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Their campaign case studies into 7 minutes time

Using words, videos, and pictures, but not rhyme
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sharing their wisdom in five minutes or less



Dear audience you will also have a turn

Photo by peterjlambert



Don’t just sit back and passively learn
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A integrated social media campaign 



and you will hear





And, in fact

Even when there isn’t perfection





Our panelists are experts in what they do

I’m going let them introduce themselves to you
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75K avg. Facebook reach

54K total engagement

208K views for 13 videos

3,364K Views

Picked up by “The Atlantic,” 

“Grist,” and highlighted to 

millions of people on Twitter
Increased

Views and 

Engagement



Pre-package your stories

Let the talent be

themselves

Optimize for the channel

Be authentic



A poem by Naomi Shihab Nye
photo credit: patricio00 via flickr (CC BY-NC-SA 2.0)



Teacher Appreciation Campaign: May 2014 

 Objectives

• 25% growth brand mentions & overall actions

 Target Audience

• K-12 teachers, administrators & active parents 



Campaign Fit with Edutopia’s Strategy

 highlight what’s working in education

 inspire people to find, share, and replicate best 

practices

 integrated approach on targeted platforms

• Edutopia.org

• Edutopia enews

• Edutopia email blast

• Twitter

• Facebook

• YouTube

• Instagram

• Pinterest

 strategic partners
• SoulPancake, GreatSchools, Huffington Post



What We Did: Content & Engagement!

Video

• Letter to Me on My First Day Teaching

User-Generated Tips

• 19 Proven Tips for Getting Parents Involved in Schools

Blogs

• Teachers Matter (Now More Than Ever)

• Why We Teach

• Heroic Gifts for Teacher Heroes

• Appreciate Teachers by Understanding What They Do

• Letter from George Lucas

Social Media Engagement & Visual Design

• #TeachersMatter

• Targeted posts across social platforms

• Cross-platform branding & images across social



Results So Far . . .

Edutopia.org 

• 99% increase in reach (5/1-5/15)

• 82% increase in session duration

Facebook

• 87% increase in reach

YouTube: 

• 100K+ views 

#TeachersMatter: 12K+ mentions 

“I am not in it for the income. I am in it for the outcome.” 
–Cindy Powell, Mason, Texas



Reflections

 Planning cycle started earlier (four months prior to 

launch)

 Great team effort with better, tighter integration across 

editorial & marketing 

 Specific programming strategies to target different 

audience segments: teachers, parents, administrators 

and the general public  



Discuss with another person at your 

table:

What resonated?  What have you thought 

about before?  What idea might you try?  





NONPROFIT SOCIAL MEDIA 

CAMPAIGN CASE STUDY 
SLAM!

A B D I  S O LTA N I ,  E X E C U T I V E  D I R E C T O R

A C L U  O F  N O R T H E R N  C A L I F O R N I A



Organization’s overall strategy
• Stop SB 1070 and other anti-immigrant copycat laws 

•Pass positive federal and state policies to further 
immigrants’ rights 

•Broaden and deepen our connections with Spanish-
speakers 

•Develop new leaders within existing ACLU networks 

•Generate earned media 





miACLU tour 

launches 

miACLU Facebook page ads 

start ($10/day)

Spending money to make 
friends?

Increase to 

$20/day
Momentarily 

stop ads

Ads start 

again



Lessons learned 

People care Ads work

Networks matter



Humanity
I don’t want to be the hero of some

superhuman story

nor a forgotten martyr after 

the tragedy.

I want to be: 

part of the transition,

to a just human life

where the people smile

tilling the future

moving forward at a slow pace

but still, moving forward.

Moving up, one by one, the rungs

of the nation, holding still

when it’s called for, and then

continuing the interminable march

of humanity, seeking the 

harvest of the earth.

I’m going to keep quiet, like 

the seed that’s been planted.

I’m going to keep still, while

winter falls; I want to blossom

tomorrow together with the new 

dawn.

I’m going to wake up tomorrow 

with the songbird.

-Elvira Sanchez, 

ISMU







IDEX.ORG/AGROECOLOGY

IDEX.ORG/EMPOWERMENT

IDEX.ORG/ALTECONOMIESCustom URLs



Conversation Starters



Think and Write or Tweet:

What resonated?  What have you thought 

about before?  What idea might you try?  
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The San Francisco Gay Men's 

Chorus



The San Francisco Gay Men's Chorus

“Just One Voice

Singing in the darkness,

All it takes is One Voice,

Shout it out and let it ring.

Just One Voice,

It takes that One Voice,

And everyone will sing!” 

-Barry Manilow



The San Francisco Gay Men's Chorus

http://www.youtube.com/watch?v=mS_FWnFOGCQ&feature=youtu.be


The San Francisco Gay Men's Chorus



The San Francisco Gay Men's Chorus

MY BIGGEST FAILURE

“Milk in 2012” Microgiving Campaign

A mock presidential campaign, with a minimum 

goal of raising 

$12,500 and a “stretch” goal of $53,800, which 

represents $100 per elector 

in the U.S. Electoral College.

Turn the country PINK!



The San Francisco Gay Men's Chorus

STRATEGY

“Kickstarter” projects were shiny, new toys.

The promise of unrealized income. 

New “Giving Circles” - 20 somethings, not used 

to going to large, big ticket Galas, prefer to give to 

multiple causes in small amounts, online



The San Francisco Gay Men's Chorus

WHAT WE DID

Hired consultants

Internal launch to SFGMC membership

Facebook, Twitter, YouTube properties

Sold concept to other GALA Choruses



The San Francisco Gay Men's Chorus

WHAT WENT PEAR SHAPED

Didn't estimate budget

Underestimated tech needs – designers, back end 

coding, vendor choice and relations

We loved our idea too much. Lack of buy-in from other 

crucial stakeholders

“Pulled trigger” too early with sales force.



The San Francisco Gay Men's Chorus

TEACHABLE MOMENTS

“Would you like a side of humble pie?”

Time is a teacher

Believe in the technology; try again

i.e., SFGMC Dragathon

The show must go on!



The San Francisco Gay Men's Chorus



The San Francisco Gay Men's Chorus

Thank you. 

You are the One Voice!

www.sfgmc.org



Discuss at your table:

What was your organization’s best social 

media win or fail?  What did you learn?



Audience Q/A




