Becoming a
Social Media
Savvy Grantmaker

FOUNDATIONS ARE FACING A NEW REALITY:
demonstrating impact has never been more
important. More than ever, they need to bring
visibility to their mission and ensure they are
attracting the right grantees. Social media can play
a pivotal role in your foundation’s communications
plan.
According to the 2017 Global NGO Online
Technology Report, 92% of nonprofit organizations
employ social media to share their mission and
impact. If your foundation has not started using
social media platforms or has not been using them
to full effect, this guide can help you get started
or provide you with useful tips to complement and
enhance your current efforts.
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START WITH A STRATEGY
There is a saying: “If you fail to plan, you plan to fail.” This is
never more the case than when dealing with social media.
It is important to create a strategy to answer the initial
questions “Why are we creating a social media page?” and
“What are we going to share?”
Having clear objectives and goals when creating a social
media strategy is key. Asking what you want to achieve with
your social media presence will assist you in creating your
goals. For some foundations, a goal may be to simply increase
the awareness of what their foundation is doing to improve
society. Other foundations may have a more specific goal for
their social media strategy that might include increasing the
number of quality applications from prospective nonprofits or
changing some behavior in a community, such as increasing
volunteerism in a specific region.
If you are only planning to share upcoming grant deadlines,
it may make more sense for your organization to create an
e-mail distribution list instead. Especially when it comes to
the nonprofit sector, social media is about engaging directly
with others, creating an open dialogue, and highlighting
organizational accomplishments. While deadlines are
important and have a place in your social media content, this
should not be the only message you are conveying to your
audience.
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SIMPLE TIP: Create a list of all of the items your audiences

would find value in you sharing on social media. In addition,
it is important to determine the type of voice you would like
to have on social media. Do you want your voice to be serious,
fun, intellectual, authoritative, approachable, or a combination
of voices? Examining the culture of your foundation and the
voice you currently have is a great way to determine the type
of voice you want to have on social media.
Additionally, aim for topics and ideas that educate, inform
or entertain your followers. Use the tried and tested Golden
Ratio of social media that advises your content should consist
of 30% your own content, 60% shared content from others,
and 10% promotional updates. List five things you think you
could post about every month (for example: grantee highlight,
grant deadline, staff highlight, site visit photos, etc.). Most
active social media pages post at a cadence of two to five
times per week on average, so consider what you could be
sharing every week to maintain an active and engaging page.
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TEST CONTENT & TIMING
Whether your foundation is new to social media or seeking
to enhance its social media presence, testing different
types of content and timing can help you better connect
with your audience. For example, if your foundation is
promoting a grant program for teachers, you may want
to post the information either before or after school to
increase the chance of teachers and school officials seeing
the post. Moreover, if your foundation has a grant program
for afterschool programs it may want to post in the early
afternoon or the late evening so program staff and leadership
may see the advertisement for the post.
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SIMPLE TIP: Test out various types of content, as well as

what time of the day you post them. Does an image increase
audience views? When reviewing your website analytics, are
individuals from social media clicking on the posts you are
sharing? Testing out variations of posts can help you better
understand the type of content your followers want which
can, in turn, help you formulate your social media strategy to
drive awareness and reach.
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FOLLOW AND ENGAGE WITH NONPROFITS
Following your grantees and potential grantees on all your
social media channels can be an excellent way to interact
with an organization outside of the grantmaking process.
It shows that you are interested in their efforts beyond the
grant application and truly invested in the organization. By
following, ‘Liking,’ and subscribing to your grantees’ accounts,
you are not only able to see your grant money at work, but your
organization is also able to share their content with your larger
network. You
can ‘Like’ photos,
write encouraging
comments, or
share posts on
your foundation’s
page to showcase
your grantees’
efforts. For
example, if a
grantee posts
a picture of a
full room for
afterschool
tutoring, the
foundation
could share the
post about it:
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SIMPLE TIP: Social media can be challenging to maintain

while operating a busy foundation. Create time in your
calendar to engage with the nonprofits that you have ‘Liked’
by either setting aside 10 minutes on your calendar every day
to engage with nonprofits and respond to comments on posts.
Furthermore, consider using the various features on social
media platforms to categorize the organizations you follow.
For example, Twitter has the ability for you to create “lists”
where you can add numerous individuals and organization
into one feed. Creating a list can assist in reviewing your
grantee’s tweets in an efficient way. Tools like HootSuite and
Buffer allow you to pre-schedule your content across multiple
social media accounts. Dedicating an afternoon every one to
two weeks to populating upcoming posts will help improve
your flow and make you more productive.
It is also wise to begin following influencers and subject
matter experts who are well respected in your field or
community. Imagine if they follow you back and begin sharing
some of your content as well. Their large following may start
looking to you as well for your expertise!
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BE SOCIAL!
Social media is all about sharing and connecting, so it is
important to share various forms of content in addition
to upcoming grant deadlines. Share photographs of your
colleagues out at a luncheon, traveling for a conference, or
drowning in a mountain of paperwork after a large grant
deadline. Showing social media followers the different
personalities and culture within your foundation can make it
more approachable.
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SIMPLE TIP: Candid photos are fun, but you can always

pose for a photo as well if you are trying to convey a message
to your audience. While there is always a temptation to
use clip art images to save a few minutes, you can create
awareness of who your staff is and the importance of their
roles by including them in photos. Avoid using clip art as
much as possible, since you will want to use social media as a
window into your organization. In addition, using a photo that
you have taken yourself can increase the authenticity of your
foundation. Get creative with your pictures, and remember:
social media is supposed to be fun!
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USE INFOGRAPHICS
Infographics, a visual storytelling medium that typically
incorporates the use of data and figures, are a great way for
foundations to share snippets of information on who, where,
and what they fund. For example, sharing an infographic that
shows that your foundation funds 100 grants annually at an
average of $15,000 helps organizations know how to make a
strategic request.
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SIMPLE TIP: There are lots of free tools out there to

help create infographics for sharing on social media, such
as Canva Infographic Maker and Easel.ly. Many foundations
track numerous data points, so put that information to use by
creating an infographic (Learn more about tracking data using
SmartSimple’s Advanced Analytics capabilities within our
grants management software). It is important to only share
data that is useful and relevant to your audience, but also
ensure that you are not sharing data that may look poorly
on grantees. Asking yourself whether or not a grantee cares
about a statistic will help you understand if it is something
shareworthy, or not. The information within infographics is
not only insightful and digestible for your followers to absorb,
it is also a way to demonstrate and increase a foundation’s
transparency.
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SOURCES OF CONTENT
There are a variety of free sources for content for foundations
to share. You can share information related to your
foundation, such as links to press releases, blog posts on
your website, and other announcements. It is also important
to share content that may not be directly about you but is
industry relevant. For example, a community foundation
serving a specific geographic area may share information
about volunteer opportunities, upcoming festivals, and other
happenings from the community. A foundation focused
on increasing access to quality healthcare may share new
industry reports, information on an upcoming conference, or
other resources that followers may find helpful.
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SIMPLE TIP: You do not have to reinvent the wheel when

it comes to content. Sharing posts from other industry leaders
is a great way to find and distribute content. In addition, your
inbox is probably full of great things you can share on social
media. Signing up for e-newsletters from other organizations
similar to you or your grantees will ensure that you get
shareable content sent right to your inbox.
If you are going to share something that you anticipate
will have a negative reaction (directed at your foundation),
it may not be wise to share it on social media. If you want
people to be angry about something, such as a new proposed
legislation or government cut to funding, it is important that
they are upset with the situation, not with your foundation.
If you believe that posting something on social media could
result in a negative response, it is best not to post it. If you
feel a little bit uncomfortable about sharing something, it is
probably not best for your social media account. Foundations
need to be disciplined in their sharing, and what they share,
so it is important to think through your content.
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TYPES OF CONTENT
Social media gives you a variety of options when it comes to
sharing content. While simple text posts can suffice, including
a picture can really resonate with individuals and increase
the interaction. Videos are also an excellent medium for
sharing your message. They do not have to be professionally
created, using your smartphone or computer can be an
equally effective tool to take a video.
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SIMPLE TIP: Start by recording a few tips here and there

to share on social media to see your traffic increase. Facebook
Live is a great feature that you can use to jump on your social
media page and share something great happening at your
foundation. You could have a five-question interview with a
staff or board member, share what is happening that week at
the foundation, or have a weekly video from the head of the
foundation. The possibilities for sharing content is limitless,
so get out there with your camera and start recording the
valuable work you are doing!
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INTERACTING WITH FEEDBACK
As the name implies, social media is unique because of
the social element. That is, it allows for open dialogue.
Leveraging this the right way can lead to great things. Equally,
there are risks that can be brand damaging if managed
improperly. In most cases, the comments on social media
pages for nonprofits is rather positive; however, it is best to
be prepared for when someone shares negative feedback as
well. Interacting with individuals across your social media
accounts can increase the comment activity, which in turn can
expose additional individuals to your posts.
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SIMPLE TIP: It is important to always be responsive to

all feedback on social media, positive or negative. Negative
comments on social media can be from individuals that may
not have all of the facts, or they simply had a bad experience
with the foundation. Therefore, it may be in a foundation’s
best interest to share all of the facts to clear up any
uncertainty, and address any complaints head-on. Responding
with empathy is often a good place to start. A comment
stating that you understand their frustrations is step one. Your
message should also mention that you are going to attempt
to address their issue, and then provide the facts regarding
the issue. This can assist in handling negative feedback on
social media and demonstrate to other followers that you
are hearing what they are saying (an important aspect of the
‘open dialogue’ concept of social media).
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SHARE GRANTEE SUCCESS
Many grantees spend a lot of time and effort creating these
reports; often sharing various data points and client success
stories. It does not take much work to transfer some of the
information from a post-grant report into a shareworthy
social media post that celebrates their impact and aligns well
with your foundation’s mission.
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SIMPLE TIP: Ensure that grantees know the importance

of their post-grant report by informing them that post-grant
reports (with great data and stories!) could be featured
on your foundation’s blog and/or social media channels.
Promote this as a platform to get in front of your audiences,
and as a way to drive accountability and quality of the data
they will provide you. Some grantees rush through postgrant reports, as some believe the information simply goes
into a file and is never seen again. Encourage your grantees
and other foundation staff members to utilize post-grant
reports in effective ways, including highlighting grantee
accomplishments on social media.
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EVALUATING YOUR SOCIAL MEDIA EFFORTS
How do you know you are achieving your social media goals?
Like most goals, the best way to evaluate them is to compare
them against quantifiable metrics. It is important that you are
getting interaction, but even more important that the right
people are interacting with you. Social media, like a grant
cycle, is a loop. Your page may not take off right away, and
that is okay. Continue sharing great content and eventually
your pages will gain a large following.
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SIMPLE TIP: If you are just starting with social media,

consider it a pilot program. Review the goals that you have
outlined in your strategy, and continually evaluate how you
are doing every three months, six months, nine months, and
so on. If you are not getting a lot of interaction, it might be
time for you to consider changing what you are sharing, or
altering your voice or something else that you think might be
causing you not to get the following you want.
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SOCIAL MEDIA IS AN ONGOING PROGRAM
and it is something that needs to be regularly
monitored and managed, just like reporting back
to donors or running a payroll. But if your social
media efforts are being managed properly, you will
be able to reach new heights of awareness for your
foundation’s mission, and ultimately, elevate the
impact you are making.
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