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THE SOCIAL MEDIA PLAYBOOK FOR NONPROFITS 

If you have posted anything on social media in the past 6 months, you know that organic 
reach has drastically decreased, which has made it difficult for others to see you're your 
posts. 

Rather than just posting, you need to understand the platforms and develop a strategy. 
You can't just put something out there and hope people will see it. 

I have had conversations with over 100 nonprofits in the past year. I haven't talked to 
one person that thinks their organization is successful on social. 

This wasn't their fault. 

With donor bases dying out during the age of misinformation, what would this mean for 
so many with impactful missions and messages that deserved to be heard? 

ATTENTION IS GETTING EXPENSIVE 

In 2013, organic reach would ensure your posts would reach 12-15% of your audience. 
Today, you may only reach 2-4% of your audience. 

As we have seen over the last 8 months, the organic reach on virtually all platforms has 
drastically decreased. Facebook has been the main source. However, all the other platforms 
have followed lead and have reduced the amount of people that see your posts as well. 

Irrationality and controversy gets elevated to the top of newsfeeds and nonprofits represent 
the complete opposite of both of those. 

So as a nonprofit, should you just give up on social media marketing? 

WHY SHOULD YOU LISTEN TO ME? WHAT DO I KNOW? 

In 2017, I received 18 million organic video views and 260,000 shares. I grew to 130,000 
followers. I had no plans of being a vlogger and talk about my daily life. I wasn't releasing 
consistent content. I released videos periodically to discuss solutions to socially relevant 
issues. 

Confronting Racism 

My plan was to bring people in by covering a topic that was important to them, adding 
my personality to it, and leaving enough of an impression for them to want to see more. 

Then Facebook decided it was going to only show my posts to 2-4% of those that 
followed me. My 130k followers meant nothing because a person with 10 followers could 
boost their posts and allocate more spend to reach more people than my organic posts. 
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Here's one of the best examples I've seen of combining mission with entertainment:  
KLM Airlines - Happy to Help 

3) KNOW WHO YOUR IDEAL FOLLOWER IS

How could you have an idea how to appeal to people if you don't have any idea who 
they are or what they like. All of the platforms allow you to see simple demographic 
data. On Facebook, you can see what other pages they like and the content they consume. 

Find pages like yours that are doing social media well. Do an audit of their page. Now, 
start implementing some of their tactics. You can even share their content and add your 
own thoughts to it. 

Also, look through the comment sections. Usually, this is the last place you want to be 
due to the outlandish things that are being said. However, social media is a large focus 
group. You can get direct evidence of what people like, don't like, and why. 

4) BUILD AN ONLINE COMMUNITY

I'll explain quickly how the algorithms work. They will always do what's best for the platform. 
Whether organic or paid, the platform rewards what's keeping people on the platform. 
Engagement (shares & comments) matter. 

You have a huge benefit as a nonprofit with your mission. There are people out there 
that you have directly helped. 

User Generated Content (UGC) has become crucial. Compel others to want to be 
involved with your social media page. Start a scavenger hunt. Do a giveaway. Interview 
others. Inspire conversations. 

You should also create a facebook group connected to your page. This is one part of 
Facebook that hasn't drastically taken a hit with the algorithms changing. Those in it can 
still get notifications for posts, making sure they see what's put in there. Your group can 
feel involved with what's going on with your organization. 

You need a theme for it, though. Turn into a support group or a way to share and discuss 
certain topics. 

5) GIVE FREE IMPORTANCE (INFLUENCER MARKETING)

This is one area where I see nonprofit marketing shifting to within the next 2 years (If it 
happens sooner, make sure to credit me). 

Influencer marketing delivers 11x higher ROI than traditional forms of digital marketing 
(Social Media Today). 
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https://www.youtube.com/watch?v=ef7n2s3j-BU


One of the biggest gripes the "get off my lawn" crowd has is that social media gives 
people a false sense of entitlement. There are times I agree with this. 

The term "influencer" makes me cringe. 

I saw someone the other day complaining that a brand wanted to give them a free shirt 
if they promoted it. They were upset that person wasn't going to pay them. 

Give me the free shirt. 

However, rather than just complaining, what if we came up with a solution? Find people 
that have good intentions, are genuinely creative, and align with your mission in some 
way, then make them BRAND AMBASSADORS. 

What's this cost? Nothing. It costs you nothing. Give these people free importance and 
let them put "Brand Ambassador" in their bio. Give them guidelines such as "Must shout 
you out once a month" or "Promote all events". 

You can even give them a special lanyard that just says "VIP" on it at the event. 

Even if no one else has a lanyard, give them one. They will want to take a picture of it 
immediately. This is a perfect way to expand your mission and amplify your messages to 
their audiences. 

Also, this is a way to make you cool! Here's a video we did at VlogU with former NFL 
Player Darrin Walls: VlogU: Influencer Maketing with Darrin Walls 

6) YOUR PERSONAL BRAND MATTERS

Platforms like Facebook now make business pages pay because they know that they will. 
They don't expect you to do this with your personal page. This is why building a personal 
brand is important. I always combine my efforts on social. I will post something from the 
business, then I will add my own unique perspective from my personal page. 

Chances are, if you work at a nonprofit, a lot of your efforts are local. This means your 
Facebook friends could be a huge help. Imagine now if you had everyone in your 
organization building their personal brand. 

Linkedin is a valuable platform for things like this as well. 

I haven't asked for a speaking appearance or consulting opportunity. I don't "sell". I add 
value and create envy around what I do. Others feel like they are missing out or see I 
know what I'm talking about and want to be involved. 

Use the same strategies above in terms of content themes and conversations for your 
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https://youtu.be/S8YUEfYo31I


social brand. I will be releasing a course on building out your personal brand very soon. 

This best example I know of someone utilizing their personal brand to bring attention to 
their organization is Leah Lizarondo at 412 Food Rescue 

7) UTILIZE YOUTH

I saw this arrogant quote in the Post-Gazette recently. It said that high school students 
could market better than marketing agencies. The audacity. 

Here's the direct quote from PG: 
"Jordon Rooney believes High School Students can market better than marketing agen
cies". Read it HERE. 

Ok that was me. But, I believe it. 

Memes and GIFs have become an instinct to teenagers. I use social media all the time, 
but I still have to double check if I'm using the right emoji without seeming out of touch. 

I started Vlog University and we taught high school students how to amplify their own 
voices and to create content and run the pages of brands and nonprofits. If you have 
youth available to you, get them involved! 

So how do you do it? There's more to it than I can put in here. Reach out to me and I'll 
teach you: Jordon@NFBD.org 

8) LEARN PAID ADVERTISING

Paid advertising is here. 

There are 50 million business pages. Facebook wants those 50 million pages putting 
down at least $5 per day (someone do that math for me). 

In the past, you were essentially getting a free spot on a billboard or a TV commercial 
slot with organic reach so high. 

Facebook now wants you to pay. 

You don't need a huge budget. But, if you want to bring in clients, customers, leads, 
participants, volunteers or attendees - You NEED to utilize paid advertising. You spend 
all this money on planning an event then you're telling me you don't want to actually pay 
money to make sure people know about the event. 

Facebook could charge you as little as .50 per message to get people to ask about your 
event. That's not bad! 
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There are free resources out there. Actually, if you email me, I' ll give you a list a free 
resources where you learn. 

However, if interested, I could come in and set them up for you. 

9) ENCOURAGE IDEAS AND FEEDBACK FROM THOSE AROUND YOU

Establish brainstorm sessions with staff and volunteers. Like I said, social media is a focus 
group. Utilize who you have around you to come up with ideas for content. There should 
be some structure around it though. 

However, become accustomed to the phrase "No, that's not a good idea". That's not 
something I say out loud, but, it's something I think often during brainstorms. I encourage 
ideas, but I have to know if content fits into our social strategic plan. 

This is one huge issue I see with nonprofits - There is no meaning or strategy behind 
their posts. 

2 Questions you should ask yourself before planning content: 
11Does this align with our mission11

11Will people care about this? 11

If no to either, don't waste your time on it. This is where you encourage feedback. If 
you're not sure, ask 10 others if it's something that would prompt them to click on in the 
newsfeed. 

10) DON1T JUST USE YOUR PHONE

Those with a limited budget are thinking "We have no choice". Trust me, I know limited 
budgets and I get that frustration. 

However, a camera & audio setup could cost less than $1,000. This is something you can 
include in a grant. You can also reach out to companies for donations. 

There are also plenty of freelance photographers and videographers that are looking for 
more portfolio material. 

Having a proper setup not only gives you a better product, it sets the tone within your 
organization that marketing is important. 

The Sony A6000 is what I would recommend on a lower budget. It will be good with 
photo & video. 
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https://www.amazon.com/Sony-Mirrorless-Digitial-3-0-Inch-16-50mm/dp/B00I8BICB2is


NOWWHAT? 

You don't need to implement all of these tips, but focus on a couple that you can get 
started with right away. 

Send out a staff email "Exciting social media plans". Ask them to look at your current 
social media and take notes on what they like and don't like. Plan a meeting for the 
following week. Create an open environment where they share their feedback. This is a 
social media audit and is the perfect start to being serious about social. 

Now it's time for content. Set up a content schedule. I always work 2 months behind. If 
I'm releasing a video in March, I'll make sure I plan and shoot in January. Build up 2 
months of content so you can have a consistent release of content. You'll always be 
working 2 months from behind so you can establish a CONSISTENT presence. This is 
important. 

Don't get discouraged if people don't interact right away. It could take 6-8 touchpoints 
for your content to have an impact on them. I see so many that give up right away. I 
needed 20 videos to get 12 views so I could have 1 get 8 million views. 

A message can only be impactful if people know about it. Your message deserves an 
audience. Social media will allow you to do that. Let's amplify your impact in the digital 
age. 

Jordon Rooney is the Founder of NFBD & VlogU. He also is the Director of Digital 
Marketing for Pond Lehocky. He speaks and coaches on personal branding, social 
impact in the digital age, and social media marketing for nonprofits. 
You can reach him at Jordon@NFBD.org 
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