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Agenda

• An overview of the social media landscape

• Facebook pages and advertising

• Integrating social media into your planned 
giving communications
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Social Media:  Today’s Major Players

• Facebook

• Twitter

• Pinterest

• Instagram

• Tumblr
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Facebook

• Allows you to link to “friends” and “like” 
businesses, groups, or charities, for example.  

• You can post status updates (text linksYou can post status updates (text, links, 
photos, and videos) about your life for your 
friends to see.

• You can set your account to be more or less 
private.
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Facebook

• Facebook earnings report on 1/30/2013

– 1.06 billion monthly active users (MAU) as of 
December 31 2012December 31, 2012 

– 618 million daily active users (DAU) for December 
2012 

– 680 million mobile MAUs as of December 31,2012
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Twitter

• Your posts are limited to 140 characters.

• All posts are public.

• You can follow people and be followed, and 
these people may or may not be your friends 
(celebrities, experts, authors, journalist, etc.).

• You can search subjects by hashtag (#).  For 
example, #plannedgiving or #oscars.
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The Others

• Pinterest – online scrapbooking

• Instagram – photo sharing with cool filters

• Tumblr – short form blogging
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“Demographics of Social Media Users” 
– Pew Research Center Study (February, 2013)

% of internet 
users who use…

This service is especially appealing
to

Use Any Social 
Networking Site

67% Adults ages 18-29, women

Use Facebook 67% Women adults ages 18-29Use Facebook 67% Women, adults ages 18 29

Use Twitter 16% Adults ages 18-29, African-
Americans, urban residents

Use Pinterest 15% Women, adults under 50, whites, 
those with some college education

Use Instagram 13% Adults ages 18-29, African-
Americans, Latinos, women, urban 
residents

Use Tumblr 6% Adults ages 18-29
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“Coming and Going on Facebook” 
– Pew Research Center (February, 2013)

“As recently as September 2009, 47% of online adults 
used social networking sites. 

Today 69% of online adults — representing more than 
half of the entire adult population in the United States —
use an online social network of some kind. 

On a typical day nearly half of all adult internet users 
access a social networking site.”  
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“Coming and Going on Facebook” 
– Pew Research Center (February, 2013)

“Social networking site users are accessing these sites 
more frequently than in the past. 

In a separate survey conducted in November 2012, 
some 41% of social networking site users said that they 
access these sites several times a day — a statistically 
significant increase from the 33% of users who said that 
they accessed social networking sites with that level of 
frequency in August 2011…”
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Facebook Demographics 
- Pew Research Center

• Facebook users 
– “Facebook remains the most-used social 

networking platform, as two-thirds of online adults 
say that they are Facebook users Women aresay that they are Facebook users. Women are 
more likely than men to be Facebook users, and 
Facebook use is especially common among 
younger adults.”

Social Media:  Getting Results for Planned Gifts© 2013 Rebecca Scott 11

PG Calc |  Invested in your mission

Facebook Demographics 
- Pew Research Center

Gender

Men 62%

W 72%

% of internet users who use Facebook

Women 72%
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Age

18-29 86%

30-49 73%

50-64 57%

65+ 35%
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Facebook Demographics 
- Pew Research Center

Educational Attainment

Less than high school/high school grad 60%

Some college 73%

C ll 68%

% of internet users who use Facebook

College + 68%
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Household Income

Less than $30,000 per year 68%

$30,000 - $49,999 62%

$50,000 - $74,999 69%

$75,000 + 73%
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Facebook Demographics 
- Pew Research Center

Urbanity

Urban 72%

% of internet users who use Facebook

Social Media:  Getting Results for Planned Gifts

Suburban 65%

Rural 63%
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Promoting Gift Planning Through Facebook

To have a gift planning page, or not to 
h th t i th tihave a page, that is the question.
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What is a Facebook page
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Advantages of Having a Facebook Page

• You can build a community of people who are 
specifically interested in gift planning.

• You can get to know that community by interacting 
with them.

• You can provide specific planned giving news alerts 
(new CGA rates, IRA rollover extensions).

• You can steward donors and/or legacy society 
members by noting their activities.
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The Disadvantages of Managing a Page

• You must understand Facebook’s algorithm, 
Edgerank, in order for your posts to be seen 
in people’s news feeds.  

• Need to post consistently in order for your 
page to be active and vital.
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What is Edgerank?

• Most people who “like” your page rarely 
actually visit your page.  

• Instead they see your posts in their newsInstead, they see your posts in their news 
feed.

• comScore reports that 40% of users’ time is 
spent in their news feed and only 12% on 
profile and brand pages.
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What is Edgerank?

• The algorithm is trying to figure out what each 
user wants to see most.

• It is comprised of:It is comprised of:
– Affinity

– Weight

– Time Decay
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What is Edgerank?
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www.jonloomer.com
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What is Edgerank?

• You will see more posts when:
– You interact more with that author

– You interact more with that type of post

– Many of your friends/users have interacted with a 
post

• You will see posts less frequently when users 
give a post negative feedback

• from Postrocket.com
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What is Edgerank?

• Does Edgerank favor photos? Text updates? 
Videos?  Are links to articles bad?

• You are looking for the widest reach and youYou are looking for the widest reach and you 
have to experiment.

• Edgerank favors what your fans like.  So you 
need to figure that out.  Do they engage with 
photos, text, at a particular time of day, etc.?
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What is Edgerank?

• While Edgerank may make for a better user 
experience, it is more work to make sure your 
fans see your posts than it used to be.

• You have to decide if you want to create and 
maintain your own gift planning page or to 
post gift planning messages to your charity’s 
main page.
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Two Quick Tips on News Feeds

• You can toggle between “Top Stories” and 
“Most Recent” where it says “sort” under the 
status update box.  
– “Top Stories” uses Edgerank, so you can see how 

it filters the stories you see.

– “Most Recent” does not use Edgerank, so you will 
see everything that your friends, and other pages 
you like, post.
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Two Quick Tips on News Feeds

• You can make sure you are notified about all 
the posts from a page by checking “get 
notifications” from the drop-down menu under 
“lik ” “f i d ”“like” or “friends.”
– Or by making someone a “close friend.”
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Types of Posts - Impact
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Types of Posts – Timely News
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Types of Posts - Credibility
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Types of Posts - Stewardship
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Facebook Insights
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Facebook Insights
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Facebook Insights
- 60% of our fans are over 45
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Facebook Ads

• Allow you to build your audience.

• Can be cheap and you can set daily or total 
maximum spend amounts ($5 or $10/day)maximum spend amounts ($5 or $10/day).

• Pay per 1000 impressions or pay per click.

• Target specific messages to specific 
audiences.
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Facebook Ads
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Facebook Ads – Ads vs. Sponsored Stories
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Facebook Ads

• Potential Criteria to Target Ads 
– Graduates from specific high school, college, 

university

“Lik ” h i t t i ifi h it– “Likes,” or has an interest in, specific charity

– Live in city/state/county

– Age

– Gender

– Connected to people who like your page, or people 
who have friends connected to a particular page
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Facebook Ads

• Potential Criteria – Broad Categories:
– Activities

– Business/Technology

– Ethnicity

– Events (e.g. new job, recently moved)

– Family Status (e.g.  new parent, newlywed)

– Movies, Music, Shopping, Travel

– Sports (e.g.. people who like your college team)
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Facebook Ads – Ideas for Targeting Ads

Target people who are likely to be updating 
their estate plans.

• Offer a free estate planning organizer (including your p g g ( g y
suggested charitable bequest language) to anyone 
connected to your charity who is a “Newlywed (1 
year)” or “Parents (Child 0-3)” since these are life 
events after which people typically create or update 
their wills.
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Facebook Ads – Ideas for Targeting Ads

Target people who are updating their retirement 
beneficiary information.

• Send people to a page on your website with p p p g y
information about the benefits of naming your charity 
as a remainder beneficiary of their retirement plan.

• Target the ad to people who have indicated they 
have “Event – New Job” and have indicated they 
have an interest in your charity.
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Facebook Ads – Ideas for Targeting Ads

• Example ads in the corresponding paper:
– Educational institutions

– Social welfare charities

– Hospitals

Remember… be close, but not creepy!
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Facebook Ads – Rebecca’s Crystal Ball

You will be able to buy ads based on 

status update keywords.
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Facebook Ads

• A great idea to reach out to your alumni/fans
– Run an ad that shows up a week before their 

birthday and invite them to “Click here to receive a 
special birthday gift ”special birthday gift.

– They click through to a page where they have to 
fill out some demographic information you are 
looking for, and then you send them a small 
birthday gift, like a keychain, bookmark, etc.
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Integrated Campaign Case Study

• To test the reach of different platforms, Tufts 
ran an integrated campaign last summer:
– Print postcard

– E-blast email

– Facebook ad

• We offered donors the opportunity to receive 
a free estate planning organizer. 
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Integrated Campaign Case Study

Goals:

1. To offer something of value so that donors who were 
interested in estate planning would identify themselves. 

2. To disseminate Tufts’ suggested bequest language.

3. To gather metrics that would test the effectiveness of 
print postcards vs. email blast vs. Facebook 
advertising.
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Integrated Campaign Case Study

• Here are the print postcard results
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*If we count everyone who clicked/visited link as someone who downloaded the PDF
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Integrated Campaign Case Study
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Integrated Campaign Case Study

• Here are the results of the e-blast email:
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*If we count everyone who clicked/visited link as someone who downloaded the PDF
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Integrated Campaign Case Study

The Facebook ad targeted 
the following demographic of 
12,640 users:

• live in the United States

• are exactly 40 years old and 
older

• “like” tufts alumni, tufts 
university, #Tufts University, 
#The Fletcher School of Law 
and Diplomacy, #Tufts 
University School of Dental 
Medicine, #Cummings School 
of Veterinary Medicine, or 
fletcher school at tufts 
university
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Integrated Campaign Case Study

• Here are the results of the Facebook Ad:
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Integrated Campaign Case Study
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Integrated Campaign Case Study
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Integrated Campaign Case Study
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Integrated Campaign Case Study

Conclusion

• Look for ways for email and social media users to reveal their identities 
to allow for specific tracking and follow-up.

• Ultimately, the best marketing channel is the one that inspires theUltimately, the best marketing channel is the one that inspires the 
most/largest gifts and the reality is that this won’t be known for some 
time. 

• None of the landing page metrics reveal the age demographics of those 
who visited our site from our email or Facebook ad. 
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Final Thoughts

• Experiment.
– You can always delete.

• Use your own experience as a guide• Use your own experience as a guide.
– How do you use social media in general and 

Facebook in particular?

• If you aren’t a fan of social media, partner 
with someone at your organization who is.
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Questions and Answers
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Still Have a Question?

Contact: Rebecca Scott
Senior Director of Development
and Alumni Relations
T ft U i it S h l f M di iTufts University School of Medicine 

E-mail: rebecca.scott@tufts.edu

Twitter: @rebeccascott

www.facebook.com/charlestuftssociety
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