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As agencies we need to learn how to maximize potential and minimize barriers to people viewing our social media.  To 

do so we need to have a plan, and learn to not be reactive.  A slap-dash approach to social media does not put your best 

foot forward. 

There are four questions to answer to get started: 

1. What do we want to accomplish through social media? 

2. Who are we trying to reach (multiple “who’s” are fine!) 

3. What do we need to say? 

4. Where should we put it (which social media outlet is best?) 

When considering which social media platform to use, it’s helpful to understand the economics of each, so that you can 

best understand what content plays best.  Social Media Platforms include, but are not limited to:  

Facebook 

This is the most popular platform worldwide (1.5 billion users worldwide) and across most populations, although the 

younger demographic is moving away from it.  FB’s largest area of growth is Caucasian women over 65 right now.  

(Those grandkids are sure cute!)   

 

To understand FB you need to understand the concept of “reach.” 

 Reach is defined as what the most people will see without any push, organic reach means you aren’t boosting.   

 FB used to be a great platform for nonprofits because they allowed about 15% of your info to reach to others.  

Now they restrict your info to just friends, so only 1-3% of your content is pushed organically.   

 Reach doesn’t mean that people have engaged with your content, it just means the info has shown up on 

someone’s newsfeed.   

 To get the most interaction with your audience you want to create the content that will draw them in and help 

them join the discussion by messaging, forwarding, clicking over to your website, etc.   

 You can boost your reach through Facebook for very reasonable amounts—say $20/month to boost the most 

critical posts.   

 

The below content will have the best organic reach.  

 Quality videos:   FB is pushing these right now because it wants to take market share from YouTube.  Video has 

the largest organic reach.  You need to upload your own video to gain this reach, if you just link to You Tube FB 

doesn’t push as much content because it doesn’t align with their goal.   

 Square-ish images:  people engage more with visual info than the written word—studies have proven in.  If you 

can create an image and overlay your message it will get more hits.  Images are uploaded in square’ish shapes.  

Use high quality images.  If you need to use text, keep it to three sentences MAX—drive people to another 

platform if you need to say more.  Plain text with no images gets no clicks! 

 Quality news links with images:  FB prioritizes news links so they have more reach than other things.  They 

increase their revenue so they like it when you use news links.  Make sure they have good images or create your 

own.  Kelli uses PicMonkey.com to create graphics (free) to go with any images she posts.   

 



To get the most reach you want to  

1. Increase page likes, this increases your followers 

2. Boost your post—it doesn’t cost much to do this.  This will plant your post not just on your friends’ pages, but on 

their friends’ pages 

a. When you boost you can set a target demographic e.g. boys aged 15-19, and then those folks alone will 

see it 

b. $20-50 per month can have a huge impact on your followers.  If you boost your page for just one week 

within one month you can increase your followers by 10%.  This can grow exponentially 

c. There are well-written guidelines on FB on how to do this 

d. It’s a great tool for events, volunteer drives, etc. 

3. You want to encourage people to not just like your post, but to comment, and share.   

a. Sharing your post is the holy grail of getting people involved with your agency—work to create posts 

that will get them to participate with your FB page 

 

Twitter 

Twitter isn’t used as much as FB, especially in Lane County. Only about 20% of people in Lane County use Twitter.    

Twitter is a great news driver, moving people to websites, blogs, etc. 

 It is increasingly visual—they are trying to keep up with FB and Instagram.  Messages with images get more 

twitter traffic.  Their images post best if they are horizontally aligned.   

 Auto play videos—Twitter is also trying to sway business from YouTube and SnapChat 

 Hashtags (# followed by one word (can be a mashup) and no punctuation) are used to connect and converse.  

When a # is clicked you can see everyone else who’s talking about it/what they are saying.  It helps to grow 

communities around a topic/action.   If an organization uses them Kelli recommends that they are not used 

flippantly/cheekily—it comes off poorly.  #badbusiness   

 

Pinterest 

 Pinterest is more popular than Instagram or Twitter.  75% of all women in the US are on it, usually between 9-12 

at night!  Pinterest is search engine friendly – Pinterest postings/boards often come up at the top of a search. 

 Images are vertically oriented – take care with that 

 Hashtags work great to drive people to Pinterest 

 There are clear captions—label your images well 

 To use Pinterest well you need to feed the beast often to stay relevant.  Kelli recommends no less than 4x/week.   

 

An agency can use Pinterest for so many things!  Garden growing tips, a board for an auction or gala, projects to recruit 

volunteers, Partner agency photos, etc.)  Pinterest can be a very successful way to engage with different populations—

volunteers, donors, partners. 

 

Instagram 

 Images only—all sizes and orientations are ok! 

 This is best when communicating with a younger and more multicultural audience.   

 This is best when used with a mobile device, the web interface is awkward 

 # work really well with this platform.  They drive content, indicate “likes”  e.g. #food or #nonprofit 

 

 

 

 



YouTube 

 This is a video clearinghouse with some social networks built in.  Comments can be useful this way; however 

Kelli cautions that “the crazies of the world tend to comment on YouTube videos” so you have to cull the 

comments frequently to remove those that aren’t appropriate.   

 You can add captions as the video progresses 

 Make sure to make titles and descriptions very clear and consistent, as this is how people find your content 

 YouTube is owned by google, so they make their videos very searchable…so again do a good job with title and 

description 

 

LinkedIn 

 This platform can help you personally get more looks 

 Tends to draw higher income, more professional people to it, so perhaps best used to connect to donor base or 

volunteers 

  

SnapChat 

 Kelli cautions against an agency using this one.  It was developed by dudes scheming to get girls to send them 

naked photos of themselves.   

 It is popular with the 14-24 year olds.  Use Instagram instead to connect with this demographic 

 Photos are set to disappear after a set amount of time, e.g. 3 seconds  

 

 

 

 

 

 

Once you decide upon which platform to use, you need to make a plan: 

 

Build a Calendar of posts.  Things that make good posts: 

 Events 

 Seasonal Topics/themes.  Even if your agency doesn’t participate in the holiday/seasonal thing.  By posting 

about it, it makes you part of the conversation, which you want—it drives people to your site. 

 Local News 

 Global News 

 Projects 

 Behind the Scenes photos—people love to see these 

 Experiences, values 

 Any quirky things about the agency—people love that too 

 

Create a schedule based on what you have to say.  Set aside time each week to write/develop your posts for the whole 

week.  Schedule these posts in advance.  Work with a team of folks—your volunteers, donors, clients, to determine what 

makes good content for your posts.    

 

Posts should not be more than three lines—less is better.  You can embed the messaging in the photo.  People will begin 

to understand the image in the photo conveys part of your message.   

 



Sample Calendar 

Monday Tuesday Weds Thurs Friday Sat/Sun 

Motivation 
Monday (what 
will motivate 
your viewers 
to do what you 
are asking 
them to do?) 

Growing 
Tuesday (how 
to grow your 
movement, or 
grow some 
food!0 

Volunteer 
Weds:  
Volunteer 
Opportunities 
or profile of 
great 
volunteers 

Throwback 
Thursday/old 
stories (people 
love that!) 

Photos Newsfeeds 

 

Pre-plan this.  Write and prep posts on Monday, use FB to time the release of these posts so that you are on autopilot 

the rest of the week.  This organized approach will draw the most views and engage your constituency the most. 

 

 

Tips: 

 Use your phone—much of this can be done through smartphone apps.  This is a timesaver! 

 Post often to keep followers engaged, no matter what platform you use—4x/week MINIMUM 

 To grow your audience the best tool is to ASK them to check out your social media links.  Often we won’t go to 

these unless we are prompted 

o E.g. in newsletters,  

 You can sync FB with your email distribution list—there is a tutorial on FB on how to do so 


