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HOMEWORK 
REVIEW



SUBMISSION #1













SUBMISSION #2











SOCIAL MEDIA 
OVERVIEW



WE'RE GOING TO FOCUS ON:



WHAT SOCIAL MEDIA ISN'T

• A replacement for email, direct mail, or 
fundraising events

• Somewhere you can drop in twice/year 
with a fundraising ask

• A great stand-alone fundraising tool for 
small organizations with low name 
recognition



WHAT SOCIAL MEDIA CAN BE

• A way to engage with younger supporters

• A way to share your message cost-effectively

• A way to broaden your organization's reach

• A way to spread the word about your 
fundraising campaigns

• A tool for peer-to-peer fundraising

• A way to grow your email list



INTEGRATE ACROSS 
CHANNELS



Organic social consists of the 
content you post for your followers 
to see.

Paid social is also known as social 
media advertising and consists 
both of ads you run and organic 
posts that you pay to promote to a 
broader audience.



INTEGRATE ACROSS 
CHANNELS: ORGANIC POST 
EXAMPLES

Remember this integrated 
campaign examples from the first 
session?



FACEBOOK



INSTAGRAM



TWITTER



WEBSITE



DONATION FORM



RESPONSIVE MOBILE DONATION FORM



OPTIMIZE YOUR SOCIAL 
MEDIA PROFILES



EXAMPLE: FACEBOOK PAGE (1/2)



EXAMPLE: OPTIMIZED FACEBOOK PAGE



EXAMPLE: FACEBOOK DONATE



EXAMPLE: TWITTER PROFILE



EXAMPLE: TWITTER PROFILE



EXAMPLE: INSTAGRAM PROFILE



EXAMPLE: INSTAGRAM PROFILE



ORGANIC SOCIAL POST TIPS

• Optimize images and copy for each 
platform

• Check to make sure pages you link to are 
optimized for each platform

• Use good images/videos

• Be concise and engaging



OPTIMIZE YOUR POST LENGTH 
(ORGANIC)

• Facebook post length: 40-80 
characters

• Tweet: 71-100 characters
• Instagram caption: 138-150

characters
• LinkedIn: 50-100 characters

Source:



ORGANIC SOCIAL 
MEDIA



PLAN IN ADVANCE

• Be intentional

• Have a strategy

• Set goals

• Plan your posts in advance

• Use analytics to monitor success 
and inform future posts/campaigns

• Go where your supporters are



REMEMBER: GOALS SHOULD BE 
S.M.A.R.T.

: Specific

: Measurable

: Attainable

: Relevant

: Timely



Source: Pew Research Center

KNOW WHERE YOUR 
SUPPORTERS ARE (1/2)



KNOW WHERE YOUR 
SUPPORTERS ARE (2/2)



INTERACT WITH 
FOLLOWERS

• Respond to messages and 
comments on posts and ads 
quickly

• Retweet often

• Tag followers and organizations





OPTIMIZE YOUR CONTENT

• Have a balance of fundraising and 
non-fundraising content

• Post regularly

• Use hashtags 

• Take advantage of trends

• Use images

• Make it easy for people to donate



REMEMBER THE MIX

Maintenance 
Mix

Engaging 
Communication

Fundraising Campaign Fundraising Campaign Fundraising Campaign

Engaging 
Communication

Engaging 
Communication





ORGANIC SOCIAL 
EXAMPLES



TWITTER



TWITTER



TWITTER



FACEBOOK



FACEBOOK



FACEBOOK



TWITTER



TWITTER



TWITTER



INSTAGRAM



INSTAGRAM



INSTAGRAM



PEER-TO-PEER 
FUNDRAISING



TIPS
• Directly ask your supporters on social 

media to tell their friends

• Provide social media copy for your 
supporters so they can easily share 
your message

• Let your supporters now that you need 
their help

• Make your ask specific – what are you 
trying to do? How can they help?



FACEBOOK FUNDRAISERS

• Get set up as a nonprofit on Facebook

• Enroll in Facebook Pay

• Invite your supporters to fundraise for 
you (e.g. birthday fundraisers)



EXAMPLE: FACEBOOK BIRTHDAY 
FUNDRAISER



PAID SOCIAL MEDIA 
POSTS



PAID SOCIAL POST TIPS
In addition to the organic social media 
post tips, you should:

• Plan out your campaign -- budget and 
timeline

• Use ad preview to make sure ads look 
good

• A/B test

• Created a targeted list



• Fundraise?
• Grow your email list for 

future fundraising 
campaigns?

• Increase awareness of 
your organization to 
make future fundraising 
campaigns more 
successful?

WHAT ARE YOU 
TRYING TO DO?



WHO DO YOU 
WANT TO REACH?

• Location

• Age

• Gender

• Interests

• Past engagement with 
your organization



EXAMPLE: FACEBOOK AD TARGETING



FACEBOOK: PHOTO ADS



FACEBOOK: CAROUSEL ADS



FACEBOOK: OPTIMIZE YOUR 
AD LENGTH
Note: Ad format determines which length is 
ideal

• Headline: 25-40 characters
• Ad text: 90 characters
• Link description: 20-30 characters

Source: 



TYPES OF ADS: TWITTER

Promoted Plain Text Tweet



TYPES OF ADS: TWITTER
Promoted Image Tweet



TYPES OF ADS: TWITTER
Promoted Video



PAID SOCIAL 
EXAMPLES



FACEBOOK



FACEBOOK



FACEBOOK



INSTAGRAM



INSTAGRAM



INSTAGRAM



PLATFORMS AND TOOLS



TYPES OF TOOLS

• Graphic design

• Link sharing

• Testing / previewing

• Collaboration and social 
media management

• Scheduling



GRAPHIC DESIGN



GRAPHIC DESIGN



BIO LINK TOOLS 
(INSTAGRAM)

• LinkTree

• Shorby

• Sked Link

• Lnk.bio

• Link in Profile

• Milkshake App

• Campsite



PREVIEW: TWITTER CARD 
VALIDATOR



PREVIEW: 
FACEBOOK



COLLABORATION



SCHEDULING



SCHEDULING



SCHEDULING



SCHEDULING



SCHEDULING



METRICS & 
ANALYSIS



FACEBOOK



TWITTER ANALYTICS



INSTAGRAM

Source: falcon.io



ACTION ITEMS



YOUR NEXT STEPS
Optimize your website for fundraising

Optimize your donation page(s)

Create a campaign plan

Develop your story

Understand metrics to track

Integrate your campaign across channels

Write your campaign report (after)



QUESTIONS?

WE VALUE YOUR
OPINIONS. PLEASE 
COMPLETE THIS 
EVALUATION OF THE
DIGITAL FUNRDAISING
SERIES:

www.surveymonkey.com/r/695DW3Z

This link is available on the course page:
https://offers.techimpact.org/course-page-nycon



TECHIMPACT.ORG

THANK YOU


