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andrew.p.cuff@email.shc.edu
May 1, 2014 

The American Diabetes Association 

12385 Sorrento Road 

Suite A-2

Pensacola, FL 32507 

Dr. Mrs. Grant, 

Enclosed is my business report proposal for the American Diabetes Association for my Communication for Nonprofits Course, taught by Mrs. Marcelle Naman. 

This business report presents my research-based analysis of The American Diabetes Association’s local offices of Northwest Florida and South Alabama’s online presence. The analysis is particularly focused on the ADA’s social media presence, primarily on Facebook. After researching different ways to establish an effective online presence, I have created several tactics for the ADA to utilize for potential improvements.  

Please take time to read through the proposal. I am available to discuss questions at your convenience. Thank you for your time and consideration. 

Sincerely, 

Andy Cuff
Executive Summary

Through social media research I have determined several tactics for the ADA to utilize in order to increase its online and social media presence. The primary areas of improvement focus on the ADA’s Facebook page. While the Northwest Florida and South Alabama office is established on Facebook, there are ways to gain viewers, most importantly by posting consistently throughout the week. I have recommended using an automated social media management tool that will ease the work that is needed in order for the social media to grow. Smaller areas that need retouching include clarification on the ADA website. The website is a crucial tool that can create a link between the organization and its social media, and the name (Northwest Florida and South Alabama) can be difficult to find due to the large geographic area. I recommend these strategies, in further detail below, to provide the Northwest Florida and South Alabama office of the ADA with a broader, more interested web-based audience. 
I. Introduction

Through evaluation of the ADA’s office of Northwest Florida and South Alabama’s current website and social media presence, I believe changes need to be made to benefit the potential growth and success of this nonprofit organization. These proposals have been formulated to provide an impeccable brand and build a lasting impression on the Mobile and Pensacola community. This awareness will be built through social media platforms. The suggestions made will manage online postings and generate more traffic to its sites. The purpose is to amplify the current presence by posting more frequently. The overall goal is to drive traffic to the website creating more awareness of the ADA and its inspiring mission. This awareness is intended to result in more volunteers, awareness to residents in Northwest Florida and South Alabama, and more information to potential donors. This business report lists the following suggestions: subscribing to HootSuite, planning consistent Facebook postings, and communicating to the national organization to simplify the search for the office on diabetes.org. 
II. Body

Automated Service 

While social media should not be the sole form of communication, it possesses numerous benfits. However, postings must be consistent to be effective. The best way to do this is through an automated service. HootSuite is a social media management tool to save time and create a stronger online presence. Content Marketing Institute analyzes non-profit organizations challenges. As shown it Figure 1 non-profit organizations struggle with two main factors: lack of time and lack of budget. 
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Updating individual social media outlets is time consuming, but in today’s market it is essential for business to inform and engage a target audience. Hootsuite would significantly decrease posting time, but still allow consistent presence on all platforms. This device will help you manage multiple platforms, schedule messages and tweets, track mentions, and analyze traffic. HootSuite offers a 30-Day Free Trial. After the initial 30 days, the cost is $8.99 a month. However, the “Annual” plan offers a 10% savings for a total of $107.88 per year. HootSuite is the most affordable social media management tool and is a necessary investment in the ADA’s social media presence. HootSuite will track results, supplying hard evidence on the progress of the organization. There is also a free version of HootSuite that can be used, but it only includes the basic functions and is recommended for individuals instead of businesses and professionals.  

Christina Strickland, Director of Client Services at Crackerjack Marketing, has over eight years of experience in the social media and digital marketing industry. Strickland writes for Social Media Today on various issues including explaining the effectiveness of HootSuite. HootSuite is an effective timesaver and is driven from one dashboard, to which one has the ability to log on and update multiple accounts, update multiple pages and schedule posts. HootSuite has the potential to monitor results from social media efforts. This feature is a necessity especially in a small office. HootSuite will monitor page views, likes, followers, comments, referrers and link popularity. HootSuite is an impeccable resource that will allow the ADA to manage postings, measure analytics and schedule messages and tweets for efficiently spent time.  This resource will manage all the information a company needs and will replace the very time-consuming task of updating each different platform. HootSuite is a necessity to grow social media in a painless manor. 

Utilizing Facebook

Rather than acquiring new social media platforms, its important to master the ones already set up. With the current Facebook account the goal is to engage and inform sponsors, volunteers and potential supporters. To create a more consistent presence it is recommended to post three times per week. Monday, Wednesday, and Friday a Facebook post should be sent. This is a realistic and practical goal based off minimal time available to spend on this. This should stay organized through HootSuite and its recommendation to schedule all tweets Monday and add anything throughout the week. 
Amanda Quaraishi, writer for Non-Profit Engage, published “Three Essential Ways Your Nonprofit Should Be Using Social Media.” Quaraishi states that non-profits should utilize social-media platforms to: inform and tell a story, organize information, and fundraise.

Not only are consistent posts necessary, they should be engaging. Quaraishi suggests, “Build a case for support starting with telling the stories of the people you impact with your work.  It also means giving prospective supporters’ facts and information that is compelling enough to move them to act. Social media can be a great way to share blog posts, info-graphics, and other data that people can immediately use and share online. Social media is a great way to build a national (or even global) community around your mission and the issues your organization addresses”(Quaraishi). The ADA office of Northwest Florida and South Alabama’s Facebook page must be a resource and interest the audience to the point that he or she will want to click on the website. Posting and tweeting facts, information, and creating interesting conversation will generate traffic and feedback. Photos and videos will capture the attention of viewers. The messages that will appear on both of these platforms must inspire and entertain. It is important to drive all posts from the mission statement, capturing the true essence of the organization, but it is also valuable to create engaging posts. Funny and energetic content will entertain users and create a humorous post in the daily newsfeed. Create conversations through posts. Compose messages and tweets that will generate responses. The more interesting and frequent the posts, the more notice the page will receive from viewers and potential contributors. 

While updating regularly is a very important component, it is also crucial to be organized with the updates. Social media users are simply scrolling through personal newsfeeds; if information is not relative enough the posts are insignificant. Quaraishi proposes, “One of the easiest ways to get your volunteer force organized and spread the word about events is with social media. This contributes to building community and lets your followers visualize your mission in action, keeping your organization at the top of their mind regardless of what else they are doing on their own profile” (Quaraishi). When new volunteer opportunities arise, it is crucial to share this information on social media. This will make these pages a resource as well as an information site. Information should be clearly labeled and have direct links to drive audience exactly to and from platform to necessary website information. Sharing current news informs the audience of accomplishments and communicates to the audience the vital role the ADA serves in the community. Many times it is beneficial to create a “teaser” for the audience on social media. This entails releasing just enough information to hook the audience, but include a link driving them to the website. This has created traffic flow from the social media outlet to website. 

It is important to never cross a line where one would seem too pushy on social media reaching out for donations, but Quaraishi believes this is still a very practical resource to publicize fundraisers. Quaraishi explains, “Using social media to publicize fundraising events, or to strategically drive people to make online donations during special fundraising seasons are both acceptable. As are fundraising sales, online auctions and calls for in-kind donations” (Quaraishi). The popularity of social media outlets is at an all-time high and there is opportunity to discover new donors and volunteers simply by educating the audience. Stating facts and sharing volunteer information allows a company to inform and engage the audience, but sharing fundraising information will take this one step further. Include information regarding donating regularly to remind the audience of that possibility. 

It is important to utilize these components on Facebook. It is a matter of taking the already existing social media platform and using it for the full potential. 

Facebook Recommendations 

Facebook is a more visual content-based platform. The current ADA Facebook page of Northwest Florida and South Alabama does post but at inconsistent times. The name also presents a challenge. People in Mobile, Ala. may not find the page because the combined name with Northwest Florida, and vice versa for people in the Florida Panhandle. The name does not need to be changed, because that is the office’s name, but it creates more work for the social media. There needs to be more purpose behind each post to produce better results. Each post must have a direct purpose with the intentions of targeting a specific audience to get a clear response. The solution to this is to plan three posts per week each Monday actively thinking about who, why, and when. Before any content is published it should pass through the “Three W’s” filtering system. Determine who should be targeted, why it is important information, and when should this be posted to actively target this audience. Alexandra Skey, social media analyst, writer of “The Complete Guide of How Often to Post, Tweet + Facebook For Your Small Business.” Skey reports, “Posting every other day will result in the most likes for your business page. Page likes help you build your audience on Facebook, so when you post, your post shows up in your followers home feed. Surprisingly, if you post more than twice a day, you will lose engagement. Companies who posted once every other day had 32% higher like rates and 73% higher comment rates compared to those posting 3 or more times a day. Posting 1-4x a week produces 71% higher engagement than 5 or more posts in a week” (Skey). Through these drastic statistics it is important to follow through and post three times per week. This will inform the audience, but not overwhelm them with information. It is valuable to regularly update photos and create events on Facebook to keep the audience engaged in current events. Facebook creates many opportunities to share bulk information at one time. It is important to drive content from current events and if there is not something happening at the time content must be driven from the mission statement. 

Twitter Recommendations 

Twitter is a fast-paced conversational social media site; however, I do not believe it is necessary for the Northwest Florida and South Alabama office of the ADA to create a twitter. Like the Facebook page, I believe it would be hard to gain an audience with the confusing name. Also, since the office is comprised of two employees, I believe they need to focus on one social media platform and utilize that one as much as they can. 

The compelling aspect of Twitter is the “#” function that links phrases from any post. However, this function is no longer solely specific to Twitter. Facebook has no incorporated this technique, and now hashtags can be utilized on the site. This function would also prove to benefit the ADA’s social media growth. 
Website Additions 

The ADA’s website informs, entertains, and follows the two-click guideline. A user should never have to click more then twice to find information, if this happens the person may become unengaged and will possibly leave the site. The name of the office also presents a challenge here. Once the “Local Office” office button is clicked the offices are listed by state. However, since the name begins with ‘Northwest Florida’ it is not under the Alabama tab even though that is the first one. It may be a good idea to contact the national office to but the link to the office under both states. Also, its important to keep the website up to date with any current events. The community will look to the website for all information and look to social media sites as supporting evidence. 

III. Conclusion 

The ADA’s office in Northwest and South Alabama will create a stronger social media presence, develop a more powerful audience outreach, and will deliver information more efficiently by putting these recommendations into action. It is important to build presence on Facebook by developing content and a strong audience. It is essential to post regularly on all social media outlets through the automated service of HootSuite, investing $107.88 a year will significantly decrease posting time and will track all progress on social media platforms. By taking these formative steps, the ADA will be able to grow into a stronger nonprofit organization and will increase their efforts in these regions. 

References
Campbell, Julia. "11 Things Nonprofits Can Learn About Using Twitter from the @NYTimes." J Campbell Social Marketing RSS. N.p., n.d. Web. 25 Feb. 2014. <http://jcsocialmarketing.com/2014/01/11-things-nonprofits-can-learn-using-twitter-nytimes/>. 

"How To Add Twitter App On Your Facebook Fan Page." TwelveSkip. N.p., n.d. Web. 24 Feb. 2014. <http://www.twelveskip.com/tutorials/facebook/336/how-to-add-twitter-app-on-your-facebook-fan-page>. 

Pulizzi, Joe. "Nonprofit Content Marketing Research: Successes and Challenges." Content Marketing Institute. N.p., 14 Nov. 2013. Web. 25 Feb. 2014. <http://contentmarketinginstitute.com/2013/11/nonprofit-2014-content-marketing-research/>. 

Quaraishi, Amanda. "Three Essential Ways Your Nonprofit Should Be Using Social Media." NpENGAGE. N.p., 13 Nov. 2013. Web. 25 Feb. 2014. <http://www.npengage.com/social-media/three-essential-ways-your-nonprofit-should-using-social-media/?utm_source=google%20&utm_medium=social&utm_campaign=VH>. 

Skey, Alexandra. "The Complete Guide Of How Often To Post, Tweet + Facebook For Your Small Business." Spokal. N.p., n.d. Web. 24 Feb. 2014. <http://www.getspokal.com/the-complete-guide-to-how-often-to-post-tweet-facebook-for-your-small-business/>. 

Strickland, Christina. "6 Things to Know About Hootsuite." RSS. N.p., 28 Aug. 2013. Web. 25 Feb. 2014. <http://socialmediatoday.com/christina-strickland/1699601/6-things-know-about-hootsuite>.

[image: image2.jpg]Content Marketing Challenges that
Nonprofit Professionals Face

f Content that Engages



