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BIGGEST
MISTAKES

Not for Profits Make on Social Media

WITH

ALECIA HANCOCK
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Talk 6o me!

WITH YOUR SOCIAL. . .
WHAT IS WORKING WELL?
WHAT IS NOT WORKING WELL?




YOU CURRENTLY WORK FOR A NOT-FOR-
PROFIT, SOCIAL ENTERPRISE OR COMMUNITY
GROUP AND YOU WANT TO
ACHIEVE MEASURABLE RESULTS ONLINE.




YOU WANT TO BUILD A HIGHLY ENGAGED
COMMUNITY WHO ARE READY TO LEAP TO
YOUR AID, ANY TIME YOU ASK




YOU'VE THOUGHT ABOUT PUTTING MORE TIME
INTO SOCIAL MEDIA - AND MAYBE EVEN
THOUGHT ABOUT USING IT TO RAISE MONEY,
BRING IN CUSTOMERS OR VOLUNTEERS




BUT THE REALITY IS. ..




A,

.
B




| feel like a







| might make a




What about you?







Games
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WALKING AWAY WOULD
HAVE BEEN EASY

A/ /I /A /A /A /A A /Y
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| AM SO GRATEFUL | DID
THE HARD THING

///////////////////////////////////////////////////////////

7




IJIF;;.tf‘IZIf;IwC)IVr

SUE YEAP

1O wear g Many hat.
melm.l.. Wx) HEROr g " Yoar byt Inboy ary ool o he Jut t prove
till do ’5 1o 100 4 y e ngar ik show hosy Waan fon g
His |ln--\un: roam at gh, Rock, felloy Althoygh hosting ¢ % Dy Oy Shon
Centre Wherp the show I8 tapeq may have Dr Oy 4y BOORN Inog M Py he ly)
; be longeg to Con, mo Brisn N Dy i APprogg lnm!lnl m'nu.‘u-!n Nobex)
“t County {.»Hturmn)wlnn him but g rr)u,\sh- for my .unu.'y,-;-h he sy They a
] Mrn.r--v Celebrity,, T Nevep Himed fiy Celobripy want i e up 1y ank simply GUesy|
San Bmyy for hostiy My p. SS10n wyy 0 be g he T surgoay abouyy hog
N0t to e 4 host, " he W8 “Ton vy urs Not aj) the quq Yons are YOUr gargy
5 Dr 0y laugh, dowy W0 If yoy askee) e Where | o NHd he how | Variety mmll..nlqumlmnv- hough
J You *hould gy 1y Would have S I'g o talking byt v\hwlurnlx T ot ag 1 bizarye Questy
VIfe, I am re sho has A long 1ysy he Jokieg all the time,~ p, s WOmMAn oney (
"I have tronhe Sting se Som timps | Up to me AN Ak Why she has orp,
have froubly “‘4“"”"&' nd thyy Omes by k When she hadg bowwy Movemen hat
10 hauny rm-;k'rlmlu'-‘!H\ Kind of TUestion § , oy e Ahse | digy
Dr 0y, Who way in \uv-':.nll.n Aoy this know ¢ ® Ay 10 thay
month, de Ided he w 'S Roing 1o be e o Dr Qg 4 VR While i1 ung Mmon oy h
doctar u¢ AYoung ney Was sovon Yary 10 harye DO ey how ¢, Mivwer ' QUestioy
old and | Was in ap oo -cren shop in he iy ™undy himugyy With kn Wledye
Jelaware wig), my fathey He asked 5 Kid i OXPorts so he % Ulwayy ahie 10 give o
front of me Who was X Complete LTIV * hawve 200 ;. ple
aboyt 10, w biokh w.ukmg on the show amd the, €N alway
Was 50 old 1o me ming gy ol thyy & 1 e 1, know 4 I
back then, hy an give 4 More Tobugg anyw he
askog him Giovyf fime Man, Weeny muse hy
What he Riven LY Man h s Many rons i
| Wanted to by the firy, 4, he . 2 ke
When he
Erew un He
waid he didn'y
Now

l.uvlm-ul
s on thingy that
S o want

Much ay o r""‘“llr:-:\;:::;r:u-n' "~
YOu wany g, f %
| | . o '.'I s ~n ;
. o ’ | ’ 2 |
: Ut b |
Jnd thiokind “‘bocock

v
With the x

Iy, wy R ony
Piay sporty A rolay M wow kendy nd
tlurlnu tho ey Ido hew Wrgery
ane Speng ¢ e o Mgy with Pevip),
thay Chwrygyy, Wl upliny you
dosp e LETY
active Medieq)
Airneqy the
tlar Institype
-
HYO¥

and
Ay Modje ine hm-mm at Now
York by terian Nm,m.ll.nul I8 the
haiy .nnlpnnh'\wr of
A A Unj
» oot
IM and
ey '”‘::
jort o

" thing Dr O 1«
VO of |y »

e My
* slay g in 4

M youry
tme oty and it oy

‘III'L“'I'\ at
\!'l‘\l'\'

% 1 tapy my show in
Yoan km-pm) pre

B1ZARRg
W0tlce,* he

OUIST"ONC
Of Motumge Oz

that s 1
o

_

+ iy ¥ ure ¥
B e ther® SEUC

1 ITP



CEBERANO




SUCCESS

RESOURCES

_CESS
JOURCES

SUCCESS
RESOURCES

“CESS
‘OURCES

SUCCESS
RESOURCES

'CESS
OQURCES

SUCCESS
RESOURCES

CESS
QURCES

SUCCESS
RESQURCES

CESS
JQURCES

SUCCESS
RESOURCE:

|
| SUCCESS
RESOURCE

S
L

|

WRANG PARTNERS

SUCCESS

SUCCEZSS.. | RESOURC[ZS

RESOUREE ;k

)
“YCCESS.
SOURCES

SUCCESS
| RESOURCE!

SUCCESS
RESOURCES

SUCCESS
| RESOURCE

SUCCESS
RESOURCE!

SUCCESS
RESOURCES

SUCCESS
RESOURCE

SUCCESS
RESOURCES

SUCCESS
RESOURCE

SRR SUCCESS
RS RESOURCES










|

JIL
7 SR

'.
&_u

=







-“q’-'q g O ®

' ’ Y

f




AAAH)HHEEEAEEEA AT R AR AR RN AR RN RN \\Qi
\}?{“ vy CHILDREN'S i}
N AUSTRALIAN *” @ HESEARON N\
N SCHOLARSHIPS INSTITUTE N
N FOUNDATION Jeany for GeneS N\
R Building Knowledge : Building Capacity %:
\ \
N x| 1f~ It N\
N\ AAARAA P Llfellﬂz N
N 12 BUCKETS WA N
\ amors Abily  WTTEEE |, \
3‘:< Foundation ( live I/Fe VA §
N . Volunteeringwa :
\j\: l ' N\
i\f\ PROJECT “‘ abttc.Fflv cb \\\?
N\ RS> UnitingCare4 # Ro al Life Saving  Heartkids \
\\>~ bop’[?sfchfre West >< ydl LIS Jay 9 \}\\\\
N — - A S I \j
\ 0 m ) ldtaf; cqht ¥ PetRescue |
N - - . children’s foundation .com.au N
Q Wildlife Asia N\
\.\‘ \\
E A 1 1 R A




“Social media and online marketing
was something we didn't do

in the past. Now it's part of all

our campaigns.

‘In one campaign we raised $8,200 and, the following year, it raised
$12,400 — all attributed to social media and online.”

- Lucy Zupan, Activ




§ “In our Lights for Lifeline 2016
§ campaign, with online donations, we
§ raised more than $12,000. The year
§ oefore, we only raised around

$3,000,

‘It's almost a 400% increase.
10 see that kind of result is really phenomenal.”

- Felicity Vaughan, Lifeline WA
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7 BIGGEST
MISTAKES

Not for Profits Make on Social Media
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SOCIAL MEDIA DOESN’T JUST WORK
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DO WE START?
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. DOING TOO MUCH

(or in the wrong places)
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Don’t — choose the

Q platform you like most
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Don’t — choose the

platform your boss
Q thinks you should use
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.......................................................................................................................

Y in ® 3"

Facebook Instagram Snapchat Twitter LinkedIn Pinterest Google+
94% 4L6% 40% 32% 18% 10% 10%

Sensis Social Media Report 2017
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Better to do ONE platform
really well, than THREE badly.

§

7
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TALKING TO
EVERYONE

s
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20 |
Y| TALING TO EVERYONE MEANS \
o NOBODY IS LISTENING §

\
§
§
W
N
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Write down EVERY THING you know
aoout your ideal audiences.
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\ \
\ | QUESTIONS §
N
\ \
N\ | | | \
V| » Demographics: Age, gender, occupation, geographics, §
N\ . . \
\ | socioeconomic status §
§ » Unique identifiers: Home owner, pets, engaged, fit, parent §
§ » Behaviours: TV shows, media, apps, gadgets, shops, §
V| places, sports §
§ » Psychographic: \What do they want, what keeps them §
\ | awake, how can you solve their problem? \
\ s
N \
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TIP

Once you know WHO
You can find the WHERE

777
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,  ONE-SIDED
CONVERSATIONS
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Talk 6o me!

- YOU

S

YES O

= NO?

N GUIL

Y O

HIS?
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B STRATEGY |
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NOW WHAT TOPICS YOUR

A

DIENCE WILL ENGAGE WITH
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BENCHMARKS
FACEBOOK

Engagement .09% (industry) .27 % non-profits
Engagement Target 2-6%, 6-10% you're well above
average, 10%+ amazing

Average ad click through rate 0.62-1.04%
Frequency — NFP average 1.13 posts per day
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111
BENCHMARKS
INSTAGRAM

» Engagement 1.66% (industry) 2.29% (NFP)
» Posts per day 0.7 (industry) 0.4 (NFP)
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RESPONSE s B <]
& ENGAGEMENT
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B STRATEGY |

out a
product, team member or | Let them know the concern has been Contact for escalation: Marketing

§ D e Response Strategies: Escalation Process
LA N O : LEVEL SITUATION ACTION ESCALATION
Example Genn@ne, relevant but Thank poster for sharing their feedback. | Escalation required: Yes
service, escalated to the right person, and provide | Director
details to discuss further off platform.
Subject line: Social Media Escalation
(mild) - Twitter

Email content: Time and date, link,
omer ponse to da

te,
action required by manager, timeline.

—SCALATION
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BEING AFRAID
TO BE REAL
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HOW CAN PEOPLE BE INVESTED IN
YOUR STORY, IF YOURE NOT
SHOWING [T TO THEM?

/I I /A /I Y

%

A/






Meanwhile,
of consumers are more

6‘.% likely to trust a brand

IF it interacts positively o
on social media

Sensis Social Media Report 2017




My manbra
T they don't like the real you,

theyre not the
ignt audience.







21,219 People Reached
Lifeline WA with Sandbox Post Production.

Published by Lifeline WA [?] - August 8 at 6:00pm - & 7,551 Video Views

We all have a role to play in preventing suicide in our community. Thank
you to those who showed so much courage to share their lived experience 932 Reactions, Comments & Shares
of suicide at our Black Diamond Gala Dinner.

"If sharing my story can help one other person pick up the phone and call 5046Like g)2n1Post g)zr]sSh ares
Lifeline | know | would have made a difference."
Help prevent suicide by clicking share. No one ever has to face their 72 12 60
problems alone call 13 11 14. O Love On Post On Shares
37 6 31
23 Sad On Post On Shares
109 17 92
Comments On Post On Shares
i AR 7 170 164 6
} . SIS e T AR ' Shares On Post On Shares
"f't r'f: 2 - : == G 1 \ : 2,593 Post Clicks
— ..‘.'. 5 N . 188 4 2,401
Tears-of hope Clicks to Play @ | Link Clicks Other Clicks

04:55

NEGATIVE FEEDBACK



Talk 6o me!

HOW MUCH DO YOU THINK [T
COST ON FACEBOOK TO
SEACH 600,000 PEOPLE?




7

A I i i g g n,; s sy

Would you believe...

$25

/I /A /A /A /A /A /Y

7

AR TITIII I TTITH NRitin i ey,




S N W N N N T N

T T T \
R "":\h‘\\\\x\‘ "‘H\ \ \

W
N,

L

&

i
.‘"u, xx “"»,

NN N

NN’

Zonta House Refuge Association Inc
Published by Zonta House Refuge Association Inc. [?] - May 14 - £¢

Zonta House
Gelige Avsocabon

Can you help? @

THINGS WE NEED AT THE CRISIS
CENTRE, ARE YOU ABLE TO HELP?

Could you arrange a collection at work?
Do you and your friends want a way to help?

sizes8to 12

Knickers
Winter PJ's
Hair Dryers & Leggings

Please LIKE and SHARE this post

sizes 8to0 18

Email: info@zontahouse.org.au or drop us a FB message

THANK YOU!

12,347 530 749
People Reached Engagements Clicks

H\ m\\\ \{

Performance for Your Post

1 2,347 People Reached

530 Reactions, Comments & Shares i

246

O Like

1"
o Love

80

Comments

193
Shares

749 Post Clicks
116

Photo Views

NEGATIVE FEEDBACK
O Hide Post

O Report as Spam

Reported stats may be delayed from what appears on posts

71
On Post

5
On Post

21
On Post

181
On Post

0
Link Clicks

175
On Shares

6
On Shares

59
On Shares

12
On Shares

633
Other Clicks &

0 Hide All Posts

0 Unlike Page

. #
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r
&
L
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v
&

s
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o




w Telstra = 7 ) 82% ()

<

@ lifeguardmaxi
; Bronte Beach
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§ & VIDEO §
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\ (or worse not using |
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\ them at all) §
\ \
\ \
\ \
N \

AR R R R IIR IR ITITI;NiIiitin;inii e



PHOTOS ARE ADDED TO
FACEBOOK EACH DAY







IMAGES ENGAGE 3x

MORE THAN TEXT ALONE

A/
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owse Vv Features v Learn v For Work

Canva for Nonprofits

Empower your team to create high-impact social media graphics and

marketing materials. Canva offers its premium version free to
registered nonprofits.




TOOLS

Afterlight
Camera+2
Easl|

Pic Monkey
PS Express
Stencll

v

v

v

v

v

A/

%




SELECT COLOUR
!o B

ILLUMINATOR LENS

Availability: In Stock

DESCRIPTION

Want to know how those celebs always look so damn flawless? With an
illuminated lens!!! Now you can have one too. So. Close. To. Insta. Fame.
llluminating your camera phone lens makes for flawless pics every time, this

Show more

AUD$29.99

or 4 easy fortnightly payments of AUD$7.50 with
Gf’cerpayAV Learn more






ENGAGES 3X MORE THAN PICTURES!




2,803 People Reached
Girl Guides WA

// Published by Sasha Wasley [?] - August 3 at 2:15pm * & 1,097 Video Views

Nobody will be in any doubt who lives here! ()
186 Reactions, Comments & Shares

#moving

155 108 47

O Like On Post On Shares
9 7 2

O Love On Post On Shares
1 0 1

s Wow On Post On Shares
1" 5 6
Comments On Post On Shares
1" 1" 0

Shares On Post On Shares

339 Post Clicks

105 0 234
Clicks to Play i Link Clicks Other Clicks i

NEGATIVE FEEDBACK

v/ Get More Likes, Comments and Shares 0 Hide Post 0 Hide All Posts
Boost this post for $26 to reach up to 6,700 people.

2,803 people reached Boost Post

0 Report as Spam 0 Unlike Page
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500 Million Instagram Stories per

Day
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SW Create Customize Pricing Featured Browse

Grow Your Brand
with Awesc : .

Create ROl generating videos for your brand and products in minutes.
Advertise to the world with just a few clicks.
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Facebook Video Views should exceed
o4 billion views this year
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\ x
.| Facebook paid $50m to get celebrities |
§ and influencers to use Facebook Live §
N 1
\ \
§ - Wall Street Journal §
\ \
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Talk 6o me!

TYPE YES OR 'NO' IN THE CHAT BOX
ARE YOU USING VIDEO REGULARLY
ON SOCIAL NOW?

A/ /I /A /A /A /A A /Y

7
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FAILING TO
MEASURE
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HOW WILL YOU KNOW

WHAT ?
OR ?
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MEASU

—SULTS MONTHLY
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Page Inbox [ Notifications Insights Publishing Tools Settings Help ~

O] o , -
MW:_M e

How Go Overcome the 7

Biggest Mistakes
Nobt-for-Profits
Han09ck Make on Social Media
Creative @
@hancockcreative
Home

Groups

@ Wri thi Educational Consultant in Mount Lawley,
N O~ e~ Western Australia

Videos 5.0 %%k k% %

Free Tips!



Page Messages

Overview
Promotions
Followers

Likes

Reach

Page Views
Actions on Page
Posts

Videos

People

Messages

Notifications [} Insights

Page Summary Last 28 days ¢

Results from May 27, 2017 - Jun 23, 2017
Note: Does not include today's data

Actions on Page i
May 26 - June 22

29

Total Actions on Page v15%

' W WY

Reach i
May 26 - June 22

414,446

People Reached A 11%

Publishing Tools

Page Views i
May 26 - June 22

1,787

Total Page Views A 6%

e AL

Post Engagements i
May 26 - June 22

63,364

Post Engagement v20%

y - A_A

Settings Help ~

Export Data ]
@ Organic [ Paid

Page Likes i
May 26 - June 22

279

Page Likes v 30%

o n o o oo &

Messages i
May 26 - June 22

93%

Response Rate a 15%

78:48:53
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REPLICATE THE STUFF THAT
PUSHES YOU TOWARDS
YOUR GOALS
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TYPE YES OR NO IN THE CHAT BOX
DO YOU KNOW WHICH NUMBERS
YOU SHOULD BE LOOKING AT?

A/ /I /A /A /A /A A /Y

7

Talk 6o me! t
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When Your Fans Are Online  Post Types Top Posts from Pages You Watch

Data shown for a recent 1-week period. Times of day are shown in your computer's local timezone.

DAYS
3,742 3,774
TIMES

2,000 |

1,500 |

1,000 |

500 |

3:00 AM 6:00 AM 9:00 AM 3:00 PM 6:00 PM 9:00 PM




Your Fans Your Followers People Reached People Engaged

Aggregated demographic data about the people who like your Page based on the age and gender information they
provide in their user profiles. This number is an estimate.

26%
Women 20% 17%
L)
) 74% 5% 4%
Your Fans 20/,
e S —
—_—
13-17 18-24 25-34 35-44 45-54 55-64 65+
L —1
Men 0.118% _ - _ —— 1% 0.685%
B 24% - 7% 6% i
(+]

Your Fans



Your Fans Your Followers

People Reached

People Engaged

The number of People Talking About the Page by user age and gender. This number is an estimate.
36%

Women

B 87%
People
Engaged

Men

B 10%
People
Engaged

0%
13-17

0%

0.549%

18-24

0.275%

16%

25-34

1%

2%

24%

45-54
E———— Ee—

3%

7%

55-64

1%

3%
IEE—

65+
S

2%
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Reach or
engagement

VS lIkes

L
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"We started advertising for leaders before we

started the social media program with Hancock,
but the success was quite limited, we were
using the wrong demographics.

‘Now our campaigns have been really successful,

We're getting fewer leads coming in, but they're converting at a
much higher rate. So the conversion before was say 1% or 2% ano

now it's gone up to more like 60%. So that's a fabulous result In
terms of volunteer recrutment.

- Sasha Wasley, Girl Guides

L T A T o e T e T T T W T T T T , L
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Perth Children’s Hospital
Foundation filled 280

Q volunteer spots for a total
cost of $55
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YW Analytics Home Tweets Audiences Events Morev Alecia Hancock v ﬂv Sign up for Twitter Ads

Alecia Hancock @zleciahancock Page updated daily

28 day summalry with change over previous period

Tweets Tweet impressions Profile visits Mentions Followers

25 1653% 211K 429.1% 2,009 V38.1% 37 $19.6% 3,117 1308

Apr 2016 - 10 days so far...

analytics.twitter.com



ey

NN N N, , , e , b \ , : , RN Y N ~, ~ AR N NN , ™, ALY , Y N , ™ Y , R T W L W , , A E “, “, , N NN “, . ™ N

Y \s ., \\\\., \-‘\ ™, \\ , \'a., . \ N, \.\ "‘:\. \x \\\. \ \ "'\, .""-., N A \”‘- \\'\, * \.\' '\. ™, * , ™, \"-.. "\\ \:\\' \\ \x \.’h\\*\ ‘\"-, \'*-. \‘- "«-.\_"" ™, ™, \'- N, ., ., -
%ﬁ‘x‘k\h\xﬁ I
SN L

eeee0 Telstra 7 5:02 pm X 74%

’

g

a4
7/

+9 hancockcreative 1l

425 2,068 1,167
o posts followers following

4 rd r i 7 r i e .
/ /’ e"f ;/ .‘-"'" .f .f‘/ r
I/,

A
Yoy

7,
/

/_.
ry

Z

-

7

e
‘///s’/:ff) /"{

- s S s LTSS f_,»' ST
.»‘/ s e /s e 7 g - /"/ e & 4 i /

N Social Media Training Perth ::‘\
Consulting Agency N

Build confidence

Learn new skills

Get motivated

Build a social media following
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hancockcreative.com.au/changetheworld
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% 2,650 impressions

SSS +667 from last week
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§ TOP POSTS See More >
§
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§ FOLLOWERS See M >
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< Followers
GENDER
63% 37%
Women Men
AGE RANGE All Me Wom
13-17
18-24
25-34
35-44
45-54
55-64
65+
TOP LOCATIONS Cities Countries
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Talk 6o me!

ON A SCALE OF 1-10, HOW MUCH O
YOUR SOCIAL MEDIA IS PLANNED??




Without a plan, you'll s

ruggle to grow.

You'll struggle to meas

Ure your results.




OUT OF YOUR HEAD
ON TO A PAGE




THIS BUILDS CAPACITY,
SUSTAINABILITY & A HIGH
VALUE ASSET
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» tinysparkswa « Following
«  King Edward Memorial Hospital for Wo...

tinysparkswa .- Feeding Tube Awareness
Week .

Many babies in the Neonatal Unit are not
able to take feeds orally for a variety of
reasons. Feeding tubes are therefore
essential to sustain life! There are a few
different types-

OGT Orogastric tube placed from the mouth
to the stomach

NGT Nasogastric tube placed through the
nose to the stomach

ND Nasoduodenal tube placed through the
nose to the small intestine

NJ Nasojejunal tube similar to an ND

© Qb N

€=P]) Liked by thenotoriousmum and
51 others
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G cronullasharks & « Follow

cronullasharks @paulgallen13 joined
Australian Prime Minister
@scottmorrisonmp at Burraneer Bay
Primary School earlier today, in helping raise
awareness and money for @soldieronaust as
part of the #StrongerTogether18 campaign

#UpUpCronulla

rayymondgoodwin.fit Up up Cronulla —
- %

~

mechanicandpt = Awesome Paul,

o Q. N

5,147 views

NOVEMBER 9, 2018

Add a comment...




(@ sam_armytage & « Follow

sam_armytage TODAY; it's on.

Let’s set a world record for arm-wrestling..
to show support for our defence families
#strongertogether18 @solideronaust
#sidebyside #joiningforces ©= ' donate to
www.charidy.com/soldieron $

Load more comments

greg_lewis1945 Hey Sam i bet you won

bjdavis43 Good one folks, go Sam put
a bit more pressure on Kochie, thanks
for giving it a go for a very worthy
cause for our Defence Families.

winter_fred Bravo Sam @ @

mypOny17 Open a can of whoopass on
him Sam!

salinaadele " " "
tractor35 Good job sam you can beat

-
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What goes into

Q a strategy?
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MAXIMISE & MINIMISE
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SUSTAINABILITY
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‘

Doing Too Much
Talking to Everyone

SUMMARY

One-Sided Conversations

Being Afraid to be Real
Bad Images & Video
~all to Measure

~all to Plan
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had about 35 volunteers. In
the last year, we've been able
to built that number to 77.

— Travis Fitch, 12 Buckets

explain the what, why and how
of using social media
platforms.”

- Venessa Wells, chief
executive, Injury Control
Council of WA
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Hancock Creative

Questions? wow@hancockcreative.com.au

0000000

Facebook /aleciahancock Facebook /hancockcreative
\ Instagram @aleciahancock LinkedIn Alecia Hancock
W | Twitter @aleciahancock
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