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Executive Summary
The AAIB’s communications team was tasked with assessing and analyzing the organization’s current social media presence. Three key questions were posed for further research and reporting on, and they were as follows:

1. How does our organization currently use social media?
2. How should our organization use social media?
3. What are options for improvement?
Through our research we discovered that almost all of the major or top 400 charities and non-profits in the U.S. utilize at least one social media platform.  In comparison that finding, our organization is in the extreme minority as we are not using any social media platform whatsoever.  

After our recent executive team meeting where we discussed our social media analysis of the organization and our options moving forward, it was unanimously decided that we begin building and implementing a social media strategy to increase our awareness and outreach efforts.  We see this as a big opportunity that we’ve been missing out on for some time and we believe we can effectively and efficiently use the major social platforms such as Facebook, Twitter, YouTube, LinkedIn, and Google Plus+ to grow our organization socially.

Our next step for rolling out or social media platforms would be use an organization page on Facebook to post content such as pictures, videos, news and events, etc.  Facebook would allow are users to quickly engage with us, share posts with their audiences, and promote events/posts to targeted demographics by using Facebook ads.  We plan to use Twitter as a way to post news that relates to our mission, get people involved during live events, and retweet – 
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reports or forward a message posted by another user on the social media website Twitter – information from other organizations and individuals that are closely aligned with our mission and focus.  We will use LinkedIn as a way to stay connected professionally with our supporters, donors, and key stakeholders as well as cultivate new relationships.  Lastly, Google+ will be kept current and fresh with mostly pictures and quick content blurbs as the social media platform is connected to Google, the world’s most popular search engine (Krawczyk, 2014).
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Introduction


During our recent monthly executive team meeting it was suggested and agreed upon that our organization start the process of building and implementing a social media strategy that generates greater awareness of our organization’s mission and focus. Currently, the AAIB is not utilizing any social media platform to communicate its branding and messaging with the public.  To put our non-use of social media into proper perspective, recent data from the University of Massachusetts Dartmouth Center for Marketing Research found that 98% of the top 400 charities and non-profits, according to The Philanthropy 400 list in the U.S., are active on at least one social media site (Barnes, 2014).  

Statistics like the one aforementioned helped us come to our decision to move forward connecting socially with our target audience and the general public.  Prior to the meeting we looked at several social media statistics/resources to get a better idea and understanding of industry standards and recent trends.  Second, we performed valuable social media benchmarking of other non-profits who we believe are closely aligned with our mission and values.  Lastly, we took into account the response of our internal/external stakeholder through a recent survey to determine ways we could improve our organization.  The survey showed that over 80% of our respondents indicated that social media should is our biggest missed opportunity and should be our organization’s top priority moving forward.  They also made it clear that they would like to engage with us in “real-time,” stay abreast on the latest news and events, and share information with family and friends that they see fit.  

  We were faced with three very real questions about our social media standing and they were: How does our organization currently use social media?  How should our organization use 
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social media? And, what are options for improvement?  They were questions our board members and key stakeholders wanted answered within our analytical report.   
AAIB’s Existing Social Media Situation

At the moment, the AAIB has no social media accounts, thus no social media presence.  
While our organization is clearly missing out on a common and extremely useful resource such as social media, there is a great opportunity for us to build our social media presence from the ground up and do so strategically, effectively, and efficiently.  One example of an organization that is similar to ours is Ring 10 NY (www.ring10ny.com).  Ring 10 NY does a nice job of prominently posting their social media accounts on their website and regularly updating their social media sites with engaging and important content.  
AAIB’s Implementation Plan


As part of our implementation plan, we addressed several issues to cover prior to launching any social media account.  Some of the most critical items we discussed were social media account types, content standards, messaging frequency, and content workflows.  Our research findings showed us that YouTube was the most common social media tool used, cited by 97% of social media administrators, while 92% of respondents were on Facebook and 86% used Twitter (Barnes, 2014).  In terms of unique monthly visitors, LinkedIn ranked third with their estimated 255,000,000 unique monthly visitors, and Google Plus+ was fifth at 120,000,000 according to ebizmba (Ebiz, 2015).   

Our final recommendation is to implement an AAIB Facebook page, Twitter account, YouTube channel, and Google Plus+ account by the end of mid-July, 2015.  Our communications department will be responsible for updating these sites and monitoring them 
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frequently.  Social media will be reworked in their job description and become one of their key responsibilities.  No time outside of their regular working hours will be needed.  There is also no need to hire a new staff member or consultant at the on start.  We believe these four social media platforms will allow us to build quite a buzz for our upcoming summer boxing expo in August, 2015.  We then plan on introducing an organizational LinkedIn at the end of the third quarter, which is right in time for our annual golf tournament in October, 2015. .  

As for all matters concerning content, we will only post content that is related to our mission and other trusted news sources.  Content will be generated by the communications department as well as our management team and other departments such as Human Resources, Accounting, Fundraising and Donations, etc.  Posting frequency will be set to twice a week initially, and will increase to once a day or every other day as time progresses and our audience steadily grows.

Our Social Media Metrics & Improvement Guidelines

Since we don’t currently have use any social media, the only improvement we can make is launching AAIB related social media accounts.  Success in our organization’s eyes will be measured and monitored for a minimum of 12 months with progress presented at important stakeholder meetings and in ongoing communications – newsletters, presentations, etc.  We will use each social media platform’s built-in metrics to track and analyze the following:

· Total number of users

· Social engagement (impressions, content sharing, organic postings, etc.)

· Key audience demographics (ages of users, location, income, education, interests, etc.)

· User reviews & ratings
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· Event registrations (e.g., Boxing Expo , and Golf Fundraiser)

· Donations

Conclusion
In sum, we feel that through extensive research, analysis, and planning, the time has come for us to introduce AAIB-branded social media accounts – Facebook, Twitter, YouTube, LinkedIn, and Google + – as the next step of our communications and community outreach.  With such a high reward and low risk resource like social media, there’s really no reason why our organization isn’t using social media in today’s world to get our messaging across to our intended audience.  Starting and maintaining any of the aforementioned social media sites will not generate any costs for us unless we want to advertise a particular message, which would then present very minimal costs.  Other than that, we have the proper resources in terms of staff to handle our social media workload, and enough content to keep our users engaged socially.  We are very excited about our social media launch plan and optimistic about the growth of our social presence.
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