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Raise Your Hand If Your Strategy Goal Is …. 
   

 Educate about the value of the arts 
 Influence arts policy 
 Build capacity of arts orgs or artists 
 Improve relationships 
 Increase awareness 
 Increase traffic referral 
 Increase engagement 
 Change behavior 
 Increase dollars 
 Increase action 



Is your arts agency using any of these 
social media platforms? 



What’s your job responsibility with social media? 

• Develop social 
media strategy 
 

• Implement social 
media strategy 
 

• Both 
  



What is your burning question?  



• To leave the 

room with one 

idea to improve 

your practice 

Agenda OUTCOMES 

• Interactive 

• Co-Learning 

FRAMING 

 
Assessing Your Agency: 

 Social Media Maturity of Practice 

 

Overview Assessment 
Framework 
 
Strategy 
 
Networked Mindset and 
Social Culture 
 
 
Data Informed 
 
 
 



Networked Nonprofits 

Simple, agile, and 
transparent 

organizations and 
leaders.    

They are experts at 
using networks, data, 

and learning 
strategically to make 

the world a better 
place.    



If you can’t fly then run, if you can’t 
run then walk, if you can’t walk then 
crawl, but whatever you do you have 

to keep moving forward.” 

Maturity of Practice 



 

CRAWL 
 

WALK 
 

RUN 
 

FLY 

Maturity of Practice: Where is Your Organization? 

Linking Social with 

Results and 

Networks 

 

Pilot:  Focus one 

program or channel 

with measurement 

 

Incremental Capacity 

Ladder of 

Engagement 

 

Content  Strategy 

 

Best Practices 

 

Measurement  and 

learning in all above 

Marketing Strategy 

Development 

 

Culture Change 

Network Building 

 

Many champions and free 

agents work for you 

 

Multi-Channel Engagement, 

Content, and Measurement 

 

Reflection and Continuous 

Improvement 



 Where is your agency now? 

Where is your agency now?  What does that look like?  
What do you need to get to the next level? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
CRAWL Walk RUN FLY 



Maturity of Practice:  Crawl-Walk-Run-Fly 

Categories Practices 
CULTURE Networked Mindset 

Institutional Support 
CAPACITY Staffing 
  Strategy 
MEASUREMENT Analysis 
  Tools 
  Adjustment 
LISTENING Brand Monitoring 
  Influencer Research 
 ENGAGEMENT Ladder of Engagement 
 CONTENT Integration/Optimization 
 NETWORK Influencer Engagement 
  Relationship Mapping 

1 2 3 4 



Survey Response:  Integrated Social Media Strategy 

• Consideration of communications strategy with SMART objectives and 
audiences and strategies for branding and web presence.   Social Media is 
not fully aligned.  
 

• Strategic plan with SMART objectives and audiences for branding and  
web presence, include strategy points to align social media for one or two 
social media channels. 
 

• Strategic plan with SMART objectives and audience definition.  Includes 
integrated content,  engagement strategy, and informal 
champions/influencer program and working with aligned partners.   Uses 
more than two social media channels. 
 

• Strategic plan with SMART objectives and audience definition.  Includes 
integrated content,  engagement strategy, and formal champions 
(Internal/external) influencer program and working with aligned partners.   
Uses more than three social media channels.  Formal process for testing 
and adopting social media channels. 



 

SMARTER SOCIAL MEDIA:  POST FRAMEWORK 

Flickr Photo: graceinhim 



POST APPLIED: MENTALHEALTH.GOV 





PEOPLE:  Artists and people in their neighborhood 
 
OBJECTIVES:  
Increase engagement by 2 comments per post by FY 2014 
Content analysis of  conversations: Does it make the 
organization more accessible? 
 
Increase enrollment in classes and attendance at events  by 
5% by FY 2014 
10%  students /attenders say they heard about us through 
Facebook, Instagram, or Twitter 
 
STRATEGY 
Show the human face of artists, remove the mystique, get 
audience to share their favorites, connect with other 
organizations.   
 
TOOLS 
Focused on Facebook, Twitter, and Instagram to use best 
practices and align engagement/content with other channels 
which includes flyers, emails, and web site. 
 

POST APPLIED: ARTS NONPROFIT 



• Who are they?  
• What social channels do they use? 
• What are info are they currently seeking? 
• What are they sharing on social channels? 
• What influences their attitudes? 
• What influences their decisions? 
• What’s important to them? 
• What do they care about? 
• What makes them act?  

POST:  PEOPLE - KNOW YOUR AUDIENCE 



• Arts Attenders 

• Arts Donors 

• Arts Advocates 
CONSUMERS 

• Policy makers 

• Journalists 

• Civic/Biz Leaders 
INFLUENCERS 

• Grantees 

• Arts Nonprofits 

• Artists 
ORGANIZATIONS 

POST: DEFINE YOUR AUDIENCE 



Consumers: The Landscape of Social Media Users in the US 



A More Fun Way To Think About Social Channels 



Nonprofits Use of Social Media 

Source: Nonprofit Marketing Guide 

http://www.nonprofitmarketingguide.com/blog/2014/01/08/2014-nonprofit-communications-trends-report-infographic/


Nonprofits Use of Social Media 

Source: Nonprofit Marketing Guide 

http://www.nonprofitmarketingguide.com/blog/2014/01/08/2014-nonprofit-communications-trends-report-infographic/


Influencers: Journalists 

Source Washington Post 

http://www.washingtonpost.com/blogs/the-switch/wp/2014/05/06/three-charts-that-explain-how-u-s-journalists-use-social-media/


Summarize Your Insights: Use Personas 

RESEARCH 

• Analytics 

• Audience 
Data 

• Survey 

• Interviews 

PERSONA 

• Name 

• Define 
Needs 

• Segment 

• Create 



Share Pair: Social Media Strategy 

• What is your biggest challenge developing or executing an integrated 
social media strategy? 

• What is one insight or success story that your agency has gained from its 
social media strategy? 

• What’s one small step you can take to improve results? 



Networked Mindset: A Leadership Style 

• Leadership through active social participation as 
personal brand to support organizational goals  

• Listening and cultivating organizational and 
professional networks to achieve the impact  

• Sharing control of decision-making 
• Communicating through a network model, rather than 

a broadcast model 
• Openness, transparency, decentralized decision-

making, and collective action.  
• Being Data Informed, learning from failure 







Vision Statement 

• Encouragement and support 
 
• Why policy is needed 

• Cases when it will be used, 
distributed 
• Oversight, notifications, and 
legal implications 
 

• Guidelines 
• Identity and transparency 
• Responsibility 
• Confidentiality  
• Judgment and common sense 

  

•  Best practices for personal use in 
service of organization as 
Champion 
  
• Brand 
•     Voice  
•     Links to Org Strategy 
 

• Dos and Don’ts for Personal Use 
from Legal 
 
• Additional resources 

• Training 
• Operational Guidelines 
• Escalation 







Leadership Conversations 







Personal Professional 

Private Public 

Identity and Boundaries Before Social Media 



Social Media:  Worlds Collide 

Personal Professional 

Private Public 

Not Working Working 



Turtle 

• Profile locked down 

• Share content with family and personal friends 

• Little benefit to your organization/professional 

Jelly Fish 

• Profile open to all 

• Share content & engage frequently with little censoring 

• Potential decrease in respect 

Chameleon  

• Profile open or curated connections 

• Content/Engagement Strategy:  Purpose, Persona, Tone 

• Increased thought leadership for you and your organization 

Based on “When World’s Collide”  Nancy Rothbard, Justin Berg, Arianne Ollier-Malaterre (2013) 

What Kind of Social Animal Are You?  



Ways To Engage: What Is Right Fit? 

• Amplifier 
• Responder 
• Conversationalist 
• Content Curator 

Adapted from IBM Employee Champion Program 



Arkansas Advocates for Children and Families 
Rich Huddleston 

Amplifier  



Responder 

ACLU of New Jersey and Udi Ofer 



Helen Clark and UNDP 

Responder 



Conversationalist 

Open and accessible to the world and 
building relationships 

Making interests, hobbies, passions visible 
creates authenticity 



Tweets links related  to organization’s mission 
and work as a bipartisan advocacy organization 
dedicated to making children and families a 
priority in federal policy and budget decisions.  

Content Curation – Organizational Strategy 

From  
CEO  
to 

 CNO 

http://www.firstfocus.net/our-work


SEEK SENSE SHARE 
Identified key blogs  and 
online sites in issue area 
 
Scans and reads every 
morning and picks out best 
 
 

Summarizes article in a 
tweet 
 
Writes for Huffington Post 

Engages with aligned 
partners 
 
Presentations 

Professional Learning 



Share Pair: Networked Mindset 

• How is your agency leveraging social channels for 
leadership profiles? 

• What do you need to move forward? 



I have work to do! Can finally tweet about our 
programs  from my personal 

account!  

SOCIAL MEDIA IS PART OF EVERYONE’S JOB! 



@rdearborn works for UpWell and she 

LOVES sharks. 

Leverage Staff Personal Passion In Service of Mission 



Best Practice: Write Down the Rules – Social Media Policy 

 

http://www.bethkanter.org/category/organizational-culture/ 



Social Media Policy –  All Staff Participate 

http://www.bethkanter.org/staff-guidelines/ 



5 3 2 4 1 

How social is your agency’s culture? 
What are some of your challenges? 



The Data Informed Nonprofit 



Data-Informed Culture: It starts from the top! 

Do Something.org 



Tear down those silos and walls around data … 

More time think about that the data, then collect it 





Video 

http://www.youtube.com/watch?v=QhgsJjNVbu0




Creators 

Critics 

Collectors 

Joiners 

Spectators 

Adopt 
Pet 

Donate 
to 

Shelter 

Volunteer at 
Shelter 

Take photos at 
Shelter and share 

online 

Download App 

Promote Campaign 

Engagement with a Purpose!  
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Shark Week 2010 Shark Week 2011 Shark Week 2012

One Metric That Matters:   
Increase Shark Conservation Conversation 



 

 

Nonprofit Social Media Measurement Practice 



Go Beyond Just Counting 



Objective 

Audience 

Cost 

Benchmark KPI 

Tool 

Insight 

Measurement Discipline:  But Start Small 



Pick The Right Data Point(s) To Track Outcomes 



Designing the Dashboard on the Wall 







Learn from Tracking Data 

http://www.dogshaming.com 



Momsrising: Joyful Funerals 



Summary 

• Success happens by taking the right incremental 
step to get to the next level, but keep moving 
forward 

• Scale your organization’s social culture with a 
living social media policy 

• Allow staff to leverage their personal passion in 
service if your strategy and mission 

• Get some measurement discipline, but start 
with small steps 

• Go beyond counting your data, learn from it 
 



Thank you! 

www.bethkanter.org 
www.facebook.com/beth.kanter.blog 
@kanter on Twitter 
 


