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About…

• Network for Good is a 501(c)3 
nonprofit, founded in 2001 by 
AOL, Yahoo! & Cisco

• Our mission is to make it 
easier for nonprofits to raise 
money online, and for people 
to give online.

• Network for Good has 
processed over $200 million in 
donations for over 30,000 
nonprofits.

• Livingston Communications is 
a DC-based “social public 
relations” agency. 

• Diverse communication 
programs for nonprofits and 
corporations. Top ranking 
Buzz Bin blog. 

• Services: social media strategy 
& communications, traditional 
media, analyst relations 
programs. 

http://www.livingstonbuzz.com/blog


Setting the context
• Americans gave more than $6 billion to charity 

online last year
• Nearly 50 million Americans over 18 have Internet 

access and currently either donate their time 
and/or money to charity.

• Nonprofit industry analysts predict that as much 
as $1 of every $4 contributed to nonprofits will be 
donated over the Internet by the end of the 
decade.
– If non-profits do not offer online giving, they’ll lose 24% 

of their potential donor reach by 2010.



• Any nonprofit can do it
• It’s simple
• It’s efficient
• It’s what donors want
• It opens the door to a different kind of engagement

Online Fundraising: The Ultimate Equalizer



Online Fundraising Channels

• A marketing channel is a conduit for bringing 
together a marketer and a target audience 
member at some place and time for the purpose 
of facilitating a specific action (i.e. donating time 
or money). Examples include:

– The Web (Website Design/Web Marketing)
– Email Marketing
– Online Advertising
– Search Marketing
– Social Networking/Web 2.0



Symptoms: Web 2.0 Avoidance Syndrome

• Panic at the mention of MySpace, YouTube, Twitter, 
blogs, etc.

• Asking your tweens & teens “What’s up with this 
Facebook thing?”

• Excessive salivation upon hearing of other nonprofits’ 
Web 2.0 success stories

• Increasing nervousness answering your colleagues’ 
questions about “Web 2.0 strategy”



Integration



The Big Picture

Strategy drives all corporate communications
– What are the objectives?
– How can the company achieve its objectives?
– Which tools will best address those needs?
– Does social media fit into the plan?



Social Media: Why all the hype?

Powerful tools + Easy to use + Cost effective = 
Everyone can create content



With Social Media Brand Defined by…

• Search engines
• New influentials
• Customer conversations
• Real product experiences



Common Mistakes

• Control
• New shiny object syndrome
• Ignoring stakeholders
• Dismissing the medium
• One size fits all
• Failing to understand symbiotic relationship between 

fourth and fifth estates (Integration!)



Control is a Myth

“You can’t take something off of the Internet.  That’s like 
trying to take pee out of a swimming pool.”

- Joe Ragan, Newsradio
As quoted in “Groundswell” by Charlene Li and Josh Bernoff



Social Media in a Larger Communications Plan 

Outstanding PR tool for third party credibility
– Perception of thought leadership
– Earned media throughout the long tail
– Media influence
– Intangibles like speaking engagements
– User generated case studies
– Crisis tool



Social Media in a Larger Communications Plan 

A nice shot in the arm for marketing, too
– SEO
– Word-of-mouth customer referrals
– Product marketing through crowd-sourcing, user- 

generated feedback
– Conversations provide “live” brochures
– Feedback mechanism to adjust strategy
– Sales leads
– Brand loyalty



A Means to an End

• Foundation: Define your goal/vision, measurable 
outcome & specific audience.

• LISTEN. This is half the battle.
• Strategy: Based on what you heard, not Shiny Object 

Syndrome
• Tactics: Do you really need a blog?
• Evaluation: ongoing measurment. Rinse, lather, repeat.



Social Anthropology

Community defines the medium
• Who is our core constituent?
• Where are they?
• What interests them?
• What issues does your nonprofit resolve? What 

are the issues your community faces?



Listening

• WWWWHW a.k.a. volume, tone, topics, motivations
• Glean opportunities and obstacles
• Determine a meaningful way to engage. 



Blogs
– Number of inbound links

– Frequency/timeliness of posts

– Number and content of comments

– Affiliation of author

– Search engine visibility

– Traffic

– RSS feed subscriptions

Multimedia (Videos/Photos)
– Number of views and downloads

– Number and content of comments

– Ratings/peer assessment

– Relevant groups 

– Number of subscribers

– Number of inbound links

Message Boards 
– Breadth of boards

– Quantity and timeliness of activity 

– Search engine visibility

– Affiliation

– Membership numbers

– Traffic

Social Networks
– Membership numbers

– Types of community features present 

(e.g., profiles, blogs, video, message boards)

– Activity level on features

– Affiliation

– Search engine visibility

Criteria for Assessing INFLUENCE



•Page Impressions, Visits, Unique Visitors

•Time Spent, Pages per visitor

•Emails opened, click-throughs

•Videos viewed, audio plays

Engagement & Reach

•Number of Mentions, Posts, Comments

•Recommendations

•Mentions-per-user

•Send This To A Friend

•Inbound links

Word of Mouth

•Offline media mentions

•Online media mentions

Earned Media

•Higher search results

•Greater search results “share”

•3rd party results

•Customer/stakeholder feedback

•Product sampling

Research

Search Visibility

Measurement Ingredients



Ask your audience what they want! 



• Engage the right people!



Integrate & 
partner!



What Kevin Bacon Knows about Web 2.0: 
Six Degrees of Person-to-Person Fundraising 

A Network for Good Case Study





Personal Motivation

“I’m a runner and a tri-athlete, and the mother of two small 
children, and girl scout leader. I went from being totally 
normal and healthy to facing a life of paralysis and future 
disability, and those were really, really dark days, those 
first two weeks.”

-Robin, MS Society Blue Ridge Chapter



Person-to-Person Fundraising



Tools to fundraise where they are online



Robin’s Story



Lessons learned from SixDegrees.org
1. Focus on audience values not your own
2. Choose the right messenger
3. What attracts is celebs; what motivates is personal
4. Contests are good
5. Uber-activists are more than ATMs
6. Give them the tools to fundraise WHERE THEY ARE 

ONLINE
7. Social networks are complex
8. Be prepared to help people; this is bleeding edge



Closing Thoughts

• Don’t get carried away by the hype; you still need all the 
offline stuff

• Dabble and borrow, don’t create
• It’s about the audience, NOT you
• Start small; think big



Resources

Blogs
• Beth Kanter: http://beth.typepad.com/
• Katya Andresen: www.nonprofitmarketingblog.com/
• Qui Diaz: http://evangelisting.blogspot.com
• NTEN: http://nten.org/blog
• NetSquared: www.netsquared.org/

Networking 
• NetSquared DC: monthly meet up
• Twitter, Facebook groups, LinkedIn

http://beth.typepad.com/
http://www.nonprofitmarketingblog.com/
http://evangelisting.blogspot.com/
http://nten.org/blog
http://www.netsquared.org/


Contact Us

• Qui Diaz 
qui@livingstonbuzz.com 
www.livingstonbuzz.com

• Jono Smith 
jono.smith@networkforgood.org 
www.networkforgood.org/npo 
www.fundraising123.org

mailto:qui@livingstonbuzz.com
http://www.livingstonbuzz.com/
mailto:jono.smith@networkforgood.org
http://www.networkforgood.org/npo
http://www.fundraising123.org/
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