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Social Media for a small budget
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• What do I want to get out of Social Media?
• Who do I want to reach?
• How much am I willing to spend?



4

Awareness
Donations

What do I want to get out        Interaction
of Social Media?                      Campaigning

Image Building



5

Awareness
Donations

What do I want to get out        Interaction
of Social Media?                      Campaigning

Image Building

Target Groups
Who do I want to reach?          Supporters

Networks



6

Awareness
Donations

What do I want to get out        Interaction
of Social Media?                      Campaigning

Image Building

Target Groups
Who do I want to reach?          Supporters

Networks

Time
How much am I willing to Money
spend?                                      Emotions



7

Goals x Audience
Costs
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Where Nonprofits Spend Their 
Time With Social Media 
Marketing (in 2014)

1. Facebook (98%)
2. Twitter (~70%)
3. LinkedIn (~55%)
4. YouTube (~45%)
5. Pinterest (~25%)
6. Instagram (~15%)
7. Google+ (~15%)
8. Flickr (~10%)
9. Tumblr (~5%)
10.SlideShare (<5%)

(https://blog.hubspot.com/marketing/nonprofi
ts-social-media-marketing-data)
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Think platform specific!

• No one fits all solutions
• FB and Twitter are default choices
• Platforms have different languages
• Platforms attract different audiences
• Especially true for video: 

Facebook           YouTube  
short long
news                   timeless content (search)
events                 people



12

Curating content vs. original content
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Curating content vs. original content?

• 4-1-1 – 4 pieces of content from others, 1 
reshare, 1 self-serving post

• 5-3-2 – 5 pieces of content from others, 3 
from you, 2 personal updates

• Golden Ratio – 60% others’ content, 30% 
your content, 10% promotional
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Original content: What‘s your mission? 

• Showcase your work in relatable stories!
• Use individual voices to build credibility
• Appeal to „instrinsic values“ – why it‘s the

right thing to do!

Form: 

• Find your voice and establish a visual
identity!
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What‘s your story?

Define your core values and write a mission
statement, e.g.:

“Greenpeace is an independent campaigning 
organisation, which uses non-violent, creative
confrontation to expose global environmental 
problems, and to force the solutions which are 
essential to a green and peaceful future.
Greenpeace's goal is to ensure the ability of 
the earth to nurture life in all its diversity.”
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We use items on Social Media as building blocks 
to project an ideal image of ourselves.

People identify with people. That’s why we’re 
more likely to share items with people.

Social Currency: We don’t share items that are 
boring because people will think we are boring.
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Ideas are carried by people!
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Social Proof:
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General: What you offer should be valuable to
people!

- Practical: Advice for living (can be mostly
curated)

- Intellectual: Insights and understanding (can
be mostly curated) 

- Informational: Being in the know, secrets! 
- Emotional: Eliciting happiness or outrage and

giving opportunity to act!
- Self-esteem
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Practical: Advice for living
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Intellectual: Insights and Understanding
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Informational: Being in the know
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Emotional: Eliciting happiness or outrage (and
offering means to act)!
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Self-esteem
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Some general advice for visuals!
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Keep the message short and simple!



50

Communicate in the agenda of the outside world 
– don't try and export the internal agenda, plan, 
jargon or message!
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Be active and forward-facing – don‘t just 
respond!
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Visual coherence
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April 2015
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6 months later



56Practical Advice No.1: Be visually coherent!

• Try to brand your visual content, it forms
your identity, e.g. by using a colour scheme, a 
font, key visuals…

• For image content use the Goodle picture
search (filter for license-free) or use online 
stock photo libraries with royalty-free pics, 
e.g.: StockSnap.io, Unsplash, Splitshire, 
Gratisography, Life of Pix, Death to Stock 
Photos, New Old Stock



57Practical Advice No.1: Be visually coherent!

• Use free online tools to edit pictures or
produce infographics
(https://www.canva.com/, https://infogr.am/)

• Collect impressive figures and facts for later
use



58



59

Create templates for successful formats!

myths/facts map inspirational quote
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Create social media templates!

• Conceive of simple and shareable social media
formats, save time and money by investing in 
templates of successful formats (e.g. facts & 
figures, inspirational quotes, success posts…) 



61

“We're particularly pleased with our 
progress in video as we move towards a 
world where video is at the heart of all of 
our services.”

(M. Zuckerberg)



62

“We're particularly pleased with our 
progress in video as we move towards a 
world where video is at the heart of all of 
our services.”

(M. Zuckerberg)



63

Text > Bild > Video > 360° Live Video
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23-02-2017 20-34-52.mp4
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02-01-2017 16-40-04.mp4
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10-01-2017 14-46-47.mp4
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Practical Advice: Video!

Step by step: Get good at one format first.

Video allows for greatest possible closeness between 
sender and receiver: Create Behind The Scenes 
Content!

Immersive Storytelling is a great way for you to engage users, 
especially if you’re doing work in exciting places and want to 
boost fundraising. 360° video cameras are already surprisingly 
inexpensive.



72Practical Advice: Video!

For Facebook, Periscope or Instagram Live Videos:
• Work with a good host 
• Plan storyline in advance: climactic High Noon

story arc is perfect.
• Breaking News narrative is also great!
• Interactive AskMeAnything formats (esp. 

Instagram Live) 
Don’t do it, if:
• There’s not much happening
• Connection, image or sound are low-quality
• You don’t feel comfortable
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„This is a difficult fight! But we can win if we all 
stick together!“  
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„We have lots of love for this. And our love is a 
special kind of environmental love!“



78

„We have lots of love for this. And our love is a 
special kind of environmental love!“
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„We have lots of love for this. And our love is a 
special kind of environmental love!“
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„If we want to keep this planet alive we can‘t
afford to burn the fossil fuel that‘s still in the
ground, so it‘d be best for all of us to just leave it
there!“
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#KeepItInTheGround
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„Today around the world people celebrate the
beauty and diversity of animals and plants.“
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#WorldWildlifeDay
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Emojis and hashtags are informational shortcuts.
You can use them to convey complex emotions
and concepts at a glance.
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Copy that!

• The message is in the visual: ONE clear, 
strong message that reflects your core values

• Sad but generally true: The less copy the 
better (there are exceptions!) 

• With copy be very aware of framing! Repeat 
words you want to get stuck!

• Use informational shortcuts - hashtags and 
emojis - to convey complex emotions!

• Show attitude when posting curated content!
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FUNDRAISING 
& 

ENGAGEMENT
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Give and you will get in return!
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Give and you will get in return!

• Offer something, get a reward
• Or vice versa: Reward donors with social 

media mentions!
• Don't overdo (direct) donation asks
• Pull, don’t push: use donation button on FB
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If you don‘t have a 
platform to set-up
petitions, consider
working with:

Change.org
Avaaz
350.org
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Show people how to engage!

• Empowerment: When you can offer 
engagement opportunities (low-threshold to 
high-threshold)!

• Try triggering activating emotions - outrage 
and happiness, don't make people sad!

• Ask supporters to directly address the villains!
• Make people feel that they can be part of 

something bigger: Appeal to intrinsic values!
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Practical Advice No.2: Develop routines!
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Practical Advice No.2: Develop routines!

• Reserve a daily (or weekly) time slot for Social
Media content!

• Reserve time for community management
• Use tools (like hootsuite or buffer) to

schedule content!
• Assign roles and responsibilities to team

members!
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Practical Advice No.3: Be there!
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Practical Advice No.3: Listen!

http://answerthepublic.com
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Practical Advice No.3: Listen!
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Practical Advice No.3: Be of interest!

• Identify important keywords and questions 
for you! 

Google Suggestions
http://ubersuggest.io
http://answerthepublic.com
https://adwords.google.com/KeywordPlanner
• Use Google Trends to find out when people 

talk about relevant topics: 
https://trends.google.com/trends
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Interact (with the present)!

• Talk about what’s currently happening: 
Facebook ranks breaking news content higher

• See if you can jump on debates - check 
trending hashtags in Twitter

• List of Days of the Year: 
https://en.wikipedia.org/wiki/List_of_comme
morative_days - plan in advance

• Use Google Alerts (wisely)
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Community management!

• Keep an eye on mentions and comments – at 
least once a day.

• On Facebook: Ask questions! Answer 
questions! On Twitter: Comment tweets, use 
@mention and marks, directly address 
opponents.

• When dealing with trolls find the right 
balance between careless negligence and stern 
sanctions.
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Practical Advice No.4: Some Facebook advice!
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Some Facebook advice!
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Some Facebook advice!

Excellent read: https://thedigiterati.com/cracking-facebooks-news-
feed-algorithm-new-definition-edgerank/
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Practical Advice No.4: Some Facebook advice!

• Community building is key: fans have to engage
with your content again and again!

• Check best times to post on Facebook! Don‘t
forget the weekends!

• Make good use of FB events
• FB groups are great for internal communication

and special communication projects
• Recycle good content
• Interaction: Mention other pages, ask questions

and answer questions!
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Be inspired by what others are doing with
monitoring function in FB Insights:



116
Use Facebook functions creatively!
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Some fast Twitter advice!
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Practical Advice No.4: Some fast Twitter advice!

• Research relevant hashtags
• Check for trending hashtags and try to work 

with them, but don’t try to hard
• Interaction: Reply to tweets, mention other 

(big) accounts and use the tagging function
• Use Twitter Lists: to attract new followers & 

to research interesting accounts
• If you can, add a picture and emojis to tweets 

to boost reach
• Use tagging function!
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Thanks! Please, get in touch:

Benjamin.Borgerding@greenpeace.de


