas. Don’t be scared to 
share them. Being dull won’t help engagement!



Policies and Guidelines

• What are the risks? What policies needed? What 
restrictions will the organisation put on which 
platforms can be used and how? Who’s 
responsibility is it to do social media?

• Guiding interactions and communications
• How to handbooks
• Templates online (e.g. 

http://www.pinterest.com/askdebra/social-media-policies/; 
http://www.idealware.org/smpolicy; 
http://www.slideshare.net/SMinOrgs/social-media-policies-
and-more-checklist-guidance

• Reputation management responsiveness
• Personnel/Personal divide



Policies





Measuring/Assessing outcome

• What to measure? – link it to original aim

• Different possible perspectives: e.g. evaluating 
social media as a communication tool, as a 
conversation to engage audiences, or as an 
audience research tool

• Quantitative data: volume, virality, potential 
reach, traffic generated to home website, 
different types of engagement and topics

• Qualitative data: understanding people’s 
reactions, thoughts; gives you insight about your 
audience





Key to success 

• Being strategic
• Socialising the organisation
• Integrate social media across all the 
work of the organisation rather than 
have social media as 
something separate

“A useful exercise is to examine the range of activities 
that make up your institution’s strategy and mission 
and to see how social media can augment these 
activities and outputs to reach a wider audience, spark 
discussion. “

• Visual, visual, visual – interesting 
content



Some useful sources

• CharityComms

• Museum analytics

• Guidelines for non profits, e.g.:

▫ Twitter for good

▫ ICT champions

▫ Knowhownonprofit

• Content strategy for non profits

• Community Organizer 2.0

• Third Sector



Some Social Media Myths

•Social Media is free

•You need to be very IT 
literate

•You need to get it right 
first time



Task: Social media strategy and planning

Task: In small groups develop a 
communication/social media strategy either for 
the fictional case study given below or for an 
event/campaign of your choice.

Fictional case study: Develop a social media 
strategy for an event of a local non profit 
organisation. (E.g. the summer fete of the 
Pilgrims Hospices or a new WWI exhibition of a 
Local Heritage museum) 


