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INTRODUCTION

Key findings 

Strategy: The charity’s strategy should 

drive social media use. The board must 
help formulate this strategy from a 
position of knowledge. 

Governance: Charities should document 

their social media governance approach 
and share guidelines with everyone 
involved in their work. Clear guidance and 
understanding improves self-moderation. 

Education and training: Formal 

education programmes should be used at 
every level of the organisation, including 
volunteers when it is relevant. Internal 
social networks, such as Yammer and Jive, 
can also provide opportunities for people 
to gain confidence and working knowledge 
of social media. 

Risk: For many charities, non-engagement 

is a risk in itself, although each organisation 
has to weigh up the cost of social media 
against its benefits. 

Impact: It is vital to measure impact, 

engagement and outcomes to justify 
investment in social media. Metrics should 
always be linked to a strategic goal and 
monitored to find the real value over time to 
beneficiaries. 
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INTRODUCTION 

questions every 
board should ask 

1What part does social media 
play in our strategic plan, who 
reports to the board about social 
media strategy and outcomes, and 
what is their level of experience? 

2Do we have guidelines to 
issue to staff and volunteers 
using social media and how do 
we encourage usage while 
mitigating risk? 

3How can social networks 
help to aid internal 
communications and break down 
silos across a charity? 

4 What resources have we 
allocated to social media projects 
and how do we measure our return 
on investment? 

5How can we monitor online 
discussions that our charity 
should be involved in? 

6Can any of our services be 
delivered through social media to 
reach new beneficiaries? 
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STRATEGY 

As well as supplementing traditional 
messaging channels, social media can: 

1 Open up new funding streams as 

traditional donations shrink.

2Target beneficiaries that traditional 

media struggles to reach, especially 
the younger generation who expect 
information to be delivered online. 

3 Boost collaborative approaches to 

service delivery.

4Act as a transparent, accountable, 

accessible face of the charity.
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GOVERNANCE 

Many charities admit 

that there is a lack of 

understanding of social 

media at board level. 
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EDUCATION & TRAINING 

Only 53% of US non-

profits post thought 
leadership content on social 
media1

Tweet this 

Only1 in 10 Australian non-

profits use Twitter hashtags2

Tweet this 
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RISK RIKK 

The dangers of social 

media are clear, but the 

risk to a charity of not 

getting involved is far 

greater. 

RISK

88 Richard Parry | Chief executive officer
| Canal & River Trust, UK
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RISK

The #nomakeupselfie viral 
campaign raised over £8m for 
Cancer Research UK in 2014, 
translating well to text-based 
phone communications thanks to 
its donor text code. There were 
a few cases where predictive 
text, or a wrong number, 
resulted in UNICEF or the WWF 
receiving donations in error. The 
two charities were quick to 
correct the problem, but the 
ease of virality slipping into risk 
exposure is clear. 

Selfies & 
identity crisis 
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MEASURING

Reaching for more tools 

Measurements give the 

board an indication of 

benefits: investment in 

social media should be 

based upon proof of how 

effective it is at achieving a 

charity’s goals. Income is 

only one such indicator. 
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CALLS TO ACTION 

1 Strategy 

Wider business strategy

Workshops and training 

Stay current

2 Governance

Guidance is needed at 
every level, from board 
to operational staff 

Keeping guidance 
simple 

Monitoring 
conversations may lead 
to new opportunities 

3 Education and training 

Protocols for individual 
and corporate use

 Internal social networks

 Formalise the training

4 Managing risk 

Non-engagement is a 
risk 

Clear and consistent 
guidelines

5 Measuring impact 

Metrics your charity 
uses should always link 
to a strategic goal 

Knowing the numbers is
important

Measure engagement, 
not just followers 
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