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Goals and Take Aways 

1. Understand how social media can benefit your 

PATH organization 

 

2. How to get started building your own strategy 

 

3. Introduction to the leading social platforms 



Social media =  

The process of individuals 

or brands sharing content 

online and discussing the 

story with key audiences 
 



The Rules 



Level setting  

 Today’s focus in on the tools and best practices that are 

currently available.  

 

 Each social program is as unique as the program itself. 

One size does not fit all.  

 All social programs should map directly to your overall 

organization strategy.  

 

 Only you will know if these tools would effectively map to 

your organization’s mission, programs and supporters. 

 If engagement and outreach are useful to your organization, 

social may be helpful. 

 



Don’t abandon proven tactics for new toys; blend them 

 Digital compliments an integrated communications 

program: 

 Direct mail 

 E-mail 

 Organization website  

 Newsletters 

 Fundraising campaigns 

 In-personal events  

 Word of mouth campaigns 



This guidance is already out of date 

 The web and its tools are constantly updating. It 

moves fast and is only getting faster.  

 

 There is always going to be something new – 

welcome to the new “revolution” 

 

 Social is a journey, not a destination. There is no 

“check box” when we can say social is complete. It 

will never be done.  

 

 

 



The cost 

 Most tools are low cost, but social media is not free 

 Requires time and brainpower 

 On average, for each social media channel you add to 

your program, add 2-4 hours commitment/week.  

 

 Start small and build. Each tactic you begin 

implementing builds your social foundation but by no 

means recommend and run out and do them all.  

 Pick your weapon and implement with precision.  



People resources 

 The true power of social media does not lie in the 

technology – it’s in the people using it.  

 

 Technologies come and go, it’s the relationships that 

matter.  

 

 The person you choose to manage your social 

communications should embrace trying, failing, 

learning and teaching as part of their job description.  

 Volunteers can help but if resources allow, ideally 

ownership is centralized within staff responsibilities.  

 

 



Proceed at your own pace 

 Social has decentralized the power of news from the 
brand and organization = new territory.  
 

 Wise to keep an eye on your supporters use of 
social media even if the strategy is not something 
you believe you can support right away.  
 A poorly maintained social presence can do more 

damage than no presence at all 
 

 Your social media is not going to be perfect. Accept 
that social media is not going to be flawless, just like 
every personal relationship we have.  

 If you goof up, fix it and apologize as needed.  



The Art of Telling Stories 



Why (as individuals) we share online 

 To stay connected with our friends & family 

 To celebrate our latest accomplishments 

 To seek support during hard times 

 To ask for feedback about an idea 

 To laugh when something is funny 

 To raise awareness about an important issue 

 To promote an upcoming event 



The organization humanization highway 

1. Ignoring 

 

2. Listening 

 

3. Responding 

 

4. Participating 

 

5. Storytelling 

 

Source: The NOW Revolution: 7 Shifts to Make Your Business Faster, Smarter & More Social 

http://nowrevolutionbook.com/
http://nowrevolutionbook.com/
http://nowrevolutionbook.com/


Social media’s power is making things visible  

 Your program 

 Your people 

 Your volunteers 

 You clients 

 Your donors 

 Your horses 

 Your causes 

 Your needs  

 Your successes 

 Your challenges 

 Your story 

Word Cloud Source: Wordle 

http://www.wordle.net/


Engagement 
 Definition: making people feel emotionally 

connected to helping you achieve your goals 
through storytelling, authenticity and establishing a 
personal connection 

 
 Tell a story 

 Engage with empathy, not just facts or marketing messages 

 

 Authentic 
 Be you – everyone else is taken 

 

 Empathize with your audience  
 Learn what’s important to your stakeholders and how it 

relates to your program 

 True passion is contagious – the more people can connect 
with you, the more they connect with your cause.  

 Your people are your biggest cheerleaders.  



Relationships Public Relations 

 Learn 

 Specific needs of your clients 

 How volunteers want to help you 

 How donors perceive your 
organization 

 Educate  

 Areas of expertise 

 Your organization 

 Help  

 Offer solution to a problem being 
discussed online 

 Connecting them to other people 
online who can help 

 Thank 

 Followers who engage with you 

 Volunteers and donors who have 
supported you offline 

 

 Feature 

 Stories, photos and videos on what 
you’ve done for the community 

 What your organization is working 
on 

 Promote 

 Events / activities your non profit is 
hosting 

 Needs or volunteers 

 Monitor 

 Search for people talking about your 
area of expertise 

 Talking about your organization 

 Respond 

 Traditional media queries 

 Misinformation or questions about 
your organization 

 



Build your social program 



Step 1: Brainstorm – Who are your audiences?  

 Potential clients?  

 Volunteers? 

 Donors?  

 Sponsors? 

 Board members? 

 Media?  

 



Step 1: Brainstorm - What do they want to learn?  

 What your organization does?  

 Who your organization helps?  

 Where do donations go? 

 How do you donate?  

 How do you get involved/volunteer? 

 When/where are your upcoming events?  

 Expertise in your space?  

 Clarification about organization or industry news? 

 Is this organization one I want to support? Are we a good 

fit?  



Step 1: Brainstorm - How can you inform them?  

 “Content is king and context is queen” 

 

 What content can you share? 

 Photo galleries of volunteers 

 Online event listings 

 Insights into your daily program activities 

 Short profiles about your clients 

 Q&As with your staff or volunteers 

 Blog posts from director, board or team 

 Video or audio 

 White papers / essays 

 

Hi… 

Hello… 



Step 2: Research – Analyze your industry and peers 

 How are they using social media? 

 How is effective? What is not effective? 

 What ideas can you borrow?  

 What ideas can you improve on?  

 What are they missing?  



Step 2: Research – Ask for feedback 

 How do your target audiences use social media / 
how would they like to communicate with you online? 
 Staff  

 Volunteers 

 Clients 

 Partners 

 Board members 
 

 Ask what interests them online 
 Ask them what doesn’t work  

 

 Look for volunteers and support for your social 
program 



Step 3: Plan – Set your goals 

 Decide your high level 

goals first – think SMART 

 Specific  

 Measurable  

 Achievable 

 Relevant 

 Time-based 

 

 Translate those into online 

goals 

 

Resource: The Nonprofit Social Media Decision Guide (Idealware) 

http://www.idealware.org/reports/nonprofit-social-media-decision-guide


Step 3: Plan – Budget your time 

 How much time per/week do you have for social 

media 

 On average, for each social media channel you add to 

your program, add 2-3 hours commitment/week.  

 

 Can additional staff members or volunteers help 

you? 

 

 Be realistic about what you can achieve to start  

 i.e. respond to all direct messages and clean out spam 

messages 

 



Step 3: Plan – Select your platform 

 Choose the one 

platform that 

best fits your 

needs 

 Where your 

audiences are 

 Have the most 

time and 

resources for 

 



Step 3: Plan – Gather your content 

 Define editorial calendar of stories 

 Who are we? 

 Where are we going in the future?  

 How are our audiences impacted by us? What do we want to 
learn from them? 

 Personal spotlights – what people or animals can we spotlight 
or feature?  
 

 Look for content that can be shared on your social media 
profiles 

 Company photos (new or old) 

 Short videos 

 Events calendars 

 News/announcements 

 



Step 4: Write your social media guidelines 

 Guidelines should include: 

 What does your “personality” look like online? 

 What information you will/will not share online 

 What will you do about a negative comment online?  

 How to handle a crisis when it strikes 

 

 Should be shared with staff, volunteers and board 

members 

 



Step 4: Prepare – Hold social media trainings 

 Train all your employees 
on how to use social 
networks your 
organization will be using 
 

 Encourage your staff and 
volunteers to act as 
brand ambassadors 
online within their own 
networks.  
 Social media success = 

people connect with 
people 



Step 5: Execute - Start with a beta launch 

 Share your online profile with a small, trusted group 

to start 

 

 Get their feedback 

 

 Make tweaks 

 

 Get comfortable with the platform.  



Step 5: Execute – You’re official! 

 Promote and integrate this new social profile:  

 On your website 

 In your e-mail signatures 

 In an e-mail blast to your distribution list 

 In printed brochures, newsletter, event or any other 

traditional communications material 

 



Step 5: Build, grow and adapt 
 Ask your followers for feedback – what do they want to 

learn from you? 
 Listen more than you talk 

 

 Use the social network’s reporting tools to measure your 
effectiveness 

 

 Be willing to adjust and make changes to your strategy to 
meet the needs of your audiences.  

 

 Give your program at least three months to show results 

 

 When ready, add another platform that you have time 
and resources for.  



Digital Channels 



What is Facebook?  

 Facebook helps 

people keep in touch 

with extended groups 

of friends and family.  

 

 Largest social 

network in the world: 

800 million users  

 200 million users log 

in each day 

 

 www.facebook.com  

http://www.facebook.com/


Why You Should Consider Facebook 
 800 millions users: fish where the fish are 

 

 Infrastructure: Nonprofits and organizations can create a Page, and 
people can interact with you just like they do with individuals 
 

 Cost: Free ($$) 
 

 Benchmarking: Facebook Insights measure how well your Page 
performs  
 

 Content: Supports large variety of content – e.g., pictures, videos, 
text, events and web links  
 

 Discussion Support: Content can be shared, liked or commented 
on 

 



Benefits of Pages for Non-Profits 

 Increased 

 Website traffic 

 Attendance at 

events 

 Email list 

building 

 Cross- 

participation 

across 

channels (e.g. 

Twitter) 

 Feedback and 

insight about 

programs 

 Outreach and 

eminence 

 



Types of Presence 

Facebook Page Facebook Profile 

 Can target posts by language 
and location 

 Created by business,  
organization or brand 

 Free (no $$) 

 Admins don’t have to have a 
Facebook page to create a 
Page 

 Users “like” you and opt into 
receiving your Facebook 
posts; can not “friend” users 

 Pages are found in Google 
search 

 Facebook Analytics: Tools to 
determine what your fans are 
doing/interacting with your 
Page 

 Facebook Pages Resources 

 Must be human, over 13 years 

old 

 Free (no $$) 

 Full profile is private; only 

friends can see full information 

 Must send or accept requests 

to make “friends” 

 Small group or subset of your 

Page audience.  

 You add/control who joins 

group.  

 Secret, closed or open 

 Can post updates, poll the 

group or chat with everyone 

at once 

 Free (no $$) 

 Facebook Group Resources 

Facebook Group 

http://www.facebook.com/note.php?note_id=10150292179874822
http://www.facebook.com/groups


So, what could I be talking 

about on Facebook?  



Give thanks to 

volunteers 

Share pictures 

to tell a story 



Ask for support or help 



Share traditional 

media coverage 

Your audiences can 

talk with you  
(Posted to the High Hopes TR 

Page) 

News and 

announcements 



What is Twitter?  

 Internet-based 
service that lets 
you set up a 
brand/personal 
profile and send out 
a stream of short 
messages called 
“tweets” 

 

 Messages are 
limited to 140 
characters 

 

 More than 200 
million registered 
users 

 

 www.twitter.com  

http://www.twitter.com/


Why you should consider Twitter 

 Audiences can choose to “follow” your tweets and if 

they like it, they can “retweet, or post it again so their 

followers see it (echo effect which can reach a lot of 

people quickly) 

 

 Use “hashtags” (#) which organizes all tweets by 

threads or keywords.  

 

 Great for quick thoughts/news – 140 characters or 

less 



Benefits of Tweeting for Non Profits 
 Connect with like 

minded organizations 
and media-outlets 

 Can monitor / listen 
about what is being 
said about you or your 
platforms and respond 
in real time 

 Provide real time 
updates 

 Reach to 
decentralized groups 

 People don’t have to 
follow you to pay 
attention to what 
you’re saying – 
search, #s and RTs 
drive awareness. 



Anatomy of  a Twitter Profile 

Twitter 

Handle 



Anatomy of  a Twitter Profile 

Display 

name 



Anatomy of  a Twitter Profile 

Elevator 

pitch: who 

are you and 

why should 

your 

followers 

care 



Anatomy of  a Twitter Profile 

Tweets 

(reverse 

chronological 

order) 



Anatomy of  a Twitter Profile 

Dashboard: 

# Tweets, 

followers, 

follows and 

lists 



So, what could I be talking 

about on Twitter?  



Share updates 

Promote events 

Tell stories 

Give thanks 



Make announcements 

Pitch traditional media 

Share news about  

key issues 



What is LinkedIn?  
 The world’s largest 

professional network on the 
Internet with more than 135 
million members in over 200 
countries  

 

 Each member has a profile 
= enhanced resume 

 

 Benefits: 
 Connection with business 

community – partners, board 
members etc.  

 Gain access to your 
supporters’ own networks 
and Rolodexes 

 

 www.linkedin.com  

http://www.linkedin.com/


Why you should consider LinkedIn  
 

 Company / organization 
profiles 
 Staff 

 Volunteers 

 News 

 Overview 

 

 

 Personal profile 
 New feature to profile 

volunteer experience on 
individual’s profiles that 
connect with company 
pages 

 



Five things our therapy horses can teach 
us about social media 



 

One size  

does not  

fit all.  

Just as you match the 

horse to the rider, match 

the media channel with 

the message.  

 

How and where you say 

something can be as 

important as what you 

say.  

1 



 
There is 
always 
something  
new to learn. 

A good therapy horse has 
the ability to learn new 
things through verbal and 
non-verbal language and 
then apply it to previous 
knowledge.  

 

The tools and technology 
are a starting point but 
success will be how to 
keep learning ways to 
understand and relate to 
your audiences. 

 

2 



 

Relationships 

are reciprocal.  

Just like a pat on the 

neck, a kiss on the nose 

or carrot go a long way, 

letting your audiences 

know you appreciate 

them for sharing your 

cause, spreading your 

story, making that 

donation, volunteering 

their time helps build two-

way relationships. 

 

3 



 
Stay calm  
and  
carry on. 

Things that you don’t 
expect or plan for will 
happen. Fight the urge to 
flee. Stick around and 
work through hiccups.  

 

Making an impact takes 
time and progress may 
not be perfect, but you’ll 
gain respect of your 
audiences that you stayed 
with them. 

 

4 



 
“Not everything 
that counts can 
be counted,  
not everything 
that counted 
counts” 

Just as counting the number 
of minutes a student spent in 
a ring or what color their shirt 
was for the day doesn’t 
equate progress, social media 
success goes well beyond the 
numbers of “likes” or “friends.”  

 

Qualitative results are often 
more important than 
quantitative results – measure 
the breakthroughs for each 
unique relationship.   

5 



Homework 



Be a student and keep learning
 Books 

 The Networked Nonprofit: Connecting with Social Media to Drive 
Change 

 Social Media for Social Good: A How-to Guide for Nonprofits 

 The Nonprofit Marketing Guide: High-Impact, Low-Cost Ways to 
Build Support for Your Good Cause 

 

 Websites 

 Non-profit Technology Network (NTEN) 

 Idealware 

 Mashable: Social Good 

 

 Your Peers and Industry 

 Follow them on Facebook, Twitter, LinkedIn, Google+ and where 
ever they’re gathering digitally. 

http://www.amazon.com/dp/0470547979?tag=bethkanterorg-20&camp=14573&creative=327641&linkCode=as1&creativeASIN=0470547979&adid=1BP5HCF4JY3BN5K9DZ78&&ref-refURL=http://www.bethkanter.org/the-networked-nonprofit/
http://www.amazon.com/dp/0470547979?tag=bethkanterorg-20&camp=14573&creative=327641&linkCode=as1&creativeASIN=0470547979&adid=1BP5HCF4JY3BN5K9DZ78&&ref-refURL=http://www.bethkanter.org/the-networked-nonprofit/
http://www.amazon.com/Social-Media-Good-How-Nonprofits/dp/007177081X/ref=pd_bxgy_b_img_b
http://www.amazon.com/Social-Media-Good-How-Nonprofits/dp/007177081X/ref=pd_bxgy_b_img_b
http://www.amazon.com/Social-Media-Good-How-Nonprofits/dp/007177081X/ref=pd_bxgy_b_img_b
http://www.amazon.com/Social-Media-Good-How-Nonprofits/dp/007177081X/ref=pd_bxgy_b_img_b
http://www.amazon.com/Nonprofit-Marketing-Guide-High-Impact-Jossey-Bass/dp/0470539658/ref=pd_bxgy_b_img_c
http://www.amazon.com/Nonprofit-Marketing-Guide-High-Impact-Jossey-Bass/dp/0470539658/ref=pd_bxgy_b_img_c
http://www.amazon.com/Nonprofit-Marketing-Guide-High-Impact-Jossey-Bass/dp/0470539658/ref=pd_bxgy_b_img_c
http://www.amazon.com/Nonprofit-Marketing-Guide-High-Impact-Jossey-Bass/dp/0470539658/ref=pd_bxgy_b_img_c
http://www.amazon.com/Nonprofit-Marketing-Guide-High-Impact-Jossey-Bass/dp/0470539658/ref=pd_bxgy_b_img_c
http://www.amazon.com/Nonprofit-Marketing-Guide-High-Impact-Jossey-Bass/dp/0470539658/ref=pd_bxgy_b_img_c
http://www.amazon.com/Nonprofit-Marketing-Guide-High-Impact-Jossey-Bass/dp/0470539658/ref=pd_bxgy_b_img_c
http://www.nten.org/
http://www.nten.org/
http://www.nten.org/
http://www.idealware.org/reports
http://mashable.com/social-good/


The Presentation Materials + Additional Resources 

 

 

 

For this session’s 

presentation slides, 

materials and best 

practices, please visit:  

 
thehorseremedy.wordpress.com/  

 

http://thehorseremedy.wordpress.com/
http://thehorseremedy.wordpress.com/
http://thehorseremedy.wordpress.com/


Volunteers Wanted: Organization Snapshot
 Q&A format  

 

 Links to web and social 

channels (where appropriate) 

 

 Purpose:  

 Build awareness for the 

PATH organization 

community and programs 

(free PR!) 

 Share best practices 

 Connect people and 

causes 

 

 Goal: Launch new snapshot 

weekly 

 

 Interested? Contact Whitney 



Join PATH International “Community Connections” 
The PATH Intl. social networking 

site connects members through 

community groups by linking 

individuals with a shared interest 

and/or purpose through 

involvement in the group(s) of 

their choosing.  

 

These groups foster community 

through member participation, 

member and mentor matching, 

support, resource sharing and 

advocacy. Community groups 

align with the PATH Intl. mission, 

vision, strategic plan and 

practices, but they are imagined, 

created, defined and managed by 

their members. The association 

creates the environment for 

community groups to operate; 

however, the communities 

themselves are self-directed. 

 

Visit the site here 

http://www.pathintl.org/path-intl-membership/my-community
http://www.pathintl.org/path-intl-membership/my-community
http://www.pathintl.org/path-intl-membership/my-community


The Speaker: Whitney Smith Sorenson 

 Questions? Comments? Need additional information? Contact Whitney:  

  
whitneyesorenson@gmail.com 

+1 773 329 0220 

twitter.com/horseremedy 

linkedin.com/in/whitneyesorenson 

gplus.to/whitneysorenson 

thehorseremedy.wordpress.com  



Questions and Answers 


