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Agenda 
• Welcome 

• Overview of Social Media 

• The Whole Enchilada, Part 1 

• Break 

• The Whole Enchilada, Part 2 

• Lunch 

• Video 

• Facebook 

• Break 

• Social Media Planning 

• Q&A 

• Networking Reception 



WELCOME TO THE REVOLUTION 



SOCIAL MEDIA BY THE NUMBERS 



Who’s Online? 

• 81% of Adults 

 

• 95%+ of Upper 

Income Households 

 

 

 



What Are 

They Doing? 

• 91% Looking 

for Information 

(Content!) 

 

• 71% Watching 

Videos 

 

• 69% Social 

Networking 

 



A Typical Day 

• 59% Looking 

for Information 

(Content!) 

 

• 59% Using Email 

 

• 48% Social 

Networking 

 

 



Arts Organizations 

and Social Media 

• 99% Using 

Facebook 

 

• 74% Using Twitter 

 

• 67% Using YouTube 

 

 



Number of 

Platforms 

• Most Are Using 

2-5 Platforms 

 

 



Posting Content 

• 28% Several Times 

a Week 

 

• 25% Several Times 

a Day 

 

• 20% Once a Day 

 

 



What They Do 

• 82% Engage 

Audience 

 

• 77% Monitor What 

People Are Saying 

 

• 65% Learn about 

Audience 

 

 



Impact of 

Social Media 

• Boost Organization’s 

Public Profile 

• Engage the Public 

• Increase Website 

Traffic 

• Promote Events 

• Engage 

Stakeholders 

 

 



Positive social media experiences 

• Increased attendance at events 

• More ticket sales 

• Increased public awareness of the 

organization 

• An ability to support fundraising efforts 

 



Stories of Success 
“Several times our organization has made 
social media special ticket offers that have 
resulted in increased attendance at 
performances.” 

“At one of our annual fundraisers, we offered a 
special price only through social media. In the 
week before the event, we sold more than the 
one-third of the eventual total attendance. We 
attracted a younger audience, grew the total 
numbers and spent no money.” 

 



Stories of Success 
“We ask our (Facebook) fans to suggest 
performers/ exhibits/ films they’d like to see, 
which helps us plan and gives us ideas of the 
types of things they are interested in.” 

 

“We asked our Facebook page if they would 
like to see comedian Gabriel Iglesias. They 
affirmed he would be a good choice, we 
booked him, and sold out the show without 
spending a dollar on marketing.” 

 



Stories of Success 

“Our summer children's program was 

completely filled last year and advertised 

ONLY on Facebook. The previous year, we 

used more traditional methods of 

advertisement and were only at half 

capacity.” 



Stories of Success 

“We established Sponsor Fridays to 

highlight and thank sponsors of upcoming 

events. This has resulted in several new 

sponsors coming on board who have 

indicated that they learned about 

opportunities through our social media 

platforms.” 

 



Potential Downside 
• Social media taking up too much staff time, 

when there is more important work to do 

• Self-serving posts on Facebook where artists 

are using the organizations’ profile to promote 

their own work or different events 

• Spam cluttering up Facebook or Twitter pages 

• Spam comments on website or blog 

• Accounts being hacked 

 



Potential Downside 

When someone posts a complaint on 

Facebook or Twitter, more times than not one 

of our other patrons (not a staff member) will 

step in and address the complaint, acting as 

our advocates. Social media has allowed us to 

become more connected with our fans, so 

even when they have a problem and are 

discussing it online, we are presented with an 

opportunity to show exemplary customer 

service and address the problem directly...  



MAKING SOCIAL MEDIA WORK 

FOR YOUR ORGANIZATION 



A Simple Perspective 

You 

Create 

Value 

You 

Deliver 

Value 

People 

Receive 

Value 
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Media 

Traditional 

• Newspapers 

• Mail 

• Newsletters 

• Fliers 

• Conference Calls 

• Radio 

• TV 

Social 

• Facebook 

• Twitter 

• Linked 

• Google+ 

• YouTube 

• Email 

• Your Website 





You Can Apply Social Media 

to Help You Accomplish 

Everything You Need to 

Achieve in Your Organization. 



The Planning Process 
Experience: Link Business, Marketing and Communication Strategies 

• Focus on Business Priorities and Capabilities 

• Profile Current Customers 

• Determine Business Development Goals 

Insight: Create Pathways to Business Growth  

• Identify Business Growth Opportunities 

• Profile Potential New Customers and Competitors  

• Connect Business Strategy to Actions 

Action: Establish Framework 

• Determine Resources 

• Create Primary Messages 

• Develop Practical Plan 

 



Peter Drucker’s Wisdom 

Five Questions: 

 

• What is our mission?  

• Who is our customer?  

• What does the customer value?  

• What are our results?  

• What is our plan? 

 



Community Presence 



Community Presence 



Thank Donors, Show Work 



Collaborate and Support 



Connect with Public 



Supporting 



Your Organization 

Web site 

• Staff 

• Volunteers 

• Committees 

• Boards 

• Donors 

• Resources 



The Whole Enchilada, Pt 1 



Your Organization 

Web site 



Your Organization 

Web site 

+ 

Email 









Your Organization 

Web site 



Facebook: The 
Land of a Billion 

Users 

•50% log in 
daily  



Facebook Demographics 







What Makes a Good FB Post?  





Share Successes  

•Everyone wants to be part of a success story. One 
study saw 53 percent of online donors identified 
“achieving and communicating measurable results” 
as important factors in their decision to give again.   



 



Your Organization 

Web site 



Twitter Profile 



Anatomy of a Tweet 



Anatomy of a Tweet 



Anatomy of a Re-Tweet 



Anatomy of a Re-Tweet 



Anatomy of a Re-Tweet 



Anatomy of a Re-Tweet 





Tweeting a Picture 



Branded Twitter Profile 



HootSuite or TweetDeck 



Your Organization 

Web site 



•When marketers used the word “video” 

in an email subject line, open rates rose 

7% to 13% (Experian 2012 Digital 

Marketer: Benchmark and Trend Report) 



•In a keynote address at CES, YouTube’s 

Vice President of Global Content Robert 

Kyncl said that video would soon be 90% 

of Internet traffic.(Forbes, 2012) 





•76% of marketers plan to add video 

to their sites in 2012, making it a higher 

priority than Facebook, Twitter, and 

blog integration. (Social Media 

Examiner, April 2012) 



• Volkswagen Start Wars video 

Over 40 mil YT views 

Over 4 mil FB shares 

175,000 twets 

Views don’t matter  

sharing does 



It’s easier than you think 



I’m (name) here at Ann’s Choice with over 

100 smart and fun people having the most 

amazing time. I have learned so much  

(your unique takeaway) thanks to the team 

from SoMe-Biz-Life and the United Way. 

 

I can’t wait to get back in the office and 

share all of this great Social Media 

information with my staff and colleagues. 

These people know their #@%&^. 

I highly recommend you attend any 

conference or event they do!!! 



BREAK 



The Whole Enchilada, Pt 2 



Your Organization 

Web site 











Strategic 



Your Organization 

Web site 

+ 













Your Organization 

Web site Email 















LUNCH 



Thank You, Ann’s Choice! 



Video 



Welcome back video 



Interest Attention Desire Action Personality 



The C-3 solution 

 

Content 

Connection 

Communication 



Four  Phases  of  video 



Avoid weasel words like “leverage your 

assets” 

Use emotional and descriptive words 

Engage your audience with humor or horror 

WHAT DO YOU SAY 





Video demonstrates emotion 

Story not features 

Benefits not features 

Solve their pain  

Singular intention 

THE BASIC MESSAGE 





Have a strategy  

Know who you’re talking to 

Know where they are watching 

Social Media is a tool - tactic for 

communication and lead generation 

SOCIAL MEDIA 





When you need more than you are  

comfortable with 

When you don’t have the resources 

When you need professional 

messaging 

When you’re befuddled about 

distribution 

WHEN TO OUTSOURCE 



Rick Toone     Rick@ShootBetterVideo.com  215-262-0022 

mailto:cRk@ShootBetterVideo.com


 



Facebook - by the Numbers 

 • There are 170 million 

Facebook users in the US, 

representing 55% of the 

population, and  74% of all 

online users. 

• Facebook users spend an 

average of 16 minutes a 

day on the site. 

• 25% of all content shared 

on The Internet is done 

through Facebook. 

• Facebook is responsible 

for 26% of all referral traffic. 



What is Facebook? 

Facebook is a website where people go to  

learn about and share the things they like, 

and don’t like, with the people they know. 



What is Facebook? 

Facebook is a (Local and Global) Conversation. 



Facebook Profile or Page? 

•Only a REAL person can have a profile 

 

 

•Organizations and Businesses MUST 

use a page. 

 

•https://www.facebook.com/FacebookPages  

https://www.facebook.com/FacebookPages


Facebook Profile or Page? 
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Facebook Profile or Page? 



Brand Your Facebook Page 



Brand Your Facebook Page 



Brand Your Facebook Page 



Brand Your Facebook Page 



Brand Your Facebook Page 





What Do People Do On Facebook? 



What Do People Do On Facebook? 
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What Do People Do On Facebook? 



How to Increase 

Engagement? 



Ask for the “like” 



Share Successes 



It’s OK to Think Small 



Who Sees My Post on Facebook? 



Who Sees My Post on Facebook? 



Who Sees My Post on Facebook? 



Promoting a Facebook Post for $$ 





Facebook Sponsored Stories 



Facebook Sponsored Stories 



Creating a Customized Experience 

Using Facebook Apps 
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Creating a Customized Visitor 

Experience Using Facebook Apps 



Your Organization 

Web site 

+ 

Email 



BREAK 



SOCIAL MEDIA PLANNING 















Q&A 



Thank You, Ann’s Choice! 


