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Rise Collective was founded at the
height of the COVID-19 pandemic to
help orgs and businesses meet the
moment, through digital marketing
and online community-building. We
have since partnered with more than
50 organizations to generate
engagement and impact on
social media.

ABOUT US

Rise Collective is a justice-forward

social media and branding agency

dedicated to building online spaces of
belonging for nonprofits, advocacy
organizations, and service-based
entrepreneurs.




WHAT WE'LL COVER

e How social media can benefit your org
e Optimizing your profiles

e Building a strateqy

e Crafting a content plan

e Engaging your community



SOCIAL MeDIA
SHOULDN'T BE AN
AFTERTHOUGHT.



DOES MY NONPROFIT REALLY
NEED TO BE ON SOCIAL MEDIA?

Check out these stats! &

e 72% of people have a presence on social media today.

e 55% of people who learn about an organization on social media end up taking
action in some way: following, donating, visiting a website, etc.

e 53% of engaged audiences donate to nonprofits via social media

e Over the last J years, online donating has grown over 40%!

e 58% of consumers report discovering new businesses via social media


https://www.pewresearch.org/internet/fact-sheet/social-media/
https://www.pewresearch.org/internet/fact-sheet/social-media/
https://empower.agency/social-media-stats-charities-nonprofits/
https://www.linkedin.com/pulse/online-giving-2022-trends-you-should-know-a-group/
https://www.linkedin.com/pulse/online-giving-2022-trends-you-should-know-a-group/

INFLATION &
ECONOMIC
STRESS ARE
RISING

AS
GOVERNMENT-
FUNDED
ASSISTANCE IS
BEING CUT

...WHILE FUNDING
FROM INDIVIDUAL

DONORS
DECREASES

DEMAND FOR
NONPROFIT
SERVICES
INCREASES...

NONPROFIT
CAPACITY
IS MAXED OUT

& THE NEED TO
REACH NEW
AUDIENCES IS AT
AN ALL TIME HIGH

HERE’S THE REALITY...

S0, WHAT'S
A NONPROFIT
TO DO??



MEET THE MOMENT!

But what does that actually mean for nonprofits?

In 2026, “meeting the moment” requires recognizing that the
philanthropic and funding environment is less predictable, more
competitive, and more performance-oriented than ever before.

and understanding that you must adapt to that reality by...



HOW TO MEET THE MOMeNT!

e |eaning into digital tools and direct-to-community engagement
e building trust and relationships with a broader audience

e telling authentic stories that reflect communities’ urgent needs
(while offering hope, agency, and clear ways to help)

e staying adaptable, transparent, and values-aligned, so
supporters see your relevance and impact



first things first...

LET’S PRIME
YOUR PROFILES



STEP ONE: OPTIMIZATION

e Optimizing your social media profiles is the best way to engage your
audience upon first glance. The first 7 seconds are the most important!

e Audiences favor cohesive profiles and simple, informative bios
e Algorithms favor the use of clear keywords + engaging visuals

e Examples of profile optimization include updating bios, adding
Instagram highlights, pinning/featuring posts, using key words in your
name and bio statements, and improving your profile pictures.



BEGINNING WITH BIOS

Your bio is your first impression. Here's how to make a good one:

e Clarity is key. You want to instantly convey what you do, who you serve,
who belongs on your page, and how they can take action.

e Niche > General to convey your unique value
e Think searchable- What are your potential supporters actually looking for?

e |f someone who has never heard of you/your org landed on your page,
would they trust you as an organization?

e Consistency across platforms



@) OPTIMIZING INSTAGRAM

Use your nonprofit name

Create a searchable + readable handle

Set a clear, branded profile picture
Categorize as a Business/Creator Account
Share what you do + who you help in bio

Link to website

Add a compelling call to action (CTA)

Organize story content into branded, cohesive
highlights

Pin important posts
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€ OPTIMIZING FACEBOOK

Rise Collective
181 likes « 209 followers

A social media and branding agency creating
inclusive content, building values-based
brands, and managing online communities with
an equitable and accessible lens.
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rise.collective.us and 1 other link

# Not yet rated (0 Reviews)
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Rise Collective is made up of a team of justice-
forward social media, branding, and digital
design experts dedicated to buildi... See more

Page transparency See all
Facebook is showing information to help
you understand the purpose of this Page.

° Created - Rise Collective
October 6, 2021

e Create a searchable handle and URL slug

e Set aclear, branded profile picture and cover
image

e Categorize as a business account

e Share what you do and who you help in bio
statement including relevant key words

e Expand on your work in ‘description’

e Add a compelling call to action (CTA)

e Link social media handles, phone #, email, +
website

e Add ‘diversity info' if relevant

e Feature important posts



I OPTIMIZING LINKEDIN

e Use a searchable handle

e Add clear profile picture + branded banner

e Add home base location if relevant

e Create impactful about statement sharing
what you do and who you help/serve

e Pack bio + description with key words

e Add industry + specialties

e Link to website
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okay, s000...

WHAT /S A SOCIAL
MEDIA STRATEGY?




A SOCIAL MEDIA STRATEGY IS...

how your brand uses social media to attract and engage
with your digital community to reach your desired goals.



BUILD-A-STRATE

UNDERSTAND CHOOSE YOUR CREATE YOUR
YOUR GOALS CONTENT CONTENT PLAN
(& CAPACITY!) PILLARS
DEFINE YOUR PICK YOUR ENGAGE YOUR SO, LET'S

AUDIENCE(S) PLATFORMS COMMUNITY GET TOIT!



Before you craft a social media strategy, here
are the questions you must ask yourself:

3 WHY DO | NEED TO ACHIEVE IT?
&) HOW WILL | KNOW WHEN | HAVE ACHIEVED IT?

Q.
)
<
whd



YOUR AUDIENCE

When you know who you are speaking to, you can better create content
that connects with them personally, which fosters trust and a sense of

belonging on your social media pages AND in your community

deeper brand loyalty, higher engagement online + IRL,

and more supporters advocating for (and funding) your mission

&Y pro tip: in your content, speak to one person, not the crowd. If your content feels
like a conversation with a real human, it will resonate with more of the right ones.



DEFINING YOUR AUDIENCE

Beyond basic demographics like age, location, income-level, etc...
ask yourself questions about your audience to understand them on a deeper level.

e What do they care about?

e What are they frustrated with?

e Who do they trust?

e Where do they go for news, entertainment, education?

e What kinds of content speaks to them?

If your audience has multiple segments (donors, volunteers, advocates, corporate partners, etc.), do
this exercise for each segment. This will help you personalize messaging and communication channels.



BUILD-A-STRATEGY

UNDERSTAND CHOOSE YOUR CREATE YOUR

YOUR GOALS CONTENT CONTENT PLAN
(& CAPACITY!!) PILLARS

DEFINE YOUR PICK YOUR ENGAGE YOUR

AUDIENCE(S) PLATFORMS COMMUNITY



PICK YOUR PLATFORMS

rt‘:ﬂ Instagram for visual storytelling, community + connection, shareable, emotional content
G Facebook for established audiences, events, groups, crowd-funding

m LinkedIn for credibility + thought leadership, connecting with funders + partners

0 TikTok for discovery + reach, informal storytelling, new + younger audiences

Threads/X for conversational thought leadership + timely cultural commentary

While you DO NOT have to be active on all of these platforms, it is a good idea to set up optimized + consistent
accounts on all of these so you can claim your username, be searchable on any platform, and direct people
to where they can connect, get involved, donate, etc. through pinned or featured posts.



YOUR CONTENT PILLARS

Your content pillars are 3-5 core themes your community can expect from your content.
They help:
Showcase your mission, story, values, and programs/offerings
Share your impact to attract donors, volunteers, and partners
Make content creation simpler and more strategic

Build consistency, familiarity, and trust for your audience

Think about your community’s pain points, desires, questions and structure your content
pillars to answer and address those!



ASK YOURSELF...

How can our content reflect our brand's tone and values?

What are the stories or perspectives only we can share?

What action are we consistently guiding people toward over time?

What does our audience need to understand to connect more deeply with our mission?

Who is this content primarily for? (one audience per post for most clarity)



70-20-10 RULE

700/0 of an organization’s social media posts should be about mission and programs
200/0 of content shared should educate your digital community

100/0 of the time, your nonprofit should be posting direct promotions/donation asks




CONTENT PLAN

Your content plan is the ‘o“dge between your goals and your day-to-day posting

Content pillars decide: Content plan decides:
e what you talk about e how often
e who youre talking to e in what format
e why it matters e on which platform

Remember this: a strong content plan is not aspirational, it's one that you actually have the capacity to follow



CREATING YOUR CONTENT PLAN

Posting frequency per platform Content formats per platform Content Pillars x Formats
Example: Example: Example:
Instagram - Reels, photo carousels, thread- Impact stories = Talking head Reels +
Instagram - 2x/week 9 . P photo w/ text carousels
LinkedIn - 2x/week style graphics o
Threads - 6x/week LinkedIn - Articles + opinion, static images Education = graphic carousels
What are your primary content formats Donation appeals = casual stories +
What feels sustainable for the next 90 days? vs. occasional content formats? static graphics
Effort-level by content type Repurposing content Social Proof + UGC
. Example:
Low-lift: text posts, re-shares, Example: Testimonials = Talking-head Reel reflections +
commentary, thread graphics One story = Voiceover Reel + carousel + carousel case studies
reposts + stories
High-lift: produced video, campaigns . P
Event photos = LinkedIn post + |G carousel Press/awards = Static graphics + LinkedIn posts
What is your “low-lift" vs. “high-lift” content and + 16 montage Reel + IG stories 15T, = sl s, o o] Fposis & Beveias

how can you balance it according to capacity? compilations



HANDLING REACTIVE CONTENT

Responding to Current Events Responding to Backlash
Before something happens, ask yourself/your team... Before something happens, ask yourself/your team...
o What kinds of moments/conversations do we respond to? o What types of content could trigger negative feedback or
o Where do those responses get posted? misunderstanding?
o What response level* is expected? o |fapublic response is required, where is it posted?
e Who decides and approves? e Who is responsible for drafting + approving the response?
e What can wait? e How do we communicate without being defensive or dismissive?
*Response Levels Response Levels
e Level 1: Acknowledge e Level1: Acknowledge 1-1
o ex: Story shares, reposts, Threads o ex: respond to comment or DM individual
e Level 2: Contextualize e Level 2: Clarify Publicly
o ex: Perspective tied to mission via face-to-cam Reels, o ex: Correct mistakes, provide context in updated post, pinned
Static image/thread graphic with text-based reflection comment, or story/thread
e Level 3: Resource or Action * Level 3: Take Action
o ex: Pause scheduled content + share tools, action steps o Pause scheduled content, issue apology, fix errors, + keep

audience updated re: internal review/policy changes



BUILD-A-STRATEGY

UNDERSTAND CHOOSE YOUR CREATE YOUR

YOUR GOALS CONTENT CONTENT PLAN
(& CAPACITY!!) PILLARS

DEFINE YOUR PICK YOUR ENGAGE YOUR

AUDIENCE(S) PLATFORMS COMMUNITY



ENGAGING YOUR cCOMMUNITY

e What kinds of interactions do you want to foster on your profiles?
e Use calls to action

o to keep audience on the social media platform, OR
o to direct audience to take action off the platform
e What tone/voice will you use when responding to comments + DMs?
e Community > Competition - Build networks of support on and offline
e Use IG/FB Stories to give your audience a behind-the-scenes, candid look at your work
e What do you want your comments sections to feel like? Use comments sections to deepen
conversations, add a "human element”, add value to your content, and let your community’s
voice be heard.



BUILD-A-STRATEGY

UNDERSTAND CHOOSE YOUR CREATE YOUR

YOUR GOALS CONTENT CONTENT PLAN
(& CAPACITY!!) PILLARS

DEFINE YOUR PICK YOUR ENGAGE YOUR

AUDIENCE(S) PLATFORMS COMMUNITY



BUILD-A-STRATEGY: TO-DO

Optimize Your Profiles + Bios
|dentify 1-3 Goals

Define Your Audience(s)
Pick Your Platforms

Choose 3-5 Content Pillars

Create Your Content Plan

o Decide on Posting Frequency

o ldentify Possible Content Formats

o Assign Formats to Pillars

o Categorize Content Formats by Effort Level
o Create a System for Repurposing Content

o Create a System for Sharing UGC

Craft a Reactive Content Protocol
o Define Response Levels

Define Your Style of Community Engagement

o Determine Your Tone/Voice
o Decide Your Main CTAs

o Build Networks of Support
o Share to Stories!

Make a Plan to Check-In On Goals + Strateqy
Stay Adaptable and Make it Fun!



REMEMBER THIS...

Social media shouldn’t be an afterthought! Investing time in a solid strategy
now will ensure you can stay consistent + engaged long-term.

Revisit your goals often to ensure your approach to social media is
reflecting your “why”.

Keep the social in social media! Nurturing your digital community is vital to
achieving your mission and expanding your impact.



QUESTIONS?

LET'S CONNECT!

www.RiseCollective.us

@Rise.Collective.us

Hello@RiseCollective.us



