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Why I care 
and who I am 



Agenda: 

1. Why use it

2. How use it 





Our Road Map	
  





But we are the exception!	
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Web, Facebook, Twitter, LinkedIn and 
YouTube are major connection points 



DON STANLEY | @3rhinomedia | 3rhinomedia.com	
  

How does it work? Ostrich Strategy Doesn’t Work 



Media	
  Diet 	
  	
  

Introduc/ons	
  
Class	
  Structure	
  
Survey	
  …	
  how	
  are	
  you	
  using	
  contemporary	
  
communica/on	
  tools?	
  
	
  



Targets

Why is social media so important for non-profit success?




Social Media 

& Digital Media 

is a huge part of our

LIFE.




93% believe 



facebook fact 1 



facebook fact 2 



150 million (2009)


500 million (2010)


Number of Accounts 
*FB is blocked in China 

700 million (2011)


1 BILLION  (2012)


1.15 Billion (2013)


1.26 Billion (2014)




Activity 

30B Content Items/Day


2.7B likes (accuracy)


350M mobile visits/day


300M photos uploaded/day 





Average User

•  130 friends 



MONTHLY:

•  8 friend requests per month

•  15:33 and 40 visits/month

•  connected to 80 community pages, 

groups and events

•  creates 90 pieces of content each 

month

•  350 million access FB via a mobile 

device each day (up from 200 million)



DAILY: 

•  30 billion pieces of content are 

shared each day, including 250 
million photos





 
 



Source: facebook.com, pingdom.com


Smartphone Stats	
  

75 nations have more smartphone subscriptions  
than people living in their country – chuck martin	
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Smartphone Stats	
  

The AVERAGE smartphone owner in the US  
•   look at there phones 150X/day 

•  Spend 141 minutes on their smartphone	
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Source: facebook.com, pingdom.com


Smartphone Stats	
  

92% of smartphone owner in the US  
have their phone, within arms reach,  

 

24 hours/day, 7 days/ week!	
  



When You Have a Question	
  

What do you do?	
  



Google	
  

5.1 billion searches DAILY!	
  



Google	
  

5.1 billion searches DAILY!	
  



youtube fact 2 

48 Hours

via mashable.com




youtube fact 2 

100 Hours

via mashable.com


It’s the 3rd most visited site on the web




youtube fact 3 4



youtube fact 4 4
 
•  1 BILLION 

unique users 
monthly  

•  6 billion hours 
watched/
month 



4

According to Nielsen, YouTube 
reaches more US adults ages 18-34 

than any cable network 



marriages 2 5	
  



400 Million Tweets Per Day


250M in late 2011 -- 110M early 2011-- 27M in 2010 -- 3.3M in 2009




ted conference 



Agenda: 

It’s where people go for 
information today. 



It’s with them 24/7/365. 





Why To?	
  



Now “How To”	
  

 
Proven Tips 
 
 

5  



“Simplicity is the ultimate sophistication” 
Leonardo Da Vinci 

        



 

20/80 
or F.O.C.U.S 

 
 
 



Tip 1: Be On Purpose 
 
 





‣ Raise Awareness 
‣ Get Buy-in 
‣ Conduct Market Research 
‣ Forge Partnerships 
‣ Provide Customer Service 
‣ Lead Generation 
 
 



Uses: 



hope is not a strategy 



NOW: Write out the purpose of your activities. 
 
 
 



Activity = Achievement 



NOW: Write out the purpose of your activities. 
 
WHY are you doing this? What problem is this solving? 
Some ideas … 

•  Public Relations?  
•  Customer Service  
•  Relationship/Trust Building  
•  Exposure  
•  Collaboration 

WHO, specifically are you helping? 
•  Specificity creates meaning. Meaning creates 

happiness. Drill down to ideal clients. 
Speak to THEM! 

 
 
 
 



Activity = Achievement 



Want to save real time? Learn from the experts … 
 
 



Tip 2: Plan Your Production 



NOW: Starting with the end in mind, write out 
annual schedule of events. 
 
Be Proactive. Help Yourself Out! 

•  What events happen annually? 
•  Quarterly? 
•  Monthly? 

Schedule the time! We monitor what we measure, Let’s 
look at an example. 

•  When can this be scheduled into your 
workflow. It doesn’t have to be long, it just 
needs to be consistent (like exercise) 

 
 
 
 



Plan Your Production 



Tip 3: Assign Roles Correctly 





NOW: Think of how you can be 
 
 

HELPFUL! 



Tip 4: Platform for Success 



Tip 4: Platform for Success 
FIRST: Pick a Platform and get TRACTION 

This is the toughest. It’s about relationships (not pushing) 
and relationships take time!  
Building internal workflows 
Establishing key relationships 

 
SECOND: Momentum  

You have a solid plan, you are executing the plan and 
you are seeing the ROI from your action 

THIRD: Expansion 
You have a solid plan, you are executing the plan and 
you are seeing the ROI from your action 
 



 



Tip 5: Do The Work 
“I hate discipline, but I love the fruits of discipline” 
 
 



Tip 1: Be on a Mission 
Tip 2: Plan Your Production  
Tip 3: Assign Roles Appropriately 
Tip 4: Platform for Success 
Tip 5: Do the Work 
 
 
 
 



Review 



social media isn’t the answer to 
everything 
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thank you! 


