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Social media for non-profits: How to 

spark online conversations 
By: Kristine Rooks 

Date: April 29, 2013

Introduction 

In this report, I’ll examine Camarata Music Company’s 

use of social media. I’ll consider the effectiveness of 

Camarata’s presence on several social media platforms, 

and give recommendations for improving Camarata’s 

social media strategy. Though Camarata’s current 

strategy is quite effective at keeping fans informed, it is 

much less effective at bringing in new fans. I’ll give 

some suggestions for how to increase online presence 

through interactivity, uses of influence, an 

understanding of metadata, and other means.  

An overview of Camarata and its online presence 

Camarata Music Company is a nonprofit organization involving and amateur choir, a semi-

professional choir, and a semi-professional orchestra. These music groups perform at churches, 

art centers, art halls, and other public venues, with numerous performances every year. 

Camarata also has an outreach program for teaching classical music to less-fortunate children, 

though music lessons, instrument donation, and complimentary tickets to concerts.   

Social media for Camarata Music Company involves a website, a Facebook page, and a Twitter 

account. The Facebook page updates once or twice a month, with clusters of updates near 

auditions, performances, and other major events. Tweets are sent out at about the same rate, 

and are incorporated into the front page of the Camarata website.  

Audio and video of performances exists on the internet, but is not directly linked from social 

media platforms and is difficult to find. There is no Facebook link or “like” button on the web 
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site. There are many photos on Facebook, but images are rarely shared using Twitter. There is 

no account on Pinterest or a similar site that allows users to share photos with each other. 

Camarata’s social media presence is useful for keeping fans updated on current major events. 

Members or fans of the organization can find all the information they need about concerts, 

auditions, and appearances of Camarata in major news outlets. There are plenty of visible 

opportunities available for interested donors.  

However, Camarata’s social networking activity does not foster much conversation or 

interaction. New fans are not being drawn in because the pages are mostly silent. Donors may 

be likely to give once they are on the website and see the donor button, but there is not enough 

noise out there to draw in more potential donors through social media.    

New uses for Facebook 

Camarata’s Facebook page is currently devoted to letting fans know what is going on with the 

organization right now. It does an effective job of keeping members, donors, and other 

interested people up-to-date. However, there is not much conversation, interaction, or 

recommendation and new discovery through the Facebook page. Facebook doesn’t just let you 

inform users of what you’re doing, it also lets you build partnerships with others, especially 

with other organizations you have worked with.   

If you have received a donation from an organization, or have had an event in conjunction with 

an organization, add it to your homepage’s favorites. For example, after a concert at a venue, try 

to maintain an online relationship with that venue’s fans. You can start conversations with users 

from multiple organizations by asking questions and inviting user-created content like photos, 

blog posts, and videos.   

The goal of Facebook 

conversation is to get 

people talking about 

you in a positive way. 

A.D. Kramer points out 

in his article on the 

spread of emotion via 

Facebook, when a user 

uses an emotion word in 

a status update, their 

friends will be more likely 
 Be sure to encourage commenting as much as you can. 
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to use the same or similar emotion words. If a user uses positive words, their friends will be 

more likely to use positive words as well (and less likely to use negative words), and vice versa 

(p. 768).  

Once you get users talking amongst themselves, they are free to talk about you in a positive or 

negative way. When a Facebook user posts, the words they choose influence the words chosen 

later by their friends. There is also an effect of “emotional suppression,” in which the use of 

positive words buffers users’ friends against negativity (Kramer, 2012, p. 769). So, how to you 

get positive conversations going?  First, make sure you’ve configured your page to allow fans to 

post comments, videos, photos, and links on your wall. Next, moderate the activity to make 

sure it is appropriate and positive. I’ll talk more about flaming and negative feedback below.  

Integrating Youtube into your social media strategy 

For a music group providing live performances, Youtube is an indispensible platform for 

showing what you have to offer. Internet users will only get a vague sense of the quality of 

music, atmosphere of the event, and the character of the organization from texts and images. 

They need to see and hear the musicians in action. Currently, the Camarata Facebook and 

Twitter pages do not link to any Youtube videos. 

There is a Youtube channel for Camarata videos, but it’s completely isolated from the rest of the 

Camarata online community and has very few views or comments. The Youtube channel needs 

more visibility immediately. I would also recommend posting videos not just of performances, 

but of rehearsals and social events of the group. This provides the user with more frequent 

updates, and lets the user get to know members of the group personally. It also promotes more 

conversations in the community, which provides opportunity for likes, comments, and other 

chances for Camarata to get noticed.    

In Lingel’s 2010 article on metadata in social media, it says that Youtube users highly value 

certain bits of information, like band name, song title, name of venue, date of the performance, 

and quality of the video. These bits of information provide context for anyone who views the 

video. Metadata is not just a guide on how to get to the video but also provides information 

about the video (p. 1).  

Great videos on Youtube often go undiscovered because there is not enough metadata for the 

sites algorithms to pick up on. Therefore, it’s important to title, tag, and describe your videos 

effectively. If you title a video “Camarata performance at Chungdong Church,” then people 

who have never heard of Camarata or Chungdong will probably never find it. You can use 

Youtube’s Keyword Suggestion Tool to help you create the best keywords for your video. 

https://www.youtube.com/keyword_tool
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The Keyword Suggestion Tool tailors results to a particular language and region, gives results 

for keywords you enter, and gives suggestions for new keywords. Users may not search for 

Camarata, but they will search for classical music, Christmas music, concert, and many other 

useful terms.     

How to get the most out of Twitter 

Twitter allows people to get frequent updates on ideas and institutions without having to read a 

lot of text. You want people to follow you, but successful use of Twitter does not necessarily 

mean lots of followers. It’s more important to have the right kinds of followers. Do your 

followers retweet your messages, sending them out to a larger audience? Users are more likely 

to trust an endorsement by a peer than self-promotion by an organization.  

You want a follower whose profile talks about matters that are important to your organization 

and its community. Be wary of robots linking to dangerous malware. Report these bots as spam 

and remove them from your follower list. According to A.J. Roback, in 2013, little “networking” 

takes place on social networking sites, because the majority of activity is reading or lurking (p. 

79). Many researchers believe that social media is not being used to its fullest potential. It’s 

normal to expect most activity to be passive, but there are many things you can do to increase 

user activity.  

Understanding hashtags is important for sparking conversation and interaction. Hashtags are 

names, words, and phrases preceded by the pound symbol. For example, #music or 

#classicalmusic. They help organize tweets from different users tweeting about the same topics. 

Hashtags make it easy for users to discover your tweets. Users search hashtags, and if they find 

yours, it can lead to retweets and more clicks on links. Influence on Twitter is not based on how 

many followers you have, but how often you get retweeted (more on that below).   

Time of day matters on Twitter, According to C.H. Chung and J.Y. Park in their 2012 article, 

tweeting activity is predominant during the weekdays, and it occurs most frequently right after 

noon (p. 235). Ideally, you should attend Twitter daily or nearly daily, and release fresh content 

right before peak hours. If you have Hootsuite, you can set up your tweets ahead of time and 

release them on schedule.  

As part of your daily Twitter maintenance, look for others with similar interests to follow. G. 

Papadakis et al., in their 2012 article, explain that Web 2.0 technologies make it easy to mine for 

the aggregate opinion of its users towards organizations or ideas. You can analyze large 

quantities of user-created content to learn what people are saying about a particular subject (p. 

274).  
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Who are the leaders in the local music community? Do they use social media, and can you 

foster an online relationship with them? You can use the search function for news stories related 

to your interests and make more connections by finding out what’s going on. According to M.A. 

Venable and A.J. Hilbelink, in their 2011 article, you should develop a list of keywords, topics, 

and trends you are interested in following (p. 1).  

M. D. Choudhury, et al., find in their 2012 article that national events such as Earth Day and the 

Wikileaks news are covered primarily by journalists and media bloggers. But localized events, 

like music performances and festivals, are primarily covered by a large number of ordinary 

individuals (p. 243). Make sure to thank and stay connected to your followers, because you rely 

on them for your success. Use the #FollowFriday or #FF hashtag to list the names of your 

favorite followers as thanks. Tweet personalized thank yous to other users as much as possible. 

Twitter is about connecting and relating, not just selling yourself.   

Using Hootsuite to manage your platforms 

Many organizations do not use Twitter to its full potential because managers feel they do have 

time to sit around on Twitter or Facebook all day. Luckily, you don’t have to. Hootsuite is a 

social media system that allows you to manage various social media accounts, including your 

account on Facebook, Twitter, Youtube and more. You can draft, save, and schedule messages 

and updates. The incorporated URL shortener ow.ly lets you post links easily, especially on 

Twitter. An analysis feature tracks links and messages, gathers information on clicks and your 

audience, and exports the statistics.  

Hootsuite is especially useful when you have a team managing your social media platforms. 

When a team member logs in, they’ll see the tasks that have been assigned to them. Many of 

Hootsuite’s features are only available on a paid membership, but they also offer a 20% 

discount to nonprofits who qualify based on their criteria. There is an application form on the 

website. 

With Hootsuite, you can do a location search so you only get tweets close to you. You can filter 

by Klout score. Most importantly, you can set up searches of keywords and monitor 

conversations about Camarata, music, Seoul, and any other topic that interests you. A location-

based search is a very useful tool for finding potential members, audience, venues, nonprofits 

and other organizations you can collaborate with.  

Remember that social media is not a minor side project. It should be managed by people who 

know its organization, its culture, and its communication goals. You need to be able to talk with 

confidence and direct the conversation. Know who’s out there talking about you and about the 

http://hootsuite.com/
http://library2.hootsuite.com/forms/non-profit-discount-application
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subjects that matter to you. Know the other organizations out there and keep in contact with 

them.  

Using Klout to measure the value of your interactions 

I mentioned before that Hootsuite filters content by Klout score, but what is a Klout score? 

Klout.com is a service that allows you to measure not just how many followers you have, but 

how they interact with you. Remember, you cannot judge your own success on social media, or 

the influence of your fans, based on how many followers you have. As I. Anger and C. Kittle 

point out in their 2011 article, it is primarily position interactions and reactions that determine 

the success of a user (p. 1).   

Klout can be useful because it gives you an idea of how influential a particular user may be. If 

that user retweets you, it can be a very valuable retweet that grabs you a lot of attention. 

However, Klout uses questionable metrics and a Klout score does not necessarily reflect how 

useful a user will be in spreading the word about you. Still, it’s a quick and free tool that helps 

you determine whether a user is relevant to your mission.   

 

Maintaining your daily social media presence, all in one place. 

http://klout.com/home


Page 7 of 9 

 

Make room for the less computer-savvy  

Not everyone has easy access to advanced technology, and not everyone has the skills needed 

to navigate social media in a sophisticated way. We might consider lack of computer ownership 

the “old” digital divide. The “new” digital divide is lack of digital literacy. Should the less 

computer-savvy be left out of our considerations?  

Consider the fact that even those who don’t spend much time on the computer may still have a 

smart phone and use it to text, or use web apps. You can use those apps to communicate to 

anyone who uses a smart phone. People are likely to use the Facebook app and they’re even 

more likely to have the Twitter app on their phone. They can take a picture anywhere and 

upload it, or leave an interesting comment to a question. Encourage users to take pictures, post 

them, and let their friends know about it.  

How to deal with negative feedback 

Letting people comment and post their own content is a great way to get a conversation going. 

However, sooner or later there will be comments and posts that are negative or inappropriate. 

Don’t ignore these types of posts. Carefully think about how to respond to them.  

In some cases, such as obscenity or inappropriate images or links, simply removing the content 

and blocking the user may be the best option. If the commenter simply has something negative 

to say, respond as politely as possible and try to address their concerns. Don’t feel like you need 

to be drawn into an endless argument, though. They can go on forever with no meaningful 

resolution.  

Set measurable goals  

Don’t set up your social media strategy with just a vague idea that you want to get people’s 

attention and get people talking. Set up specific goals, and view the data at scheduled intervals. 

Here are some ideas: 

 A positive comment from 10 people who attended the last performance 

 5 retweets from partner organizations 

 1 retweet from an influential Twitter user 

 At least 1 person posting photos from the last event 

 At least 1 lively conversation of Facebook comments  

You don’t need to meet all of these; they’re just examples of the types of goals you can set for 

yourself. Goals can change as you re-evaluate what kinds of online interactions translate into 
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real-world results. View the data once a month to see your progress. Make notes of which 

actions were the most successful in meeting a goal, and try to replicate the cause. 

Keep evaluating your plan to make sure it’s accomplishing what you want it to accomplish. As 

you engage with users, you’ll probably get lots of ideas for specific Facebook interactions. Try to 

find out what people are passionate or creative about and encourage that. Above all else, 

remember that social media humanizes you and creates a way for people to interact with you 

personally. Make your social media activity about interaction, not just a one-way relay of 

information.  

See More 

View this Prezi presentation to get a better understanding of the philosophy behind my social 

media strategy. 

 

 

 

 

 

 

 

 

 

 

 

 

   

 

 

http://prezi.com/sagifpcx2j6v/nonprofit-social-media-strategy/
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