


Agenda

ÅReview of social media categories

ÅHow to develop a strategy

ÅDonor Drive 2010 plan and how you can participate

ÅMeasuring success of social media



Categories of social media

ÅMonitoring tools

ÅPublishing tools

ÅSocial networking sites

ÅLocation based social networking

ÅMicroblogging sites

ÅWidgets

ÅCollaboration tools

ÅPhoto sharing sites

ÅVideo sharing sites

ÅPersonal broadcasting sites

ÅSocial Commerce



Developing a Sound Social Strategy

P O S T

ÅPeople:  Who is your customer and how are they interacting?

ÅObjectives:  What do you want to accomplish?

ÅStrategies:  Define how you can accomplish this with social media.

ÅTechnologies:  Look into technologies that fit.



Donor Drive 

P

ÅWho is the target audience?

ÅWhat are they like?

ÅHow do they behave online?

ÅBroad audience of state of Michigan residents

ÅPassionate group of people surrounding organ donation 

issues  

People:  Who is your customer and how are they 
interacting?



Donor Drive

ÅIncrease Michigan organ donor registry by 1 million

Å/ƻƳƳǳƴƛŎŀǘŜ ǘƘŀǘ ǎƛƎƴƛƴƎ ǘƘŜ ōŀŎƪ ƻŦ ȅƻǳǊ ŘǊƛǾŜǊΩǎ ƭƛŎŜƴǎŜ ƛǎ 

not enough

ÅAllow and encourage ambassadors to help promote our 

cause

O

Objectives:  What do you want to accomplish?



Donor Drive

S

ÅGive people easy tools to help promote the cause

ÅEducate people on how they should use the tools 

ÅShare results and have people working towards a common 

goal

Strategies:  Define how you can accomplish this 
with social media.



Donor Drive

T

ÅMarketing page housing all assets of the campaign

ÅWidget where people can register

ÅMap showing percentage by county

ÅFacebook and Twitter to encourage sharing

ÅShare your story functionality

Technologies:  Look into technologies that fit.



Donor Drive Marketing Page



The Widget

http://donordrive2010.org/

