
Confessions of a Social Media Campaigner

Carie Lewis, The Humane Society of the United States

@cariegrls , @humanesociety

Danielle Brigida, National Wildlife Federation
@starfocus , @nwf

David Neff, American Cancer Society
@daveiam, @americancancer

Twitter hashtag for this session: 

#ntcconfessions



TXT Your Session Evaluation!

TXT NTC126
to 69866

Or complete online at http://nten.org/ntc-eval or on a paper 
evaluation available in the session room.

Each completed session evaluation 
enters you to win a FREE 2010 NTC 
Registration!



What We’ll Talk About in #ntcconfessions

-- Resources

-- Time 

-- Buy-in

-- Participation

-- Successful case studies

-- Unsuccessful case studies

-- Tips & Takeaways

… and a special focus on brand monitoring



Resources: Our Structure

CEO -> External Affairs EVP -> Communications SVP -> 
Online Communications VP -> Internet Marketing Manager

4 Internet Marketing Specialists:4 Internet Marketing Specialists:4 Internet Marketing Specialists:4 Internet Marketing Specialists:

• Social media / online outreach

• Online Advertising

• Volunteer Coordinator

• Brand Ambassador

2 Interns:2 Interns:2 Interns:2 Interns:

• Social Media

• Analytics

Volunteers / Street TeamVolunteers / Street TeamVolunteers / Street TeamVolunteers / Street Team



$uccess!

Raised $107,300 on social networks in 2008.

Gained 10,000 new email addresses

Reached 100,000 fans on Facebook / 5,000 followers on Twitter

No money spent on social marketing initiatives – except staff time.

How did we do it?How did we do it?How did we do it?How did we do it?

- Intern for daily maintenance

- Daily noon meetings with other departments

- One FTE for promos on social networks

- Shared outlook calendar

- Communication: Donor, Leaderboard, Cause starter thank you

- Causes, Partnerships, Contests, Widgets, Blogs

- Integrated campaigns: online advertising, email, website promo

Though very important



Online Communications Production Calendar

http://beth.typepad.com/beths_blog/2007/11/social-networ-2.html



…but it’s not just about the money.

We started with 
traditional metrics

Got the buy-in

Now tracking 
social media 
metrics



Buy-In

Don’t  just tell them about it: get them involved!

Aggressive: CEO on Facebook, 

Executive VP on Twitter

Passive: Communications SVP 
Twitter via iPhone RSS Feed



Buy-In

Show results:Show results:Show results:Show results:

Twitter link on Press Releases = 300 new followers in one day

Sharing functionality on web stories = addthis now a top referrer

# new emails, donations via unique URLs (source codes)

Setting goals on # friends, followers (they get really excited!)

Leads to:Leads to:Leads to:Leads to:

Social media links on homepage and emails

Increased resources and interest

Internet Communications Code of Conduct

Guest Tweeters in PR, Campaigns, Emergency Services



Our Guest Tweeters

Twitter strategy includes custom background, giveaways, replies, hashtags, twitpic, twittermail, autofollow



Time

Don’t kid yourself: Social media is a time SUCK.

You can be successful if:You can be successful if:You can be successful if:You can be successful if:

You have a team in place

You have a plan that includes other org functions

You’ve taken the time to build a network of supporters

You have buy-in from the top

What it takes for us:What it takes for us:What it takes for us:What it takes for us:

Intern: 2 hours a day, 4 days a week (virtual)

One FTE

One project manager dedicating 4 hours a day to social media

Text alerts 24/7

Listening tools



Brand Monitoring

You cannot afford to not pay attention to what people are saying
about your brand online. (Motrin, Dominos, #Amazonfail…)

You should be monitoring:

• your name

•Acronym

•prominent staff names

•current campaigns

•Competition

•Detractors

•influencers…

There are many tools ranging from 
expensive (Radian6) to cheap (Filtrbox) to free!



Our Brand Monitoring Dashboard



Filtrbox



Tweetdeck



HSUS Case Study – Facebook Apps

Spay Day Pet Photo Contest = success!

Dog Walk Causes App = FAIL

23,000 Facebook app installs
40,000 contest entrants
60% utilization rate
$600,000 raised
Improvement from 31,000 // $72,000 in ‘08



HSUS Case Study – Facebook Apps



HSUS Case Study – Donation Contests

Microsoft Challenge = success!

http://beth.typepad.com/beths_blog/2007/11/carie-lewis-win.html

Case Challenge = FAIL



Some Additional Tips

• Find your influencers and cultivate them

• Recruit your uber-actvists into interns, volunteers, employees

• Tip: Speak their language (# of new email names, $ raised) then move to 
social media metrics. Track. Set goals.

• Build connections – causes, youtube nonprofits, facebook

• Make everything shareable / downloadable

• Be conversational and show some personality

• Build networks / friends by proactively participating in the space

• Limit intrusive messaging on myspace & facebook to action

• INTEGRATE social media into your overall online communications (website, 
email)

• Make it as easy as possible with APIs and other technology

• Replicate all events on Facebook

• DO. NOT. SQUASH. EVANGELISM.



Social media is STRESSFUL.

.

“If you’re working for the weekends, your shit is BROKE. 

Do what you LOVE!” -@garyvee #sxsw



Thank You!

Carie Lewis

Internet Marketing Manager

The Humane Society of the United States

Email: clewis@humanesociety.org

Twitter: @cariegrls

LinkedIn: http://www.linkedin.com/in/carielewis

Blog: http://cariegrls.blogspot.com

HSUS Networks: humanesociety.org/connect


