Social media & nonprofits

A session at the NFPW national conference provided information on this topic, but one of the most helpful suggestions was to follow John Haydon on Twitter.

John Haydon
@johnhaydon view full profile →
Cambridge, MA

I help non-profits use Facebook, WordPress, NING and Twitter  | Songwriter - jhaydon.com http://bit.ly/twitter-superlist
I have gleaned some of the following from his retweets and links.

http://www.dachisgroup.com/2010/10/four-good-examples-of-social-media-campaigns/?utm_content=tweet-button-horizontal&utm_medium=dach.is-twitter&utm_source=twitter.com

Four good examples of social media campaigns

Posted on October 19th, 2010 By Peter Kim
Earlier this month, I led judging in the social media strategy category for the 4A’s 2010 Jay Chiat Awards. A couple years ago, I assembled a list of 300+ social media marketing examples with help from dozens of contributors. This time I requested the help of some friends to judge the fourteen entries: David Armano, Joseph Jaffe, and Jeremiah Owyang.

We decided on four award winners in our category. While the voting wasn’t unanimous, one thing we all did agree on was that even the best entries were reflective of campaigns rather than sustainable strategy. On the worst end, some entries were nothing more than a Facebook group or Twitter account.

Here are the winners and some brief notes on the entries.

Silver

· McKinney//Travelocity: “Gnome on Chatroulette” – a clever way to tie a brand into a timely cultural phenomenon. Over 40 days and nights, the Roaming Gnome generated 350,000 impressions on site, engaged in 40 conversations, and generated over 19 million total media impressions for the brand.

· Saatchi & Saatchi LA//Toyota Sienna: “How Mom & Dad Got Their Swagger Back” – although I’m in the target demographic (I think), I will still never buy a minivan…but I can respect the execution. The Swagger Wagon YouTube video has generated almost 7 million views and has successfully ignited consumer participation – only 3% of views have been driven by advertising.

Bronze

· Team Detroit//Ford Fiesta: “Fiesta Movement” – a campaign that most people in the social media industry have heard of, where 100 cars were loaned to 100 influencers for a year. The campaign was cited as part of Ford being named Ad Age’s Marketer of the Year. It created plenty of buzz: 31,000 pieces of original Fiesta content and 10,000 online vehicle reservations – but the jury’s still out on efficacy towards the end goal of increasing sales.

Honorable Mention

· RPA//Honda: “Friending Honda” – curious that three out of the four winning campaigns were for auto manufacturers. Honda launched an integrated media campaign supported by an interesting Facebook presence. The campaign increased fans from 15k to 422k, generating over 3,500 dealer quote requests. Clearly driven more by main brand idea than social strategy, but it worked.

Congratulations to these winners. Looking forward to tighter cross-channel integration, solid business goals, and meaningful measurement next year!

___________________________________________________________

http://socialmediatoday.com/stanfordsmith/207378/how-get-your-tweets-noticed?utm_source=feedburner&utm_medium=feed&utm_campaign=Social+Media+Today+%28all+posts%29

Twitter is a game changer for new blogs.  By far, it is the easiest and cheapest way to get readers to your blog.

However, effectively using twitter to get noticed is more art than science.  When I started, I made some embarrassing goofs. Such as: retweeting my own posts, posting my blog links 10-15 times a day, not retweeting other people’s stuff, and other knucklehead moves.

 In fact, my results were so bad that I didn’t use Twitter for about 6 months.  But this time I decided to “model success”.  I made a list of 10 top blogs and started following them.  I watched how they used Twitter and finally got a clue.

Once I started using what I learned,  I immediately saw an uptick in traffic to my blog.  Of course, I had to kick my writing game up a notch, but it was nice to see the twitter traffic coming in.

Today, Twitter is my #1 source of traffic.  It’s targeted and my readers are engaged, sassy, and extremely responsive.

Here’s a peek at some lessons I learned the hard way:

· Don’t just RT: Tell your followers why you found a link useful.  Add a little commentary to help your followers decide if they want to click through. You’ll find that more of your followers will follow your links and spread them if they find value.

· Give (much) More than you Receive: Frankly, I try to make tweeting my own links a rare occasion.  It’s difficult but the more I help and promote others the better I do.  Chris Brogan’s 12:1 equation – tweet 12 others for every one your tweets works for me.  Experiment with the ratio to find the right balance for yourself.  By the way, this forces you to look at other people’s work and not just your own – that’s a very good thing.

· Keep it Short: I try to keep my tweets below 100 characters to leave ample room for retweets.  It’s a simple change that has drastically increased sharing of my tweets.

· Respond to Mentions: Mentions are Twitter’s equivalent of comments.  Taking the time to answer and reply to mentions are a great way to get your followers engaged and retweeting.

· Personally Welcome New Followers: Twitter users are bombarded by spam bots.  These bots auto-follow anyone that use certain keywords in their tweets or profiles.  This means that most people are wary of mentioning or retweeting another person until they confirm they are real.  Help them out by sending them a personal follow-up using info that shows you actually read their profile.  Here’s mine. This is nice touch and very effective.

Feel free to modify and tweak these techniques to suit your personality, schedule and goals.  Give me a shout in the comments below to let me know how you plan to use these to get your tweets noticed.
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