Utilising Social Media

We can no longer ignore the potential for utilising free Social Media networks to spread the Community Rail message. They can, if used well, help to raise awareness and subsequently increase ridership and community involvement along local lines and at stations. Creative approaches are needed and whilst some of our members will welcome the challenge of developing a whole new branch to their marketing strategy (and may already be doing so), others may feel a little daunted. 

This is not a topic that can be dealt with in a half hour workshop, it is actually quite complex and will require individual training & development within our member organisations in order to gain maximum benefit. The information here has only been put together as an introduction and to go some way to clarifying the potential. Utilise the links within these pages to go inline and find out far more than we could ever tell you here.
What is Social Media?
Social Media is a set of internet tools that enable communities to come together to create content. Social media allows individuals and groups to become content producers rather than content consumers! The old model of communication was ‘One to Many’ - e.g. one organisation such as the BBC broadcasting to millions of people. Social media has allowed a new model of ‘Many to Many’ – thousands create content which thousands are able to access. 
Because of this, social media is the ideal way for groups and individuals to have a voice!

The use of social media empowers individuals, groups and communities to develop their own solutions and creates alternative ways of developing dialogue between people, communities and agencies! It is changing the way we communicate simply through the technology we use, the most important aspect of communication has and always will be…. people.  
Through Facebook, Linked-In, Twitter and many other online platforms we have the opportunity to reach communities and networks to engage with future and existing rail users, volunteers, supporters etc.  This doesn’t mean the end of print; it does mean you can spend less on printed marketing as you are better able to define who you may want to send printed information to.  
The majority of the people we are connected with on a daily basis are all in some way or another going to be online within the day, by building a strategy with a schedule and policy for social media we can all engage and strengthen the relationships we already have by using the technology available.  It takes patience but relationships are not as easy as simply clicking connect, follow or like. Always remember its people that are important not numbers or technology, because those people you engage with will engage with other people. 

How do we do it?
· Find out whether your local voluntary body offers Social Media awareness seminars, training and support to voluntary/community organisations.  Voluntary Action Kirklees offers courses which are Lottery funded through the Community Cascade scheme. 
· Check out the NCVO website whre there are the following links that give brilliant advice about social media: http://www.ncvo-vol.org.uk/campaigning-socialmedia and http://worldofdifference.vodafone.co.uk/news/archives/1636 which covers really useful topics including how to set up a successful Facebook Page
5 Ways Charities Will Be Using Social Media In 2011 – by George Guildford, Punch Communications
http://socialmediatoday.com/george-guildford/256935/5-ways-charities-will-be-using-social-media-2011 
Social media provides the perfect platform for non-profit organizations and charities to raise campaign awareness, increase donations and actively engage with a wide online audience. As the increase in social media and online PR activity continues to grow into 2011, an increasing number of charities are starting to incorporate social media platforms into their promotional strategies. In light of this, I have outlined 5 key social media opportunities more and more charities will be making the most of in the New Year. 

1. Tweet-a-thons – Twitter provides a fantastic opportunity for charities to engage with their audience through unique online events such as 12 or 24-hour Tweet-a-thons. Through organised Tweet-a-thon events, charities invite followers to tweet about an ongoing campaign or cause as much as possible to their own followers, encouraging supporters to include donate links and hashtags in all their tweets. This in turn creates a significant buzz around the cause and is the perfect way to increase donations and followers in a short period of time. Targets can also be set alongside Tweet-a-thons, such as aiming to reach a certain number of new followers, or to raise a set amount of money within the 12 or 24-hour period. So far the concept of the Tweet-a-thon has proved to be an effective one, with companies such as earthtweet & 12Kfor12K already finding significant success in utilising their Twitter profiles in this way.

2. Twibbons – Twibbons are pretty much an online version of the charity wristband idea that charities such as LIVESTRONG and Make Poverty History utilised so well recently. By enabling followers of a charity to customise their Twitter profile pics with a “virtual wristband” or banner, Twibbons are a fantastic way for followers to display their support for a charity and help to increase visibility for a campaign within their own social media groups. When a supporter adds a charity’s Twibbon to their Twitter profile, a message is automatically sent out to that fan’s followers with links to donation and Twibbon pages.

3. Facebook Causes http://www.facebook.com/causes – With over 140 million users, Facebook Causes provides non-profits with a unique way to use Facebook to set up or support a cause and collect donations by putting the interaction and activity in the hands of the followers. Facebook Causes not only enables charities to communicate with followers, collect donations, and co-ordinate petitions – it also enables followers of a cause to create their own Causes profile and become actively engaged with collecting more and more followers and donations for the cause themselves. This aspect of Facebook Causes ensures that followers can both display their support and achievements for a charity as well as become a key participant within a collective community.

4. Crowdrise – As well as enabling charities to create their own campaign/fundraiser page, set donation targets, and share campaigns across Twitter and Facebook, Crowdrise also enables charities to set up contests, projects and activities for followers to take part in. In the same way that fans of Foursquare earn check-in points, users of Crowdrise are able to earn Crowdrise points the more active they are on the site. Additionally, users can create or join a Crowdrise Project Team, a feature that enables a group of fundraisers or volunteers to go that one step further to become key members in raising awareness across their own multiple social media networks. Crowdrise not only offers something new and fresh in its approach, but is also presents charities with the perfect channel to increase volunteers, donations, and followers by integrating something unique and fun into their campaigns at the same time.

5. Integrated YouTube Campaigns – Video and visual elements have always played an important role in charity campaigns, as they often provide an important snapshot and insight into the cause that other forms of media cannot capture. By integrating an effective YouTube campaign into their overall promotional strategy, charities are not only able to reach a wider online audience, but they are also making it easier for supporters to share video content across their own social media networks, resulting in an increase in visibility. Additionally, charities can also set up their own non-profit Youtube channel - an area that charities can customise and manage to host all their videos from, with added sharing features including links to donation pages through video annotations, call-to-action overlays and buttons embedded within the Youtube videos themselves. By creating a regularly updated YouTube channel, non-profits​ and charities are able to instantly update their supporters with video content ranging from pledges to video blog entries, to interviews and case studies – all of which go a long way towards effectively connecting and communicating the cause with the audience and supporters.

From ongoing engagement and fundraising activities, to enabling followers to feel part of a collective cause and online community, social media platforms provide charities and the PR companies working alongside them with the perfect opportunity to get more and more people actively involved in supporting and promoting their campaigns in 2011.



About George GuildfordGeorge is an Account Manager at digital PR agency Punch Communications. Utilising over 5 years marketing, PR and social media experience working within the music industry, George has worked extensively alongside a wide range of PR and music management companies to maximise the promotion, launch, and development of new and emerging artists and labels across both the UK and the US... Follow me on Twitter at http://twitter.com/punchcomms or on Facebook at http://www.facebook.com/punchcommunications.

HOW TO: 
Improve Engagement on Your organisation’s Facebook Page 
Know your connected community and engage specifically for them, works every time.
http://mashable.com/2011/04/06/facebook-engagement-data  

A recent Facebook case study highlighting a campaign by Healthy Choice, shows positive results.

Targeting healthy eating-related keywords on Facebook’s ad platform, Healthy Choice created a promotion that exploited the viral nature of social sharing.     The frozen food brand offered a coupon that increased in value as more people “Liked” its page and signed up to receive the deal. http://mashable.com/2011/03/08/social-pr-campaigns 
As a result of the promotional campaign, Healthy Choice saw their connections explode from 6,800 to approximately 60,000 at the time of the study. A quick check of their fan page: https://www.facebook.com/healthychoice  shows that they have gained over 8,000 additional connections since that time. Healthy Choice witnessed 3 times more user engagement after the promotion than prior, and by offering a newsletter capture on the coupon signup form, they were able to register approximately 60% of connections for their mailing list. Pretty impressive for a product as mundane as frozen dinners.

What remains to be seen is the staying power of Healthy Choice’s newfound audience. It seems likely that engagement will taper at least slightly now that the campaign is over, as users who connected solely to receive coupons start to tune out. It will be up to Healthy Choice to continue interacting with their broadened fan base in new and creative ways. 
Define Your Goals

“Defining goals” sounds almost too obvious to be worth mentioning, you’d be surprised at how often organisations fail to pinpoint goals for their social media efforts. The allure of Twitter and Facebook promotions is strong. It’s tempting to look around at the competitive landscape and imitate the actions of others without fully understanding what’s at stake. By defining exactly what you hope to gain from your promotion, you can better design the promotion itself to achieve these goals.

Do you want to gain followers or “Likes?” Design your promotion to provide incentives for doing so: Reward your 100th follower with a free gift, encourage re-tweets and shares to further spread the word.

Do you want to garner more newsletter subscribers? Give users the chance to sign up to your mailing list?
Exploit the Medium

Facebook and Twitter both have enormous potential to spread promotions at viral rates. It’s up to you to craft your campaign to take full advantage of this fact. Learn from the strategies of Healthy Choice who incentivised sharing with rewards, thus expanding their campaigns’ reach exponentially.

Set Metrics

Once you’ve defined your goals, you must also set metrics for measuring your achievements. Make sure you have a solid grasp on all your “before” figures before the campaign launches and be sure you know how to isolate social media traffic from your data.

Evaluate and Adjust

Finally, learn from your mistakes. If your first attempt was more of a belly flop than an olympic dive, don’t develop a fear of the water. Just be sure to assess the strengths and weakness of your first campaign before diving in again.

YOUTUBE – WWW.YOUTUBE.COM 
Tips to make your YouTube video go viral

Have you seen Will It Blend? It's a series of videos by Blendtec, a small blender manufacturer who uses videos of crazy things being blended as a marketing campaign. The series has been seen by millions of people. Blended items include a Vuvuzela and an IPhone. The following URL is for Will it Blend? – IPhone  http://www.youtube.com/watch?v=qg1ckCkm8YI  If you haven't seen it yet, take a minute to watch. This YouTube video has been seen 1.6 million times.
We are not suggesting that you attempt to destroy any household items by putting them under the wheels of a train……merely suggesting that you open your mind to the possibility of creating something that is relevant, captures the imagination and perhaps tickles the humour of the community that you are wanting to connect with. Viral marketing at it’s best!
Your video needs to be funny or fascinating or amazing or remarkable or  be controversial. Basically the video needs a reason for people to pass it on. You need to create pass along value!

Tip 1 – Homemade is fine
You don’t need to hire a professional. A homemade quality video can work great. But plan ahead and shoot several takes to get it right.

Tip 2 –Your video should be no longer then 2 minutes (preferably less)
Think very short. Although YouTube will accept a video that is less than 10 minutes, smaller than 100MB try to make the video between 30 seconds and 2 minutes. 

Tip 3 -- Make your description clear and specific.
To best promote your video, you'll want its text description on YouTube to be accurate and interesting. Use descriptive keywords and language that people will find when they search for videos like yours. And use the correct categorisations on YouTube so people will find it.

Tip 4 – Try a series of similar videos to build interest
Sometimes a series of videos works great. The Blendtec Will it Blend? videos are a perfect example. The even sell t-shirts now!

Tip 5 – Tell everyone about your video!
When you upload your first few videos, you are likely to hear a deafening silence. You'll be waiting for comments, but none will come. You'll check your video statistics and be disappointed by the tiny number of viewers. Don’t get discouraged. It takes time to build an audience. Make sure people know it is there and can find it. Create links to your video from your home page, product pages, or online media room. Mention your video in your e-mail or offline newsletters, and create links to your video as part of your e-mail signature and those of other people in your organization. 

Tip 6 – make sure bloggers know about the video
Sending a link to the video to bloggers or commenting on other people's blogs (and including a link to your video) is a good way to build an audience. If you comment on blogs in the same space as yours, you might be surprised at how quickly you will get viewers to your video. 

Tip 7 – Experiment a lot to find something that hits
While I think it is difficult to purposely create viral marketing buzz, it is certainly possible. Create a number of campaigns and see what hits, then nurture the winners along. Think like a venture capitalist or movie studio and try a number of things in order to get that elusive hit.
Social Media Surgeries

www.socialmediasurgery.com 
About 

Social Media Surgery plus is here to make it easier to find and run social media surgeries to support community groups, local charities and local active citizens.
If you are from a community or voluntary group and want some help then please use the box on the front page to look for your nearest surgery and sign up for some help.

If you have skills and want to show people how to use the social web please also sign up to help at the surgery or surgeries of your choice.

What is a surgery?

A social media surgery is a pretty informal gathering of people who want to learn how to use the web to communicate campaign or collaborate. They are deliberately relaxed. You will get to sit alongside someone who understands good ways to use the internet and they'll show you useful free tools. If you like what you see they can also help you set up your blog, or facebook page or twitter account. Most social media surgeries have an event every few weeks, so you can keep coming back for help.

What is a surgeon?

You might prefer to think of them as helpers. A surgeon is someone who knows enough about using social media tools to help someone else. Some surgeons have spent years understanding the internet, others started learning a few months ago but want to share what they know with other community groups and active citizens.

How do I get involved?

If you want help - a chance to talk to someone - then simply sign up for your nearest surgery. If you want to offer help please do the same.

How do I set up my own surgery?

If you want to run your own local surgery here's a list of tips of what to do. Create an account, go to your profile and look for the register your surgery link. (If you give it a place name you don't need to add Social Media Surgery - the site does that automatically.) Once we have approved it you can then add a venue and create events for specific dates and start inviting people.

Coming Up

· Tue 10 May at 5:30PMCentral Birmingham Social Media Surgery 

· Tue 10 May at 7:30PMDigbeth Social Media Surgery 

· Wed 11 May at 10:00AMDrimnagh Social Media Surgery 

· Wed 11 May at 6:00PMLeeds Social Media Surgery 

· Thu 12 May at 5:30PMWarwickshire Social Media Surgery 

· View all events 

Sign up now

As soon as you sign up you can register to attend any event on this site completely free of charge*. 
*Subject to places being available. 
UK Social Media Stats
The popularity of Social Media continues to rise rapidly in the UK, now accounting for almost 11% of the share of UK Internet visits – continually closing the gap on search and entertainment websites.




Facebook’s growth in the UK continues with a reported 24 million active users. It now accounts for over half of all visits to social networking sites in the UK with YouTube sitting in second with over 17% of visits. Despite the media coverage and growth of Twitter over the past year the micro-blogging site makes up only around 2% of visits to social media sites in the UK, only just surpassing Bebo.




Why use social networking – an introduction

In five short years social networking sites such as Twitter and Facebook have transformed the way people interact with each other, organisations and the issues they care about. Here’s why it’s important for charities to get in on the act, even if you’ve no previous experience.

It’s cheap. Compared to other ways of engaging with supporters or fundraising, the expenditure related to social networking is minimal. All you need is a computer and internet connection. Sites like Facebook and Twitter are free to join and use. The only cost is the time of the person working on it. But once you’ve set up your Facebook page, it should only take about 20 minutes a day to keep it updated. And when you do post something new, everyone in your network will see it, and potentially pass it on to other in their extended networks.

Young people love it. Young people are exactly the sort of individuals charities should be targeting. They may not have a lot of money to give but they often have time and bags of enthusiasm. And if you catch them now you could have a supporter for life. But if you want to reach them, you have to know how to use social networking.

Chances are, people who are 30 or under have lived their whole lives in a digital world. They grew up with the web and get most of their information from it. They don’t read so many newspapers and don’t often watch TV news, but they do use social networking services. Just over half of Facebook’s 25 million UK members are under 30 and they’re the heaviest users of the service.

But almost everyone uses it. While social networking may be used the most by younger people, its impact has been felt across all age groups. Forty per cent of Facebook users are over 35 and just over 7 per cent are 55 and above, so investing in social networking isn’t just about one particular demographic.

And don’t forget that the media uses Twitter as a news source. Find out what your local newspaper’s Twitter account is and ask them to follow you. Everything you post will then get seen by them.

It builds communities. Social networking practically demands you respond, share, like or comment on what you read, watch and hear. This two-way process encourages dialogue, which is just what charities need to be doing with their supporters and the wider public.

If people feel a charity is listening to them, they’re more likely to respond to a call for donations or help. Facebook and Twitter make it easy to get a conversation going, to share and to collaborate. They also help create a persona for an organisation, which makes it easier for people to relate to it.

Put that all together and social networking will help people feel more connected to your charity, they’ll be more informed about what’s happening and share your successes and help out when there’s a challenge. Just like a real community.

