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The best nonprofit websites and books
In general
www.councilofnonprofits.org/resources

http://nonprofit.about.com 
www.nolo.com/products/nonprofits - Nolo’s books are the best for non-profits.
www.nolo.com/legal-encyclopedia/nonprofits
www.google.com/nonprofits
www.bridgespan.org/Publications-and-Tools.aspx
· Starting & Building a Nonprofit: A Practical Guide, by Peri Pakroo, (Nolo, 2013, 5th Ed.).
· Nonprofit Kit for Dummies, by Stan Hutton, Frances Phillips, (For Dummies, 2013, 4th Ed.).
Writing a business plan

· The One-page Nonprofit Business Plan for Non-Profit Organizations, by James T. Horan Jr. (2007, The One Page Business Plan Company, 2007). 

Forming & incorporating 

· How to Form a Nonprofit Corporation, Anthony Mancuso, (Nolo, 2013, 11th Ed.).
· Consider fiscal sponsorship, in which an umbrella 501(c) organization sponsors your project. This lets your cause receive tax-deductible donations without the administrative paperwork. 
Board governance

www.boardsource.org (great site for boards; many good books by them on this subject)

www.independentsector.org/governance_ethics_resource_center
· Nonprofit Meetings, Minutes & Records: How to Run Your Nonprofit Corporation So You Don't Run Into Trouble, by Anthony Mancuso, (Nolo, 2011, 2nd Ed.).
Management and HR legal issues

· Managing to Change the World: The Nonprofit Manager's Guide to Getting Results, by Alison Green and Jerry Hauser, (Jossey-Bass, 2012, 2nd Ed.).
· The Nonprofit’s Guide to Human Resources: Managing your Employees & Volunteers, by Jan Masaoka, (Nolo, 2011).
More great Nolo books on this subject: www.nolo.com/products/employment-hr/hr-books
Accounting and taxes

www.nonprofitaccountingbasics.org
www.irs.gov/Charities-&-Non-Profits 
· The Simplified Guide to Not-for-Profit Accounting, Formation, and Reporting, by Laurence Scot, (Wiley, 2010).    
· Nonprofit Bookkeeping & Accounting for Dummies, by Sharon Farris (For Dummies, 2009).

· Every Nonprofit's Tax Guide: How to Keep Your Tax-Exempt Status & Avoid IRS Problems, by Stephen J. Fishman (Nolo, 2013).
Pro bono resources and risk management
www.nonprofitrisk.org – has good tutorials


www.energizeinc.com  

www.volunteermatch.org




www.handsonnetwork.org
https://insurancefornonprofits.org - a nonprofit offering liability insurance to nonprofits
www.idealist.org 
· Powered by Pro Bono: The Nonprofits Step-by-Step Guide to Scoping, Securing, Managing, and Scaling Pro Bono Resources, by Taproot Foundation (Jossey-Bass, 2012).
Information technology assistance
www.nptechforgood.com 




https://techimpact.org/our-resources 

www.techsoup.org 





www.idealware.org
www.nten.org, includes TechFinder, a free online directory of tech services for nonprofits

· The Idealware Field Guide to Software for Nonprofits, by L. Quinn.
Publishing

· Every Nonprofit's Guide to Publishing: Creating Newsletters, Magazines & Websites People Will Read, by Cheryl Woodard and Lucia Hwang, (Nolo, 2007).
Fundraising
http://www.guidestar.org




https://www.charitynavigator.org 
http://www.networkforgood.org



http://www.foundationcenter.org 

· Fundraising for Social Change, by Kim Klein, (Jossey-Bass, 2011).
· Effective Fundraising for Nonprofits, by Ilona Bray, (Nolo, 2013).
· Fundraising For Dummies, by John Mutz and Katherine Murray, (Wiley, 2010).
· Nonprofit Fundraising Registration: The 50-State Guide, by Ronald J. Barrett and Stephen Fishman, (Nolo, 2012, 2nd Ed.).

· The Little Book of Gold: Fundraising for Small (and Very Small) Nonprofits, by Erik Hanberg, (CreateSpace, 2011).
· The Fundraising Houseparty: How to Party with a Purpose and Raise Money for Your Cause, by Morrie Warshawski (2007, 2nd Ed.).
· The Only Grant-Writing Book You'll Ever Need: Top Grant Writers and Grant Givers Share Their Secrets, by Ellen Karsh and Arlen Sue Fox (Basic Books, 2009, 3rd Ed.). 

· "Thank You for Submitting Your Proposal": A Foundation Director Reveals What Happens Next, by Martin Teitel, (Emerson & Church, 2006). 

Surveying
https://help.surveymonkey.com/articles/en_US/kb/Discounts 

https://help.surveygizmo.com/help/non-profit-discount
Logic model: Your service’s recipe
A logic model describes a nonprofit’s operational process, the method behind its core production. It is a series of “if > then” statements that are a flow chat of the mission. Like a business plan, it helps us to think through and plan a new project or service, and it links what we want to happen with what does happen.

The goal, problem, or issue statement is what we hope to solve or the issue(s) we’ll address. 

A theory is a sequence of assumptions about what will happen as a result of an action. An assumption is an uncontrollable condition necessary for success. It includes risks that have major consequences. There are three types: the important preconditions needed; the justifications supporting the links between activities and outcomes; and the connections between early, intermediate, and long-term outcomes. All outcomes except the long-term outcome are also preconditions because they must exist in order for the next outcome to be achieved. 

Inputs are the financial, human, strategic, and material resources used in the activities. The inputs and activities affect the outputs, outputs affect the outcomes, and outcomes affect the impact, in that order. The rationale explains why certain inputs and activities were chosen. Outputs are the countable effects directly resulting from the use of these inputs in these activities. They might include the number of widgets created or delivered, the activities and services carried out, or the number of customers served. Our target population or beneficiaries are the customers.
An outcome is the likely or achievable short-term and medium-term effect of our outputs. It is what we wish to achieve, and it is usually more meaningful in terms of social change than the outputs. Outcomes are often defined in terms of expected changes in knowledge, skills, attitudes, behavior, condition, or status. They are measured, monitored, linked directly to our program’s efforts, and used to hold us accountable. Lastly, the impact is the wider result of our outputs and outcomes as determined by outside evaluations that eliminate competing explanations for how these results came to be. We cannot directly influence the impact.

Monitoring is the continuous and systematic use of indicators for collecting key data. Indicators measure progress and outcomes; they are specific and observable characteristics or actions. 

Each indicator has four components: population, target, threshold and timeline. These answer the questions: Who is changing? The population. What percentage of the population needs to reach the goal? The target percentage. What is the minimum level that the target percentage needs to reach? The threshold. By when does the threshold need to be reached? The timeline.

When mapping out the logic model, start with the long-term outcomes and move backwards; begin with the end in mind. Solid lines represent connections that will occur without the need for our intervention. As long as the prior preconditions are met, these outcomes will be met. Dashed lines represent our activities. A sideways arrow shows an interaction effect, which is when two or more outcomes at the same level have an impact on each other.

Three types of logic models

Theory-approach logic models are often research-based and connect potential program activities to proven program strategies. They are built from the “big picture” kinds of thoughts and ideas that went into conceptualizing the program and proposing the solution. 

The activities or implementation approach links the various planned activities together and describes the detailed steps needed to implement the program.

The outcomes approach subdivides outcomes and impact over time to describe short-term outcomes (1 to 3 years), long-term outcomes (4 to 6 years), and the desired impact (7+ years). Outcome approaches are most useful in designing effective evaluation and reporting strategies.

The enterprise itself
Map out the business processes

A business process is a collection of sequential tasks that creates a product for customers. The three process types are operational (the core production), management and oversight, and lastly, support such as accounting, recruitment, technical support, and safety training. The business processes must have clearly defined inputs and outputs, a sequence, a recipient who gets value, a doer of the process, and an improver - these last two can also be the owner. Inputs and outputs may be received from, or sent to other business processes or internal or external stakeholders. 

Map your business processes and sub-processes down to activity/task level, and include employee roles and responsibilities. Model it as a flowchart of activities with decision points. 

Have a knowledge-management system

A knowledge-management system is needed to identify, capture, evaluate, retrieve, and share all of the enterprise's information assets. These assets may include databases, documents, policies, procedures, and previously uncaptured data done by individual workers.

Two types of business plans

The informal Business Model Canvas

Partners: 

Who are our partners?

Who are our suppliers?

Which resources are we acquiring from partners?

Which activities do partners perform?

Resources/capital (all types):

What resources do our value propositions require?

Our distribution channels? Constituent relationships?

Revenue streams?

Activities:

What activities do our value propositions require?

Our distribution channels?

Constituent relationships?

Revenue streams?

Value propositions:

What unique value do we deliver to the constituent?

Which one of our constituent’s problems are we helping to solve?

What bundles of products and services are we offering to each constituent segment?

Who are six of our competitors and what are their Web sites, blogs, and social media pages?

Which constituent needs are we satisfying?

Constituent relationships:

What type of relationship does each of our constituent segments expect us to build with them?

Which ones have we established?

How are they integrated with the rest of our business model?

How costly are they?

How will we know if it’s working?

Constituent segments:

Who will benefit the most from our services?

Among the others, who will care the most about this service?

Channels:

Through which channels do our constituent segments want to be reached?

How are we reaching them now?

How are our channels integrated?

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with constituent routines?

How do we report results?

Cost structure:

What are the most important costs inherent in our business model?

Which key resources are most expensive?

Which key activities are most expensive?

Which costs are fixed and which ones are variable?

Revenue streams:

For what value are our constituents really willing to pay?

For what do they currently pay?

How are they currently paying?

How would they prefer to pay?

How much does each revenue stream contribute to overall revenues?

Is it sustainable?

Identifying failures:

What will failure look like at each step?

How will it be measured and when?

How will we incorporate it into a revision of our business plan?

The formal business plan

1. Executive Summary

It should be a concise overview of your business plan. Your goal is to draw readers in.

It includes your business name and location, products and/or services offered, mission and vision statements, and the specific purpose of the plan (to secure investors, set strategies, etc.)

2. Company Description

Explain who you are, your goals, and how you operate. State the business’s legal structure (corporation, nonprofit, etc.); a brief history; your business’s nature; and the needs or demands you plan to supply; an overview of your products/services, customers, and suppliers; a summary of company growth, including financial or market highlights; and a summary of your short- and long-term business goals, and how you plan to make a profit or at least cover your costs.

3. Products and Services

Clearly describe what you’re selling or providing, with a focus on customer benefits. Include details about suppliers, product or service costs, and the net revenue expected from the sale of those products or services. Consider adding pictures or diagrams.

Explain in detail your product and its customer benefit, the market role of your product and its advantages over competitors, the product's life cycle, relevant intellectual-property data, and research and development activities that may lead to new products and services.

4. Market analysis:

Show your industry knowledge, and present conclusions based on thorough market research. Place detailed findings of any studies in an appendix. Include a sketch of targeted customer segments with size and demographics of each group; an industry description and outlook with supporting statistics; historical, current and projected marketing data for your product; and a detailed evaluation of your competitors, highlighting their strengths and weaknesses.

5. Strategy and Implementation: 

Summarize your sales and marketing strategy. Give details on the costs, pricing, promotions, and distribution/logistics; the organization’s operations cycle (from resources acquisition through to delivery); sources of labor and number of employees; and data on operating hours and facilities.

6. Organization and Management Team:

Outline the organizational structure. Put the owners, management and the board into an org chart along with accountants and attorneys. List the backgrounds and skills of key people.

7. Financial plan and projections:

Do this with your accountant after you've done a market analysis and set goals for the enterprise.

Create and include forecasted income statements, balance sheets, cash flow statements and capital expenditure budgets for the next five years. Also do a brief analysis of your financial data, featuring a ratio and trend analysis for all financial statements.

For business letters

Letterhead

When you have letterhead professionally printed, consider a lead time of up to three months, depending on the printer and what you select.  When you’re ordering blank stationery, the lead time is substantially shorter.  It may even be available off the shelf so you don’t have to wait. In addition to buying stationery with letterhead, purchase matching stationery without letterhead for those letters that go to additional pages.  

If you want to save money, consider designing your own letterhead and running it through your laser or ink-jet printer.  You can then scan in logos and other stuff. A logo isn’t necessary but can add visual interest. If used, have it reflect the nature of your company.

Don’t include Mr./Ms./Mrs./Dr. unless your first name could be either male or female. Don’t include your name on your letterhead if you want it to represent all of your staff members. Include phone and fax numbers, your e-mail address, and web address.

Common mistakes

Dates

· Use Arabic numerals (2, 1, 8), not ordinal numerals (2nd, 1st, 8th).  

· Never abbreviate the month or use its numerical equivalent.

· Format for Europe: Day, Month, Year

· Format for Asia: Year, Month, Date

Addresses

Start the inside address at the left margin, four lines below the date line. If you're using a mailing notation or in-house notation, place the inside address two lines below the notation.  

If the person's name and title are short, place both on one line. Separate the name and title with a comma.  If the name and title are long, break them into two lines and ditch the comma. If you don't know whether the addressee is a male or female, use the complete name only.

After the name and title of the addressee, include the company name.  Treat it the way the company does. For example, if the company writes out “corporation” or “company,” you should, too. If the company uses "The" as part of its name, you should too.

For building numbers on streets, use Arabic numbers other than One. If the address has a suite number, put it after the street address, and separate it with a comma.

Attention lines

Save this for when the addressee is a company or department and you want the letter directed to a specific person.  Put ATTN: (name) one line under a blank line under the inside address. 

Salutations

Put the salutation two blank lines under the inside address, or two lines under the attention line, if you use one. If you can't determine the sex of the person you're writing to, the salutation is Dear (first name) (last name). When you're writing to more than one person of the same sex, use the French plurals - Messrs. for males and Mmes. for females. If you are writing to many readers, rank them by seniority. Ask yourself, "Who is my primary reader and who will take action on the basis of this message?"  Then write to that person.

End with a colon when you address the person by her last name; end with a comma when you know the reader well.  

Write out titles. Once a person has the title of Honorable, she has it for her lifetime.

Subject line

If you use one, put it two lines below the salutation, capitalizing the first letter of each key word.

Closing and enclosures

Type the closing two blank lines below the last line of the body.  Capitalize only the first letter of the first word and end with a comma. For a formal closing, use “Respectfully,” and for an informal closing, use “Sincerely,” and if her native language is not English, you can say “good-bye” in that language. Leave four to lines for your signature, depending on your handwriting.

If you're enclosing an item in the envelope, include an enclosure notation in the letter with a phrase describing the enclosure, two blank lines below the signature, as in “Enc.: Tax statement.”

For a letter that goes to a second page

If a letter is more than one page, use letterhead for the first page and matching plain paper for subsequent pages. If you have to divide a paragraph between pages, leave at least two lines on each page; never divide a three-line paragraph. Never carry a closing over to a separate page without having at least two lines above it.

At the top of the second page of a letter, have the following in the upper-left corner: 

Ms./Mr. (Recipient's name)

Page number

Date

When sending many letters at once, use the Mail Merge tool in your word-processing program.

Paper quality and envelopes

For the quality of paper itself, consider weight, rag content, grain, and finish.  The most common paper weight is 20- or 24-pound bond.  The higher the number, the thicker the paper is.  The most durable, best-looking, and most expensive stationery is cotton fiber.  This is known as rag content. The most common finish is linen laid.  It’s embossed with a linen design and has a fairly rough feel and appearance. As for grain, when it is obvious, it should be parallel to the direction of the writing – left to right.

Aim to have a watermark if you can have one.  Feed the paper through your printer so that the watermark reads from left to right on the printed page.

The following printer processes run from the least to the most expensive: thermography, engraving, and embossing.

The most commonly used envelope is the No. 10, which measures 4 1/8 by 9 ½ inches.

E-mail etiquette specifically

· Don't use it for emergency situations.  The person may not see it in time.

· The subject line should jump off the screen and shout "Read me!" 

· An upfront identifier that says who you and your organization are: People want to know who's talking to them before they're receptive to the message. State your name, position, and organization at the beginning of your message so your recipients don't have any time to wonder whether the email is legitimate.

· Use headlines to break up the text and tell your story.  

· Allow for ample white space by keeping each paragraph’s length to five and seven lines.  

· If the message is more than two or three screens, send it as an attachment.

· Attach a signature of your name that includes your contact information.

· Proofread the e-mail just as carefully as you proofread letters and memos.
· If it is a mass email, ask someone else to proofread it.

· If you have attachments, use the body of the message as your cover letter. Assure your recipients that what your attachments contain is legitimate; otherwise, they may be afraid to open them because they may contain viruses.

When needing a lawyer

Finding a good lawyer

Don’t wait in contacting a lawyer until two days before an important meeting or until you’re deep in a legal crisis. By that point, you may not have time to find a lawyer who will work with you at affordable rates. Chances are you’ll wind up settling for the first person available at a moment’s notice, almost a guarantee you’ll pay too much for poor service.
Get referrals from others

If you get a lead from a person who has actually worked with the recommended lawyer, find out what the person liked about the lawyer and why. Here are some questions to consider:

• Did the lawyer respond promptly to your telephone calls and other communications?

• Did the lawyer keep you informed of developments in your lawsuit or other legal dispute?

• Were your legal bills properly itemized and in line with the costs the lawyer estimated for you at the outset?
• Did the lawyer handle your case personally, or hand it off to a less experienced colleague?

• Did the lawyer respect your feelings about how your legal dispute should be handled?

• Did the lawyer deliver as promised?

Then do some research

A good source is the Martindale-Hubbell Law Directory (www.martindale.com), which is in print at most law libraries and some local public ones. It has bios of most lawyers and information about their experience, specialties, and education; professional organizations to which they belong; and the cases they have handled. Major clients are also listed, which shows the types of problems these lawyers have tackled. Lawyers purchase the space for these bios, so don’t be overly impressed by their length.

Next, call those on your list. Some lawyers take these calls directly; others have staff that screen calls from potential clients to weed out those who are outside the lawyer’s area of expertise. A lawyer or screening person will usually ask why you need a lawyer so as to see whether a more detailed discussion is in order. If so, the lawyer will schedule a meeting with you.

Interviewing the lawyer in person

Never hire a lawyer without meeting face to face. You want to get a good idea of how the attorney operates by paying close attention to the way your call is handled. Is the lawyer available right away? If not, is your call promptly returned? Is the lawyer willing to spend at least a few minutes talking to you to determine if he or she really is the best person for the job? Do you get a good personal feeling from your conversation?

Assess the lawyer’s demeanor and professionalism, how the lawyer interacts with you, and the many other intangibles that go into a solid working relationship. Few lawyers will take on a case without meeting the client.
Give the lawyer all the facts needed to evaluate your issue. A page or two of notes should suffice. Then ask how the lawyer will approach the work. 

The conversation will be subject to a legal “privilege,” which means no one can force you or the lawyer to disclose what either of you said. This is true even before you actually hire the lawyer and even if you decide not to hire the lawyer at all. So, when you interview them to decide whether you want them to represent you, you can freely discuss all the facts of your situation.

Ask if they can be a legal coach

Try to find a lawyer who is willing to work as your legal coach. In a traditional attorney/client relationship, a client hires an attorney to take care of a legal problem and then hands over all responsibility for—and control over—the matter to the lawyer. While some clients like it this way, many would rather be more involved in their legal affairs, both to maintain some control and to save money on legal fees. 

In the “legal coaching” or “unbundled legal services” approach, a lawyer provides only the services that a client wants, and nothing more. For example, a client who wants legal help in drafting a contract can arrange a short consultation with a lawyer to get answers to general questions, go home and draft the contract, and then fax it to the lawyer, who will review it and suggest changes. A legal coach serves as an adviser as circumstances dictate and still tackles legal problems if they arise. 

In exchange, let the lawyer know you are willing to pay promptly and fairly. 
Discussing fees 

Ask how the lawyer charges and what the total legal bill is likely to be. If you feel it’s too much, negotiate; perhaps you can do some of the routine work yourself, thus reducing the fee.

Some lawyers require clients to deposit a sum of money to be used to pay costs as they accrue. Others bill clients monthly for costs and yet others bill clients when their legal work is finished. Also, if you call the lawyer from time to time for advice or to be steered to a good information source, how will you be billed? Some lawyers bill a flat amount for a call or a conference; others bill to the nearest six-, ten-, or 20-minute interval. 
Check billing statements. Every bill should list the costs and fees incurred that month.
If you are dissatisfied, you can request a reduction in your bill or make it clear that the work needs to be redone. If the lawyer runs a decent business, he or she will promptly and positively deal with your concerns. If you don’t get an acceptable response, find another lawyer pronto. If you switch lawyers, you are entitled to get your important documents back from the first lawyer.
Get fee agreements in writing

The written fee agreement should include every detail, including the per-hour billing rate or other charges, how often you will be billed, whether you will be required to deposit money in advance, how costs are billed, and when the lawyer will be paid. If the lawyer will be delegating some of the work to a less experienced lawyer, paralegal, or secretary, that should be billed at a lower hourly rate, which should be shown in the written fee agreement. In several states, fee agreements between lawyers and clients must be in writing if the expected fee is $1,000 or more or is contingent on the outcome of a lawsuit. 
You might also have to pay the lawyer’s own expenses for handling your work. In the written fee agreement, it should be clear as to who is responsible for items like court fees, copy fees, transcription costs, and phone bills. These quickly add up. However, never pay for costs that are the lawyer’s own operating expenses or overhead (using the law firm’s conference room, local phone service or fax charges, etc.).

The types of billing methods
Consultation fees

Some lawyers require potential clients to pay a consultation fee for meeting with the lawyer to discuss legal concerns and the possibility of working together. If a lawyer charges such a fee, you should ask what you will get for your money. Generally, you can expect a consultation fee to cover time the lawyer spends reviewing documents important to your case, doing research, and meeting with you. A consultation fee is usually a flat rate, sometimes up to several hundred dollars. If you find the right lawyer and can afford the charge, this will be money well spent.

Contingency fee

This is the percentage of the amount that a lawyer wins for you in a settlement or trial. 

Retainer fee (flat annual fee)

Some people may be able to hire a lawyer for a flat annual fee, called a retainer, which covers any and all routine legal business during the year. The lawyer is kept on retainer for ongoing phone or in-person consultations, routine pre-meeting minutes review, resolution preparation, and other matters during the year. Your retainer fee won’t cover a full-blown legal crisis, but it can help you take care of ongoing minutes and other legal paperwork when you need a hand.

Flat fee for individual tasks

If you are worried about hourly costs getting out of control, negotiating a flat fee for a specific job can provide predictability and reassurance. As long as the job goes as expected, you’ll pay only the price you and the lawyer negotiated, regardless of how long the job takes. If the lawyer hits a snag, however, or if the case becomes convoluted for some other reason, the price may go up. Be sure you and the lawyer are on the same page regarding the situations that may result in a higher fee—a clear written agreement is essential. Also, find out if any charges such as copy fees or messenger costs will be added to the flat fee.
Hourly fees

Find out what increments of time the lawyer uses for billing. You will get billed for at least the smallest interval, even if the lawyer only needs 10% of that time to complete the task. Any time the lawyer spends on you—talking on the phone, reviewing documents, or doing research—is billable. Thus, use the whole amount of that shortest increment of the lawyer’s time.
Also ask whether all the time spent on your legal work is billed at the attorney’s regular rate—even if the attorney isn’t doing the work. For example, ask for a discounted rate for time the attorney’s administrative staff spends making copies or organizing paperwork. 

Once you are using a lawyer

1. Keep track of important documents and deadlines. Keep a legal file at home that includes all the important documents related to your legal dispute. 
2. Do your own research. By learning as much as you can about the laws and court decisions that apply to your dispute, you will be able to monitor your lawyer’s work, make informed decisions about settlement offers, and maybe even keep yourself out of legal trouble the next time around. 
3. Strive to communicate through email with the lawyer, not through phone calls. This is the best way to avoid large bills.
4. If you do have to call, think first about the call’s purpose. Do you need documents, scheduling information, or other routine assistance? Maybe the lawyer’s secretary can take care of it (for free). Do you have questions you need to ask? Write them down ahead of time, so you don’t have to call back and get billed for a second conversation.

Changing or firing your lawyer

You have the right to change lawyers for any reason, at any time, although you may have to get a judge’s permission to switch if you are in the midst of a trial.

Changing lawyers will take time and money. Your new lawyer will have to get up to speed on your legal affairs, and you will have to spend time meeting with the lawyer to explain your situation and develop a working relationship. Only consider switching lawyers when
• your dispute becomes a lawsuit if your lawyer doesn’t have litigation experience;
• you and your lawyer cannot agree on important strategic decisions; 

• you and your lawyer consistently disagree about fee and cost issues;

• your lawyer fails to stay in touch consistently; 

• you cannot get along with your lawyer to the point that you can't stand each other; or
• you lose confidence in your lawyer.
Tell your existing lawyer—in writing—that you are taking your business elsewhere. Ask to have your files and related materials sent to your new lawyer. Your new lawyer should also send your former lawyer a letter saying that the new lawyer is taking over the case.

If a lawsuit has already been filed, you will have to file a court document called something like “Substitution of Attorneys” or “Substitution of Counsel.” This document officially informs the court, the other parties, and their lawyers that you have changed lawyers. Your new lawyer can prepare this form. If you are in or about to start a trial, the judge will have to approve the change. In deciding whether to allow it, the judge will consider, among other things, whether your opponent will be unfairly affected by any delay your change in lawyers may cause.

If you are changing lawyers because of deceptive, unethical, or otherwise illegal behavior by your attorney, consider taking action. Call the client grievance office of your local or state bar association for guidance on what types of lawyer misconduct are prohibited and how to file a complaint. Often, a phone call from this office to your lawyer will bring the desired results.
When using a freelancer

Finding one

Good websites:

www.elance.com

www.guru.com
www.odesk.com  
www.craigslist.org


www.creativehotlist.com 
www.freelancer.com
www.project4hire.com
www.asksunday.com for web and graphic design 

www.directoryofillustration.com has thousands of illustrators’ portfolios.
www.blackbook.com includes a creative industry directory and portfolios. 
www.workbook.com is a graphic-arts resource with portfolios and a contact database.
www.asmp.org is a directory of well-experience photographers.
Does he have samples of similar work? What type of guidance will she need? When can you expect a first draft? If you can’t meet, ask if you can have a video chat before going to just email and the phone. 

Discuss your audience, your product’s tone and style, and other aspects of your desired results, and get a written estimate about the time commitment necessary. 

Most freelancers charge on a project basis. They estimate how long the project will take them and give you a single figure for the whole job. If the job takes significantly longer, agree upon an hourly rate at that time. 

Ask how many revisions the project fee includes. It is reasonable to get at least one revision for your money. If you work for a nonprofit, you may be able to get a freelancer at a lower rate. Also, if you pay anyone more than $600 in one year, you must report that to the IRS; you’ll need the freelancer’s tax ID number for your report.

Next, ask for references. Were deadlines met? Does he make himself available when needed?

Then have your top three choices do something on a tight deadline (24 hours) before hiring one.

Specific to visual artists

Art schools are a great way to find affordable photographers and illustrators. Students or recent graduates are eager to get published and sell their work. Sign up for and attend exhibitions for the photography and illustration departments of local art schools. Call and make connections with instructors who can direct you to their most talented students. Be aware that inexperienced art students may work slowly or may need a lot of handholding to get the result you want.

Contracts
Good Nolo.com links

In particular, see these three pages on their site:

· www.nolo.com/products/contract-with-independent-contractor-pr113.html
· www.nolo.com/products/working-with-independent-contractors-hici.html   
· www.nolo.com/legal-encyclopedia/documentation-for-hiring-independent-contractors-30188.html 

Drafting or modifying a template

When you need to create a contract, look for a template. Modifying a template is easier and more effective than making a contract from scratch. Nolo publishes standard contract forms. 

If you’re working with a hard-copy template, you can make minor changes by crossing out language and writing new words on the contract itself. Both parties should initial each and every edit to show that they weren’t made after the fact without one party’s knowledge. However, you’ll probably be working with a digital copy. If so, make the changes and then print out a clean copy for both parties to sign.

Don’t make any changes unless you know what you’re doing. Don’t just strike a clause because you don’t know what it means or add a clause without knowing the consequences of including it. 

Keep things simple. Don’t use personal pronouns. Instead, use either the names of the parties or their formal roles, such as Client and Contractor. This might seem repetitive, but your goal is to be clear. Also avoid legalistic words like wherefore, herewith, or hereinafter. Make at least a couple of drafts. After completing the first one, put it aside for a day, and then review it again. Does it leave any questions in your mind? If so, fill in more information.

Have a lawyer review it

If you have modified a template and expect to use it over and over again, have a lawyer review and refine it so that you’ll have a solid boilerplate for the future.

A very simple template

This Work-for-Hire Agreement (the "Agreement") is made between _______________ ("Customer"), and ___________________ ("Contractor").

Services

In consideration of the payments provided in this Agreement, Contractor agrees to perform the following services: ____________________________ by ___________ (Date).

Payment

Customer agrees to pay Contractor as follows:   ____________.

Works for Hire—Assignment of Intellectual Property Rights

Contractor agrees that, for consideration acknowledged in this Agreement, any works of authorship commissioned pursuant to this Agreement (the "Works") shall be considered works made for hire as that term is defined under U.S. copyright law. To the extent that any of the Works created for Customer by Contractor are not works made for hire belonging to Customer, Contractor assigns and transfers to Customer all rights Contractor has or may acquire to all such Works. Contractor agrees to sign and deliver to Customer, either during or subsequent to the term of this Agreement, such other documents as Customer considers desirable to evidence the assignment of copyright. 

Contractor Warranties

Contractor warrants that the Works do not infringe any intellectual property rights or violate any laws related to libel, privacy, or otherwise and that the Works are original to Contractor. 

Contractor agrees to indemnify Customer and hold it harmless in any action arising out of, or relating to, these representations and warranties.

Miscellaneous

This Agreement constitutes the entire understanding between the parties and can only be modified by written agreement. The laws of the State of _________ shall govern this Agreement. In the event of any dispute arising under this agreement, the prevailing party shall be entitled to its reasonable attorney fees. 

Contractor Signature: _____________   Contractor Name: ____________   Date: __________

Contractor Tax ID#:________________

Customer Signature: _____________   Customer Name: ____________      Date: __________

Sections to possibly include
Description of the good or service

If a good is to be sold, describe it, its price, and delivery date. If a service is to be performed, describe the job in detail, clearly explaining what each party is promising to do. If it is an article or art, what will be the focus? Will it be a feature story, op-ed, essay, book review, or Q&A? Will it be a watercolor illustration or a cartoon or a line drawing?

Often one or both parties must submit reports, memos, sketches, drawings, outlines, or the like. Identify these items, often called “deliverables.” If any deliverables have due dates, include these dates in the “Schedules and Deadlines” section.

Number of revisions 

Set the number of revisions that the freelancer must accommodate.

Specific to visual artists

Illustrators usually submit two to three conceptual sketches for your approval before they begin the final stage. Take this opportunity to fully discuss and give guidance because once you approve a sketch, the illustrator is free to proceed to final art based on that. Changes to sketches are much easier and less expensive than any changes to final art.

Releases 

In the case of photographing subjects who must give permission for their pictures to be taken and their likenesses to be used, the contract should specify whose responsibility it is to secure the release: the freelancer or you.

Copyright ownership

As the customer, you want to own the copyright of the creative work and be named as the “author” on copyright registration applications.  However, the owner of the copyright depends on the medium and use of the work, the employment relationship between the two of you, and whether the freelancer assigns you full or partial rights to the work. The work is called a “work made for hire” when you will automatically own the copyright. This occurs when the creator is your full-time employee (and not a freelancer) or when these three requirements are all met:

· The work was commissioned—you requested the work. It did not already exist.

· Both parties have signed a written agreement indicating that this is a work made for hire.

· The work falls within one of these categories:

· part of a larger literary work (a magazine article or a poem or story in an anthology)

· part of a motion picture or other audiovisual work, such as a screenplay

· a translation

· a compilation

· an instructional text

· a test or answer material for a test

· an atlas, or 

· a work that supplements a work by another author for the purpose of introducing, concluding, illustrating, explaining, revising, commenting upon, or assisting in the use of the other work (such as forewords, afterwords, pictorial illustrations, maps, charts, tables, editorial notes, musical arrangements, answer material for tests, bibliographies, appendixes, and indexes).

For works made for hire, a written agreement is not needed but still recommended.  

If the freelancer’s work doesn’t fit into one of these categories and you haven’t hired her as an employee within your organization, the copyright will stay with her and will not be a work made for hire. In this case, the contract will have to state that you are receiving partial usage rights to the work or that you are executing a copyright assignment agreement, which is the legal term for your purchase of the copyright. Expect to pay more for the latter because she can’t then make more money off that work elsewhere.

When you buy first and one-time publishing rights, the artist retains the copyright but promises not to sell it to another entity for a set period of time so that you get to use it first, usually once. They might also limit your rights to a certain geographic location or medium. These details should be clear in your contract. 

Copyright assignment provisions

A work-for-hire agreement should include copyright assignment provisions in case the format in which the work will be used changes later on. In this case, the provision will convert the arrangement from one that is a work made for hire to an assignment agreement. Again, expect to have to pay more fees to the freelancer if this happens.

Protection length and termination rights

A work’s copyright-ownership status affects the length of copyright protection and termination rights. Someone who assigns a copyright to someone else may be able to recapture the copyright after 35 years. However, a work made for hire cannot be terminated by the creator. The owner of a work made for hire (the hiring party) will retain ownership for the full copyright term.

Specific to web developers
Your contract with a web developer should include clear, detailed terms on ownership and permissions for any materials developed for the website that are protected by copyright.  Copyrightable materials include text, photos, artwork, and designs, as well as technology developed for your site, such as databases and programming. In the absence of a contract stating otherwise, the content’s creator is the owner. This means that if your website developer writes text, takes photos, creates programming code, or otherwise creates original material, the developer will by default own that content (all files). Only a contract will transfer ownership of those materials to you, or at least give you a license (permission) to use those materials.

Serious trouble can arise if the ownership of any aspect of your website is in dispute. For example, if you fail to obtain the copyright to the site’s text from the developer, she could prevent you from making any changes to the text on the website. The same is true for images, graphic designs, and technologies created by her for the website.

The more important the content or technology is to your website, the more crucial it is that you get either ownership or a broad license to use and possibly modify those materials.

Payment arrangements

Specify what you will pay the freelancer for the work: a flat amount or an hourly, daily, weekly, or monthly rate. If there is a maximum limit you will pay for the work, write that in. Also specify how and when the payment will be made, including due dates, the method of payment, and if it will be paid all at once or in installments. You may want to state whether the freelancer can charge interest if your payments are late or if you can reduce the fee if the final product is late. If strict compliance with payment deadlines is necessary, use the phrase “Time is of the essence.”

Specific to visual artists

Many artists will be most concerned with how you will use the work and how much money you will make from using it. They will likely charge more for something to be used on the cover of a publication (or a homepage) than for a small image on the inside. Those who are lesser known usually charge less than others, but if the market is down and there’s not much work to go around, most will work for less than what they might command when business is good.

Illustrators tend to charge less than photographers because they have fewer expenses. Their fee depends on the use and the level of detail required. Will it be full color or black and white? Is it a drawing with shading and perspective, or a simple line drawing? Experienced illustrators can charge $800 to $1,000 and up for a detailed cover illustration and $800 and up for an inside opener. Student illustrators might produce something for a few hundred dollars.

The best source for current rates and hiring practices for photographers and illustrators is the book, Graphic Artists Market (National Writers’ Guide).

Kill fee

Specify the terms under which a kill fee will be paid, which is a percentage of the total fee if the work is not published or if you change your mind after a draft has already been done. Kill fees are usually 20-50% of the original fee, depending on how much was done, and also if the freelancer can take back his work and shop it around to others.

Freelancer’s taxes and insurance

Make clear that the freelancer is not one of your employees since employees have certain legal rights. Write that the freelancer is responsible for paying all of his taxes and that you are not buying him any sort of insurance or paying him other fringe benefits.

Possible fee adjustments

If any future circumstances may affect the fee—for example, changes in the amount of goods or services needed—clearly describe how future adjustments will be calculated. 

Expenses and materials

Specify that the freelancer is required to provide his own materials. If the assignment will force him to have expenses, such as travel fees, specify whether he should bill for them separately. Set an upper limit for expenses, and require that expenses over a certain amount first must get your approval. Also require the freelancer to submit receipts as proof of the expense.

Schedules and deadlines

Outline project schedules and deadlines for both parties, including any intermediate deadlines that must be met for drafts and revisions before the final completion date. If strict compliance with deadlines is necessary, include the phrase, “Time is of the essence.” This conveys the parties’ agreement that deadlines are important. If your contract states this and one party is even slightly late, a court is likely to find that party to have breached the contract. If you don’t include this in your contract, a court might be more lenient.

Method of delivery 

Specify how the freelancer will deliver the product.

Specific to visual artists

Once the final image has been delivered, do not change it on your own. Instead, send it back. Artists usually do not charge extra for small changes, such as resizing or repositioning.
Also, make sure that you get master copies of all of the graphics files.
Warranties

A warranty is a guarantee made by one party to another that a product will meet certain standards. This section is sometimes called “Representations.” While most contracts include warranty provisions, they are optional. If you do include them, consider whether failure to live up to the warranty should constitute a serious violation of the contract that would terminate the agreement, triggering its termination provisions. A deal-breaking violation of the contract is known as a “material breach.” Include this term in your contract if violation of a warranty would cause such significant problems that you would want out of the deal.

Indemnity

Indemnity clauses obligate one party to pay for any legal claims brought against the other party by outsiders as a result of the first party’s wrongdoing. If indemnity provisions are included, do not agree to indemnify the other party unless the other party agrees to indemnify you.

Duration of contract

The duration sets the contract’s natural expiration date. It should last until the events covered have occurred—for example, when the product has been delivered and paid for. 

Resolving disputes

State that the parties will try mediation and, if that fails, arbitration instead of going to court.

Modifying the agreement 

Detail how either one of you can modify the signed contract after it has gone into effect. A modification will require a separate document called an addendum. The addendum should state that its terms prevail over the terms of the original contract, especially if the terms are in direct conflict, as the case would be if the price or completion time were changed. Both parties should sign an original copy of the addendum and keep it with the original contract.
Termination provisions

There are two types: clauses that allow either party to voluntarily end the contract for any reason, and clauses that allow termination for specific reasons, also known as termination “for cause.” A voluntary termination provision lets either party terminate the agreement with a written notice. A “just cause” termination says that the contract will end if certain things happen, such as a party breaching the contract.

Payment provisions

Besides specifying the permitted reasons for terminating the contract, your contract should also state whether and what payments will be made in the case of termination. A common solution is to establish that the freelancer will be paid for work performed prior to the termination.

Attachments

If your agreement includes any detailed descriptions, put them on separate documents and include them as attachments to the main contract. Attachments might include timetables, site maps for a website project, flow charts, scale drawings, or similar types of detailed information that would otherwise significantly interrupt the contract’s flow. Prepare and label your attachment and state in the contract that the attachment is part of the agreement. For example:

“The timeline of the project is outlined in Attachment A, which is a formal part of this contract.” (Or, “which is incorporated into this contract.”)
Finding a co-founder
You may want to team up with someone whose strengths complement yours. While together you can do the strategic planning (setting the mission, vision, and business process), one of you can be the public face and the other one can be the internal leader. The former gathers the resources on the outside, and the former chooses how to utilize them within. 
The dating and marriage metaphor

Before looking, know where you plan to be in six months, one year, two years, etc. Identify your needs and weaknesses, and the type of the person who can complement you. 

When you are ready, your network of personal contacts can suggest candidates for you. Meet with many of them, but only those who live relatively close to you. Ideally you have known them for a few years. This lets you have very open conversations. Ask them tough questions. 
Look at who they are as a person more than where they worked or studied. You need to have enough of an overlap in passion, vision, goals, values, and ethics. Ideally the person has been in several partnerships already and didn’t quit prematurely. They should be emotionally resilient, and they should not have existing financial problems.

You will need to trust this person intimately since the two of you will be on an equal basis, unlike with your children or employees or children. You will also need to have the ability to motivate each other. Think gym buddy. Hopefully you will enjoy being with them since you will be spending a lot of time together.

State how you much you admire their strengths, and be understanding of their weaknesses. However, meet several times before showing your excitement at the prospect of being together. Ask the people who already know them for their opinions, and ask your trusted friends and family members to meet with them. Have several of these friends and family members meet with the candidate at once so that your interviewers can feed off each other’s questions.

Work on a short project together with your finalists and see how they handle difficulty. Have an engagement period before making a full commitment. You might also want to do a fun but stressful activity out in the wild together, to almost purposefully get on each other’s nerves so that you then have to resolve it. If you do commit, make a system to give constructive feedback for each other and to resolve disagreements. The idea of working with them on anything should excite you more than the specific project does.

By now the two of you are committed to telling each other the truth all the time. Identify who is the final decision-maker for key areas.
Consider a “one-year cliff” – meaning he or she would not be entitled to a certain reward until the two of you have worked together for at least a year.

Seal your partnership with a legal agreement. If it fails, consider others whom you dated.

Questions to ask each other

· Have you ever failed at anything? If so, how did you handle it and what did you learn?  (If they haven’t started an organization before, you want to go back to their roots and understand what tragedies they have faced, what set-backs they have overcome, or what challenges they have beat. This can include a variety of life experiences. You are looking for experiences they can talk about that took incredible personal commitment to overcome. If the person says that they have never failed anything, this is a big red flag.)

· My weaknesses are _______, _________, and _________. What are your weaknesses? (The point of getting a partner is to find someone who will complement you and account for your weaknesses and vice versa. So you have to have an honest, open conversation about strengths and weaknesses.)

· What are you passionate about in a non-profit organization? 

· What are your goals for this startup? 

· Can you program or sell ________ for me right now? (These are two roles for the ideal founding team: a programmer (or more generally, your maker/producer) and your pitchman. How do you know if they can do the role well? Make them exhibit it. Make them audition. Make the pitcher give you a 5-minute pitch. Ask the programmer to code. Rely on what they could produce right there and then. This will take time yes, but it’s worth it.

· What 3-5 things do you want a company culture to have?   

· What's important to you when you lead a team? (Someone who isn't ready to lead will fall into the trap of saying things like, "everyone following what I say" or "being in control." Anything that doesn't say, "I know that people matter a ton and I need to do whatever it takes to excite and motivate people" is a huge red flag.) 

· How have you managed others?

· What traits do you consider most important in a new hire?

· We need to hire five developers, two sales and marketing people, and an intern. How would you find them? 

· For what positions do you think our first two hires should be? 

· What advantages do you have in your network? (A large part of a co-founder's job is about their network; what mentors and potential funders can they engage? When they struggle on something, who will they call? Will it help them recruit talent to your company or build buzz for your startup?) 

· What is the expected time commitment for each of us (now, in 6 months, 2 years, etc.)? 

· What part of our plan are we each unwilling to change?

· What do you think your role should be versus mine? 

· Who is going to own certain areas and which areas can/will be shared?

· How will decisions get made? 

· Can either of us fire the other? If one of us gets fired, what do we leave with?

· Who is going to be the executive director and why? Are we both comfortable with this?

· What are your current financial obligations? (A person’s current financial situation is a huge determinant as to whether he can take a leap with you or not. This is also a very good way of determining what the person’s minimum salary can be.)

· Will any of us be spending our own money on this?  If so, how is this treated?  

· What will we pay ourselves?  Who gets to change this in the future?  

· How will we end the partnership relationship when the time comes?

· What is the correct paperwork to file for this?

· Why do you think we’ll be good together?

Have your spouse screen them

Given the time you’re going to spend with a business partner, if you have a spouse or significant other, have them meet this candidate.  They know you the best and can give you a second opinion; they should also know the person you’re going to spend a lot of time with at work.

Co-founder websites 

These two sites are more focused on for-profit startups: www.cofounderslab.com, which has meetings in many cities through www.meetup.com , and http://founderdating.com .
Put the responsibilities in writing

Document the division of responsibilities, expectations of each other, and goals for yourselves and the organization.

Leadership, delegation, and feedback
Leadership

Lead yourself first. Be clear on what you are committed to achieving. Ask yourself what you care about and why this is important to you.   

Declarations are a statement of what you are committed to, a statement that changes the future. It is like a personal affirmation but for an organizational goal through which you will lead others. Using a full mirror, speak your declaration aloud and pay attention to whether you can stay centered. Don't worry about the words so much at this stage - you can have great words but if you don't believe them they will fall flat. Just try and speak from a connection to your body and what you care about. Start again if you begin to lose your centeredness. 

Next, know your own leadership strengths, perhaps through the StrengthsFinder approach. Then get others with complementary strengths and invest in these strengths of theirs. Don’t focus on their weaknesses.

Show these people the four traits that everyone askes from their leaders: respect, compassion, stability, and direction. As you do so, discuss each person’s strengths in the context of the team and its goals. At the same time, encourage discussions of specific failures with them and in project and performance reviews. Link these discussions and improved future performance so that they can comfortably share and learn from failure.

Decisively speak with clarity, precision, and calmness. When entering a room, assess the size of the space, and look at all of the corners calmly from one vantage point. When speaking to your team, imagine that your back is one side of a triangle, that your listeners are with you in that triangle, and that your words are the triangle’s tip that drives it through the chaos beyond. 

Delegation 

What it really is

Delegating is about assigning meaningful work to others — projects, duties, and other important assignments. When you delegate, you trust another individual; if that individual fails, you're ultimately responsible. Delegating is time-consuming, but it is time well invested. If you don't spend the time upfront, you’ll inevitably spend it in crisis mode later.  

To focus on your most important goals, delegate anything else that you can. You'll get more done more quickly than if you did all the work yourself. Spend your own time where you're much better than your staff since the payoff will be greater. Ask yourself, “Where do I add the most value?”  Not just some, but the most. 
Ultimately, you'll maximize your impact when you can hand over not just specific tasks, but broader responsibilities.

Appropriate and inappropriate tasks
Appropriate tasks

· Detail work
· Information gathering 
· Repetitive assignments
· Surrogate roles: Every day, your subordinates have numerous opportunities to fill in for you. 

· Future duties: Look for ways to train them in their future job responsibilities. 

Inappropriate tasks

· Assignments meant for you personally
Occasionally, your boss may assign a specific task to you with the intention that you personally perform it. She may have good reasons for doing so: You may have a unique perspective that no one else has, or you may have what it takes to do the assignment quickly and accurately. If a task is given to you with the expectation that you, and only you, carry it out, don’t delegate it. You might involve your staff in gathering input, but retain the ultimate responsibility for the task’s final execution.
· Long-term vision and goals

Setting your organization's vision and goals is not for subordinates. Ask for their input, but make the final decision.

· Positive performance feedback

Rewarding and recognizing employees is an important job for every manager.
· Performance appraisals, disciplines, and counseling

When you discipline and counsel your employees, you're giving them the kind of input that only you can provide. You set the goals for your employees, and you set the standards by which you measure their progress. Inevitably, you decide whether your employees have reached the marks you've set or whether they've fallen short. You can't delegate this task effectively.
· Politically sensitive situations

A good delegation agreement

The six elements of a good delegation agreement are the desired results, the guidelines, resources, accountability, the consequences, and the mutual agreeing to the assignment.  

· Desired results: what is to be done and by when

· Guidelines: the parameters within which results are to be accomplished

· Resources: the support available to help get the results

· Accountability: the standards of performance and the date of evaluation

· Consequences: what will happen as a result of the evaluation 

· Mutual agreement: either oral or written

Desired results

Identify what is to be done and by when, and how it is relative to their other priorities. Spell out exactly what you want and don’t want. Quantitative criteria are ideal but not always possible.

When possible, offer samples for clarity. If the assignment is a new duty to the employee, give a template to scaffold the work. Have him visualize the results and describe it in writing. 

Also explain why the task needs to be done and its importance in the grand scheme of things.

Guidelines

Notify the employee upfront of the possible failure paths. She shouldn’t have to figure something out that you already know. While pointing out what methods not to use, don't tell her the ones to use. Let her choose her method so that responsibility for the results stays with her.

Once the two of you agree on the evaluation measurements, give her some latitude based on her experience. Employees need and deserve leeway in their decision making. Ensure that she understands the parameters of her responsibilities and any relevant organizational policies, and then encourage her to be creative and take prudent risks.

Resources

Identify the human, financial, technical, or organizational resources the person can draw on to get the desired results, including how to access them, how to work with others who use the same resources, and what the limits are. Human resources might include collaborators, mentors, trainers, and someone such as you to check in with and discuss progress. 

Be clear, however, that she is the owner of the task. She might call on you or others for ideas or even help with the task, but she is the one overseeing the helpers and ensuring that the task is done well. You might say, “I'm your helper, but my time is limited, and I might not always be available.  But when I'm here, you tell me how I can help.”

MOCHA for personnel resources

If you get the MOCHA acronym right, you can sit all day sipping mochas. This acronym lets you articulate who should play which role, which in turn gets you better results. A person might be in more than one box, and one role might be filled by multiple people. At the very least, there must be an owner, who can then decide who else is involved, including you in any role except owner.

· Manager: Assigns responsibility and holds owner accountable. Makes suggestions, asks hard questions, reviews progress, serves as a resource, and intervenes if the work is off track.

· Owner: Has overall responsibility for the project. Ensures that the work gets done (directly or with helpers) and that others are involved appropriately. There should be only one owner. "We," regarding assignments, means," not me."

· Consultant: Should be asked for input.

· Helper: Available to help do part of the work.

· Approver: Signs off on decisions before they're final.

Accountability 

Agree on the assignment’s standards, rewards, and consequences so that later on, the employee can also evaluate herself, using these standards. Questions to discuss:

· What specific products or activities should we review or see in action to monitor progress?
· When should the milestones occur?
· When and how will we evaluate and discuss how things went?

Monitoring

Use a written or computer-based system for tracking the tasks and dates that you assign to your employee. Supplement your formal tracking system with regular visits to check his progress. If he shows he can perform his job with minimal supervision, have only a few critical checkpoints. If he needs more attention, use more of them.
Questions when checking in

- What one or two things would make this week a success for you?

- How do you know you’re on track?

- How are you checking to make sure that’s working?

- How are you handling X [a specific element]?  

- What seems to be working well?  Why do you think that’s working?

- What are you most worried about? What could go wrong?  

- Have you thought about what you’ll do if Y happens?

- What’s most important out of all those things?

- What makes you say that?

- What kind of data do we have to inform how that’s working?

- Roughly how much of your time are you spending on that?

- What’s your timeline for that?

- Can you give me a specific example?  

- Can we take one specific instance and talk through how you’re approaching it?

- Can we role-play what that might look like?

- What does your agenda for that look like?

- What other options did you consider?
When to get more involved

Be hands-on if there's a crisis or something important is going awry. As the delegator and monitor, circle the land in a helicopter and watch to make sure everything is working smoothly. When you spot smoke, swoop in to engage. Of course when you do this, examine why you need to be so involved. Is it because you're short-staffed? Is there a problem with a particular staffer?

Hands-on or hands-off? Determining your approach

	
	Importance and difficulty of the task

	Skill and Will

(Is the task something the employee has done before or something she enjoys doing?)
	
	Low
	High

	
	Low
	Hands-on
	Very hands-on

	
	High
	Hands-off
	Hands-on


Consequences

Consequences specify what will happen as a result of the evaluation. They might include compensation; opportunities for advancement, training, or development; feedback (either specific praise or constructive criticism), enlarged or diminished stewardship, or termination.

Be ready to absorb a project failure. Even in failing to meet the goal, the employee could make significant progress, which merits reward rather than rebuke. However, failure to meet a goal still deserves reflection on what could have been done differently.

Mutually agree to the assignment

Ask your employee to explain in detail what she thinks the assignment is. If the assignment is complex or will take more than a day, ask her to write a summary of it, including the desired results and the next steps. 

Giving feedback (info for all to have)

Tell the person if this feedback is appreciation, coaching, or evaluation.

3 questions to ask yourself

1. What’s my purpose? Is it appreciating and supporting, coaching, or evaluating and assessing? 

2. Is it the right purpose from my point of view?

3. Is it the right purpose from the other person’s point of view?

Positive evaluating, aka positive discipline

Highlighting good norms does more to change disliked behavior than calling out bad norms. Focus more on evaluating them for positive things they are doing that are important than harping on them for the negative things. Those who have completed the task feel appreciated and recognized for the effort. Be specific and authentic when praising them.

If giving constructive feedback

Only do so when calm.

Perhaps memorize this template: “May I give you some feedback? I noticed/observed/saw/heard that (your data – avoid ‘always’ and ‘never’) _____, and I interpreted this to mean that _____ . This made me feel (emotion/sensation) / think (perception/thought) ____ . I ask that/you need to ______  (BCD - brief, changeable, and descriptive change of action).” 

Silence and no apologies nor couching for what you just said.
To sensitive people

Use their 3rd-person proper-noun name to make them feel less attacked. It is stilted but effective.

They might prefer the feedback in writing (or in an audio recording) so they can reflect on it before giving a response, which itself might be in writing.

Sensitive folks need a while to return to their baseline after receiving feedback. Once they have processed what you said, ask for the impact it had on them.

When they try to change, show your appreciation and encourage them to keep going.  
Receiving feedback (info for all to have)

Adopt a growth mindset

A growth mindset is about what you “can do” whereas a fixed mindset is about what you “are.” Those with a growth mindset see all feedback as coaching, something that can be learned and improved upon, whereas those with a fixed mindset see everything in life as an evaluation.  

Your ability to learn from feedback is what will shape your future the most. If you look at all feedback as coaching, regardless of how nasty the other person sounds, you will feel much better when listening to them.
Seek those with whom you have the hardest time, and ask specifically how you can improve. 

Those who seek out negative feedback – coaching on what they can improve – tend to receive higher performance ratings. 
Think ABCDE

Always Be Challenging Da’ Ego.

Focus on improving just one thing

To start improving, focus on just one thing to improve. If feedback involves too many ideas to keep track of, too many decisions to sort through, or too many changes to make, it’s too much. Our capacity to be aware of change is limited. The one thing should be meaningful and useful.

Ask others for this one thing

Ask: “What’s the one thing you see me doing - or failing to do - that gets in my own way?” Or it might be, “What am I doing (or failing to do) that is contributing to the dynamic between us?”

Evaluate your response to negative feedback

This is critical: Whatever else you do to cope when receiving an evaluation, evaluate yourself on your emotional response to the first evaluation, a score about how you managed the first score. This second evaluation is always in your control, and in the long run, far more important. Make getting a good score here from your higher self a core part of your identity:

“I don’t always succeed, but I take an honest shot at figuring out what there is to learn from the failure. I’m actually pretty good at that.” 
Audio or video-record to self-coach

The most honest coach and evaluator of ourselves is an audio or video recording.   

Visualization exercise for receiving feedback
1. You may want to record this script to an audio file and then play it back.

2. Close your eyes and see “yourself,” in front of you.  While you watch from a detached perspective, this “second you” is going to learn a new approach to criticism.  Do whatever you need to do to feel detached from your second you.  Aim to see him or her farther away, smaller, in black and white only, and inside a protective plexiglass bubble.

3. Watch him or her receive the criticism, with its harmful effects just bouncing off the bubble.  

4. Continue watching as your second you diligently makes a movie or slide of what the critic is saying.  What does that person mean?  Does your second you have enough information to make a clear, detailed picture? If the answer is “no,” have the second you ask for more information. If the answer is “yes,” proceed to the next step.

5. Have your second you decide on a reply. For example, your second you might agree with some of the criticism that you agree with, might nod to the speaker, might thank the person for the feedback, apologize, or might say, “I’ll give it some serious thought” or “I see things differently now,” etc.
Then have your second you take a break for 20 seconds, stand up excitedly, and powerfully do 20 jumping jacks, saying “I LOVE MYSELF, AND I AM SO HAPPY!!!”
6. Does your second you want to use the information you got from this criticism to act differently next time?  If so, have your second you select and use the new behavior.  Have your second you step into this movie and feel what it will be like.

7. Having watched your second you do this, do you want it for yourself? If the answer is “no,” ask yourself how you can modify this strategy so it fits you. If the answer is “yes,” continue.

8. Thank your second you for being a special resource to you in learning this strategy.  Pull your second you into you so that this knowledge becomes fully integrated in you.

Distill real feedback from your emotions and distortions

Our feelings influence and distort the story we tell ourselves about what the feedback means.

Separate the story you tell yourself about the feedback from the actual feedback itself, and then separate your emotions from both of these. 
Charts for containing the feedback

Feedback containment charts help you to see the feedback so that you don’t deny it while at the same time helping you to contain it so that you don’t exaggerate it. Asking, “What is this feedback not about?” gives you a structured way of staying balanced. As you rope off the things that it’s not about, it’s easier to see and learn from what it is about. Figuring out what the feedback is about and then doing something about it takes work, but it becomes easier when you realize that you need to work on one or two discrete things and not everything.

	Feedback containment chart

	What is this about?
	What isn’t this about?

	…
	…

	…
	…


You might also want to draw a t-chart of their positive feedback and their constructive feedback. Doing this helps you to see the feedback in the way it was intended.

	Positive feedback and constructive (negative feedback) together

	Positive feedback
	Constructive (negative) feedback

	…
	…

	…
	…


In private, you might make another two-column t-chart, a column for where you think their feedback is accurate and one for where it is not. Only then decide if you like what they said.

	The constructive feedback itself

	What’s wrong with their feedback
	What might be right

	…
	…

	…
	…


Now contain this feedback of theirs that is right. 

· Time: Being lousy at it now doesn’t mean we were always lousy at it and will always be.
· Specificity: Being lousy at it doesn’t make us lousy at other things. 
· People: If one person thinks we’re lousy at it, others might think we aren’t. That first person’s view of us doing it might change over time, and they might think we aren’t lousy at unrelated things.

	Containing the constructive/negative feedback that might be right

	When did I do it badly?
	What did I do badly?
	Who thinks I did it badly?

	…
	…
	…

	…
	…
	…


Try out their feedback in small doses

Even if you don’t like the feedback, try it out in small doses, perhaps when they are not around, when the stakes are low, and the potential upside is great. You might be surprised that you feel better and more confident after incorporating their feedback. There are significant life rewards for being willing to test out feedback even when you’re not sure it’s right or even pretty sure it’s wrong. At the very least, it shows the giver you are open to trying their advice.

If very sensitive to criticism

If you are sensitive to criticism, ask for it in writing. If that is not an option, ask to audio-record it without responding or expressing emotion so you can then take 24 hours to process it. You may want to say, “I want to reflect on what you said and see it in the light that was intended.”

You may want to reply in writing and ask for their opinion about your own improvement plan based on that feedback.  But always go back in person eventually and say, "Thank you. I appreciate this feedback. If I understand correctly, you're saying that…"  

If you are being coached in particular

Looking back: 
· What did you observe about me, the world, or whatever matters to this topic? 
· What can you see that I can’t? (What am I blind to?) 

Looking forward: 
· How can I improve? 
· What would I do or say to implement it? 
· Show me, model it, or give me an example.
If you are being evaluated in particular

Evaluation has three parts: assessment, consequences, and judgment. Assessment ranks you and tells you where you stand. Consequences are about the real-world outcomes that result from the assessment. Judgment is the story we tell ourselves – most likely an erroneous one - about the assessment and its consequences. By looking at the parts of evaluation this way, you can focus on what you want to discuss with the feedback giver. Are you in agreement with the assessment but not the judgment?

What’s hard about an evaluation is the consequence, real or imagined. Realistically and accurately size the future consequences. We often fail to distinguish between consequences that will happen and consequences that might happen, so we worry about it as if it all will happen. 
Questions to ask 

Looking back:

· What were the criteria you used? 
· What did you consider to be the most important? 
· Are these concerns I should know about? 
· Are there skills or experience that I am missing?

Looking forward:

· What are the consequences? 
· What does this mean for me? 
· What will happen next? 
· How will this affect me in the coming year? 
· What is the most important thing that I should be thinking about or working on? 
· When might we reassess?

3 boundaries for receiving feedback
Sometimes you have to reject feedback “and” affirm the relationship. Letting feedback givers know what they can help you with may be the incentive they need to cut down on the advice you don’t want to hear about.
1. “I’m happy to hear your feedback, and I may not take it.” 
a. When you solicit suggestions you know you may not take, you can avoid heartache by saying so upfront. Explain your reasons carefully.

2. “Not now, not about that. I don’t want feedback about that subject right now. I need time or space, or this is too sensitive a subject right now.”  

a. With this second boundary, you are not only establishing your right to decide whether to take the feedback, you’re establishing your right to be free of the topic altogether. You understand where they’re coming from, but right now you need them to back off. There just isn’t anything more to say on the subject, and you don’t have the emotional energy to continue the conversation.

3. “Stop, or I will leave the relationship.”

a. If the person can’t keep their judgments to themselves, if they can’t accept you the way you are now, then you will leave the relationship, or change its terms. 
Selling your message and fundraising
You are always selling something, and every person you meet is either a prospective donor or someone connected to a prospect through a social network. Just be direct, be focused on the cause, and be dignified. If listeners say no, they are saying no to your cause and your pitch, not to you as a person.

Your logo and business card

The best logos summarize visually, though abstractly, both your mission and goals. However, try to use just one color to reduce printing costs, and make sure you can reduce or enlarge the logo without losing its visual impact. Thus, consider making it a square shape. Produce several drafts and get feedback from others. Note that LinkedIn uses rectangular logos and not squares.
Make sure you get full IP ownership of it and any other graphics or photos you use to identify your nonprofit.
For your business card, consider printing your mission statement on the back since the front will be consumed by your logo and contact information.

3 fears when asking for money

· Those that will almost never happen: "The person will hit me." “I will have a heart attack.”

· Those that could be avoided with preparation: "The person will think I am an idiot."

· Those that will certainly happen sometimes: "The person will say no." "It will negatively affect our friendship and create obligations."

In this last category, a thousand things may have happened to the person prior to your arrival and request, none of which is within your control but many of which will affect their answer.

Pitching

There are two types of pitches, the 15-second elevator pitch and the minute-long pitch. Because your 15-second pitch is a few sentences long, it has to be air-tight. If your listener forgets everything else, what one point should he remember? This 15-second pitch often makes a great first or last line(s) to your minute-long pitch, which is usually a paragraph or two. 

Once you have memorized your pitch, rehearse on your own, and then pitch to everybody, everywhere. The more you pitch, the sooner you'll know what works. Plan on giving it 25 times until you will be effective.  These pitches don't have to be to your intended audiences - your relatives, friends, and even your dog are fine. Then track down experts on your topic. You want honesty: Would they donate to your organization?   
Six keys to a great nonprofit pitch
1. Your voice: Speak through your belly for more resonance.

2. Issue: Explain what the problem is in the current context. What's broken?

3. Solution: How is what you’re offering going to solve the problem? Discuss the process, be specific, and use language that a sixth grader would understand.

4. Impact: How will this make a scalable difference and change the world? 

5. Ask 

a. (for a sale): What is the cost and how do the benefits outweigh the cost?

b. (for a donation gift): How much do you need and what are you going to spend it on? 
6. Stay silent after finishing it.  Wait long enough, and the prospect will speak. 

Practice publicly in another city

Give an impromptu sidewalk speech, maybe in a city where you don’t know anyone. It will be very difficult. You will be constantly judged by strangers based on how you look, the way you carry yourself, and what you are asking for.

If using images with faces

When images display someone’s eyes looking into the camera, people give almost three times as much as they do otherwise. The eyes activate parts of the brain that tell us we are being watched, which increases the sense of accountability.
Be ready for the $10 million question

“If you had $10 million for your project, how would you spend it?” 

Prospective donors ask this to assess your organization’s strategic-planning abilities.

Importance of going for “No”

Reframe no and failing

No and failing can be defined neutrally or even positively.  No can mean not yet.  Failing is just learning how something doesn’t work; eventually you will learn the right way. If you call on enough people and can get yourself to fail repeatedly, you will eventually succeed.  

A no is up to you and the other party to define. Make your own meaning. It is never the truth with a capital “T.”

The first “no” from a prospect is almost never a firm no. They might object to test you and see what you are made of.  A “no” might mean "Explain a little more" or “I do not want to part with that much money (or time) right now." So listen well to the reason behind the “no.” Silently count to three before responding.  Then calmly rephrase what you heard so that both of you know that you understood the reason for the “no.” This also buys you time to think.
If you can’t get a “yes” or a “no” today but just a “maybe,” you deserve to know why. Ask when he will have a firm answer for you, and then at that future point if he says no, ask why.

Four benefits of any no

It…

1. improves the product, your character, and your motivation for the future;

2. measures accurately your resolve and belief;

3. enables you to ask for whatever you want and to accept yourself as is; and

4. detaches you from the uncontrollable outcomes of acceptance and rejection. 

Mining for gold metaphor

If we are all on top of the same gold mine, the one who removes the most dirt gets the most gold. 

Thomas Edison and the light bulb

Edison failed 1,000 times with the light bulb before he succeeded.  Asked how he felt after those failures, Edison said, "I did not fail 1,000 times. I only learned 1,000 ways it wouldn't work." 

Affirmations and prayer

Affirmations:
· “I am enjoying rejection.”

· “I am energized by being rejected.”

· “I am enjoying being told, ‘no.’”

· “I am being empowered by ‘no.’”

· “I am being amused by being rejected.”

· “I am seeking rejection.”

· “I am seeking noes.”

Prayer:
“Lord, help me enjoy rejection.”

The five awareness levels of failing

1. We have the ability to fail but want to avoid failing at all costs.  

2. You are willing to fail and accept failing as a by-product of seeking success.  

3. You want to fail because you know that failing will lead to personal and financial growth.  

4. You know that failing leads to success, and so you want to fail faster and for worthier goals.  

5. Massive success requires multiplication of effort.  You enlist others to fail with you because the worthiest goals require a group, and for the group to succeed, the group first has to fail.  Exponential failing requires someone in the organization to be an advocate of the failing concept and to champion it.  Great leaders help everyone in the organization fail faster.  

Set “No” goals and failure ratios

Set a failure ratio, the number of times you are willing to fail in order to succeed.  This ratio is the biggest determinant of whether you will achieve everything you want in life.  Increase the ratio as much as possible. If you set your “no” goals high enough and do your best in each and every fundraising situation, then you will succeed. Being so focused on your “no” goal makes it easier to not stress about getting the “yes.”

Use your ratio to find the number of fundraising opportunities you need – or simply the “asks” that you make - to get the number of yesses you want for a given time period.  For example, if your failure ratio is 10:1 and you want to make two successful asks, then you would need to ask 20 people at your current rate. When you are going for no and you hit many yesses, you then have to step up your attempts to hit your “no” goal.

The formula

1. Set “no” goals on a daily and weekly basis.

2. Use the current failing quotient to determine the number of fundraising opportunities needed in order to get the number of yesses we want for the week.  For example, if the failing quotient is 10:1 and we want to get two donations, then we need to pitch to 20 people.

3. To reach the minimum “no” goal for the week, subtract the desired number of yesses from total opportunities.  In this case: 20-2=18.  This option keeps you from having bad weeks that occur because you get off to a great start and then slack off.  

4. To insure your chances for success, make the number of people you need to see – 20 in this case - your “no” goal.  This option builds in a 10% increase in the number of calls and will provide a safety net for hitting your goal and probably a small increase.  

5. To plan a donations increase, increase the number of noes needed.  For example, if we want a 30% increase for the week, multiply 18 (your minimum “no” goal) by 130% (or by 1.3).  This option increases your donations to whatever level you desire. When you are going for no and you hit a hot streak of yesses, you have to increase your total number of pitches to hit your “no” goal.
6. Go for no 100 days in a row. This builds up the muscle of effortlessly going for no.

Reward others’ failed attempts too

You get what you reward.  If seeing lots of prospects leads to success and you want that to continue, reward the behavior of seeing lots of prospects, regardless of the immediate results.  Definitely reward people for their successes, but not to the exclusion of recognizing those who display a true willingness and desire to fail.  Don’t neglect them just because their yesses haven’t occurred yet. You may even want to have an award for the one who gets rejected the most.  Call it, “The ‘Go for No’ Award,” a validation of that employee’s desire to fail. 

General preparation

Keep your donor/CRM database updated
Make a spreadsheet showing your prospects, the dates of contact, and the different things you are doing in each step of your sales or fundraising process.  By putting down the date, you build a sense of urgency for the next move.  You also learn how long it takes to move a prospect through your process. 

Know your product

· What are the 5-10 most attractive features of your product or nonprofit, in order?  

· How do these benefit most prospects’ needs?   

· Are your prospects aware of what you have to offer?  

· What will be the prospects’ likely answers when you say, “So what do you think?”

· What will be their questions?  

· What are your best questions for your prospects?   

With a certain prospect

Give a “because”

Explain why when you make the request.  “I’d like to because…”. People’s responses to a request are influenced by knowing that there is a reason behind it, no matter what the reason is. When you give a reason for your request, you are far more likely to get a yes.

Send info before calling

You can greatly increase your number of scheduled appointments by first sending prospects a cover letter, your newsletter, and a couple of articles or other materials about your organization. 

The cover letter

Send a letter to the prospect stating the problem she is facing and how your product or nonprofit can solve it.  Do not apologize for bothering her. Ask for an in-person appointment for a specific amount of time with her and state that you will call on a certain day to schedule that appointment.  You might write, “I will just need about ten minutes of your time in person to explain this, and then you can judge for yourself whether this is a good idea or not.”

Then keep your promise and schedule the time in your planner to make that phone call. If you only have an address for her but not a phone number, request that she calls you. To have the envelope look personal, use a first-class postage stamp and handwrite the address. 

Your newsletter or case statement

This can be a one-page newsletter or an in-depth one.  In it are quotes and information from books and articles you read.  The newsletter’s purpose is to brand you as a source of expertise and intelligence.  It might include

· Facts from industry trade publications

· Facts from Internet searches

· Facts from business publications

· Quotes from business experts

· Information on your competition

· Research on the prospect's customers

· Research on the prospect’s competition

· Focus group information    

· Facts from the prospect's annual report or website

· Recommendations that affect cost savings, efficiency, and profit enhancements

Call for an appointment

If you call unexpectedly, ask if it is an okay time to talk, or if you should call later.

Concisely explain why you are calling and that you would like to set up an appointment to discuss this issue and your product in person.  Ask if he currently has any questions.  Keep this pitch to 30 seconds; in advance write it out, memorize it, and rehearse it.  

Build rapport over the phone

· Use her name and ask if you say it correctly.

· Explain how you found her.

· Mirror her tempo and volume.

· Silently breathe once after she finishes speaking and before you reply; do not interrupt.

· Be enthusiastic when you speak.

· Explain your training, experience, and general background.

· Explain what your competitors’ product can do that yours cannot – for integrity purposes. 

· Ask about her needs and desires and stay focused on that. Never explain their interests without genuinely knowing them.

· Share similar-situation stories about those who said yes and who are glad they did.  

Ask for the appointment

Ask for an appointment at least a week in advance and give two options with regard to dates and times.  Say something like, "I have an opening on Tuesday at 9:30 a.m., or would Wednesday at 3:00 p.m. be better for you?"  This will make him look at his calendar and consider the open blocks of time in his schedule.  If you just say, "When can we get together?" he is more likely to realize how busy he is and will hesitate to commit.

Then thank him for his time and re-confirm the date before hanging up.

Advance homework for prospect

You may want to give the prospect a preparation task to make the meeting more productive.  This can be as simple as sending over the four or five bullet points of your agenda by email and asking her to add her agenda items to it.  Even if she doesn't add agenda items, she will have read your ideas and thought about the meeting in advance.  

Confirm the appointment

Booking the appointment for the next week gives you an opportunity to confirm the appointment the day beforehand.  Confirm the appointment by email or telephone, including the time, location, and directions.  Confirming says that you have something valuable to say and that you should not be the one who gets bumped if he needs to adjust an overloaded schedule.

When meeting in person

Minutes before you meet

Less than five minutes before seeing the person, breathe deeply several times and smile repeatedly.  The brain doesn’t register stress when you smile. Now ground your feet, tuck your tailbone, pull your shoulders down and back, lift your chin, and loosen your lips. Lastly, when you see the person, smile and look into their eyes

Mirror their physiology

Start with his voice.  Mirror his tone and tempo, volume, favorite phrases or words, and the frequency of pauses.  Add to that your mirroring of his facial expressions, body language, posture, and breathing patterns.  Then sidle with him by sitting or standing alongside him.

Once you have mirrored him for a while, you can change your physiology and behavior almost instinctively as he changes, and you create a link that can almost be felt.  You reach a point where you initiate change rather than just mirroring him; you have developed so much rapport that when you change, he unconsciously follows you.  Sometimes by mirroring a person’s anger, you can do it so well that when you relax, he will relax as well.  At this point he will be most agreeable to whatever your request or demand is.

Your note-taking

Ask permission to take notes.  Some people get nervous when you start writing down what they tell you.  Bring a protective writing pad with you.  You may want to ask if you can orally record notes into a pocket recorder; doing so will save you time vis-à-vis written notes.    

Involve the prospect in the sales demo

Invite the prospect to stand or sit beside you while you show what your product does or has.  This way, you look at it together.  Encourage her to put her hands on it, push buttons, turn dials, etc.  If you have a webcast presentation, sit with her and answer her questions as the two of you watch it.  This will help her feel confident about her decision to work with you.

Making the sale

Your beliefs

You must believe that what you are offering is right for the prospect and you have to communicate that and not just speak the closing words.  Assume that everyone will say yes.  

Making the request itself 

Your request will not come as a surprise if you have already explained and demonstrated the product and answered all questions.  Asking can be as simple as saying, "Would you like to buy the product?” or “Would you like to help us in this effort?” 

Use silence

Silently inhale and exhale after everything the person says before responding. 

Also, use an extended silence after your closing request. Wait long enough, and the prospect will speak. They can’t read your mind.  

If they say yes

If someone says yes, do not be overly enthusiastic. This is very important!

Objections and noes

Say, “May I ask why?”

Listen well, silently. Rephrase what you heard back to him.  Get clarification if need be.  

Then respond to that objection and then ask if she is ready to go ahead and sign the contract or make the donation.  

Too ____!

When others say "too much, too many, too expensive," a comparison is being made. Find out what the person is comparing. "Compared to what?"
You feel---I felt the same---We found

I understand how you feel.  I felt the same way.  We found that…

Other ways to handle objections

· Write the objections on a flip chart.

· Ask her what her alternative is.
· Modify your request for something less. “Well, then how about…?”  People are less likely to say no the second time after you make a concession.

Get five noes or objections from each prospect

Get at least five noes from everyone you ask.  92% of all salespeople and fundraisers give up without asking a fifth time, but 60% of all prospects say no four times before they say yes.  Keep records so that you know exactly how many more noes you need to make it five noes.  

After discussing the donation
Ask for referrals

Ask the person if they know of someone else who might say yes. “Well, do you know someone else who might like it?” Or in a more formal setting, "Would you mind sharing the names of others who might be interested?"  She might be willing to make a call or send a letter on your behalf.  Eventually work your way up to asking for three referrals from each prospect.  

Send a thank-you note 

A three-line, handwritten thank-you note has more impact than a computer-generated one.

Reflection and self-assessment

Look for feedback from each no, either from the other person directly or from reflecting on it. To get it from the exchange directly, perhaps you can plan in advance to audio-record it and then analyze it.

Each no is surrounded by many interesting but invisible yeses that are up to you to uncover.  How exactly did the person say no?
About grants and special events

Grants and special events are not recommended for small, new nonprofits. With grants, the application process can be too burdensome, and foundations are usually more interested in well-established nonprofits. As for special events, preparing one usually requires a lot of time and money; the two exceptions are fundraising breakfasts and small gatherings in a donor’s home.

Advocacy & activism: A 3-legged stool
As an advocate, you work with the community, the government, and the media. If you can only cover one leg initially, that’s okay. Begin with your strength. Other groups can help you later. 

The community leg

Organizing the community (grassroots) 

Recruiting help

Ideal traits in your helpers include advocacy experience, perseverance, a detail mindset, passion (even if the person is soft-spoken), and modesty. Specific roles for volunteers include writing letters, making phone calls, getting facts, issuing reports, working with the media, strategizing, lobbying, discussing, and simply showing up.

Develop a visual brand so that lawmakers can easily identify your volunteers. This branding also helps members of your network recognize advocacy messages in their inbox.

Make participation easy, cheap, and enjoyable, but be direct and clear about what you want. For example, you might set up a phone bank. This gets many calls to people in the community asking them to take action by contacting a legislator. However, before you thrust volunteers into visible roles, ensure they feel comfortable talking about your issues and programs.

Build in an early, easy victory for your fledgling group. They will share some of the credit and be more willing to press on.

Be strategic about identifying, converting, and cultivating powerful supporters, or super-evangelists. Have them talk to politicians on their own after you give them proposals that are big on the bullet points and talking points. A strong executive summary might be all you need to prep your advocate.

Use your social networks too.

"Take five minutes to advocate for ..."

Set up a “take five” table in a public place. Here you will help others write or call their elected officials in five minutes or less right there at your table. Provide sample letters, brief fact sheets, volunteers to answer questions, blank paper, pre-addressed envelopes with stamps, cell phones, laptops, the names and addresses of your legislators, a sign-up sheet to receive your group’s e-newsletters; and a big sign reading, “Take five minutes to advocate for ____.” (your cause)

To make sure supporters’ letters fall in the “real” category, make sure they

· sign and print their names on paper,

· spell out their full name on emails,

· include their home address, and

· add a personal note, even something as brief as “I really care” or, “This means a lot to me.”

Use telephone-shaped advocate cards

Make cardstock “telephones” listing the capitol website, telephone number, and the dates when the legislature is in session. Add your logo, website, and agency name, and a request that the holder of the card makes one toll-free call every week the legislature is in session. Give a paper phone to everyone you know: board members, staff, friends, neighbors, family, and the general public.

The government leg

This might be your city or county council, state legislature, or Congress. Know which parts of your goal need government action and which ones do not. Elected officials do not like being asked for help that is available through the private sector, and vice versa.

Interacting with the legislative branch

Get on a list for regular information about legislative actions that are likely to affect your issue/program. This list will keep you informed, provide a sample “message,” and help you know when your voice is needed most.

The more supporters you have from a legislator’s district, the more easily you can influence them. It strengthens their hand when they can tell a colleague, “I support it because I am getting mounds of mail and telephone calls from my constituents who want me to support it.”

The job of getting a bill through hearings and out to the floor will be much easier if the Chair or highest-ranking minority members of the subcommittees and committees are sponsors of the bill and use their influence on its behalf. To reach these officials, you will need highly influential volunteers who have relationships with them. 

Legislators and their staff note the issues that generate the most letters and calls. Ask yours what their communication preference is for hearing from constituents.

State legislatures

Many state legislatures meet for a limited number of days each year (nine are in session all year; a few only meet every other year). Most have little or no staff. If your state has a very short legislative session (6-12 weeks each year), then it may be critical to have a good, on-going relationship with the people who work in the governor’s office or executive branch agencies. Every government entity has a web site explaining how it works and how its staff or elected officials can be contacted.

Making online petitions

A petition shows an elected official that many constituents support the issue and that they want the official to support it too. Presenting officials with a list of constituents who agree with your cause is powerful. Doing this in person provides your constituents with tangible results and possibly media coverage too.

Good petition software is available for free. The one you pick should 

· let signers enter their name and contact information and opt in to your email list (not opt out),

· let you store and report on this data,

· integrate mobile and social media along with sharing buttons for the signers, and

· let you publicly display the list. 

However, if you do a lot of petitions, consider paying for the service since the free platforms usually do not have auto-responses, thank-you pages, visual branding, space for images you can imbed, and/or spaces for signers to leave comments for the official to read. 

Petition-creation websites

Change.org (www.change.org)


Avaaz (www.avaaz.org/en)

38 Degrees (www.38degrees.org.uk)


MoveOn (http://petitions.moveon.org) 

Causes (www.causes.com)



Care2.com (www.thepetitionsite.com)
Act.ly, a Twitter-based petition (http://act.ly)
http://petitions.tigweb.org/home/index.html 

Petitions using Twitter
On http://Act.ly, you can petition those politicians or corporations that have profiles on Twitter to take action on legislation or an issue. Supporters simply tweet the petition to sign on. Each tweet mentions the politician or corporation and prompts the supporter to follow your nonprofit on Twitter. If your petition has mass appeal, it can result in hundreds or possibly thousands of new followers and flood the targeted politician or corporation with mentions demanding action.
Petitions using YouTube

With a video petition, you can 

· urge your community to respond to your video by creating one of their own,

· provide examples and a suggested script,

· feature video responses from the community in a playlist on your channel, and 

· create a compilation video with the video responses to amplify your message.

Petitions using a CRM package

Some constituent-relationship management databases have petition functionality. Examples include Nationbuilder (www.nationbuilder.com) and Blackbaud (www.blackbaud.com). You create the form on either their platform or on www.wufoo.com or www.formsite.com, and pre-populate it with the text of an email for supporters to modify or personalize. 

Lobbying

Lobbying is defined as sharing your views with a legislator (“direct lobbying”) or the general public (“grassroots lobbying”) on a pending or proposed piece of legislation. “Legislation” means anything a legislative body must vote to adopt or reject—whether a law, resolution, proposal, nomination, treaty, zoning rule, or anything else. It also includes referendums, initiatives, and constitutional amendments that must be placed on the ballot and voted on by the general public. 501(c)(3) nonprofits are restricted in the amount of lobbying that they can do. 

Grassroots lobbying is very effective if lots of voters become involved, and it includes mass mailings, public meetings and rallies, press conferences, websites, advertisements, and all other efforts to encourage the general public to share their views with public officials about a pending or proposed piece of legislation.

A lobbying website for nonprofits

The Center for Lobbying in the Public Interest (www.clpi.org, www.clpi.org/why-advocacy), is a great resource for nonprofits interested in advocacy and lobbying.
Advocacy by nonprofits but not lobbying

Advocacy that doesn’t fall within the IRS definition of lobbying is completely unrestricted for nonprofits. Such non-lobbying advocacy includes

· Advocating for administrative action: Lobbying only involves something a legislative body can vote on. It does not include items voted on or otherwise approved by administrative bodies, whether they are elected or appointed. You can try to persuade members of administrative bodies and their staffs to take any action within their authority, including voting on laws, rules, proposals, budgets, or other items. However, the IRS calls it lobbying if your nonprofit asks an administrative body to propose, support, or oppose legislation that would have to be voted on by a legislative body.
· Advocating for an executive action: An executive action is anything an executive—such as the president, governor, or other elected executive—can do without obtaining approval from a legislative body. For example, it is not lobbying to ask the governor to commute the death sentence for a prisoner because this does not require a vote by the state legislature. However, requesting an executive to support or propose legislation is lobbying because adopting the legislation would require a vote by the appropriate legislative body. For example, it would be lobbying to ask the governor to support a bill outlawing the death penalty.
· Lobbying by individuals: Only official acts are attributable to an organization. Thus, lobbying by individuals is not attributed to the nonprofit if it is done without its consent or approval. Similarly, lobbying by an employee, officer, or director of a nonprofit is not attributed to the organization when it is done in a purely private capacity, not as a representative of the nonprofit. A person’s actions on behalf of a nonprofit are “official” if the person acted within their authority, or the actions were later approved by the nonprofit.
Contacting legislators

Calling them

Elected officials and their staff usually prefer phone calls to email.

If distance is an issue, ask your legislators to “meet” via Skype. One member (or your lobbyist) can be present in their office while a group joins via Skype from back home in the district.

Politicians and decision-makers pay attention when citizens call and convey their views. Let them know who you are, what you are calling about, and what you want from them (e.g., support for a bill, opposition to a budget cut, or an action on a proposal). If there is a message machine, state your name, what you want them to support or reject, and then spell your name and address. Follow up later with another phone call.

Announce a call-in day 

Often the people you want to involve as advocates cannot get to the meeting with your legislators. So, use your newsletters and email lists to announce a “Call-In Day.” Urge everyone to call three elected officials (the same ones - perhaps your two senators and your representative) and provide a sample script. This way, legislators spend one day in personal visits from those who visit and another day on phone calls/phone messages from those who can’t. It is doubly effective without being twice as costly.

Writing them

Since each letter is counted separately, ask every member of your group to send one, rather than sending a single letter with multiple signatures. Personalizing each letter also makes an impact. 

Your letters do not need to be on fancy stationery or written in technical, legal language. At a time when mass-produced letters are common, handwritten notes are often the most powerful.

Most state legislators say that 10-15 letters on a single issue will get their attention. To a part-time legislator with little or no paid staff, three or four dozen letters loom very large.

· Include your name, phone number, and address so they will know you live in their district;

· Cite the bill, policy, or budget item (by name or number if you know it);

· Say whether you support or oppose it, and briefly why;

· Be factual and speak from your own experience or knowledge; and

· Ask for them to vote in line with your opinion.

If you are emailing them, mention the bill number or issue in the subject line. 

Visiting them

Make an appointment. You can call the state capitol for your state legislator’s number; members of Congress are listed in the blue-edged pages of the telephone book, and all have websites. If you don’t know who your legislators are, find the district number on your voter registration card, call your county clerk, or go to your state website.

If you make an appointment when the legislature is in session, there is no guarantee the legislators will be able to keep it. Legislative schedules change at a moment’s notice. Don’t take it personally; it is just “how it is.” Meeting with staff is also a good thing; they have a lot of influence with their bosses, know the issues, and do much of the work.

Often you will only get a few minutes to make your point so have ready a short, 60-second version of what you want to say, and a 30-second version too. Focus on the impact in the legislator’s district. Start with the 30-second version, then move to the 60-second version, and then add more details if there is time. Regardless, bring a fact sheet to leave with them. 

What to say when meeting them

· your name and where you live in their district; 

· your group or agency and its location in the district; 

· the issue you came to talk about, along with the name and/or number of a bill;

· any coalition your group is a part of, and the number of members in the official’s district; 

· how your current efforts help in that district, such as putting public dollars to work there;

· how the issue in question will affect you and other voters in that district; 

· how you want the legislator to vote on the issue (Please vote for/against ….); and

· that you will share the results of this meeting with the other members in your group/coalition.

Put the above in your fact sheet, along with your contact information. 

If you don’t know the answer to a question, don’t panic. Say that you don’t know the answer but that you will find out and get back to them, and then do. Before leaving, ask with whom else you should meet. Follow up with a thank-you note and any information that was requested.

Methods for beginner or shy advocates

Go with an experienced buddy

Go with an experienced “buddy,” someone who has spent a lot of time at the capitol. You will not have to say anything unless you want to; just being there is a learning experience and a contribution. After tagging along a few times, you will feel competent to lobby on your own.

Carry a folder with your logo

Whenever you go to a meeting with public officials, carry a folder with fact sheets and other  information about the issues on your legislative agenda. Make clear, large-type labels that identify your group and/or key issue and put them on your folder. 

Badges/t-shirts

Wear a badge and t-shirt with bold colors on a neon background, and sell the t-shirts to others to raise money and visibility for your cause.

Role-play calling

At one of your member gatherings, do a two-person role-play of a legislative call to the capitol for all to hear. One person plays the operator, and the other plays the constituent. A volunteer can do an actual call and put it on speakerphone for all to hear. Then ask everyone present to do this with a partner. Also pass out business cards cut from brightly colored card stock with the telephone number of the capitol (or in some cases, the names and numbers of the legislators from their district), the hours the switchboard is open, and the legislature’s web site.  

Actual calls

Calls are good for the politically shy because as often as not, they are answered by a receptionist, operator, or machine. Callers just need to leave a brief message, name, address, and/or phone number. No questions are asked, and no positions are challenged.

Testifying at public hearings

Open hearings are a great way to make a public record, to bring an issue before the public, to get questions and points of opposition out in the open, and to inspire your advocacy group. Citizens can urge committee members and staff to schedule a hearing. Do so well before the date of a vote so there is more time for changes to be made. 

You may need to contact the staff of the legislative committee and ask to be a witness. The preference is for witnesses who represent organizations and coalitions with many voters. Or, you may just need to arrive early and sign up, which is common in part-time or local legislatures. 

When testifying, have a short summary with just a few highlights because you might get cut short. Know the material well so you can look committee members in the eye, and rehearse your answers to the most likely questions. In some cases you can tell friendly staff in advance those questions you would like to be asked.

Effective testimony includes

· a jargon-free, 5-10 minute statement (3 minutes at the city or county  level) about the issue;

· the facts, including those you represent and your involvement in the issue;

· your points of agreement or disagreement with what others have said;

· changes you would like made;

· examples of who will be affected by the issue; and

· a rebuttal of the opposition’s main argument.

Testimony by a non-profit official is not lobbying by the IRS if you receive an official invite from a governmental body or legislative committee. The request must be made in the name of the body or committee rather than by an individual member. If requested to do so by the legislators, you may even offer your opinions or recommendations regarding specific legislation.
Hearings are usually recorded for public-access cable television. Post your segment in a video clip on your website for your members and donors to see.
Hosting a site visit with your legislator

Site visits – whether at your office or at one of your projects – are a great way for legislators to see what you do and the people you serve. Consider these aspects of the visit:

1) The message: What do you most want to get across to your visitors? 

2) The setting: Given the message, what locations or circumstances would be best? 

3) The messengers: Who can best make your points? Consider board members, volunteers, staff, clients, neighbors of the project, and people familiar with your funding. What would you want each participant to say or do? What programs, classes, or activities should they highlight?

4) The supplemental materials: What written materials should your legislator take away from the visit? Are there any charts, graphs, or photos with helpful information?

Hosting a forum for legislators

You may also want to hold community forums on issues and invite legislators. Have a panel and use these panelists for what amounts to a seminar for the legislator. This is great for explaining a complex community issue not easily summarized in a fact sheet.  

Importance of thanking

Elected officials deserve to be thanked for policies that work and for helpful budget decisions, and thanking your supporters is essential, even if you don’t win.

After getting their support

Do not stop once your representative supports your cause. A supportive legislator can add value by talking to other legislators, publicizing your cause in their district newsletter, writing an op-ed piece, giving you advice on approaching others, speaking on the legislature floor or in caucus, and by doing other tasks to help you win your issue. As time passes, values can change or advocacy from opponents can take its toll. Stay proactive so your supportive legislators won't change their minds.

Know when a compromise is acceptable. You can build on a small good version. 

Interacting with the executive branch

Once the legislative branch passes a bill, an executive agency drafts its regulations as well as a notice that invites comments from the general public. As an advocate, you need to analyze these documents, clarify them for your members, and let them know when comment letters are needed. New federal regulations are published daily and can be found in the Federal Register, in the nearest office of the relevant agency, and on www.nara.gov. State regulations are published less frequently and can be found in a state library or the secretary of state’s office.

Each notice includes the name of the agency, the final date for comment letters, a phone number for questions, and an explanation of the regulation. Your letters should describe your group, your expertise, and why you are interested in the proposed regulation. Acknowledge which points you agree with and which ones you don’t. Also describe the potential negative impact of the regulation, and if possible, suggest alternative language.

Each letter is counted separately, so ask every member of your group to send one, rather than sending a single letter with multiple signatures. Have the writers personalize their letters. Email might be an option. Lastly, send a copy of each comment letter to your senators and representatives. 

The media leg

This refers to everything we do to spread the word to more people, whether through the traditional media or through social media, newsletters, and public notice boards. We need this leg because elected officials follow the media, because we need to reach more people, and because we must counter the misinformation that often appears elsewhere in the media.

Start by making a media kit for your organization. Get ideas from others about what to include. Anyone associated with you has to be on the same page with this information. You may want to develop a set of guidelines, maybe even a formal policy.  You may also want to assign someone who is personable and articulate to be your media relations contact. If you do this, everyone else should funnel media inquiries to this person, who should know which reporters cover your issue.
You can also try inviting someone from the local media to explain to your group how they work. They are always looking for good stories, and you may have one.

If you run an online community

Whenever there is a topical issue, issue a statement on behalf of the group, a statement that can be collaboratively edited. This tells your members that they are making an impact, but more importantly, other people will learn about your community and decide that it’s worth joining.  

The process of pitching

Call to confirm the most appropriate person for your story at each outlet, and ask for the preferred format for your submission. Most outlets will want a press release, so paste it into the body of your emailed pitched letter. This way they won’t have to open an unknown attachment. 

If you don't receive a clear response to your initial release, call again in a few days.

If a reporter covers your event, introduce yourself and be available to answer questions or to introduce the reporter to key people, but don't be a pest. Let the reporter find his own story.

If your situation changes and the press release is no longer accurate, immediately call in the change and, if necessary, revise and resubmit your original release.
Lead times and when to pitch

Even after a media outlet expresses an interest, an appearance can take up to three months. So, for example, if you know that a lead time for a magazine is three months, contact the appropriate writer four months in advance. Her team needs time to discuss it internally before deciding.  

Aim for government holidays, which are the slowest news days. If you pitch on a day when the media is starving for news, you're much more likely to get coverage.

Newspapers
· daily newspapers: between a few hours and two weeks, depending on the section
· weekly: two to four weeks

Magazines
· weekly: two to four weeks, unless the topic is extremely timely and newsworthy
· monthly: three months
· quarterly: four to six months

Radio shows
Most shows book guests between a day and several weeks in advance, depending on the topic. It helps if you can fill in on a last-minute basis in case another guest cancels at the last minute.

Television shows
News shows may book guests a few hours before the broadcast while a national show may book several weeks in advance unless the topic is extremely newsworthy.
Who to pitch to

After you gather your list of outlets to target, call and verify the name of the person at each outlet who is responsible for covering the topic you're pitching. 

Shows: segment producer or talent booker

For shows, pinpoint the exact ones that interest you. Call their production office and ask for the name of the segment producer or talent booker who is responsible for booking guests. Don't pitch directly to the executive producer or host. At smaller shows, especially at local stations, you may discover that the right person is the show's executive producer or host; first contact a segment producer or talent booker unless you know that this is true.

Print journalists

If you're pitching a print journalist directly because you saw something that she wrote, let her know what you liked about it and then show how your work is appropriate for her readers.

Try to identify the journalists or reporters first. Get to know them better by visiting their websites and possibly accessing their archived writings. Many journalists put their e-mail addresses right there in their bylines. Send an email, making it short and to the point.

Bloggers

If you haven't met the person, try to get a referral from someone who knows both of you. Or try to meet them at events they might be attending. 
Like or follow them on LinkedIn, Facebook, Twitter, and their blog. Then comment on their posts with something positive, helpful, and insightful. You may also want to share their posts with others (ie, retweeting). Bloggers notice who has spread their posts and tweets, so do this for the posts/tweets that you like. The process is about getting them familiar with your name.

Customize your pitch and keep it short. The ideal length for a pitch to a blogger is a five-sentence email: who you are, what the name and subject of your project is, what the gist is, and what you would like her to do. Send your email during the weekend or first thing in the morning (recipient's time). After two to three days follow up on your e-mail. Send an even shorter e-mail to ask if she received your previous e-mail and if she would consider blogging about your work. A week later, send one more e-mail. Then give up; it wasn't meant to be.
Email a pitch letter

In the first paragraph, introduce your group; in the second, talk about why you are credible; in the third, explain why that outlet’s audience would be interested in your work; and in the final paragraph, invite the journalist, editor, or producer to review your press kit on your website and to contact you if she’s interested in booking an interview or receiving more information.
Keep the length to a page, and use the 1st person.

Keep a pitching spreadsheet

Categories to include 
· Media organization name
· Media contact name and title
· Area of expertise/interest
· Email address
· Phone and fax number

· Notes
· Date log

You may want to assign this task to a team of volunteers with each one researching a different sector, such as print, radio, television, online news services, etc. Exchange your lists with coalition partners.

Writing a good press release

Make sure your topic is relevant. Have a news hook and help the journalist or blogger by providing information, analysis, or assistance. For in-depth help, see one of the press-release websites below. Keep your press-release boiler plate updated with new appearances.
Format

Have a link in your letterhead to your online press kit (photos, graphics, videos, previous media coverage, social-media pages, website, and blog). For your margins, have 1” on the top and bottom and 1- ½” on the sides. For the font, use TNR, Helvetica, or Arial. Double-space the body with justified text; use 1-1/2 line spacing to fit the text on one page. If you go to a second page, put More. . . at the bottom-right corner of the first page, and at the top center of the second page, display a phrase like "Page 2 of 2." Lastly, print on 8 ½”-by-11” white paper.  
Letterhead
Contact: Your PR person's name (10 pt., no bold)   
    FOR IMMEDIATE RELEASE (12 point) 

Phone number: align left
E-mail: align left
Headline: Use 1-2 lines (no more than 10 words). Format it in bold 14-16 point size. Centered
City, State -- Date with year - First paragraph includes your name, title, and Who? What? Where? When? Why? How? (justified)
The next 1-2 paragraphs: what sets you apart, who you are targeting, and why people may be interested. If your first paragraph doesn't fully answer the "w" questions, then do so here. If you have a great blurb from a well-known person who can speak to your subject, include it here and edit it down if necessary. Also have info about upcoming events of yours, such as speaking engagements, workshops, or lectures. Have more info about your work and a quote from you, plus a quote or two from outside experts.

About (Your Name): 

Your bio paragraph. Describe your credentials, establish yourself as an expert, include reasons why you make for an interesting guest, and list your website. The final sentence here states, "For more information, or to schedule an interview with [your name], please call [publicist’s phone #], visit [website], or send an e-mail to [publicist’s e-mail address].  Even if contact information is already on the letterhead, repeat it here – full name, title, address, phone #, fax #, e-mail address, and website.

# # # (centered at bottom of page)
Good press-release websites

www.prlog.org (free),  http://communitymediaworkshop.org/resources, www.PRNewswire.com  
Press kit

Put on your website as much of your press kit as possible. Then link to it when you email your pitch letter and customized press release to each media contact. 

Include the following:

· a one- or two-page general press release about your advocacy work that includes your mission statement, objectives, beneficiaries, and notable activities;
· short biographies of significant personnel (a paragraph for each);
· Q&A with one-paragraph answers for each;

· articles about you: cleanly reproduced, with the publication name and the date;

· topics for discussion, articles, workshops, and lectures; 
· a list of the shows in which you have been featured, with a link to the clips; and

· your contact information.

Sample questions for Q&A section

· Tell me about your work. What it is about and who are the beneficiaries?
· What are three ways that the beneficiaries benefit from your work?

· What initially got you interested in this topic?
· From where does your funding come?
· How can someone volunteer to help?

· What is the most interesting or unusual thing you have learned while doing this work?
· How did you know that you have followed the best strategy? 
· What sets your work apart from that of others?
Interviews

Preparing

Create a list of 20 questions you think they will ask, and write out answers that are less than 50 words (a 15-second sound bite). Think about what you most want to say. Include both your questions and answers in your press kit’s Q&A section. A good quote sounds right, is short enough to remember, touches the heart, and includes a call to action.

Record the sound bites in advance and play them back. Keep doing this until you sound authentic, as if it's the first time you've ever been asked that. Now take a second to think about your response even though you know exactly what it is. Then videotape a mock interview with a friend. Have her ask you the questions that you fear the most or other things to unnerve you.
Television in particular

Watch the show for several days before your appearance. See what people wear and dress accordingly. Avoid patterns, stripes, and white clothing. Blues usually work great on television. If it is a low-budget production, lightly powder your face to reduce the shine.

Once you are with the crew, ask where you should look, how long the interview will be, and what the signal is for wrapping it up. Also ask if your web address can be posted along the bottom of the screen during the interview. Most news channels also make links available on their website for a limited period of time.

Start the interview smiling and focus on being calm, concise, precise, and persuasive. Give your audience a concrete tip that they can try with others.
If you are in front of a live studio audience, include them from time to time with eye contact and gestures. If it's a show that has a Q&A, refer back to a previous question an audience member asked. This helps to gain their support.

For interviews at your place of work and not in a news studio, consider what you want viewers to see. How can you help viewers get a sense of your mission? Focus on the work actually being done and not from people talking about the work that's being done off-camera. If you have interesting footage, provide it to the producer to cut away to during your interview.

Other mediums
For radio interviews, speak slowly in simple sentences. Listeners can’t see you speaking. 

For phone interviews, be warmed up both physically and vocally. Use a land line and suspend your call-waiting.

For print interviews, have it someplace quiet where you're comfortable. Look good even if there won’t be a camera. 
Beware the interviewer’s friendliness

If he is friendly beforehand, don’t assume he’ll be friendly during the interview, or vice versa. Assume that he is just trying to get you to say something you'll regret. It will be carried all over the internet against your will. 

Also never say anything to a member of the press that you would not want to see in the news the next day. You are always "on the record" when speaking to or emailing anyone in the press.

Afterwards

Ask when the interview will be made available on their website. If it is a video, see if your organization can embed the video on its website or social-media sites. Also get business cards for sending thank-you notes. In addition, ask if you can add their name to your email list. They might need a story someday and call you. Once you leave, write up the events while they're fresh in your mind and post them on your site.
If misquoted in an interview

First, keep your cool. Next, write down the errors in the article and call the reporter or send him an email. Calmly go over the items, and ask him to print a correction in the same spot in the next issue. He probably has to talk it over with his managing editor, but most newspapers are willing to fix errors. The good news is that the correction gets your name in print again.
Choose your battles wisely. Don't duke it out over every misspelling or piece of erroneous reporting related to an upcoming event. However, if the article compromises your mission, tarnishes your reputation, or in some other way creates a negative public image, by all means take action. You want to maintain a relationship with the publication while also contesting false or misleading statements about you.

Other ideas for getting media exposure

· Rewrite a letter to your senator as a letter to the editor of your local newspaper. If published, you will reach other voters. If not, you are still getting across your point of view on this issue to the editors at the newspaper.

· Relay a call to your representative’s office to the audience of a radio call-in show. 

· Consider pitching to local high-school newspapers, written by students. Suggest a five-part series on advocacy work in the community, and suggest your organization as an example. Have the students interview the state and local elected officials from their communities to learn their positions on public funds for your issue. Then when the various articles are published, urge the student editors to send copies to elected officials from their area so that they see themselves in print on the topic. Bright young high school seniors, who are also newly eligible voters, will engage with their elected officials, and elected officials will know that teachers, parents, and other school personnel are reading their replies to the students’ questions. This is a great example of low-cost, creative media work.

· Join HARO. Help a Reporter Out (HARO) is a service to help reporters find sources for stories. Sign up at www.helpareporter.com. You'll get three e-mails a day with a list of requests. When you see one that matches your expertise, contact the journalist with a pitch. If you're selected, you’ll get free publicity.

· Publicize events. Get on the events calendar for the venue in question and send your press release to the local media to get on their calendars. Do this a month before the event. Send out another release two weeks later and then a final notice three days beforehand. If you can, get the local media on the phone and pitch to them.
Larger newspapers and many other media outlets assign the preparation of calendar sections to specific editors. When you put together your media-contact list, identify the calendar editors. 
Also use social media to spread the word. Mention it in your online communities, and afterwards, share pictures or video, which should also be put on your website.  Slice long videos into five-minute clips. 

Have a media crisis plan 

Have a media plan for breaking news and crisis situations.

Levels of good advocacy

Beginner level

Every month do at least one of the following:

· Get on the mailing list of an advocacy group that focuses on an issue you care about.

· Get a friend interested in your issue and excited enough to do something about it – anything (learning more, attending a meeting, or showing up once to volunteer. Do not worry about what they do; once hooked they will learn for themselves what they enjoy doing the most.

· Inform a stranger. You can have an impact just by carrying on a loud conversation in a place where others are sure to hear: the subway, a checkout line, or elevator. You could post a fact sheet on the bulletin board in your apartment complex or local grocery store, put an informative bumper sticker on your car, or post something on a computer bulletin board for other subscribers to read. Or, you could ask your community group (e.g., Rotary, church, PTA, etc.) to consider forming a task force on this issue. 

After six months, you will be better informed, and you will have gotten more people thinking about this issue.

Intermediate level

Every month, do each of the following:

· Do one of the things from the beginner level.

· Write a policymaker (federal, state or local). The first time is the hardest. 

· Call a policymaker. 

· Visit a policymaker, or at least Skype with them. Those who start out as the most timid and the most reluctant turn out to be the best converts once they try. 

Advanced level

Every week, in addition to the intermediate level, write, call, or visit other voters. You should recast to these other voters every one of your letters, calls, and visits to policymakers. This will double (or triple) your impact with only a fraction more investment of energy and time.

For example,

· rewrite the letter to your legislator as a letter to the editor; 

· call a radio show with the message you left on your council member’s message machine; or 

· repeat at the Rotary club or in your yoga class what you said to the mayor. 

Advocacy technology checklist

· Consumer/constituency relationship management software (CRM) 

· SMS/text messages

· Online fundraising campaigns

· Online petitions

· Blog

· Social networks (Facebook, Twitter, LinkedIn)

· Video and photo-sharing services (YouTube, PhotoBucket, Instagram)

· Webinars

· Online advertising/banner campaigns

· E-newsletters

· Website dedicated to your campaign

· Social-sharing buttons on your website (www.sharethis.com or www.addthis.com).

· An analytics service such as Google Analytics

Helpful advocacy websites

· The Advocacy Project (www.advocacynet.org/page/services) assists with content development and dissemination, needs assessment and technical support, web design, networking, policy analysis, and campaigning support.

· The SPIN Academy (http://spinacademy.org/resources) offers media technical assistance on everything from developing a media plan to photo opportunities and media events.

· TakingITGlobal (www.tigweb.org/resources and www.tigweb.org/action-tools) aims to get youth to act on the world's greatest challenges. It is one of the biggest networks of young people learning about, engaging with, and working towards these issues. 
· Bolder Advocacy has tools to help you and your organization assess and build capacity, and evaluate your advocacy. (http://bolderadvocacy.org/tools-for-effective-advocacy)

· The Building Movement Project has research, tools, training materials and partnership opportunities for advocacy-oriented nonprofits. (www.buildingmovement.org/our_tools)

· Advocacy tools from the Aspen Planning and Evaluation Program (www.aspeninstitute.org/policy-work/apep/tools)

www.dosomething.org 
www.idealist.org/act
Making an advocacy plan 

1. Define as specifically as possible your issue, your first goal, and your message.

2. Be accountable to the beneficiaries of your work.  

3. Make a checklist of what information you need. Collecting information is a good way to involve your volunteers, especially shy people. Librarians and Google are great resources.

4. Set some interim goals with deadlines, assign the required roles, set decision-making procedures, and make a conservative budget. Assign the advocacy responsibility to someone other than the organizational director. Rely on your commitment, persistence, voters, and your ability to attract the media.

5. Get to know the decision-makers, their staff, and their needs. Just humanize your facts and talk about people you know. Most people help someone they feel they know. Learn when to ask for something (or not). For example, don't try to get a bill introduced at the end of a session or try to seek funding for a project after the budget has been set. In your own time offer to do research, help in a campaign, and pitch in when they need extra hands. It will not go unnoticed.

6. Broaden your support. Think who your unlikely allies might be. These alliances signal that voter support is broad, and according to politicians, broad support equals more votes in the next election.

Assessing your plan

• Does your group have the expertise to carry out your advocacy plans? If not, can you get it?

• How much time will your plan require? Do you have the time?

• How much will it cost? Can you afford it?

• Will engaging in the advocacy activities have benefits beyond immediate legislative goals? 

• How will the advocacy activity help your organization’s leadership or staff?

Forming a coalition

A coalition is an organization of organizations. Partnering with other organizations can help you add resources, credibility, and sheer numbers to your efforts. If you can produce a document that ten other organizations have signed as well, you will get more attention from legislators. 

Ideally you should partner with organizations that have some influence or expertise in advocacy work, those with a track record of dealing with legislation. You should also partner with organizations that are easy to work with and that will assume their share of the responsibility.

Identify a convener and likely coalition members

You may want to be the convener – calling others to join in with you, or perhaps there are other groups with more experience, resources, or staff. Decide on the principles that coalition members must support. Next, think of some unlikely allies. Having odd partners sends a political signal that you are talking to more than those who already agree with you. 

Identify key contacts within each group

Identify decision-makers from each group who can speak for their members on short notice and who can disseminate information throughout their networks. If you have a good issue, share the idea with these people at a brown bag/brainstorming lunch. You will quickly see whether there is enough interest or whether there is something else on which you all can work together.

Identify a good issue

Some issues are too narrow or too localized to warrant a coalition. For these you can set up a time-limited, single-issue campaign rather than an on-going, multi-issue coalition. Campaigns could be structured so that member groups can opt in or out, provision-by-provision. Or, participants can agree that for purposes of a particular campaign, every group on the list will promise not to work against other groups on the list. They do not have to work for what the other group wants, but they will not let politicians pit one part of the coalition against another. 

Identify logistical and decision-making responsibilities

A large coalition should have a streamlined decision-making process to respond quickly to the fluid legislative environment. Responsibility for logistical support can rotate among groups.

Discuss the downsides to coalitions

· logistics and the convening of meetings;

· formal by-laws of some organizations that make group decision-making difficult;

· the difficulty of getting agreement on who votes, who takes responsibility for what, etc.;

· shared credit and shared blame; and

· the unfounded fear that everyone in the coalition has to agree on everything.

Technology for nonprofits

Learn from watching larger nonprofits

Follow large organizations with programs and a mission similar to yours. Large nonprofits have the resources to experiment, hire consultants, and get extensive training on what works and what doesn't. Learn from their successes and their expensive mistakes.
Good nonprofit tech portals and blogs

www.nptechforgood.com 
https://techimpact.org/our-resources 

www.techsoup.org

www.nten.org (see its TechFinder directory of tech services)
www.idealware.org 
Intra-enterprise collaboration tools
Features to look for

· user profiles with options for contact information and a thumbnail photo;
· instant-messaging options;
· notification system for time-dependent tasks and announcements;
· access to documents on servers, and a version-control system with commenting options

· group setup with permissions for users to be added to the group or follow a group;
· search capability for people, topics, documents, and keywords;
· ability to tag information like @mentions that will pull others into the conversation; and
· ability to work with information from other applications through plug-ins or APIs;

· ability to handle large files;

· presence indicators to know when others are active on the documents;

· activity feeds and email alert profiles to keep abreast of latest activities per file or user

· security and compliance framework

www.google.com/nonprofits, chrome://apps/ 
www.zoho.com/collaboration-apps.html
https://slack.com/




www.huddle.com/foundation 

https://redbooth.com 




www.glasscubes.com 
www.basecamp.com 




 

http://office.microsoft.com/en-us/non-profit/compare-office-365-for-nonprofits-plans-FX104081605.aspx (scroll down on this page) 
http://en.wikipedia.org/wiki/List_of_collaborative_software
Software product reviews

www.pcmag.com 

www.cnet.com 
Collaborative real-time editing problem
The complexity of real-time collaborative editing solutions stems from the speed of communication technology, or rather network latency. Users need their own edits incorporated into the document instantly, but if they are incorporated instantly, their edits must necessarily be inserted into different versions of the document.

Suppose Bob and Alice start with a document containing the word Mary. Bob deletes 'M', then inserts 'H', to change the word into Hary. Alice, before she receives either edit from Bob, deletes 'r', then deletes 'a', to change it into My. Both Bob and Alice will then receive edits that were applied to versions of the document that never existed on their own machines.

Social-bookmarking websites

Features to look for: ease of gathering the bookmarks; researching features (capturing, annotating, highlighting, tagging, and so on); cataloging and retrieval capabilities; and ease with which you can share, follow others' activities, and collaborate to compile results. 
https://en.wikipedia.org/wiki/List_of_social_bookmarking_websites
Working with a crowdsourcing provider
What is a crowdsourcing provider?

Crowdsourcing providers (CSPs) offer crowdsourcing services for a fee. Most crowdsourcing providers (CSPs) have their own highly specialized crowds, develop their own sets of tools to manage the crowds, and help you conceptualize your project and split it in microtasks to be crowdsourced. In addition to more options and choices, you usually see deeper cost savings with CSPs than you see when crowdsourcing on your own. Just be sure that the CSP you choose puts a major emphasis on quality assurance and controls.

Crowdsourcing must save you both time and money to be worthwhile. You must be able to articulate your objectives, the smallest steps needed to reach them, the tools and resources required, and also the lowest levels of quality and accuracy that you will accept.
When in doubt, contact the company and ask whether its workers are right for your task. The worker must be able to do the tasks online, the tasks should be basic enough for people with low skills, and the tasks should be achievable, verifiable, and measurable.

A good CSP will be clear about your role and their role, and the tasks that they will perform. Your role is to articulate your need, give timely feedback at each stage, and pay. The CSP helps define the project, craft the project brief with your input, announce the project to their crowd, vet the submissions for quality assurance, and give you with the best submissions.

Choosing a CSP
Look for

· a clearly articulated discovery process: They should have a process in place to get as much information from you as possible to understand your goals and objectives.

· a transparent cost structure

· an established process
· a technology platform: Most providers have thought through the technology they need to carry out the crowdsourcing process and many have specialized systems to facilitate it.

· a built-in crowd: Your project might require a custom crowd, but you should work with a CSP that has a base of primed crowdworkers ready to perform the kind of work you need.

· a track record: Look for providers with a list of satisfied clients, with referrals at the ready, and with proven examples of how crowdsourcing has worked and how they have successfully helped to carry out projects and campaigns for others.

· an acknowledgment that not everything should be crowdsourced.
After you select a CSP

1. Work together to identify the skills needed and desired outcome. (You and the CSP)
2. Develop the project or creative brief. (CSP)
3. Convert the order into microtasks. (You and the CSP)

4. Draw up a list of deliverables and a timeline. (CSP)
5. Select the accuracy level and type of quality control you want. Each percentage increase in accuracy makes a major difference. Expect to pay more for higher accuracy requests. (You) 
6. Assemble/upload project assets and supporting documents. Workers are assessed on their skills to qualify to work on your task. They log on to the site to process your task. Other workers do quality control, based on the level you chose at the beginning. The workers finish your order by putting the completed tasks back into the overall project.  (CSP)

7. Publish the project to the crowd. (CSP)
8. Review work submissions. (You and the CSP)
9. Provide feedback, make selections, or continue the modification process. (You and the CSP)
10. Review iterations or modifications, and then accept the work. (You and the CSP)
11. Pay the CSP. (You) 
12. Pay the worker or work team. (CSP)
13. Apply the results or leverage the outcome. (You and the CSP)

Specific CSPs

For volunteers

www.sparked.com/welcome/nonprofit#1 
Translation-services only

Quality translation requires more oversight than other types of crowdsourced work.

www.lingotek.com 

www.lionbridge.com

www.gengo.com 

Multi-industry ones 

www.crowdsource.com 
www.clickworker.com/en

www.mturk.com 

www.samasource.org/services
More on Amazon’s Mechanical Turk

On www.mturk.com, the tasks that you want completed are known as a HIT, a Human Intelligence Task (HIT). To get started, log in with your existing Amazon account or create a new one. Then watch the video tutorial before designing your HIT, publishing it, and managing it. You must pre-pay with either a credit card or bank account. 

After you set up your HIT, set your rules, including time allotted per assignment (to dictate how long a worker can hold on to your task) and an expiration date. You can target your HIT to workers with a high approval rating or publish it to the entire worker crowd. If you choose a higher approval rating, this will eliminate lower-quality workers and new workers who haven't yet been rated.

You can also check a box labeled “Required for Preview.” This allows those with the right qualifications to view your HIT details. The worker crowd at large can still see your HIT listed with a description, but only qualified workers can claim the task.

After you build the framework for your HIT, set your reward. The site sets five cents as the default. A higher amount can bring in workers more quickly. You can also request multiple workers for the same HIT to get more answers with a greater number of perspectives or for comparison purposes. Next, enter the amount of time you are allotting for the automatic approval of work, such as four days. This is a safeguard to ensure the worker gets paid. Otherwise, you have control over the payment once you review the completed work.

To review task status and the work performed, go to the Manage tab. Review work within the time frame you set, and approve or reject it. If you don't take further action, the system will automatically approve and pay the worker.

Just the design industry

A specific agency for this

GeniusRocket (http://geniusrocket.com/#approach) offers curated crowdsourcing to create videos. Its community includes filmmakers, animators, and web and graphic designers.
Crowdsourced competitions

www.guerra-creativa.com/en 

www.squadhelp.com

www.crowdspring.com  

www.zooppa.com 


www.99designs.com 

www.logoarena.com 

Crowdsourced design competitions are like a request for proposals, or a pitch or bidding process. Applicants perform speculative work, or work "on spec;" they work on a design to near or full completion and submit their design in response to an open call. Someone gets the job or their work gets picked, and they receive some kind of consideration for their efforts.

Most competition sites focus on marketing, branding, design, coding, ideas, and innovation. Most sites give you the title of “client,” but sometimes they use terms like "seeker." The person who submits a response might be called a worker, a crowd member, or a solver, or the title may depend on her skill set, such as a designer, a coder, or a creative.

In addition to giving you a lot of creative possibilities, the crowd gains exposure to your brand and can promote it to their social media connections. 

Common pitfalls include an amount of prize money that’s too small, a crowd that’s too small, a project that’s too complicated, or a turnaround time that’s too short.

Some competitions let you walk away at the end without paying if you don’t select any of the entries. However, if you guarantee that you will pick a winner and will pay, you will see more entries because it's more enticing to designers to know you are committed to the competition.

Steps:
1. Pick a competition website.

2. Name and define your project. Describe the product’s intended use and audience.

3. Articulate your desired outcome, and list criteria that are as objective as possible.

4. Outline special skills or considerations for crowd participants.

5. Specify a timeline and a price.

6. Assemble/upload project assets and supporting documents, such as logos and brand guidelines, and also point to examples that you like by other organizations.

7. Publish your project.

8. Review work submissions. Consider assembling a panel of experts to advise you and help you vet the completed work.

9. Provide feedback. Good designers tend to wait toward the end of a submissions process to learn from your feedback given to others. Inevitably, you will find the design you want a few days before the project’s end. Also, participants are fueled by feedback and constructive criticism even if they are not selected; this helps them improve for future competitions.

10. Review iterations or modifications. 

11. Accept work and pay worker. Make a timely decision instead of belaboring the final review process. Crowd participants want to know if they're on track or are the "winning" creator. If so, they expect prompt payment. If not, they can move on to the next assignment.
Your website
Consider what you want

What are your goals for your website? Develop a rough outline of the functions and features you want. The more specific you can be, and the more examples you give of sites that you like and don’t like, the easier it will be for your web designer and the cheaper it will be for you.  
· What would the user want the system to do?

· How would the system fit in with the user's normal workflow or daily activities?

· How technically savvy is the user and what similar systems does the user already use?

· What look & feel styles appeal to the user? "Look and feel" is a term used in respect of a graphical user interface and comprises aspects of its design, including elements such as colors, shapes, layout, and typefaces (the "look"), as well as the behavior of dynamic elements such as buttons, boxes, and menus (the "feel"). 
Look at the bottom of the websites you like to see who designed them. To see the software used to make and operate a website, enter its URL into the search box on www.builtwith.com . Also call up these organizations and ask what companies, services, or individuals they used. 
· What problems did they run into? 
· What software does their website use? 

· What would they have changed if they could go back and do it all over again? 
· What difficulties might arise for other developers in maintaining the site?

A good forum for web design 

Webmasterworld.com has forums as well as information and links to specific website programs.
www.webmasterworld.com/home.htm     www.webmasterworld.com/new_web_development 

Free online tutorials

www.trainingtools.com 

www.webmonkey.com/tutorials
www.w3schools.com/default.asp 
www.codecademy.com 

Also see the relevant for Dummies learning software, which wouldn’t be free of course.

Pages to perhaps have

· homepage (with a search function box)

· “About Us” page 
· “What we do” with mission and vision statements, as well as organizational goals
· logic model flowchart
· organizational history, your programs, and milestones (without excessive detail)

· an organizational directory that users can browse, search, or both
· biographies of your board of directors and staff, along with contact info
· three or four small photos on this page to give it some color
· "Get Involved" 

· fundraising

· charity ratings and what their $50 gift or $100 gift could buy

· financial expenditure chart with program expenses versus operating expenses,

· program metrics and data
· IRS documents (tax determination letter, updated Form 990, annual report with audited financial statements, and organizational bylaws
· thank-you follow-up page with a video and slideshow and social-media icons for following and sharing.

· advocacy/activism activities, including subscription form for e-newsletters and registration form for volunteering
· discussion forums and message boards that are not time-sensitive

· wiki

· e-commerce / online store / our products (with pricing levels)
· program metrics and data 
· accreditation if necessary
· strategic plan
· FAQ

· success stories of particular campaigns or clients (with videos)
· press room (and electronic press kit, including a press release)

· careers
· privacy policy

· a list of interesting statistics or interesting facts that relate to your topic

· photo/video gallery

· blog page with social-media links and social bookmarks

· a page for hosting chats, include all of your transcripts from chats thus far 
· a calendar of events, lectures, or other appearances, but only if you have many events and
· contact us (fax, e-mail, snail-mail, and telephone information) – also put your phone number, address, and email address in the footer of every page
· website analytics
· exit survey
· site map
Put key data in your website’s footer
In the footer of every page of your website, put your program metrics and financial data. Donors want to know about your results, and this transparency is key. Include negative statistics, which let you talk about your financial reality to donors and funding agencies. 

Don't put on your website internal company information that is meant for the intranet.
Time-sensitive content: fresh or avoid

If you put time-sensitive information on your site, keep it updated. If you can’t do this, avoid it.

Your organization probably has plenty of stories and information to share that aren’t likely to become dated, such as its history, its methodological approach, success stories of campaigns or clients, and more. You don’t have to write these from scratch. Look at your other materials, such as your annual report, for materials that you can borrow from or adapt. Cull enough material to make your website seem meaty, without drawing attention to the fact that it’s unchanging.

Web-feed icons

A web feed (or news feed) is a data format that gives users your frequently updated content. Collecting accessible web feeds in one spot is known as aggregation, which is performed by an automatic aggregator. A web feed is also sometimes referred to as a syndicated feed.

Offer the feed link on your site so that users can give it to their aggregator. They will simply drag the link from the web browser to the aggregator. When instructed, the automatic aggregator asks all the servers in its feed list if they have new content; if so, the aggregator either makes a note of the new content or downloads it. Because feeds can easily be read by computers, webmasters can easily configure their sites so that the latest headlines from another site's feed are embedded into their own pages and updated automatically.

Web feeds have some advantages when compared to receiving new content via email. Feed users do not disclose their email address when subscribing and thus are not exposed to spam, viruses, phishing, and identity theft. Also, users don’t have to send an unsubscribe request. They simply remove the feed from their aggregator. Lastly, the feed items are automatically sorted; each feed URL has its own sets of entries, unlike an email inbox where the user must sort the messages.

Your writing and graphics

Be brief

Be concise. People read much more slowly on computer screens than on paper. Put your best content, important links, and images in the “upper” area of each page, typically an 800 x 600 pixel area. 90% of people don't scroll down.
Use short sentences, paragraphs, and pages. Keep your paragraphs to seven lines or fewer with a line break between them, and use headings and subheadings to break up the text. Cap text at 400 words per page. Long articles can be split into multiple pages.  
If you publish longer material, provide the document in a downloadable format, such as a PDF (Portable Document Format) file. Or offer both an HTML version navigable by section as well as a downloadable version so that your visitors can read the document in whichever way they want. Deeply interested readers can follow the links while others can skim the story and move on.

Graphics

Graphic design elements should be consistent across your site. Give your developer examples of colors and graphics that you like. Perhaps you like the colors on one site and the format of text on another. Limit the colors to three or four. For optimal shades for the Internet, see www.ficml.org/jemimap/style/color/wheel.html. 

Text should be black, the background of content pages white, and the color of the links coordinated with your color scheme. Use Arial, Times New Roman, Verdana, or Georgia. 

Images should be consistent in size and resolution and should be placed in the same location on every page. Avoid watermark images, which are background images with text on top of them.
For drawing graphics on your own, see www.sketchup.com.

Disability-accessible

Make your site accessible to those with disabilities. Have your designer visit www.w3.org/WAI. 
Edit well

Conduct a final proofreading phase before the pages go live on the Internet. When editing your content, read through it once for each of the following bullet points, ideally aloud. Create a double-spaced printout of each chapter and have a red pen available. After making your changes, create a new printout and review it again, this time reading upwards.

Verbs

· Only use imperative language for mandatory tasks such as "Enter a City or Zip Code."

· Minimize your use of the passive voice.

· Avoid words ending in -zation. Use the verb form instead to make it sound more active.

· Make sure verb tenses and the subject number are consistent.

· Use the past tense for current events so you don’t have to fix them once they have passed.

Graphics, numbers, and links

· Are your graphics worthy of inclusion?

· Do your graphs match the corresponding text?

· Check captions and links.

· Use the metric form with American equivalents in parentheses.

· For tables, order data numerically, and use three or four “effective digits” for each entry. For example, with three effective numbers, 1,346,899 would become 1,350,000 or 1.35 million.

Spacing

· Do not needlessly label clearly defined areas with sufficiently self-explanatory content.

· Keep sentences and paragraphs short.

· Make sure that line breaks are normal and that no paragraphs are mistakenly cut off.

· Use non-breaking spaces between words in phrases that go together.

· Leave ample white space. Perhaps make your left margins three inches wide so the text looks more like a column and more inviting to read.
Miscellaneous

· Clearly explain the site’s purpose on your homepage. 

· Minimize metaphors and hyperbole.

· Use correct facts, grammar, and spelling.

· Align your text to the left and do not indent.

· For abbreviations, spell them out the first time, followed by the abbreviation in parentheses. 

· For headings, use bold.

· Check all punctuation, including the proper use of em dashes, en dashes, and hyphens. 

· Do not overuse exclamation marks.

Proofread as a duo

Have two people read the text aloud to each other. While one reads, the other follows along on paper. Look for misspellings, grammatical errors, and inconsistencies. Both readers should stop at each mistake or inconsistency and mark the correction. You can be one of the people proofreading, but find a partner who has never seen the document before.

After the two of you have finished reading to each other, go back and make the changes in your draft. Then print out a new copy and compare the new against the old in every place where you made a change. Make sure you didn't accidentally delete a word, put one line of a paragraph at the bottom or top of a page, or make a noun change that now requires a plural verb. Also make sure you did indeed make all the corrections you were supposed to make.
Legal issues

The contract with the developer

Do not work with a developer without a contract, and do not give the developer complete discretion over your site or blog, especially on defining the strategy. You will both sign it once it clearly outlines the project and once you agree to it. At a minimum, your contract should cover 
· an overview of the scope of services: The contract should specify everything that will be delivered as the project progresses and at the end of the project, including CMS training and any ongoing maintenance. If every last button and detail isn’t on the list, don’t approve it without agreeing that those details will be covered without extra charge. Every envisioned element for your site should be on this deliverables list.
· the number of revisions you get: How many rounds of revisions will the developer do based on your feedback and the feedback of third-party testers? If you’re not clear about this, you might be charged extra for the developer’s time to make more revisions than she anticipated. 
· an approvals-based process: You must be allowed to approve the developer’s progress at specific points in the project before she is allowed to continue. 
· a schedule: Include a clear schedule of deadlines for various deliverables and payments. It takes at least two months from the start of a website project until the site’s launch, and usually longer for complex sites. Account for the time you’ll need for reviewing progress and giving information to the developer.
· intellectual property provisions: You should receive the copyright of all developed files. 
· compensation and payment terms: Include information on how fees will be calculated if work goes beyond the originally anticipated scope.
· termination provisions: The contract should spell out what will happen if the working relationship falls apart and either party wants to end the project.

Use a work-for-hire agreement

Use an assignment or work-for-hire agreement, or similar clauses included in a general services contract. Each contract should indicate who will own the developed materials, including graphic designs, templates, written content, photographs, software programming, and any other materials subject to intellectual property protection. You want to be the owner.

In the absence of a contract stating otherwise, the content creator is the owner. If your developer writes text, takes photos, creates code, or otherwise creates original material, the developer will by default own that content. Only a contract transfers ownership of those materials to you, or at the very least gives you a license (“permission”) to use those materials.

Serious trouble can arise if the ownership of any aspect of your website is in dispute. If you fail to get the copyright to the site’s content from the developer, the developer could prevent you from making any changes. Also get from the developer the original files for the logo, the page designs, and the wireframes.
Content involving third parties

You must have the copyright or permission for any content you post on the Internet other than stuff that is already in the public domain or which has a Creative Commons license. This includes recordings that you make in which other people appear (photos, videos, interviews, etc.). You must get their permission in writing before publishing the recording on the Internet. 
User-generated content

Some websites accept user-generated content such as comments or uploaded videos or images. If yours does, you must designate a registered agent under the Digital Millennium Copyright Act (DMCA) to benefit from the DMCA safe-harbor provision and to reduce the likelihood of liability for copyright infringement. Depending on the amount of user-generated content, a user-content submission form may be appropriate. 

If your website has any social-media functionality, such as the ability to “like” the content of the site through Facebook, or if it lets users contribute their own content, this needs to be reflected in a privacy policy and terms-of-use statement.  Warn users against making defamatory remarks on your site in the latter document.

Permission fees for text on a website

The fees for website uses are affected by
· whether the site is intended primarily to provide information to the public (sometimes referred to as an “editorial” purpose),

· whether the organization sponsoring the site is a nonprofit,
· the number of visitors to the site per day, and 

· whether the text will be used in a print publication as well as the website.

Linking agreements

If another website does not have a linking policy or says that deep links are not allowed, ask for permission before deep linking. The following types of links may create disputes:

· image links, particularly where the image is a trademark from the linked site;

· deep links that bypass the site’s home page;

· links that result in framing; and 

· “in-lining” links that only pull certain elements from a site, such as an image.

The permission may be informal, such as a written statement from the other site stating, “You have permission to link to our website’s home page using the words [insert the words in the link].” 

In the linking-agreement template that follows, the Grant section permits the use of the link and related trademarks or images. The statement, “Any goodwill associated with Source Site’s trademarks automatically vests in Destination Site” is a requirement of trademark law. The optional section, “Standards and Notification,” is a further assurance sometimes required by a destination site that the source site won’t operate unlawfully or change the link dramatically. 

Linking agreement template

This Agreement (the "Agreement") is made between __________________ ("Source Site"), with its home page URL of _______________, and __________________ ("Destination Site"), with its home page URL of __________________. The parties agree as follows:

The Link

Source Site will provide a link to the Destination Site as follows: _______________(the "Link").

The Link includes Destination Site's URL and: 

(Select if appropriate.)

[   ] Hypertext link-- the words:

[   ] Image link:

[   ] Framed link: 

Grant

Destination Site grants the right to display the Link at Source Site and the nonexclusive right to display publicly the trademarks or images in the Link. Source Site obtains no trademark rights under this Agreement other than the right to display the marks. Any goodwill associated with Source Site's trademarks automatically vests in Destination Site.

Linking Disclaimer

By providing links to other sites, [name of site] does not guarantee, approve, or endorse the information or products available on these sites.

Standards and notifications

(Select if appropriate.)

[   ] Source Site shall maintain its site in accordance with industry standards, and upon notice from Destination Site, shall promptly remove the Link if required. Source Site shall promptly notify Destination Site of any change to the Link or to Source Site that affects the Link.

By: 

Signature:

Date: 

Source site - title: 

Source site - mailing address:

Email:

By: 

Signature:

Date: 

Destination site - title: 

Destination site - mailing address:

Email:
If taking information from visitors

If your website gathers any information from visitors, include a "Privacy Policy" link on the homepage. If you provide a "feedback" mechanism, specify who on your team will be reading the feedback. If you are asking for users’ email addresses for your e-newsletter, first explain the benefits and frequency of the publication. 
The cost

Before you contact developers, make a rough budget, including available cash and open-source software, which is free. Don’t include donations or grants that you aren’t sure you can get nor help from board members, staff, or volunteers who are already stretched too thin.
Match your spending to your goals. A content-managed website that you can update yourself will start at around $3,000. For additional features—say, a photo gallery or an event registration system, for example—the price will go up. There may also be third-party fees, such as payment processing, security certificate fees for sites that process sales, domain-name registration, and hosting fees. Also consider maintenance fees. With developer fees ranging from $50 to $150 an hour, this can get expensive. If you can’t afford technical experts, don’t build a site that depends on them. 
Ask every vendor to give you a discount; they often do for nonprofits. Web-design schools might offer you their students’ help for free in return for a reference letter for the student. While the students may not have loads of experience, they are usually supervised by a professor or someone knowledgeable. Also enlist commercial support and thank them on your website with their logos (as in “Our Supporters”). 
Websites for freelance designers

www.guru.com  


www.99designs.com


www.odesk.com  
www.Project4Hire.com  

www.elance.com  


www.designfirms.org
www.freelancer.com
www.creativehotlist.com   

www.asksunday.com 

http://freelanceswitch.com  

Getting quotes and proposals

When you have met with developers and narrowed your list down to a few prospects, ask them to give you a proposal and quote in writing. The proposal should outline their approach to your site’s information and aesthetic design, and the quote should itemize the services and fees. 

Talk to the developer’s existing customers, and visit those sites to make sure they work well. Also search on your own for their other clients, who may have listed the developer’s name on their website. These other clients might give you more balanced feedback than the client that the developer handpicked for you.  Be sure to google the developer’s name and to look for their grade on the Better Business Bureau website, www.bbb.org.   

Domain registration and web hosting

Your developer will build the site on a test server or on the server where it will ultimately have its home. If the latter, you’ll need to tackle domain-name registration and hosting before the developer starts the build. 

Find a web-hosting service that supports any services you want for your site (such as e-commerce, a blog, a chat room, or a wiki), that has reliable servers, and above all, that has good customer service. Make sure there are reasonable customer-service hours when you can talk to an actual human. More than a few host companies offer no live-person customer service, which can be infuriating if you’re experiencing a problem. Starting at $12 a month, including hosting, Squarespace (http://squarespace.com) is an exceptional value for small nonprofits that consistently struggle with maintaining a professional, current website.
The registrant is the legal owner of the domain name. Use your name, not the hosting company’s name. The administrative contact, if not you, should be someone in your organization who has the authority to make policy decisions, particularly with regard to the domain name. Again, do not list the hosting company. The technical contact is the person who can be contacted for technical issues. You can list your hosting company here. 
Get all the domain permutations. Many organizations stake claim to all the iterations of a domain—.org, .com, .net— so that competitors and scammers do not set up shop.

Use a web content-management system (WCMS)

A web-content management system (WCMS) is a software program that lets you easily edit and maintain your site. You can use your normal browser (Firefox, Safari, etc.), log in with a username and password, and edit your pages via a user-friendly interface—no programming knowledge required. If the WCMS developer correctly does the setup and design, you won’t have to use him again for every small edit that you make, thus saving yourself some money.

WCMS programs automate many of the steps you’d normally go through to create or update a web page. They do so by converting every individual article, photograph, chart, table, video, and sound bite into a format called Extensible Markup Language, or XML. With this added information, the WCMS program can retrieve and republish the same data simultaneously in several places on your site. And if you edit the article later, the WCMS updates it everywhere.
Even with a WCMS, you will occasionally have to hire a developer to make deeper technical changes—say, to change the layout of a page. You’ll also need to update the underlying software of whatever development platform and plug-ins you’re using, usually every year or so.
WCMS platforms can be either proprietary (requiring fees paid to the platform owner) or open-source platforms (free). The trend these days is to use open-source platforms that are not only free but also supported by an extensive community of developers. The most popular ones are Drupal, Joomla, WordPress, and Plone. As your site gets more complicated, Drupal will usually be the best choice. Whichever WCMS you pick, make sure it is mobile-compatible.

WCMS platforms continually release upgraded versions, so you’ll need to occasionally upgrade yours and pay for at least the new work that needs to be done by your developer. Fortunately some of these upgrades are not always essential and can be skipped.

Most open-source WCMSs support add-ons that extended the system's capabilities. These include features like forums, blogs, wikis, web stores, photo galleries, and contact management. These are variously called modules, nodes, widgets, add-ons, or extensions.

Some WCMSs allow administrators to set up rules for workflow management, guiding content managers through a series of steps required for each of their tasks.

WCMS websites also accommodate search engine optimization (SEO). Content freshness helps, as some search engines prefer websites with newer content. Social media plugins help build a community around content. RSS feeds automatically generated by blogs, or WCMS websites can increase the number of subscribers and readers to a site. URL rewriting can be implemented easily; clean URLs without parameters further help in SEO. Some plugins specifically help with website SEO.

Small nonprofits rarely use or need a web content-management system, but if you have a website budget of $5,000 or more per year, there are vendors that just serve the nonprofit sector. Blackbaud and Convio are two of the best known. Both offer a WCMS, e-newsletter publishing, online-fundraising tools, and a supporter and donor database. They will keep your online presence consistent and streamlined for easier management. If not, then, like most nonprofits, you'll need separate vendors for your website, e-newsletter, and online-fundraising campaigns.
There are some disadvantages to WCMSs. Larger scale implementations may require training, planning, and certifications. Certain WCMSs may require hardware installation, license updates, upgrades, and hardware maintenance. Larger WCMSs can experience latency if hardware infrastructure is not up to date, databases are used incorrectly, or web cache files that reload every time data updates grow too large. Also, because the URLs of many WCMSs are dynamically generated with internal parameters and reference information, they are often not stable enough for static pages and other web tools, particularly search engines, to rely on them.

WCMSs are often forgotten about when hardware, software, and operating systems are patched for security threats. Due to lack of patching by the user, a hacker can use unpatched WCMS software to exploit vulnerabilities to enter an otherwise secure environment. 

CRM software

For nonprofits CRM stands for constituent-relationship management; constituents are your supporters and other stakeholders. Three good brands are CiviCRM (http://en.wikipedia.org/wiki/CiviCRM, https://civicrm.org); SalesCloud, the SalesForce platform, www.salesforce.org/nonprofit_product/nonprofit-editions-pricing; and https://sumac.com . A comparison of CRM systems: https://en.wikipedia.org/wiki/Comparison_of_CRM_systems . 

Design with mobile users in mind

Design your website first for mobile users. The small screen size will force you to prioritize the content that matters most to your audience. Then progressively enhance or adapt your layout as device capabilities change. If you can pick on the most important set of features and content for your mobile site, this prioritization should not change with more screen space.

Responsive design and break points

Responsive design, also known as a liquid layout, is when your website automatically adjusts to different screen resolutions. It lets you skip having a separate mobile site. The key is to set various resolution "break points" where a different layout appears at each break point. 
A break point can be thought of as a conditional statement that determines if a device meets specific criteria like a minimum width of 600 pixels. If that condition is true, then the browser applies a different set of layout rules. These layout rules can include repositioning elements, increasing image sizes, or removing elements altogether. As each resolution break point is passed, the layout adapts to make the best use of the space available. Thus, a single web page can “respond” to a large variety of screen sizes.
The standard width for a mobile website is 320 pixels, but don’t count on a single width. Even if every mobile device used 320 pixels for its device width, users can still change the orientation.

Set the meta viewport to device-width so that your website's width is optimized for the device it's being viewed on.  

A downside of responsive design: While it's possible to have one user interface for more than one device experience, developing a single interface for all devices may result in compromises or bare-bones features that don't take advantage of what makes each device excel. You may still want to have a simple mobile site and an in-depth normal website with a large amount of content.

Image resolution

Image files won't automatically adjust to higher pixel-density screens, unlike browser-rendered controls, text, and visual elements. Images will render at the correct size but lack crispness and definition when pixel density is high. To account for this, you'll need two sets of images: one large (twice the resolution) and one at standard resolution. You can then tell web browsers to only include the higher resolution graphics on devices with a high-resolution display.

Get the right mobile domains

When you set up your mobile website, go for m.domainname.org over domainname.mobi. But still buy a ".mobi" URL from Register.com or Network Solutions and have it redirect to the default domain set up by your mobile CMS provider.

A good mobile CMS vendor

MoFuse.com is a mobile CMS. For as little as $8 a month, you can launch a simple mobile website with five customizable mobile web pages. That price includes mobilizing your blog content: MoFuse will automatically convert your blog posts into a format that is consistent with your mobile website design. You can also view stats, format colors and layout, and easily add images, such as a mobile website header and social-networking icons. MoFuse even comes with a QR-code manager that lets you create and then track your QR-code campaigns. To make the most of MoFuse, basic knowledge of HTML is required.

A touch-gesture reference guide

www.lukew.com/ff/entry.asp?1071 

http://static.lukew.com/TouchGestureGuide.pdf  

Touch-target sizes

Ensure that touch targets are appropriately sized and positioned. Bigger actions mean bigger touch targets that let people get things done when they are in "one eyeball and one thumb" mode. To account for screen density (or ppi) variations, measure touch targets in physical dimensions.

The visual representation of the action can be 50-100% of the actual touch-target size. The average finger sizes are 10-14 mm for finger pads and 8-10 mm for fingertips. The following times are when touch targets need to be bigger than 9mm: 

· the user-interface (UI) element is frequently touched, 

· the result of a touch error is severe or really frustrating, 

· the UI element is located towards the edge of the screen or is difficult to hit, or

· the UI element is part of a sequential task, like using the dial pad.

Location of actions on the screen

The right thumb is the most popular finger for smartphones, so put the screen’s primary actions in an optimal location for this finger. This is either in the middle or bottom of the screen and arranged from left to right. Actions toward the bottom naturally align with how people hold and use their smartphone.

Destructive actions like cancel or delete should be placed outside a user's comfort zone. If you have a smartphone in your right hand and your right thumb is operating it, getting to the upper-left corner is uncomfortable. That’s a perfect place for destructive actions.

Navigation in particular

Have a grid icon that means "navigation menu please.” Do not use images for navigation. If you need a fixed menu, fix it to the top. Also, feature a "Home" link prominently. 

Consider skipping the "back" button

Only apps that require a “back” button should have one. Your mobile site might not need one, and adding it only confuses things. If you need to provide people with a quick way to go "up" a level in your site, consider a label other than "back."

Put in-depth menus at the bottom

Actions toward the bottom of the mobile device naturally align with how people hold and use it. While menus at the top are ideal for conventional websites, a top-level menu on a mobile site can simply link users to a navigational list on the bottom of the page, after the content. The real menu at the bottom can then have a "top" link to bring people back up to the top if they want to return to the content they were just viewing.

This design uses a minimum amount of navigation elements (just a single link at the top), lets users pivot and explore when they get to the end of content, doesn't duplicate the content of another menu, and only requires an anchor that links to the bottom of the page.

Content pages can have unique menu lists for deeper exploration. These navigation options let people immerse themselves in further information about a single topic if they want that. 

Labels and input masks

Labels inside input fields are the best choice, but here, they should never become part of someone's answer. This happens quite frequently when things haven't been loaded or aren't coded correctly. Also, they should not be confused with an actual answer in an input field. If labels and inputs look too similar, people might assume an answer has already been provided.

Input masks can help make complex inputs more manageable by providing clear cues upfront and by restricting inputs. An input mask ensures that an answer is entered in a valid format. Reveal upfront the format needed, such as ____@me.com or "____ -____-_____" for a telephone number.

Feature new content clearly

Feature your fresh content first. With the exception of mobile pages created specifically for group text messaging and QR-code campaigns, most mobile users will browse through only the fresh content. They're looking for news and campaign updates, not detailed information about your organization's services, mission, and values. 

An “About Us” page

This is where you give shortened versions of your history, your programs, and important milestones you have achieved. You can have three or four small photos on this page to give it some color and make it more interesting.

Promote it in print

Promote your mobile website in print materials, on your website and your blog, and in your social-networking communities. Write a short blurb about your new mobile website and ask supporters to bookmark it in their mobile browser.

Integrate video

Take screenshots of your best videos and incorporate them into your "About Us" or "Get Involved" page. Shrink them to 320 pixels in width and link them directly to the mobile version of the video on YouTube.

Don’t link mobile social media

You do not have to link your mobile website to the mobile versions of your social-networking profiles. They now all have components of responsive design which Google, Bing, Yahoo, etc. detect and then automatically convert or forward onwards to the mobile version.

Miscellaneous tips

· Start your mobile site's experience with content, not navigation options.

· Provide a link to your conventional site in case the user wants to browse that.

· The content background should be white with black text. 

· Require only up and down scrolling, never left to right. 

· Users want quick access to information, not your site map.  
· Limit articles to one image. 

· Have a simple banner at the top of your mobile site with your logo and name, in which the banner is linked to your mobile homepage. 

Layout

Beginning-stage wireframes

A website wireframe is a layout on graph paper of the pages and their interactions before coding. It includes interface elements and navigational systems, and it connects the conceptual structure (the information architecture) to the visual and navigational design of the site. Rectangles and labels represent content, and adjacent notes explain useful behavior. Stakeholders then review the wireframe to ensure that requirements and objectives are met before it is too late. 

Make the site easily navigable

· Take users to your "real" homepage when they visit. Avoid Splash screens. 

· Clearly designate one page as your homepage, which should load within five seconds.
· Create a logical navigation path. Emphasize the highest priority tasks.
· Use drop-down menus sparingly, especially if the items in them are not self-explanatory.
· Don't use routing pages for users to choose their geographical location unless you have versions of your site in different languages with no single dominant language. 
· Locate the primary navigation area in a highly noticeable place, preferably directly next to the main body of the page. Group the items so that similar ones are next to each other, and only use one navigation area for the same type of links. 

· Use icons in navigation only if they help users recognize a class of items immediately such as new items, sale items or video content.
Value of the upper-right corner
The upper right-hand corner is the most valuable section of your website or blog. Put here your donation buttons and icons for your e-newsletter, group-text-messaging campaigns, e-advocacy campaigns, and social-media pages. Icons and buttons have strong appeal and get more clicks than text links, so add "Share" and/or "Like" functionality. See ShareThis (www.sharethis.com), AddThis (www.addthis.com), or Shareaholic (https://shareaholic.com). 

Avoid plug-ins and homepage sounds

Stay away from sound files that load automatically on your homepage. Also avoid anything that requires a plug-in or third-party download to work, such as Flash and splash screens. It’s important that your pages load quickly. Otherwise visitors will get edgy and leave.
Add a search function

Make your site searchable with an input box on your homepage that will search your entire site by default. Input boxes should be wide enough for users to see and edit their queries (at least 25-30 characters). Put "Search" next to the box, not in it. Don't offer a feature to "Search the Web."
Google and the other big search companies let you use their search-engine technology in exchange for placing the company logo on your pages and linking to their website. But you can also get a clean search feature from other software companies for a fee.
Cognitive walkthrough with others

The cognitive walkthrough method focuses on how easy it is for new users to accomplish tasks with the system. The walkthrough identifies many more problems than you would find with a single, unique user in a single test session. This method generates results quickly at a low cost, especially when compared to usability testing, and you can do it before coding even begins.

Start with a task analysis that specifies the sequence of steps or actions required by a user to accomplish a task and see how the system responds to these actions. Walk through the steps with others and gather data on important issues. Typically four questions are asked at each step: 

· Will the user try to achieve the effect that the subtask has? (Does the user understand that this subtask is needed to reach the user's goal?)

· Will the user notice that the correct action is available? (Is the button visible?)

· Will the user understand that the wanted subtask can be achieved by the action? Perhaps the correct button is visible but the user doesn’t understand the text and will thus not click on it.

· Does the user get appropriate feedback after attempting the action?

Crowdsource edits to beginning wireframe

Next, crowdsource edits to the wireframe with a Microsoft Word or PowerPoint document where each page of the website is a corresponding Word page or a PowerPoint slide, with the hyperlinks inserted, both to the Internet for external links and to other pages of this mock-up website for internal links. 

Advanced wireframes

Higher-fidelity wireframes include more real content, specific typography choices, actual images, and information on image dimensions. Color choices are not included, but different values in color can be represented in grayscale. These types of wireframes are often done with computer software and incorporate Flash animation, and front-end web technologies such as HTML, CSS, and JavaScript.

One challenge with wireframes is depicting expanding panels, hover effects, and carousels.

Search-engine optimization

An SEO firm with nonprofit discounts
http://moz.com/about 

To see what a search engine knows

To find out what any search engine already knows about your site, enter “site:yourdomain.org” into its search box. You’ll get back a listing of every page from your site that that search engine has viewed and indexed. You’ll see which of your site’s pages will be visible to the public through that engine.
Keywords

Consider the keywords linked to your organization in a typical search. Keywords in a site’s title and in linked text lead to better results than keywords only in the body text. Put these keywords also in your domain name, page names, titles, headings, and other content. 
80% of online searches are for a keyword phrase, so have plenty of these within your site. Longer phrases bring back fewer results, but the results are more refined.

To optimize your keywords, use the Google Keyword Planner. Enter a keyword, and Google will tell you how many times per month people search for it. See https://adwords.google.com/KeywordPlanner. You can also try www.wordTracker.com.

Search engines cannot read images and animation files, so don’t put important content only within these types of files. 

Importance of links

Search engines track links, so the greater number of links you include on your site, the more likely it is to get picked up by major search engines. Use plain text, and use your keywords in the hyperlinked text instead of the word, “Links.”
Have a site-map page on your site with text-based links to every interior page, and a link back to the site map. Acceptable map formats: https://support.google.com/webmasters/answer/183668. If you have a blog, link to relevant pages on your site using your keywords.
If you link to another website, invite them to link back to yours. If you then modify your URL, share the revised address with these other sites. Have your web designer create an easily distributable link to your site. You can get lots of traffic just by giving other sites this code. Some of them will post an icon or your logo for the link instead of a text link. 

Aim to have a reciprocal link with these sites:

· similar organizations in other regions of the country or world,

· websites that are hubs of information about your industry,

· local organizations or corporations with whom you work on a regular basis,

· media outlets such as local newspapers that offer links on their sites, and

· friends and fans who have connected with you through social media and blogs.

Lastly, have a link to your site in all articles about you and in all emails you send. 

Page titles

Every page of your website should have a unique title. Begin with an information-carrying word, usually your organization’s name, and keep the title to 64 characters. Do not include the top-level domain name, such as ".com," unless it is in the company name, such as "Amazon.com.” For your homepage, don’t put "homepage" in the title, which adds no value. 
Page descriptions

Search engines also look for a unique “description” meta tag on every page and sometimes include it in their search results. For this description you can use up to 250 characters. Include your organization’s name along with your keywords spread out through this description.
Page tags

Search engines also rely on “meta tags,” special coding in the HTML language to decipher what each page is about. Fortunately, if you are using a content-management system (CMS) program, it will automatically add the appropriate meta tags to each page.

Avoid unsavory SEO tactics

Unsavory SEO tactics can result in serious penalties from search engines like Google.

· Don't include an active link to the homepage on the homepage.
· Don't use made-up words for category navigation choices.
· Don’t paste a long list of keywords in a hidden color at the bottom of your website.

Checklist: Optimizing a page

· Plain text: Check to ensure that important information is not only in images or graphics files. This includes key facts and identity details.
· Keywords: List ten to twelve keywords and keyword phrases that apply to the page.
· Page title: Define a unique name for this page and put that name into a page-title meta tag.
· Description tags: Put your keyword list into the description meta tag, along with any other language that you want the search engines to use when describing the page.
· Links: Add links to resources mentioned in the page or to other content available on your site, and make sure the links on this page are described so that readers want to follow them. Include keywords in the link names if possible.
· Site map: If appropriate, add this page to the site map.

Testing Google’s crawls

Fetch as Google

Fetch as Google lets you test how Google crawls or renders a URL on your site. You can use it to see whether Googlebot can access a page on your site, how it renders the page, and whether any page resources (such as images or scripts) are blocked to Googlebot. Fetch as Google simulates Google's normal crawling and rendering process, and it is useful for debugging crawl issues on your site. https://www.google.com/webmasters/tools/googlebot-fetch 

Google’s Sitemaps report

Use the Sitemaps report to see the sitemaps that were processed for your site and any errors, or to submit a new sitemap for your site. Sitemaps help Google discover the right content on your site and improve content tracking and error reporting. www.google.com/webmasters/tools/sitemaps 
More SEO tools from Google

www.google.com/webmasters/tools 
   

https://support.google.com/webmasters/answer/7451184 (their SEO reference guide)

Testing

When your site is complete, test it methodically in multiple browsers to make sure links and features work, images load, and that the text correctly displays. Your content at this stage should have been copyedited long ago for the usual typos. 

If you already have a website and are testing a redesign, incorporate data from your traffic logs to inform your criteria. For example, many analytics programs detect and report the computer systems and browsers used by the majority of visitors to your original site. 

Upload the pages to a server that only the testers can see so that it’s shielded from the public. Explain what you want to test, what you'd like to achieve, and how a tester should do the testing, but don’t guide them too closely; you may inadvertently affect the testing outcomes. If your reviewers are working remotely, it’s possible to save screenshots as PDFs, mark those up, and email them back to the right person.

If you have an e-commerce or donation page, have the testers go through this process and note anything that was annoying, difficult, or even mildly confusing.
With the data from testers, you can tell your developer which errors to fix. It’s normal and not a bad reflection on the developer if the site contains some bugs, so developers should include a testing phase in the agreement. Once the testing phase is completed and all bugs reported and corrected, the site is ready to be launched.

What to test on your site 

· homepage load: How long does it take for the site to load? Is that too long?
· homepage clarity: How clear is the homepage message, particularly for strangers?
· homepage effectiveness: Where does each tester go when they arrive at your site?
· images: Make sure all images load on each page.
· links: Make sure all links work and that they take the user to the appropriate page.
· shopping cart function: Test the process from selecting products to fulfilling orders.
· mobile version: Test all above processes on the mobile version.  
· communications: Test message boards and other features that let visitors communicate, both to each other and to you, such as text fields for submitting info such as an email address.

Latency of a website

Latency is the delay in the loading of your website for someone else. The weaker it is, the faster the website loads. Your goal should be to have your entire page load in less than 3 seconds.

Front-end optimization (either manual or automated) alleviates latency by consolidating page objects into bundles. Fewer bundles mean fewer trips to the server, so the total latency hit is greatly reduced. For example, a page that starts with 63 objects could see those objects consolidated into 9 resource requests. FEO also lets the browser cache store files and serve them again where relevant so that the browser doesn’t have to make repeat calls to the server.

Use diverse testers and platforms

You can narrow your tester criteria based on the audience you are targeting rather than the general population, but don’t be too narrow or you may miss some important issues with your site that can be a barrier for future visitors. Criteria to consider:

· Operating system: PC-compatible or Apple;

· Hardware: laptop, desktop, or mobile;
· Central processing unit (CPU) specs: hard drive memory, RAM, and CPU power;

· Internet connection: broadband, wi-fi, and dial-up; 
· Internet browser: Firefox, Google Chrome, Safari, Internet Explorer and mobile browsers;

· Anti-virus applications;

· Internet proficiency of the tester: beginner, intermediate, or advanced; and

· Other tester demographics: language, location, age, gender, and education. 

Link-check programs

Some HTML design programs have a link-check feature built in, but you can also run your website through a variety of link-checking programs. The downside is that most only search for dead or broken links and won’t necessarily flag links that connect to the wrong place. The upside is that many are free. Find them by typing “link check” or “Web test tools” into a search engine.

Crowdsource your website testing

See www.usertesting.com, a low-cost usability testing website where you pay per site tester.
Using a QR code to promote your site

Quick Response (QR) codes are two-dimensional bar code images that, when scanned by a smartphone, open a link to your site, send a text message or e-mail, or dial a phone number. To scan a QR code, smartphone owners must download a QR-code reader (browse your app store for a "qr code reader"), and then take a picture of the QR code using the smartphone’s camera.  
These QR-code generator websites offer a free level of services:

www.qrstuff.com 
http://qreateandtrack.com/#price
http://qrinkle.com  

www.kishkee.com/pricing 

https://tagginn.com/sign-up 
www.paperlinks.com/signup.php 
http://uqr.me/pricing-qr-codes 
http://qrcode.kaywa.com/page/pricing 
Some say that QR-code efforts are not getting the desired results. You may want to skip it.
Continuity management

Follow these steps to ensure continuity in case your webmaster suddenly leaves:
· Document the technical details. Write up a handbook that describes enough details about the programs added to your site so that another programmer could step in and manage it.

· Ask your programmer to install standard programs that most programmers know how to run.
· Train a few back-up people. Make sure they know enough about the “guts” of your site to update it or repair it in a crisis.
· If the website is down or important parts are not operational, say so on the homepage.
Non-technical, recurring tasks to expect:
· writing new content,

· taking new photographs,

· adding/updating event information and keeping a calendar up to date, 

· responding to emails from site visitors,

· adding a new page,

· reviewing traffic and site analytic reports, and
· promoting and marketing the website.
Analytics

Integrate your analysis of your website and your analysis of your social-media presence. On a spreadsheet, list as rows the key-performance indicators (KPI) you want to monitor, and list each year’s month as a column. Pick a day of the month to begin and then enter your progress for that month on the same day of every month thereafter. Look at trends, not numbers.

For consistency purposes, use identical content if you compare performance of content that has been placed in different locations. Also use the same statistical software, whether it's Google Analytics or another package, if you are comparing two of your sites. Google Analytics seems to be the best option - www.google.com/analytics, https://en.wikipedia.org/wiki/Google_Analytics, and https://analytics.google.com/analytics/academy/ (free online classes).  
Key performance indicators (KPIs)

Key performance indicators reflect your goals and objectives. They include your conversion rate, your click-through rate, your cost per consumer acquisition, and either the total number or the percentage of the following:

· your outbound posts with a link and the number of outbound posts without a link; 

· replies and retweets to your posts with a link and those without; and 
· inquiries from the community and number of general messages.
The conversion rate is the percentage of visitors who complete tangible goals on your website, whether a product purchase or completing a request form. Compare the conversion rate (for the same goal) by traffic source to the average conversion rate across all sources for that goal. The Social Value option in Google Analytics analyzes conversion rate to assess the relative value of links from various social media. 
The click-through rate (CTR) is the number of click-throughs to your site from a source divided by the number of visitors (traffic) that arrived at that source. If 40 people view your Facebook stream in one day, for instance, and four click-through to your primary site, the CTR is 10%. 
The cost of customer acquisition (CCA) refers to the marketing, advertising, support, and other types of expenses required to convert a prospect into a donor. It equals your total marketing cost divided by the number of leads that you get. CCA usually excludes the cost of a sales force (the salary and commissions) or payments to affiliates. The CCA for your new customers is much, much higher than the CCA for retaining your existing ones; thus focus your energies on strengthening existing relationships.
Compare CCA for social media marketing with the average CCA across your entire business. If you garner leads online but close your sales and collect your payments offline, you can frame CCA as the cost of lead acquisition, recognizing that you may need to add costs for staff, collateral, demos, travel, and other items to convert a lead.

Try to keep the total cost of marketing by any method at 6 to l1 percent of your revenues; spend less after you have an established business with word-of-mouth referrals and loyal, repeat customers. Customer acquisition is only part of your total marketing budget; allow for customer retention and branding expenses as well.

Calculate your CCA over six months to a year to smooth out unique events. Alternatively, compute rolling averages to create a better picture of what's going on. To do this, take an average of several months at the beginning of every month while adjusting the start date - January through March, February through April, March through May, and so on.

Superfans

Identify superfans and influential community members. Look at the retweets or analytics from URL shorteners on Twitter or the Insights data in Facebook. Identifying those supporters that are most influential to your community - even if they aren't celebrities - will let you reach out to them ahead of the next campaign to prime them for action and reward them with exclusive or early content that they can then share.

Clickstream analysis

Clickstream analysis tells you where your visitors were on the Internet before they arrived at your website or social-media service (upstream of you) and where they go afterward (downstream). By learning which paths users most frequently take on your site and which routes lead to sales, you can make changes in content, simplify site navigation, and re-route the paths to closing the sale or getting the donation.

To see the URLs in the upstream for any website for free, go to www.alexa.com/siteinfo#, enter in the website’s URL, and scroll down to “Upstream sites.” You have to pay a fee to Alexa.com to see the URLs in the downstream.

To set up a clickstream analysis in Google Analytics, choose Conversions > Goals > Goal Flow. See http://support.google.com/analytics/bin/answer.py?hl=en&answer=2519989#segments. 

KPIs unique to nonprofits
online dollars raised


volunteers


event attendees


online donations


online donors


mobile donations 


mobile donors



downloads of annual report
downloads of case study

purchased services/products

online-petition signatures
Other KPIs

website unique visitors

blog unique visitors

e-newsletter subscribers 
Facebook fans



Twitter followers

Instagram followers

LinkedIn followers


YouTube video views 
text alert subscribers

Visual heat map showing users’ clicks 

www.crazyegg.com shows where people click the most on your site with a visual heat map.
A/B tests 
A/B testing is the comparison of a control sample against other samples in which only one element changes. In a scientifically controlled fashion you can use A/B testing to evaluate pages of your website, different emails you send, or different posts or headlines in social media. Here are some helpful websites:

https://support.google.com/analytics/answer/1745147?hl=en&topic=1745207
http://phpabtest.com
https://github.com/gregdingle/genetify/wiki  
http://20bits.com/article/an-introduction-to-ab-testing 
www.clickz.com/clickz/column/1717234/how-improve-a-b-testing
www.nngroup.com/articles/putting-ab-testing-in-its-place/
www.uxbooth.com/articles/how-to-increase-site-performance-through-ab-split-testing/ 
www.gwotricks.com/2009/02/advanced-ab-experiments.html 
E-commerce analytics

E-commerce software programs usually use Google Analytics. If yours doesn’t, it should have its own version of analytical data. If you sell both online and offline, look for software that tracks and analyzes data from both sources.

Sales metrics a package should offer

· how often customers buy (number of transactions per month), 
· how many new customers you acquire (reach), 
· how much they spend per transaction (yield),
· sales reports by average dollar amount as well as by number of sales,
· sales statistics separated by new and repeat customers, 
· generation of future, personalized offers for very loyal customers,

· CCA (cost of consumer acquisition),
· sales-conversion funnel that traces the path upstream to identify sales from social media,

· sales by SKU (Stock-Keeping Unit) and category, and 
· data that can be exported to a spreadsheet.

Free exit survey for your website

www.iperceptions.com/en/pricing/overview
Using social media
Know your objectives
Are you using social media primarily to raise money? To secure new volunteers? Write down five to ten goals and objectives. This will help you stay focused and give you a baseline against which you can monitor your progress.

Who are you trying to attract?
1. Can you draw that person and give her a name? What is her age, education level, sex, monetary status, race, religion, ethnicity, and if appropriate, location? If you have different types of customers, do this for all of them.
2. What does she want - coupons, advice, tutorials, inspiration, techniques, community, etc.?
3. How often is she online - hourly, daily, weekly, only on the weekends?
4. Where does she go first online: Facebook, Twitter, LinkedIn, YouTube, Google, or e-mail?
5. On a scale of 1 to 5 of tech savvy, where does she rank?
6. Does she do research online and then buy offline, the other way around, or all one way?
7. Does she belong to any existing online or offline communities - community-based groups, business groups, church or service groups, school or alumni groups, or social-media groups?

Demographic profiles

Find social-media users in a certain radius

· Twitter users: Enter the city, state, and radius at http://Twitter.com/#!/search-advanced
· LinkedIn users: Enter the zip code or city, state, and radius at www.linkedin.com/search  
· Facebook users: Enter a search term (for example, consultants) in the search box and select All Results from the dropdown list. Select “People” and in the Filter by Location Box, type a city name, state, or region.

Create a social-media policy

Your social-media policy should notify your staff about the following: what is appropriate for social-media sites; intellectual property; individual privacy; the respect of your audience, company, and fellow employees; and a few rules about personal usage during office hours. Keep it short and readable. Focus on what staff can do rather than on what they can’t.

Define the types of comments or topics that are not aligned with your goals or your employee-conduct standards. Give examples. A clear context gives staff comfort and confidence.

A good template from Nolo Press

http://www.nolo.com/products/company-sponsored-social-media-policy-pr279.html
Policy database for many organizations

http://socialmediagovernance.com/policies
Personal versus organizational accounts

Be cautious about asking employees to coordinate links and comments with their personal social-media accounts. This task should be voluntary. Alternatively, on company time and on an account that "belongs" to your company (using a business e-mail address), ask employees to develop a hybrid personal-and-business personality. You are now respecting individual privacy and First Amendment rights on their separate personal accounts, and you have no liability for the content they post there.

Create separate organizational social-media accounts for all staff members and ask them not to use personal social accounts on company time.

Handling negative commenters

Stay positive and polite. Let your readers see you in your best light, not in your occasional down moment. When you receive bad comments, address the issue with kindness and consideration. Don't say anything online that you wouldn't say in person.
Clients, prospects, competitors, and potential employees are your audience. On the Internet there is no "delete.” If you accidentally post something inaccurate or inappropriate, acknowledge the mistake ASAP and post a correction.

Intellectual property issues

If in doubt, get permission

Respect copyright and trademarks. You can't legally use extended content from someone else's website, blog, or social-media page on your own site even if you can save it or download it. If you don't obtain permission, you and your company can be sued for copyright infringement.

Do not post images of people's faces on your social-media pages unless you have permission. 

The logos (icons) that social-media companies provide for “Share This” or “Follow Us On” functionality are fine to use without permission. If you find an image in the Press or Media section of a company's website, you can reproduce it without further permission.
If a staff member infringes

Document any content by the infringing staff person as well as the responses that that content receives. Take note of any privacy settings that may impact the content. For example, was it shared in a private Facebook group or on a public profile?
Places to find free images legally

www.creativecommons.org        www.flickr.com/commons       http://images.google.com  
Be sure to read the copyright information at the top of each image.

Social-media SEO

Links in your email signature
Create an e-mail signature that includes your website, blog, and social-media URLs.

Same vanity URL for all sites

Register your organizational name at all the mainstream social networks: http://usernamecheck.com. Ideally, your social-media URLs should match your website URL. Save these usernames and passwords in a secure place. Create a master login sheet and store it where a trusted few can find it. 
Write short and long bios for yourself

You need both short and long biographies of yourself. Unlike a traditional bio, in your social-media bio you should use a more conversational voice or tone to show your personality, and you should include questions. Think about how to connect and engage readers in a way that would invite them to comment or write back to you.  A good test is whether you would like and trust a person who has your biographical information. An even better test is whether you'd want your son or daughter to date someone who has your biographical information.

For your short bio, begin with the keyword that conveys what you do. The first paragraph should have a lot of your keywords and can be used when someone needs to introduce you in front of a group. It will be very handy for radio interviews, webcast introductions, etc. Finish with what's memorable about you. 
Your longer bio starts with your short bio and then lists your work accomplishments, your personality strengths (with examples), awards you’ve won, and so on. Use short paragraphs and link to other sites. Include engaging questions, and an invitation to connect.

Character limits for each social network

· Twitter gives you 160 characters. Put this bio at the top of your bios for the other platforms.

· Facebook gives you over 2,000 characters plus other fields in the Info section.
· LinkedIn gives you 2,000 characters plus a bulleted profile for more info. 

· YouTube gives you over 4,800 characters. 
· Your Google profile gives you close to 30,000 characters.

Make a free Google profile

A completed Google profile (same as a Google account) will rank very high in any search for your name, especially in a Google search. It will show your bio, picture, and other online places where you can be found. You will need this profile often, such as for your YouTube channel. The following two links lead you to the same page: http://accounts.google.com and

https://profiles.google.com/me. 

Choose a Google username that matches the URLs of both your website and your social-media communities, a username that will become both your Google profile’s vanity URL (google.com/profiles/freeselfhelp) and your Gmail account id freeselfhelp@gmail.com). 
You may want to grant access to a colleague to prevent losing access in a worst-case scenario (he must have a Gmail account), but don’t do this if this account is for your personal email.
Once you've set up your Google account, sign up to receive Google Alerts via email on a daily basis at www.google.com/alerts. Fill out a query to search "everything" for your organization's name and acronym. You do not need a Google account to receive Google Alerts, but you do need one to manage them. 
Make a free Twtbizcard profile

Twtbizcard (http://twtbizcard.com, https://twitter.com/twtbizcard) is free to use, and it lets you share an online version of your business card with other Twitterers. Connect your Twitter account with the app using OAuth (http://oauth.net). The application pulls in your avatar, Twitter bio, follower count, and updates to create a shell for your card. You can then go in and edit to add standard fields like your email address, phone number, company, and title.

Once you customize your twtBizCard, you can send it to any Twitterer via @reply, using the #twtBizCard hashtag. They'll see the reply, but they'll also get a confirmation tweet with a link to view the conveyed card. Since twtBizCard catalogs each exchange, users can return to the site to check out all the cards they've sent and received via Twitter.

This is not the way to exchange business cards at more traditional events. Also, twtbizcard may not work if you have a protected Twitter account. On the plus side, however, your business card isn't accessible to just anyone who views your twtBizCard tweets, so your private information is only shared with the specified individual in your tweet.

To watch the video tutorial for using it, see http://vimeo.com/8699373.

Make a free About.me profile

On your www.About.me page, others can scan through your social accounts and posts without leaving your profile, where you can share your links, an image, and your bio. 

Complete a thorough profile for SEO purposes. You can click the tabs along the top to add a background, change your bio, or to choose text, a color, and fonts. The maximum background size is 5MB. Click the Random Profile icon near the top of the page to look at other About.me pages for inspiration.
To get to the About.me analytics dashboard, log in to your account from the top-right corner of any About.me page. There will be a Profile Statistics tab with today's stats. The dashboard incorporates www.klout.com too.

Connect your profiles to your website 
Connect back to your website your social-media profiles as well as your Google profile, your twtbizcard, and your About.me page. Even better, link these profiles to a welcome page on your website (a simplified landing page) for these people who found you elsewhere on the web and who may not know about your work. A welcome page lets you directly greet them. This can build trust, and increase engagement, and tell you how your website visitors found you.
Personal photos, avatars, and icons 

Pixel sizes for photos on social networks: www.mediabistro.com/alltwitter/files/2012/11/ultimate-social-media-cheat-sheet.png
Once you are on this screen, zoom in to expand it.
Have a great personal photo. Place your profile photo asymmetrically and make sure your face is well-lit. Don't stick your face exactly in the middle. It's a lot more interesting off to one side or another. Professional photographers seldom place a face in the middle of a photo.
Have a great avatar for your organization, an eye-catching one that you can use across all social-media platforms. Make it bright and, ideally, descriptive of your mission. Never use a photo for an avatar when your logo is an option. Most social-media sites have square spaces for profile avatars; you can then decrease or increase the square without it becoming disproportionate. You may want to hire a graphic designer to design it for different uses such as a website logo and a thumbnail next to your comments. 

You may want to have a Gravatar.com profile ("globally recognized avatar"), which is free. It’s a plug-in linking your website or a social account with any comment you make on other blogs and sites, along with your name and picture. Go to www.gravatar.com. Include your bio, picture, and social-media account links. Watch the introductory video and click the Get Your Gravatar Today button. People will click through and see this profile from any blog that uses the Gravatar plug-in. Upload pictures of your products for the photo strip along the side of the profile.

Also add to your website or blog "Share" and/or "Like" functionality for the social-media platforms. See ShareThis (www.sharethis.com), AddThis (www.addthis.com), or Shareaholic (https://shareaholic.com). 
Beware of URL snipping services
A URL shortener doesn’t help your branding since the URL’s true location remains a mystery.
· http://snipurl.com (Stores, manages, and tracks traffic on short URLs.)

· http://goo.gl (Google’s URL shortener)

· http://tinyurl.com 

· http://t.co (Twitter's link-shortening service)

· https://bitly.com  (popular for Twitter; free versions with history, stats, and preferences)

· http://ow.ly/url/shorten-url (Hootsuite's URL shortener)

· http://www.is.gd 

· http://img.ly (for photos)

Monitoring your platforms

The dashboard platform from Hootsuite lets you monitor your social-media platforms from one website, https://hootsuite.com. You can draft and schedule your posts in advance, monitor mentions of your accounts, and get immediate access to statistics about your brand. 
Schedule the same recurring block of time for the same type of task, such as writing, sharing, scheduling future posts, and commenting on others’ posts. Have other daily check-ins in case there are inflammatory conversations that need addressing. In these moments scan your inbox alerts but don’t respond to non-urgent matters. Be at peace with not impulsively responding to the conversations you’re reading. 
If you are working with others, type in next to the task on your calendar the initials of the person responsible for it. Google Calendar (http://calendar.google.com) synchronizes individual user’s calendars. Set yours to private but give access to those who need to be aware of it. 

Do not automate the posting of your content across your social networks. Your robotic postings will be ignored by those following you. While you might use your dashboard to schedule your postings, update each account separately and personalize each post or response to fit the outlet.

Schedule the posts for when your audience is awake. Repeat tweets four times, eight hours apart. This increases click-throughs fourfold. Unfortunately, this practice isn't accepted on Facebook. 
If coworkers need to use your dashboard, you can set multiple levels of access. You can restrict some to only view the reports and allow others to change the configuration.
Two Google tools

www.google.com/trends/explore and www.google.com/alerts
Non-Google tools with free plans

www.howsociable.com 


www.socialmention.com
www.netvibes.com/en/individual 

https://sumall.com
https://sumall.com/20ft  


http://topsy.com 
www.twilert.com 



http://addictomatic.com 

https://rowfeeder.com 


http://nutshellmail.com
Your blog
If your nonprofit is considering publishing news and information relevant to its mission, a blog is a great option since it attracts site traffic and readership. It also helps build your e-newsletter and group text-messaging lists, and people are much more likely to sign up for these lists from your blog than from your website. The posts can be repeated as content for your e-newsletters. 

Blogs offering new content will always attract more traffic than sites whose content never gets updated, or rarely. Your blog can be your social-media hub for three reasons: It's more personal than webpages or press releases, it can serve as the primary content source for your mobile website, and you can put your posts on Twitter and Facebook.

If you can write thoughtful posts at least once a week, then blogs can establish your competence. However, this is difficult. Don't add a blog unless you can write posts regularly. If it looks poor, most people won't bother reading it. Allow time to research, write material, and secure images, videos, and graphics. Include a photo, video, or link in your posts with proper credit; pure text posts don't cut it.
If you hire a social media manager, blogging should be at the top of their to-do list.
Banner/header
Your blog should have a banner across the top that matches your nonprofit's branding. If you have to hire a designer to create one, then do it. It is a required expense. Quite often you can use this banner on your website and your e-newsletter, so it's a value-added investment.

Below that have a two-column layout with a blog post column on the left and a column on the right for pitches and widgets (usually three inches or less). Use a white background with black text, and then choose one color from your banner to highlight links.
Ideas for content

· Write numbered lists of resources and tips. Numbered lists are the most retweeted, liked, and shared blog posts. A good title prompt is "10 Ways You Can...
· Share and comment on breaking news related to your organization. Write a two-paragraph summary of the story, add a link to the original source, comment on it, and then distribute your blog post to your communities.
· If you are launching a new program or fundraising campaign, write a post to share the news, and summarize the new program or campaign's goals. This can include announcements of conferences, staff changes, recent awards or accolades you have received, an urgent donation pitch, a request to sign an online petition, or a call for volunteers. You'll be surprised by what your supporters will do to help your nonprofit if you just keep them informed.

· Interview experts whose work is related to yours. A ten-question format works well. Insert and bold the questions, keep answers limited to two or three paragraphs, and include the expert's photo. The easiest way to conduct these interviews is through e-mail or over the phone, but in-person interviews lead to action photos and video interviews.
· Have guest bloggers post commentary and share expertise. Give them a word limit, a general topic, a deadline, and solicit photos. Since a guest blogger might be a poor writer or controversial in his subject matter, ask experts who are already connected to your work.

Category structuring

Add each blog post to a category and tag it by issue or subject. A post will have many tags but just one category. Map out your categories and tags when you launch your blog and then use them consistently for each new post. Keep the categories to under ten.
Photos

Use your avatar as your blog picture. This will be seen when you respond to comments or post on other blogs. Or you may want to use your headshot with a Twibbon of your avatar in the lower right of the image. 

Have at least one photo in the upper right of every post since posts with images get more views.

Use the same sizing of photos in all posts: for example, 300 by 300 pixels.

If you don’t have any in-house photos to use, do a quick Google Image or Flickr Creative Commons search; be sure you provide proper attribution. If you have a video in the body of your post, you usually don't need another image in the upper right. That said, if readers have to scroll down more than one screen to see the video, then add an image to the top of the post as well.
Soliciting comments
Solicit feedback and direction from supporters. When you are considering launching a new campaign or starting a new online community, go to the blogosphere for advice. Just be prepared to listen. Your supporters are eager to be engaged and useful, but you need to be open to their input. If you can get your supporters engaged during the idea stage, they are very likely to assist throughout the launch and implementation stages as well.

All blogging platforms have a notification system that lets you moderate comments before they go live (approve or disapprove). Consider disallowing anonymous ones. If spam and abusive comments slip through, quickly delete them. Otherwise, respond promptly, politely and concisely. 

Comment on other blogs too.  Use a blog search engine to find good ones. Good blog engines include www.google.com/blogsearch, www.bloglovin.com, and www.socialmention.com. Be genuine and don’t just plug your blog or site. You can, however, have a link to it in your signature. 
Blog pages (if blog is not on website)
Blog pages are different from blog posts. Like secondary pages featured in the primary navigation on your website, blog pages are featured in the primary navigation on your blog and are visible on every blog post you publish. Use these pages to feature your most important campaigns and pitches. 
Ideas for pages include “About Us," "Our Work," "Events," "Volunteer," and "Donate Now."
Each page should have content that is no more than two or three paragraphs, a photo, and a link to your website. It's best if the photos on every page are the same size.

SEO for your blog

Embed your blog within the domain that you own (such as www.freeselfhelp.org/blog) as opposed to hosting it on another server such as Wordpress. The more fresh content you publish under your URL, the better the search engines will rank your website.
Include in the blog’s title your organization’s name and "blog." 
Link to others in your posts, particularly to others who might send traffic back to you. 
Link back to prior posts of yours when they are relevant to what you're discussing, and link to other websites that are relevant to that post.
Accurately tag each post.
Feature five to ten recent posts and comments somewhere near the middle of your promotional column to prolong the period in which past posts can get traffic and comments. 
Install Google Analytics (http://www.google.com/analytics) so you can watch your traffic.
YouTube
A well-produced video or emotion-evoking slideshow can get through to the hearts and minds of the public much better than any print article could. Offer a clear call to action (share video, subscribe, get involved, spread the word, donate, etc.), and engage with those who comment, especially in the first few hours after uploading a new video.

When you do upload a video, get the HTML code so you can place your video on other platforms, like your blog and Facebook page. This lets others watch your videos without them having to enter YouTube at all. As a result, you can prioritize your conversations on these other sites over the comments on YouTube.
Joining and setting up a profile

Your channel is the page that is viewable by the general public and contains your user profile information, your videos, a list of your favorite videos, and your playlists. You must create it using a Google account that you already have or by creating a new one. If you already have a Gmail address, use that to open an account and channel. If not, you can open an account with YouTube (http://youtube.com/create_account), which automatically creates a Google account.  
Creating a vanity username URL

The username you select will become your YouTube vanity URL. It cannot be changed in the future, so choose carefully. If you already have a Google account that matches your chosen vanity URL(s) for your YouTube channel and other online communities, then log in with that account and complete the sign-up process. If you don't, then go to Gmail.com, create a new Gmail account to match your preferred username, and complete the YouTube sign-up process with your new Gmail address. YouTube will then create your new channel as well as a new Google account, automatically using your new Gmail username as your new Google account vanity URL. This vanity URL cannot be changed at a later date. 
As Google continues to expand its services, especially in the mobile arena, your new Google account could become very important in your branding. Keep track of all these new accounts and logins on a master log-in sheet.

Help from YouTube itself

www.google.com/support/youtube  
https://www.youtube.com/yt/impactlab/ 
www.youtube.com/yt/playbook/build-your-community.html 
www.youtube.com/yt/creators/index.html 
http://youtubecreator.blogspot.ca
YouTube’s help for nonprofits
· Google’s YouTube Nonprofit Program: www.youtube.com/nonprofits 
· The email address for support questions for nonprofits is nonprofits@youtube.com   .
· The Google Group for nonprofits on YouTube: https://groups.google.com/forum/?fromgroups#!forum/youtube-nonprofits 
· Support forum for nonprofits with tips and best practices regarding your YouTube channel: https://productforums.google.com/forum/#!categories/youtube/youtube-for-non-profits
· The Google Wallet “Donate” button. Once you sign up as a nonprofit, go to Google Wallet Options, enter your ID and Merchant Key, and choose donation amounts. When you’ve filled in the information, the button will appear on your public profile and on your video pages. 

Importance of your avatar
Use your nonprofit's avatar as your profile picture. It’s very important for branding on YouTube. Your avatar will be displayed on all the channels to which you subscribe, as well as on the walls of any comments you post. It should be square and include your logo, and it should be the same avatar that you use in your other social-media communities.
The One Channel design

YouTube has launched a new design called One Channel (www.youtube.com/onechannel). If you haven’t yet, upgrade your channel to this new format. You are limited to an upload of one banner image, and one you can no longer select a color as your background.

Subscriptions

Display subscribers. The more "subscribers" you have, the more exposure you get on YouTube. Subscribers are valuable because they see your new videos in their YouTube feeds. If you display subscribers on your channel, you are also much more likely to get additional ones. The avatars of your subscribers also add some color and personality to your channel, and send the message that you are engaged in the YouTube community.
To find your subscriptions, click the Subscriptions link on your home page, or click the username drop-down menu and select Subscriptions to see them with the channel names on a left column list.
Good examples of nonprofit videos

www.youtube.com/user/nonprofitorgs
www.youtube.com/playlist?list=PLHSxzMEhsT9MNqwnLdZ53DVr43ms4nJQz
Nonprofit video awards
www.youtube.com/user/nonprofitvideoawards   

www.thedailydogooder.com 

Making a playlist

You can have a wonderful YouTube channel without ever uploading a video. Use the playlist system to create wonderful curated content instead. By adding videos to “Playlists” and then displaying those playlists as “Sections” on your channel, you can make a strong first impression. That said, if you do create videos, organize and display them in your playlists and sections.
Curating others’ videos into playlists is a good way to add value for your audience and build credibility as an expert in your field. Make a collection of tutorials that you can then embed on your website.
You can add videos from a channel or a video page. From a channel, find the video you want to add, hover over its thumbnail, click the drop-down arrow, and then select the playlist you want to add it to. From a video page, you have two options: Click the Add To button and select the playlist you want to add this video to, or choose a video based on a tag or title, hover your mouse over its thumbnail, and select your corresponding playlist.

A playlist is displayed horizontally on your channel once you add at least four videos to it. When you add your first video, you can create and name your playlist. All videos thereafter can be added by selecting the playlist. Then add your new playlist as a section to your channel and then use the up or down arrows to feature it where you want it. Lastly, add your website, icons, and channel banner. 

The act of creating playlists is always visible to subscribers from your feed.
Sharing a video
The sharing link for a video brings people to the exact page you're on. It does not bring them to a channel page. If you want to do that, you need to send them that channel’s URL. 

Next to the short you.be link generated by YouTube, click the Show Options link and review the three check boxes:

· HD Link: If the video was uploaded in an HD format, that HD URL check box appears automatically. If you want to share the video as HD, click the box.
· Start At: This lets you create a link that starts the video right where you want it to start. Say you want to share the video but want people to start viewing it two minutes in - now you can. You can see the timestamp running in this box as you view the video. Pause the video when you get to the place you want your link to start, and then copy the link. It contains the timestamp on it. Now when people start the video, the video starts where you selected. They can go back and view it from the beginning if they choose.
· Long Link: You might want the whole long link to post a video. Select and deselect the check box to see the difference in the link.

… on Facebook

When you click the blue Facebook Share button, another pop-up window opens. Choose where you want to post it: your personal wall, a friend's wall, on a group wall, on any of your Facebook pages, or as a private message on Facebook.

You can edit the text in the title and description of the video by clicking the text and replacing it with what you want. You can also choose which thumbnail is shown by clicking through the options or selecting the No Thumbnail check box.

If you're posting it on your own wall or to one of your pages, you can modify who can see this video by clicking the drop-down menu next to the lock icon. You can customize who can see it right down to excluding only certain people. 
… on Twitter

When you click the Tweet button, the tweet is autopopulated, like this: "Check this video out - (Title of your video - http://mylink.com via #youtube)." You can, and should, edit these words before you click the Tweet button. You need to add the benefit of watching this video, or at least some teaser text about it. The following words are particularly enticing: video, how-to, tutorial, short, shocking, and personal reactions. Keep the #youtube hashtag so that people who search Twitter for YouTube videos can find it.

… with mobile users

Replacing the "www" in your video URL with an "m" will automatically generate a mobile version of your video that can be sent in group text messages.
… in an email

Look for the Email This Video button; click it, and a section appears where you can write and send a message to any email address.

The http://youtu.be URL shortener

To use http://youtu.be, take a URL like http://www.youtube.com/watch?v=FdeioVndUhs and replace http://www.youtube.com/watch?v= with http://youtu.be/ to get http://youtu.be/FdeioVndUhs . You can still show it in thumbnails, embed the video directly, and track how it is spreading in real-time.
Embedding a video

Many people use YouTube only for the HTML embed code so they can place a fully functioning video on a website or blog as opposed to linking to the video. People can then watch the video without leaving that website or blog. If they double-click the video, they will be taken straight to its YouTube video page and not the corresponding channel page.

To create the HTML embed code, 

1. Go to any video, and click the Share button and then the Embed button. 

2. Select any check boxes, depending on how you want the video to look and play. Modifying the settings immediately changes the HTML code in the box. 
3. Enable Privacy-Enhanced Mode: When you select this check box, it restricts YouTube's ability to set cookies on the computer for anyone who views a web page. YouTube may still set cookies on the computer once the person clicks the YouTube video player, but it won't store personally identifiable cookie information for playbacks of embedded videos.

4. Select the size of the video player. Depending on where you're going to place this video, you might need to change it from the default size of 480 x 385 pixels. Type the width number you need in the custom box, and it automatically changes the code for you. 

5. Select and copy the code. 

6. Place the code on your website or blog. Either send the code to your webmaster or learn how to place it yourself through tutorials for your particular platform. Always embed videos on your Facebook page, website, or blog. 
Cross-promote with other YouTubers

Cross promotion on YouTube can be as simple as ‘favoriting’ a video or shouting out another channel with a video annotation. Make a playlist of existing videos made by funders, partners, organizations, and activists with missions similar to yours, and subscribe to their channels. This will be seen by your subscribers once you enable these actions in your settings for sharing. Also, every time you leave a comment, your username links to your channel.
Align your video fundraising and outreach efforts with larger initiatives or cultural events that are relevant to your campaign. These events might be World AIDS Day, Earth Day, World Refugee Day, etc. Also, post videos that explain your position to timely and relevant news. 
Celebrities and personalities can help drive the success of your videos on YouTube. If you have access to well-known figures, companies, or other entities affiliated with your cause, consider how to get them involved. Include their names in video metadata so that audiences can follow and find content about the celebrities that they care about. It also helps to feature subjects who can attest to the importance and impact of your work. The best spokesperson doesn’t always have to be a celebrity; it can be the people you are trying to help.

Reach out to specific YouTube creators with a big presence on YouTube. Some would be eager to help make a video for a good cause.

Project for Awesome (#P4A)
Project for Awesome is an annual charity project founded by popular YouTube stars, the VlogBrothers, and organized by the YouTube community. It’s the perfect opportunity to collaborate with a YouTube creator to promote your cause. Every December, YouTube creators make videos for charities of their choosing and then spend two days viewing, commenting, and favoriting the videos to help make them more visible on the platform. For more info, see  www.projectforawesome.com and http://www.youtube.com/p4a .
Subscribe to other channels for ideas

Subscribing to another channel is the highest expression of YouTube support. When searching for videos, click the Filter & Explore down arrow at the top of the results. To look solely at channels, select Channel. The list of channels has a blue Channel button under each description. Click the channel name to view it and decide whether you want to connect. 

View a few videos, read the channel description on the left column, see if the channel has any recent videos or posts, and read the comments and replies. Click the Subscribe button if you like it. When you subscribe to other’s channels, you'll see who they subscribe to and favorite, and you’ll get more ideas in the process. It’s like following someone on Twitter and then looking to see if you want to follow those who they’re following.

Partner with YouTube to get paid

https://support.google.com/youtube/answer/72857?hl=en 

The content of your own videos

Your first video

Limit your first video to 30 seconds and use it to promote your mission, your impact, and your future goals. Most viewers get bored and quit watching within the first 10 seconds if the video does not grab their attention effectively.

Ideas for other videos

Use simple animation or a slideshow to explain complex concepts vital to your program.
Give a tour of your office or facilities. Supporters love to see video tours of your office or facilities. Any nonprofit that is a destination should record a teaser tour to get people interested and eventually walking through the door.
Feature beneficiaries of your nonprofit's services. Supporters appreciate success stories. Interview the people who have benefited from your nonprofit and ask them to share their stories.
Interview staff members, supporters, or experts. Sit down with your executive director or your program staff and ask them ten questions. Ask supporters why they give or volunteer. Interview experts on topics related to your mission and programs. Think of yourself as a broadcast reporter out in the field conducting interviews.
Document events. For example, record sound bites of support from attendees at your annual gala or marathon, or interview people who attend your conferences or protests. Perhaps record your journey to Capitol Hill or other destinations, or make a fast-forward montage of community-service events. There's no shortage of possibilities when you are documenting events with video, but when you record individuals at these events, you must get their permission to publish the video content. You can record groups of people legally when they are on public property, but when you record and then distribute videos of individuals (at events, on the street, or at your office), get them to sign a video-release form to avoid worst-case scenarios.
Make a call-out video asking the YouTube community to create videos for your cause.
Record speeches by staff members, and include introductory and closing slides.

Create an annual "thank-you" video. Each year create a video of staff members, volunteers, board members, and the communities that you serve expressing their thanks. It can be a simple 30-second video of 10 people saying "Thank You" (or holding up a "Thank You!" sign), or it can be more elaborate and longer, with interviews, text, and graphics. A great place to feature this video is on your "Thanks for your Donation" landing page.

Uploading a video

To upload a video to your channel, click the Upload link to the left of your username. There are three ways to continue. You can click the Upload Video button to browse your hard drive, record directly from your webcam, or drag and drop a file. Once the video is uploaded, go to the video's information page. Fill in the fields listed below and click the Save Changes button. Your video now appears on your channel and on its own page, where people can comment on it.
· Show Suggested Videos When the Video Finishes: Deselect this check box if you don't want other videos to show up as thumbnails at the end of your video. You can't include just your own videos; YouTube decides which ones show up in the thumbnails. 
· Use HTTPS: This is a technical suggestion for sending the video over a security-enabled connection. Don't bother.
· Enable channel and video comments: The vast majority of the time, the comments will be positive and supportive. For the few that aren't, if they are exceptionally mean-spirited, then simply delete them, block the user, and move on. That said, there are seemingly more mean and grumpy people on YouTube than on any other community.

· Play in HD: This is a bit of an involved decision. If you want your video to play in high definition, you need to first choose the best player size. The recommended minimum size is 480 x 385 for a 4:3 video and 640 x 385 for 16:9 content. How did you shoot the video? If you shot it in 16:9 ratio, the smallest player size to choose is 640 x 385, and the largest is 1920 x 1105. If you play an HD video in a small player, the computer works overtime to scale down the video to fit within the player, which results in a choppy playback experience. 
You can see the difference the size and HD make by doing this: Go to any video on YouTube. Near the bottom-right of the video player, you'll see a number (such as 240p, 360p, 480p, or 720p HD). Click the number, and you’ll see a display of numbers. Click each number one at a time and see the difference in the quality of the video. If the video was shot in HD, it will look fantastic at 720p HD even at full-screen mode.
Write a good description

In your description, offer helpful links such as information about your cause and organization, how viewers can get involved, and where to donate. Also encourage viewers to subscribe, share, or ‘like’ the video as a form of support.
3-D video option

YouTube supports 3D video. When you upload a 3D video, select the “This Video Is Stereoscopic” radio button and then choose the left and right video layout as left-right, right-left, top-bottom, or bottom-top.

Annotations

Annotations let you add text and links over your video. You can include instructions that correspond with the audio, a call to action, an update since you shot the video, links to your products, links to your past videos, and links to others’ videos. Annotations help with VSEO too. 
There are five annotation formats: 
· Speech bubble: This shows a comment inside a cloud shape anywhere during your video.
· Spotlight: Highlight areas in your video.

· Note: This is nearly the same as the speech bubble, except it isn't inside a cloud shape.
· Pause: Stop your video for an adjustable amount of time to show URLs or text.
· Title: Create a large title for your video.

To create an annotation, look for the Annotations button. The editing interface appears, and the video starts automatically. When you get to a spot where you want to add an annotation, click the Pause button. Click the Add Annotation button on the Properties panel and select Title. Another interface opens where you can type the annotation you want. Type your text in the title box on the panel. Adjust the text size and color by clicking the size and color drop-down arrow. If the title is blocking a key part of your video, drag the title box to a different spot with your cursor. 
When you're done, click the Save button, and then add other annotations before clicking Publish. 

If you want to be very creative about how you get your message across, use annotations to your other videos to create an interactive, “choose-your-own-adventure” style video.

For more help with annotations, see this YouTube page: http://goo.gl/6YuDH .
Nonprofit-related ones
Use annotations to raise donations, drive viewers to a website or petition, enlist volunteers, promote a fundraising event, and more. Only nonprofits can include links to external websites relevant to their causes, such as external fundraising websites. For more, see https://support.google.com/youtube/answer/2648231?hl=en&topic=16632
Privacy

You can choose one of three privacy settings: public, unlisted and private.

· Public: If you choose Public, anyone can search for and view your video. If you are uploading a video to be used as a marketing tool to find and attract a wider audience, this is the setting you need.
· Unlisted: With this option, only people who have the exact URL to the video can view it, regardless of whether they have a YouTube account. An unlimited number of people can view the video as long as they have the exact URL, but it will not show up in any search results or in the listings on your channel. Although your video won't show up in a search, if someone who knows the video's URL decides to share it somewhere on the web (like on Facebook), others can see it. So, if you want your video to be very private, you'll need to select the next option.
· Private: This option limits the exposure of your video so that only you and up to 50 other users (who must have a YouTube account and must be invited by you) will be able to view it. When you select Private, an interface opens where you can enter the email addresses of those you want to invite.
Making the embed code available
You have a choice whether to make the embed code available to everyone. If you want viewers to share your video on Facebook, blogs, and websites, select Yes. 

Syndication

If you own the copyright to everything in the video, you can select the syndication Yes radio button. Never post content that you don't have the copyright to use. 

Keep your tags updated

Update your video tags to reflect new search trends related to current events or global initiatives relevant to your cause. Obvious tags are nonprofit, organization, your city, your state, and your program areas (environment, conflict resolution, etc.)
Frequency of video posts 

Ideally, your nonprofit should produce videos on a somewhat regular basis (monthly, for example), but at the very least your nonprofit should work toward achieving a goal of a minimum of three videos per year that tell your most important stories, such as your overall mission, your impact, and your future goals. 

The next step is to release a series of videos around different issues related to your cause. If you create a playlist, include the release schedule in the description along with the overall message conveyed in the videos.

Live-stream from your channel
See https://support.google.com/youtube/answer/2590024?hl=en 

Make a bulletin for subscribers

You can create a post, called a bulletin, for your channel’s activity’s stream, which shows up in the activity stream of everyone who has subscribed to your channel. If they have their settings to receive an email every time someone sends them a message, then they get an email notification when you send your bulletin. 

Send a bulletin when you have a new type of video, product, or something else for which you would send a press release. However, do this sparingly as your subscribers already see when you've uploaded a new video. You want them to know what is new without spamming them.

You can post a bulletin very easily. Click the Post Bulletin button at the top of your channel page, and compose your message in the Enter Message text box. You have the option to attach a video; just enter the URL in the appropriate text box. Then click the Post Bulletin button.

Your bulletin will always have the text "Bulletin by yourusername" at the front of it, another reason why your username needs to be in line with your branding and not some random username like Lily432Love. People see your username when they log on to YouTube.

SEO for your video

You must upload at least two YouTube videos (completely tagged and described) before anyone can find your channel in a search. 

Channel information:
Limit the description of your channel to your one paragraph. Go to "My Channel > Profile > Edit" and enter a brief "Channel Description" and link to your website. Disable most categories that you see there, such as age, movies, schools, and music.

The channel title isn't the channel URL but rather the name at the top of the channel when viewed by others. To change your channel title, click the Settings tab and look for the Title space. You have 31 characters to name your channel. Put your cursor inside the Title Edit field and start typing.
Also go to "My Channel > Settings > Channel Tags" and enter a wide variety of tags that you think will interest others. 

Video title:
Titles have the strongest impact on YouTube search results after your channel's name. Follow this formula: "Main keyword: benefit with main keyword."  A title can be as long as you want, but put your keyword at the beginning because title tags are usually no more than 63 characters long. Beyond that, you don't know if the search engines will read them. Put your keywords first and the branding last. If you're branding yourself, use your own name in the title of all your videos. If you're branding your company name, use your company name.

Video description:
This section can contain up to 250 characters, and the text here shows up in search results. You probably want viewers to go somewhere after they view the video, where they can either buy one of your products, donate, or see whatever else you have to offer. So, put a link first, starting with http://, to ensure that viewers can access the link. Also use all of your keywords, not just the one you used in the title, while also accurately reflecting the message and content of the video. Include your standard tagline in all video descriptions.

Tags:
Include at least 10-15 keywords. For those that are phrases, use double quotes. Save time by creating a set of standard tags that can be applied to all of your videos. 

Category:
Place your video in one the 15 listed categories after you research the kinds of videos that rank the highest in each category you're considering. Notice how many views they're getting in order to rank in the top ten or twenty. You might find that it's easier to obtain a higher ranking with the type of material you're posting in one category rather than another. To browse categories, click the Browse link beside the Search bar at the top of any YouTube page. Then click the drop-down list and select the category you want to explore.
Captions and subtitles:
You can create closed-captioned text on your video and also a transcript that highlights the words you're speaking as you speak them on the video. Doing this really helps your VSEO for each of your videos. If you already have a lot of videos uploaded, you might want to consider outsourcing this task because it can take a while to do each video, about ten minutes to every one minute of video. 
When you've created your transcript, upload it to YouTube.  Click the Captions and Subtitles tab, and then the Add New Captions or Transcript button. Click the Choose File button. Select your transcript file and click the Open button. Choose the Transcript File option, give your file a name, and click the Upload File button. Wait for the upload to finish. Select the check box so that the transcript can be viewed with your video. To confirm that it’s there, look for a red CC (closed-caption) icon and the transcription with timestamp icons.

Dating and mapping:
Fill in this section completely because people do search for videos by location and date. For the date, use the drop-down arrows for month, day, and year. For the map location, type the city and state and then click the Search button to pinpoint a place on a map. Double-check to make sure it's the place you want.
Video thumbnail:
Select the thumbnail image for your video. YouTube automatically finds a section in the middle of your video and then chooses one of three shots for the thumbnail image. You can choose which of the three you want, but you can only hope that the middle of your video has something interesting. To choose the image, click it. A yellow outline indicates the one you selected. It then takes up to six hours for the newly chosen image to be the one that people see in a search.

Miscellaneous (11 more items):
· Shares: The number of times your video is shared, the better your search rankings will be.
· Age of video: The older the video is, the less it counts in the VSEO algorithm.

· Annotations: Consider adding them to each of your videos to aid the VSEO process.

· Link: Link to your website, a product page, or wherever it is you want people to go after viewing your video. This link goes in the main description area for each video.
· Ratings: YouTube values the number of thumbs up and thumbs down that you get. Ask your subscribers to rate your videos.
· Playlist additions: Put every video you create into a playlist, and always link together your videos. Then ask your subscribers to add one of your videos to their own playlists. 
· Flagging: Don't upload anything that will anger viewers so much that they flag it. It’s bad for rankings.
· Comments: The more comments you have, the better. Reply to as many comments on your videos as possible. You can also comment on your own videos with a link to another of your videos.
· Channel views: To boost channel views, occasionally send others to the video on your channel page instead of the individual-video page.
· Inbound links (from external websites): You want relevant websites linking to your videos. Also called a backlink, these help with your search ranking as long as the other site is considered an authoritative site by the search engine.

· Account bio: This is in the About Me section on your channel page. Choose your account settings from your username drop-down menu. Click the Profile Setup link in the left navigation menu. In the Describe Yourself section, type your bio. Fill in as much as you can and save the changes.
YouTube analytics
YouTube’s analytics (www.youtube.com/analytics) include views, hotspots, demographics who viewed it, and more. You can get statistics on an individual video or on your channel. Check once a week if you're uploading videos on a regular basis; otherwise, once a month might be fine. Track how many people comment on your videos, and ask for comments in your video and in the annotations on the video. Look at where people are finding your video and then find similar places to promote your videos for more viewers.
The Date Range section is the same for all the reports except for the Hot Spots report. To go back to the list of videos, click the Summary link in the top-left menu.

Individual video stats

Sections for viewing an individual video’s statistics:
· Views: See the daily totals, 7-day totals, 30-day totals, and regional popularity. This section also has an interactive world map to the right. When you select Regional Popularity, another interface opens, with countries listed. Click any country to see the views from just that place. 
· Discovery: Select from the drop-down list to view the following items. You can see the graph as either a stacked chart or a line chart by selecting the preferred radio button.
· Links Followed to This Video: This is one of the most important places to spend your analyzing time. It shows how people found your video. The YouTube Search shows some info on these numbers, but when you click the link itself, you see the actual keywords people used to find your video. Look through these words and see if you can use them more often in your titles to magnify search results. 
· No Link Referrer - Embedded Player: Click this link to see who has embedded your video on his website. Go to that site, comment on your video, and start a conversation with the person who obviously liked your video so much he took the time to share it with his network. Thank him and explore some marketing partnership ideas together. Click the Google Search link too. These are the search terms people used on Google to end up on your video page.
· Location of Player When Viewed: You can see how many people viewed your video on its video page (or Watch page, as YouTube calls it) as compared to your channel page. Also notice the numbers for people viewing it on a mobile device or an app.

· Demographics: You have a graph to the left for age ranges and a pie chart to the right for gender. You can click the All, Female, or Male radio buttons above the age graph to see the numbers. Look at your titles and use the keywords that are bringing people to your videos.
· Community: You can see totals for Community Engagements, Sharing, Ratings, Comments, and Favorites from the drop-down menu. If you don't have any ratings, comments, or shares for a video, you'll not see any numbers here. Find ways to ask people for these actions with annotations, or ask for them as you record the video. 

Help this process along with your key players. Check out the word cloud that's created by the words used in the comments. You can see trends in how people comment on your videos. For example, if you find one of the biggest words in the cloud is “helps”, make sure you use that word in your video scripts and in your annotations, as in "Click thumbs up if this helps you!" People take cues from what you say and like to follow instructions.
· Hot Spots: This is a graph that shows viewership at each moment in your video, compared to videos of similar length, but not necessarily of similar topic. The higher the graph, the hotter your video, compared to other videos. It could also mean fewer viewers are leaving, and they may also be rewinding to watch that point in the video again. Doing those actions will point the line higher. Clicking away and fast forwarding will drop the line. You have about ten seconds to capture someone's attention before they click away, and then another minute to keep them for a bit longer.

Channel stats 
On the Summary pages, you’ll see your channel report with all the stats on the videos you've uploaded. Click any of the links on the left menu to get more detailed information. 

· Summary: This summarizes the metrics in four sections of all your videos: Views, My Videos (top ten), Demographics, and Popularity. They all have links to more information.
· Views: This channel report shows you the top ten videos on your channel.
· Discovery: This is similar to an individual video’s Discovery report except the information isn't hyperlinked. You can see, for example, that you had 103 video embeds, but you can't click through to see where. You would need to collect that from each individual video’s Discovery report.
· Demographics: Find the total for all your viewers for age and gender.
· Community: The additional number you want to look for in this section is Top Sharing Sites (Twitter or Facebook probably). This is based on how often your viewers used the built-in Facebook or Twitter icons for sharing.
· Subscribers: This report is available for only the whole channel. It's a nice view of your subscribes and unsubscribes across time and tells you where on the planet you're gaining subscribers at the moment. If you start losing subscribers, find out why. And if you're gaining them, figure out what you're doing right, and do it more.
Twitter
Tweets are public. Anyone at any time can see your tweets. They can look at your Twitter account directly, follow you, put you on a list, or follow someone else’s list that includes you.
Overly professional voices don’t work here. People want to learn a bit about you as much as your brand, so tweet once in a while about yourself and sign your name. However, stay focused on your values and be ready to disagree. If you’re wrong, apologize.

For organizational accounts, post a list of your colleagues on Twitter with their handles.
Its help pages

https://about.twitter.com  


https://support.twitter.com 
https://support.twitter.com/groups/50-welcome-to-twitter
Its sites for nonprofits
https://blog.twitter.com/twitter-for-good 
https://twitter.com/twitterforgood 

https://twitter.com/Nonprofits


https://blog.twitter.com/2011/twitter-ads-for-good 
www.twibbon.com
Creating a Twibbon ribbon
On www.twibbon.com, you can create a patterned Twitter ribbon that other Twitter user can put on their avatars to show support for your cause. Most nonprofits use their logo as their Twibbon image, but you can design and launch special Twibbons for specific campaigns. Your Twibbon must allow transparent backgrounds. 
You may need to hire a graphic designer for 30 minutes of work, but it's worth the time and effort. Twibbons are useful on Twitter, Facebook, and location-based communities like Foursquare, especially if you have numerous staff members utilizing social media. The more staff members and supporters you have on the Web using your Twibbon, the more visually recognizable and powerful your brand will become.

3 types of nonprofit accounts
The three types are information, personalized, and fundraising/promotional.

An information account aims to be a topic’s go-to source. The typical follower doesn’t know who the account’s author is as the tweets are impersonal. Don’t give too many updates so that people won’t unfollow you. If you send ten tweets per week, see how followers respond when you increase that by 30-50%. An information account has the best chance of being followed by journalists, so map the account's increasing connections. Measure not the volume of your tweets that are retweeted, but the distance they travel (the reach). 

Choose an information account if you

· want to stay anonymous, 
· are uncomfortable talking informally about your organization, 
· don't want to insert too much personality into your tweets, and 
· have time to post valuable information about your cause and area of expertise.
A personalized account is suitable for an older, more established organization. A good strategy for organizations with a personalized account is to maintain an overall personal and casual feel that shows a side of the organization not seen elsewhere. It is harder for personalized accounts to get retweets and replies than it is for fundraising or information accounts. 
Choose a personalized account if you
· can’t post enough information about your cause. This is the reason to not have an information account.
· are comfortable with personalizing the account, either as one individual or as a group of colleagues showing a personal side of the organization.

If your nonprofit has at least 5,000 followers, and a celebrity or a major donor to enlist, then it is worth the effort to launch a Twitter fundraising campaign. Fundraising accounts grow and shrink based on whether they are engaged in a particular campaign. Aim to minimize the drop-off rate in the weeks following a big push, and to minimize it further with each new campaign.
Tips for fundraising campaigns on Twitter:

· Center your campaign around a cause, not your nonprofit's name. 
· Tweets should be displayed in real time. 
· Make sure your e-newsletter "Subscribe" and "Donate Now" buttons can easily be seen.
· Create a unique #hashtag for the campaign, and try to get it sponsored. If you have a major donor or corporate sponsor, ask it to donate $0.25 to $1 every time someone tweets your hashtag. Sponsorship campaigns have a strong appeal for businesses because they help the business build its follower base.

· Have a start and end date. Urgency motivates people to take action. A month before the launch, email supporters, blog, tweet, and use Facebook to build momentum and excitement. Then say that the campaign will last only 7 to 30 days, and do a heavy push near the end.

· Make it an annual event, but add something new each year, such as videos, peer-to-peer fundraising, text-to-give, or tweet-ups.

The T.W.E.E.T. mnemonic

Target, Write, Engage, Explore, Track
· T (Target): What is your goal?  Tweet it.
· W (Write): Write quality tweets.
· E (Engage): If something negative is said about you, engage with @replies and retweets.
· E (Explore): Explore and search for your followers. Find everybody and bring them to you.
· T (Track): Measure to see your progress or where you need to improve.

Metrics for W.E.E. 

W(Write):

 - Number of tweets per day/week/month

 - Number of retweets sent

 - Most retweeted tweet

 - Response to different types of tweets

 - Best tweet

 - Percentage of retweets sent to original tweets

 - Percentage of tweets with media links

 - Percentage of tweets with photos

 - Percentage of tweets linking to your website

 - Percentage of tweets linking to outside articles

E(Engage): 

 - Number of followers

 - Number of following

 - Number of retweets about you (analyze what was retweeted, when, and why)

 - Number of @replies

 - Number of @mentions

 - Number of DMs

 - Reach of a tweet

 - Follower growth rate

 - Follower drop-off rate

 - Most engaged day of the week

 - Most engaged time of the day

 - Number of lists on which you have been placed

 - Types of tweeted links of yours that get the most clicks

E(Explore):

 - Number of lists following (lists you are following)

 - Number of lists created (lists you created)

 - Number of lists on which you have been placed

 - Size and growth of lists created

 - Mentions of you per day

 - Retweets by influencers

 - Reaction to retweets by influencers

 - Press mentions of Twitter account (your handle should be included in these articles)

 - Percentage of followers made up of "influencers"

 - Number of influencers actively followed on your private "public relations" list

 - New relationships created
Setting up a profile

Open a Twitter account for yourself and another one for your organization. Just make sure you have the time to devote to both accounts. If you're branding a company name, use your real name in the Full Name field (so there's a human associated with the account) and the company name in the Username field. Using your real name will help people find you on Twitter.

On the @Mentions tab, you can find tweets that have been tagged with your Twitter username.
The Retweets tab shows others’ tweets that you and the people you follow have forwarded, as well as your tweets that your followers have forwarded.

Under "Settings > Account," do not protect your tweets unless you are using Twitter to create a closed community. Also under "Settings> Account," add a location to your tweets, unless you work at home. Tweet location helps when users "View Tweets Nearby," and in third-party Twitter apps that utilize geolocation technology. Enabling location results in more exposure for your organization.

Until you have done these steps and sent out your first tweet, do not start following others.

Graphics

Twitter’s suggested size for profile photos (i.e., your avatar) is 400x400 px, and its suggested size for header photos is 1,500x500 px. In your header put your organization’s name, your logo, website address, tagline, and perhaps the name of the person managing that account.

Match the color scheme to your organization's colors. Call your designer and ask for the numeric values of your web colors if you need to, or use the 4096 Color Wheel (google it) to guess it. 
If using text-to-give technology
Include your text-to-give keyword and short-code pitch in your Twitter background image.
Embedding a tweet on your website
To embed a tweet on your website or blog, click “Embed this Tweet” at the bottom of any Tweet permalink page. Select HTML, Short code, or Link from the pop-up dialog box. Copy and paste the code provided in the dialog box into your blog or website. The tweet embed code can be used to display all kinds of tweets, including tweets with photos and videos, as well as tweets that are part of a conversation (@replies). You can embed a tweet with a photo or video, but embedded tweets will automatically display only photos from pic.twitter.com and YouTube videos.

If the embedded tweet is an @reply, one previous tweet will be displayed above the @reply. Permalinks will be available on both tweets, but tweet actions (reply, retweet, and favorite) will only be available on the @reply.
For more on embedding, see https://dev.twitter.com, such as for embedding timelines, buttons for following, Tweet buttons, and Twitter Cards. Twitter Cards make it easy for users to express interest in what your brand offers. Users can easily and securely share their email address with you without leaving Twitter or having to fill out a cumbersome form. When they expand your tweet, they see a description of your offer and a call to action. Their name, @username, and email address are already pre-filled within the Card. The user simply clicks a button to send this information directly (and securely) to you.
Special keyboard shortcuts

Navigation

· j/k to move between the next and previous tweets
· Enter to drill into or close a selected tweet
· Space to page down
· Shift+Space to page up
· / to jump to the search box
· . to refresh and jump back to the top

For navigating timelines

· g then h to go home
· g then r to go to your replies/mentions
· g then p to go to your profile

· g then f to go to your favorites
· g then m to go to your direct messages
· g then u then search to view any user's timeline

For individual tweets

· b to block a tweet
· f to favorite a tweet
· r to reply to a tweet
· t to retweet
· m to send a direct message
· n to compose a new tweet
· Escape to cancel a compose window or to dismiss the help window

Tweet scheduling and analytics 
Tweetdeck - https://tweetdeck.twitter.com – and Hootsuite – www.hootsuite.com – are two Twitter scheduling and analytics systems worth looking into. Tweetdeck is free but can only be used with Twitter, while Hootsuite can be used for multiple social-media platforms but has limited options at its free level. Speaking of Hootsuite, its URL-shortener service, http://ow.ly, is not as highly recommended by social-media experts as is http://bit.ly is. Bit.ly links are much more likely to get retweeted on Twitter than any other link format.   

To see when your followers are online the most, check out Tweriod (www.tweriod.com). If you are tweeting different things throughout the day, never do it all at once.
To schedule a tweet for later, use Hootsuite or Socialoomph (www.socialoomph.com), but only schedule tweets that are not time-sensitive, such as high-quality old information that you want to post again for followers.
In addition to tweeting, allow time for retweeting, replying, commenting, and following others.
Hootsuite versus Tweetdeck

https://www.lifewire.com/tweetdeck-vs-hootsuite-which-is-better-3486041 
Following and being followed

Build your following slowly. Try not to follow more people than are following you back. The smaller your ratio of follows/followers, the more influential you will seem. When you start, you will naturally follow more people, but wait a while before following new ones. The ones you follow are called your friends.

Your followers can not direct-message you if you are not following them. When you do decide to follow someone, that person will get an email announcing that. Right then, add them to one of your lists while it’s still fresh in your mind.

If someone's Twitter name is published somewhere, and you want to go directly to his account so that you can follow him, add his username to the URL like this: www.twitter.com/username. Many bloggers use a system that hyperlinks back to Twitter anytime they type @username in a post. Just click the link to go to that Twitter page, and then click the Follow button. 
In the Recommend People to Follow section, put your Twitter username in the first field. If you have another Twitter account, or want to recommend someone else's account, add that account in the second box. When someone clicks the Tweet button to tweet your post, Twitter will suggest to the tweeter the accounts you put here. Copy the code and paste it into your website.

Lastly, #followfriday is a hashtag for tweeting every Friday about good accounts you are following.
Good tweet content for nonprofits
(in addition to @replies)

· powerful stats that speak to your mission and programs;

· photos and videos with your opinions; 
· links to interesting articles, studies, trends, breakthroughs and advances;

· weekly questions for your followers;

· retweets from others that merit repeating;

· an occasional link back to your website or blog;

· quotes that inspire social good;

· well-formatted, easy-to-read factual tweets;

· position statements spoken with clarity and conviction;

· tweets that tap into the #BreakingNews cycle;

· tweets about the work done by an allied organization or person; 

· tutorials, especially video tutorials, which are very popular on Twitter; and.
· contributions to mission-related twitter hashtags.
In the beginning, send out more info than usual and be more personal than usual. Follow the 60/30/10 rule: 60% of your posts should be useful content, 30% should be engagement with followers, and 10% should be personal. Only one out of every ten should be a direct request, such as subscribe to our e-newsletter, please donate, like us on Facebook, or something similar.

Having a weekly question related to your mission engages your followers. Go for questions that ask for opinions and not for a "right" or "wrong" answer. Everyone can answer via an @reply. Respond to each answer even if just to thank them.
Use Twitter to build your e-newsletter list

Sometimes all you have to do is ask. The vast majority of online donations come directly from asks in e-newsletters, so to increase your social-media fundraising ROI, turn Twitter followers into e-newsletter subscribers. Every couple of weeks, send out a time-sensitive tweet letting people know that your nonprofit is "sending out an e-newsletter tomorrow, and if you want to receive a copy, please subscribe." 
Give a link where they can subscribe. Quite often a "Thank You!" in the tweet helps increase your opt-in rate. However, less is more. Ask your followers to subscribe to your e-newsletter only two or three times a month, but most definitely do ask.

Components of any tweet
Hashtags

The # (pound sign) symbol placed immediately in front of a keyword or phrase is a "hashtag." Twitter aggregates all tweets with a certain hashtag into one stream for real-time discussion.

Just click the actual hashtag to see this particular stream.  
People searching for a hashtag can find all tweets that use it and can gain or find new followers. When you've found good hashtags, note them for later because you will forget what they mean.

Not every tweet should include hashtags, and don’t put more than two hashtags into a tweet. One hashtag only is best. New users often use too many.

At in-person events, use the official hashtag. Event planners routinely make them available as soon as they announce the event.

The best hashtags 

The best hashtags are specific phrases that, ideally, others are also using. Think about how your prospects might find you. Possible hashtags include

· geolocation (city or state),

· your industry, 
· your niche product’s category,

· the name of a conference or event, or 
· your organization’s own name or product, but only do this one occasionally. 

Creating your own one

Give your product a unique #hashtag so you can track its spread through Twitter. When you know the hashtag you want, search for it in these places to ensure it's available:
· Twitter search: Find out whether there are any stray tweets using it.
· Twitter: Ensure no one is using it as a username.
· The Twubs hashtag directory: http://twubs.com/p/hashtag-directory
· Google: Make sure no one else is using it.
· Domain registration sites: You don't want to infringe on someone's business.
· U.S. copyright search (http://cocatalog.loc.gov): You don’t want to infringe on a copyright.
Also search for its synonyms to make sure it’s not already in use under a different spelling.

When you have found a hashtag you like, register it at http://twubs.com/p/register-hashtag. Others can still use it for other purposes, but at least you can show that you were the one who registered it on the widely used Twubs site.

Start using the hashtag, and regularly tweet out what it means. Don’t assume people will understand it automatically. Your hashtag could end up trending, which would get you in front of many more people than you can envision.

Popular nonprofit hashtags
#activism

#advocacy

#causes

#charitytuesday

#CommBuild

#donate

#followfriday

#foundation

#foundations

#fundraising

#nonprofit

#nonprofits

#nptech

#socialgood

#video4change
#volunteer

#dogood (use when posting calls to action) 
#sm4sg (social media for social good)

#npcons (nonprofit consultants)

#csr (corporate social responsibility):
#followfriday is a hashtag encouraging you to find and follow new users every Friday. Follow this hashtag to stay informed of recent events and key players on Twitter.

As for #csr, corporate partnerships are an great way to increase fundraising returns and to market to a wider audience. It’s great for tweets about your organization’s for-profit friends.

For conferences

Conferences are a hugely popular time for hashtag creation. Use the correct hashtag to get in front of people who care about your issue and who are there in person. While one member of your organization is answering questions on a panel, several more can tweet the answers and respond to follow-up questions.

@mention and @reply

An @reply is when you reply to a particular tweet from someone else. To do so, begin your tweet with their @username. An @mention is when you write a tweet not in reply to someone but still mention them with their @username so that others can see it. When you put @username first in your tweet but want it to be an @mention, put a period before it, as in .@username.

@replies can technically be considered @mentions, but not vice versa. Thus, both @replies to you and the @mentions of your name can be seen on the Mentions tab on the Notifications page.

@mention

Click “People you follow” at the top of the Mentions timeline to only see mentions from those you follow. 

Visiting another user's page will not display tweets that mention them. To find all tweets mentioning them, search for their @username in the search box.

When you're following someone of great importance to you, tweet @mention to them right away – such as, "I just found you @username on a great list. I'm looking forward to reading more of your tweets."  Or try to be more specific to your shared interest. You will be surprised at how often you get a reply right away, a great start to a new relationship.

If you include more than one name in your tweet and you use the @username format, all of these people will see the tweet in their Mentions tab.

@reply

The public nature of an @reply is important since people watch for those who @reply them. It creates accountability. Since anyone can see the @replies to you, a potential collaborator is more likely to reply to an @reply than an email or a direct message on Twitter. For this reason, after an important meeting, you might send an @reply to remind a collaborator of your key message.

@replies show up in recipients’ feeds, even if the recipient is not following the sender, so avoid @reply spam. Ensure that what you are writing is relevant to the entity you are tagging.

If someone sends you an @reply and you are not following them, the reply will not appear on your Tweets timeline. Instead, the reply will appear in your Mentions tab. You will only see others' @replies to a third party if you are following both the sender and recipient.

When answering questions from supporters, put the @username first in the response if it is a user-specific question, or, for questions that many users may be asking, include some text before the @username so you don’t overwhelm others with messages that don’t relate to them.

If replying to a specific tweet, add “in_reply_to_status_id,” which has that tweet’s unique ID.

Retweets

People retweet both to spread tweets to others and to validate the original writer’s thoughts. Users who are often retweeted are seen as influential.

Pros & cons of the 4 ways to retweet 

There are different ways for retweeting, with their own reasons. The magic formula that maximizes good Twitter karma is an average of 80% manual retweeting and 20% automatic retweeting, with at least 25% of your total tweets being retweets or replies. Unless you use the automatic retweet button, add a personal comment when you retweet.
The automatic “Retweet” button

With the retweet button, you don’t alter the tweet at all. Simply hit “retweet” and the tweet gets shown to your followers exactly as you have seen it. It’s good for breaking news, a great quote, or a moment when you don’t want to have to add anything. 
It’s not a good choice if you want to engage with the original tweeter since they won’t be notified of your automatic retweet, which makes reciprocity extremely unlikely. In addition, automatic retweets put the original tweeter’s avatar on your timeline, not yours. Followers used to seeing yours can become annoyed if they see avatars they aren't following. It is enough to make some people unfollow you. 
Hootsuite’s default setting is set to “retweet manually,” so change it if you want to use the Retweet button.

“RT @username”
This option is for when you want to attach your comment to the retweet and want to be seen by the initial tweeter for further engagement. It also makes it easier for other users to find your retweet on search.twitter.com and TweetReports, two Twitter search engines that rely on the “RT” symbol.

Don’t use this retweet option if there are already four or five @usernames in the tweet. Adding an “RT @username” makes it very hard to read for your followers. Also, this option is not good if it makes a tweet that is already very long push over the 140 character limit.

Select the "Reply" icon. Copy the entire tweet, including the person’s username, and paste it into the text box wherever you normally tweet. In front of their tweet, type "RT @(their username).” Add your comment in front of the RT. As long as you say something positive, your retweet will be seen as a compliment to the original tweeter and may even get you a reply. It will show up in your followers' feeds as well as in the feed of the original tweeter.

You may have to edit the original tweet for comment space. Remove some punctuation, change "and" to "&," abbreviate where possible, and omit words with mini ellipses. Also, links often break on Twitter when copying and pasting. Add “http://” back in if needed.

“via @username”

Adding the “via @username” after the text of the tweet is great if you are very focused on the content of the tweet, but still want to show some endorsement to the initial person tweeting. Also, if you are changing bits of the initial tweet, using the “via @username” is perfect since “via” implies that you may have modified the words.

Copy and paste the tweet and write "via @____” at the end.
“Thanks for sharing @username”

Add a line similar to “thanks for sharing @username” at the end. This is probably the strongest endorsement you can give, but it also takes the most effort. Do this if a tweet genuinely helped you a lot or was more interesting than a lot of other things. It’s a great filter for your followers, showing that you have really found this piece more useful than others. As a result, it creates more traffic or engagement than other things, and in nearly all cases, it triggers a reply from the person you are thanking. In short, it’s a great way to get in touch with someone.

Don’t do this if the person you are thanking is just way too busy to reply. Use this option selectively because as soon as you make every retweet a “thank you” one, it loses its power.

What not to do when retweeting

Never use “r/t” or “R/T.” The slash symbol (“/”) is interpreted by Twitter to represent different things, and it rarely leads to a retweet.

Also, never manually retweet without adding a comment. Otherwise it looks like you are taking credit for the tweet while denying the original tweeter the chance to gain more retweets.

Making “retweet-likely” tweets 

Have good content 

Tweet a wide variety of content to keep your Twitter community engaged and growing. This includes breaking news and trending topics that people want to share. If the tweet is a good read or is useful, then the fact that you tweeted it reflects well upon you. 
Retweet others’ tweets and reply often 

The more you promote others through retweets and replies, the more you will in turn get retweeted and mentioned, which is the fastest way to grow your follower base. Retweeting others is a great way to give kudos to them, and they will notice you. Too many retweets, however, tells your followers that you aren't developing your own quality content.

Length

Limit the length of your tweet, including the retweet request, to ensure that it is easy for your followers to retweet your tweet. The formula for finding the maximum length of your tweet that you want retweeted is to add up the number of letters in your Twitter name, add 5, and subtract that number from 140. The five letters are for “via @” as in “via @johndoe.” So if your Twitter name is johndoe, that name has 7 letters. 7 + 5 = 12, and 140 - 12 = 128. Your tweet that you want retweeted can be no more than 128 characters.

Ask for it

You want your followers to retweet your posts. A simple way to encourage this is to ask people to retweet your question, information, or call to action. Phrase this request politely, and don't do this every time you tweet or it will seem too self-serving. Just type "Pls RT" for “Please retweet.”
Retweeting with a hashtag

When you retweet a message with a #hashtag rather than just mention it in a tweet or @replying to someone with that #hashtag, you are saying that you think the message (including the #hashtag) is important for most of your followers. Retweeting identifies you as a promoter of the message, and your position in the retweet network of the #hashtag identifies your importance to the promotion effort. You can measure this position with eigenvector centrality. 

Photos

For your followers to see a full preview of the photos you upload, size your photos with a 2:1 aspect ratio. For example, 1024 x 512 pixels. The website link for your photo uses a portion of the 140 characters allowed for a tweet. You may want to shorten it with ow.ly. 

If you want others to see galleries of your photos on Twitter, you will have to use a third-party photo-sharing service such as Twitpic (www.twitpic.com), yfrog (www.yfrog.com), and Instagram (www.instagram.com).

Direct messaging (private msg)

After getting to know another Twitter user through their tweets, and vice versa, the time will come for one of you to send a private message to the other to say hello and express admiration for their tweets. In Twitter language, a private message is a “DM.” For this to be possible, the two of you have to already be following each other. 

Think of a problem or issue that interests both of you and suggest swapping information about it. 
Use it to make a Twitter group 

If you can do this with two or three others, you'll have the basis for a Twitter group. If everyone's agreeable, you can assign yourselves a unique hashtag and then designate a time for a chat. This can be very valuable to your enterprise.

Lists

Lists are a great way to find information and other users and a great way to be found yourself.

You can create lists to sort both your followers and those you follow, and you can be put on another user’s list. You can also follow other users’ lists to see the tweets of those on that list without having to follow the creator of the list.
People love it when you put them on a list, and when you do this, they are likely to check your account, the list in question, and the other users involved. Do it to express generosity and goodwill. Large or high-profile organizations may increase your lists' credibility, but smaller organizations that you include will be more likely to engage with you. 

Put everyone you follow onto one list or another, and ideally do this with your followers too. You can then share your lists with other users, and others can elect to follow them after looking at your profile. For this last reason, make clear categories, use simple titles, and write good descriptions. 

Unfortunately you can’t tweet to the list.

To create a list, click the “Settings and help” menu in the upper-right corner on your homepage, and select Lists. You will now see on the right side, “Create a new list.” Give your list a name and description, decide whether it's public or private, and click “Save List.” 
You can always edit a list and change it from public to private (and vice versa). But be careful: If you make a public list private, anyone following the list is restricted from following it. If you change it back to public in the future, each person will have to subscribe again to follow it. 

Twitter gives you only 20 lists at a time, so make each one count. You can add 500 accounts to a list, but you can follow only 200 of these accounts per list per day (a Twitter rule). Therefore, keep only 200 accounts on each list to make it easy for others who are following it.
You can also create a list that populates itself, using Formulists (www.formulists.com).

Making a list via Hootsuite

You can add people to your Twitter list from within Hootsuite. This way, you don't need to click over to your regular Twitter interface. To do so, you first have to add a stream, which is a column for that list, to your Hootsuite account tab. Follow these steps:

1. On your Hootsuite dashboard, click +Add Stream. 
2. Select your Twitter account thumbnail image and then click the Lists tab. 
3. Add a column for a list you've created (My Lists) or one you follow (Subscribed Lists). 
4. Select the radio button next to the List you want to add to your dashboard. 
5. You can choose only one list for the new stream (in its own column). 
6. Click "Create Stream." 
7. That list will be a column with its own stream on your Hootsuite dashboard.
8. Add people to that list by clicking any username in any column and then clicking the Add to List button. From the “Select a Twitter List to Add This User To” drop-down list, select the list to which you want to add the Twitter account and click Save. That person's tweets will now show up in your Hootsuite column devoted to that list.

Good ones for a nonprofit

donors, volunteers, foundations, allies, chapters, staff, and other supporters
Making a private list

Make private lists of influencers you are following. Only you can see these lists, but they count toward your total of 20. When these people send out a relevant tweet, send them an @reply or even a direct message if they are following you.

www.List.ly = Lists + social bookmarks

http://list.ly is the combination of a Twitter list and a social bookmark. In other words, it’s a collaboratively-made Twitter list. List.ly lets you create lists that can be shared and built upon by others. Users can embed their lists into their blogs, as well as share them via social-media sites such as Twitter and Facebook. You log in using either your Twitter or Facebook account.

Once you sign up for List.ly, you’ll be given a dashboard that lets you see your favorite lists as well as those you’ve created. To create a list, click on the “start a list” button and enter all of the necessary information: title, description and any tags you want inserted. You can decide whether or not you want the list to allow guest participation such as comments or users’ edits. Guest participation is highly recommended.

To find lists you’re on
If you've been added to someone’s list, that person has taken the time to group similar people together. This is a great thing for you. Someone else thinks that your tweets revolve around a theme. For example, if you've been added to the list called Creative, you know someone thinks you're creative most of the time. The more lists you're on, the better, because it shows that people see your tweets, find value in them, and don't want to miss them in the main Twitter stream.
To see if you are on someone else’s list, click the drop-down arrow on the Lists tab, scroll to the bottom, and click the Lists Following You link. Each list entry has a square button with a plus sign on it to the right of the list name. To follow a list on which you appear, click the plus button. The plus button turns into a green box with a check mark. Now you're following that list. Click the name of the list to see tweets from the people on that list. You're redirected to the Twitter account of the person who created the list. You see a stream of tweets from only the people who are on this list, including yours. 

See if there's someone on this list whom you want to follow individually. To do that, just click the Following tab, which brings up the people on the list. You can click the Follow button next to a person's name and click the drop-down icon to add her to another list of yours.

Asking to be removed from one

If you find yourself on a Twitter list and do not want to be on it, send a direct message to the list’s creator or an @mention if that person isn't following you. Be polite and give a reasonable reason to be removed. 

You can always block this person. Do this only if your inclusion seems like a mean thing. To block the list creator's account, click her username, click the List icon, and select the Block option. This action takes you off her list and prevents her from following you.

Using search

Use keywords to find specific types of people. Once you've found a good keyword or phrase, save the search by clicking the save button in the upper-right corner of the search results. Twitter lets you save 25 searches. Save a search for your business name and all variations of its spelling, just like you would set up for a Google Alert. Select or deselect this option under Settings > Notifications. 
Advanced search

https://twitter.com/search-advanced
Search for questions you can answer

www.inboxq.com is great for searches and questions. Enter your keywords and see only questions around these words. Then you can answer the questions right there through the InboxQ interface. You can save tweets with questions so you can answer them later. 

Finding influencers

Make lists of journalists, public relations representatives, and other influencers to follow.  Then 

begin conversations with them to build relationships that will ultimately help your cause. 

When you see someone whom you want to follow, look at who they are following, the lists they are following, and the lists they have made. Set up an automatic stream of who they are @replying to, and read all their @replies. This lets you see who they are interacting with and will lead you to new influencers. 

Searching for highly followed lists is another fantastic way to find influencers in your niche. You can set up automatic searches for keywords and phrases to help you find out who is interacting around certain terms.

Lastly, see Twitter's suggested user lists. Those with high follower numbers and high engagement make it onto this list via an algorithm. 
Defining someone’s influence

· number of followers (the size of their audience)

· ratio of their follows/followers

· number of mentions of this user (their ability to engage others in conversation), and

· number of times they have been retweeted (ability to get others to forward on their message)

Using a Twitter directory

www.twellow.com and www.wefollow.com  help you find those who share your interests.
Whitelisting: Downloading a influencer’s network

Every time you download Twitter data from Twitter, NodeXL (or TweetDeck or Twshirl) constructs an API request in the form of a URL. Perhaps you want all the followers for "yourusername" – just type in www.twitter.com/followers/ids.xml?screen_name=yourusername . Twitter’s API recognizes this as a request for the IDs of all of the people following the user with the screen name @yourusername. For more on the API, go to http://apiwiki.twitter.com/. 

Suppose you wanted to examine @yourusername 's second-degree network. That is all of @yourusername ’s friends and followers, plus all their friends and followers, and requires API requests for each. For example, if @yourusername has 400 friends and followers combined, then that’ll take 802 requests—one request to get a list of @yourusername ’s friends, and another for his followers, plus two requests per person to get their friends and followers. With a regular account, you are restricted to retrieving information on up to 150 people per hour, meaning this process will take you over 6 hours, so you need to whitelist your account. 

Whitelisting lets you make far more than 150 queries per hour—up to 20,000 per hour. To have your account whitelisted, visit http://twitter.com/help/request_whitelisting. Log in with your Twitter account credentials (username and password) and fill out the form. If your account is whitelisted, then enter your username and password into the NodeXL Twitter import interface."

You can also visit www.twitter.com/statuses/mentions.xml and manually record the names of any of a person's friends or followers who @replied to him or mentioned his Twitter username in one of their tweets, as well as the number of @replies or mentions per name.

Trimming your follows

If you find that many of the people you follow are tweeting the same things, sharing the same links, and so on, you might want to stop following some of them. One way of choosing is to rank them by betweenness centrality and remove the people whose values are the lowest.

Getting an influencer to follow you

First, follow them, and watch how they use Twitter. The more active they are and the more personal their tweets are, the better your chances are of getting them to engage with you. Look to see if they have sent an @message to one of their fans and have engaged that person in a conversation.

Stay on top of their latest accomplishments. Subscribe to Google News alerts for emails about articles that mention them. Make a note of what organizations and charities they are involved with. Follow these organizations on Twitter and stay on top of their work.
Involve the person in your tweets. Use hashtags that they use and are trying to promote. Retweet their tweets to your followers, especially when they are asking fans to check something out or are promoting another entity. Reply to their tweets with your reactions and thoughts. This will flood their Twitter streams with comments from you, making them more familiar and comfortable with you. As a result, they may start following you.

Don't be annoying. Remember that they are human beings, and don't like to be spammed. Make sure each interaction you make with them is meaningful. Only respond when you have something interesting to say or when you really want to get their tweet out to others. 

Mention them in an @mention when they do something praiseworthy. You want to produce a positive emotional reaction from the person while still being genuine in your words. Use humor and wit to make your tweet stand out. 

Ask them a question, when possible. This will naturally lend itself to a further question, which will encourage the person to reply back to you. Make sure your question doesn't require a lengthy response as Twitter only allows 140 characters per response. 

Thank them for their response to your question, comment on it, and continue the conversation for as long as it is natural. It is unlikely they will tweet at you twice, so you might want to wrap it up quickly. Finish off with a note that you'd appreciate it if they would follow you on Twitter as you are a big fan of their work. Because you've already expressed your admiration for them and had a personal interaction with you, they're much more likely to oblige.

Many famous individuals use a public relations representative to run their Twitter account. If this is the case, it will be harder to get them to follow you. Your success rate of getting them to follow you will be much higher if you're contacting the actual person through Twitter.
Use Favorites for two reasons 

Use "Favorites" to bookmark future retweets and feature your most important tweets. Many times you'll come across a tweet in your timeline that you think would be valuable to retweet to your followers, but the timing is not right at that particular moment. Favoriting such tweets is an easy way to bookmark them for future retweeting. Also, using the favorites function to archive your most important tweets gives them added exposure to your followers and helps make Twitter more manageable and productive. A small percentage of your most successful tweets should be reposted periodically, and favoriting the original makes it easy to locate that tweet when that time comes. It is likely to become a daily part of your Twitter routine.

Chats

Use a helpful chat interface

Following and participating in fast-moving chats can be difficult on your crowded Twitter page. It’s much easier if you use Twubs (http://twubs.com) or Tweetchat (www.tweetchat.com), or Hootsuite to separate the tweets of the relevant chat from all other tweets. A fourth interface that some use is tchat (www.tchat.io).

Twitter itself favors Twubs over Tweetchat for a complicated API-related engineering reason. Twubs’s unique benefits include

· embedding in your blog or website, which will increase your SEO rankings;

· a hashtag directory; and

· hashtag registration, which won’t give you ownership – no one can own a hashtag – but it might scare off others wanting to use it for a different purpose.

Here’s a good video on how to use Twubs for chats: www.youtube.com/watch?v=J6nzV08iCnM 

As for Hootsuite, you can save a chat as a stream on your dashboard. This lets you monitor the chat easily, as well as jump into it at any time without having to remember the hashtag or do a search. You can make a tab just for chats, and have multiple streams saved within it (up to 10). To this dedicated tab you can add a stream for @mentions and direct messages, alongside your saved chats.

Joining one hosted by others

For a Twitter chat, someone designates a particular hashtag and a recurring time. Then at that appointed time, a conversation occurs with tweets focused on the subject of the hashtag. Some chat organizers create Twitter lists that include all the chat participants. You can then just follow the list and not the people. The host will tell you the name of the list and how to follow it.

To join a chat, look online for a chat schedule. There are different versions listed, so be sure to look at each one and cross-compare:

http://twubs.com/twitter-chats 


http://blog.tweetchat.com/calendar 
http://tweetreports.com/twitter-chat-schedule 
http://tinyurl.com/TwitChatSchedule 
You can also google “Twitter chat schedule” and see what other versions come up. On each schedule, notice how the Twitter chat hashtag is listed and when the chat is held. 
Hosting your own chat

You can also host your own chat, but first, find an existing chat and join in there. It's a good way to test the waters. Then once you feel fluent in how to run a Twitter chat, create one of your own. Hosting your own chat gives more visibility to your brand, so don't take it lightly. 

When you’re ready, pick a hashtag that isn’t already in use. Search to see if anyone else is using it. If the chat will be occurring regularly, add "chat" to the hashtag, like FBBookchat. Also, if the username is free for that hashtag, open that account and use it for moderating the chat.
Choose a time and topic and get your chat listed on the each of the Twitter chat schedules listed on the previous page. Do it for more than one schedule since they’re not always identical. Add your hashtag, description, moderator name, day of the week, time, and website information. Click the submit button. Now your regular chat is listed for all to see.
Get others to spread the word for you by having them include the hashtag in their invitational tweet to others. Other ways to promote your chat include
· an @mention tweet to people you think would enjoy the chat;

· your chat information in your emails;

· posting the info on Facebook and making posts about it, especially right before it starts;

· creating a web page with all the information about chats, and your chat in particular;
· sharing the chat’s start time in all your social-media accounts (for cross-pollination); and
· a LinkedIn group to continue the chat in a space that’s good for longer replies and deeper exploration.
Picking your type of chat
· Question-based, on a single topic

Use it to crowd-source  information or direct the conversation down a certain path. Number each question so that your first two questions might be: Q1: How does it work? Q2: Does it work for you? People will tweet back the answer using this style: A1: It works! A2: Looks like it!

· Question-based, with multiple topics

Use it so participants can ask questions during the chat. All questions are submitted by the participants, and any question goes as long as it's related to the topic.

· Free-flowing chat
Use it to let the conversation (and hashtag) go where it will. 

· Guest Q&A 

Use it to bring in an expert to answer questions on a topic.

· A moderated Q&A live-tweet session 
Use it when you have both a moderator who can track the questions as well as a bevy of Twitter followers who are eagerly sending in questions. 
· A Twitter party

A Twitter party is a chat with a focus on an upcoming fundraising event or campaign. It involves at least one organization tweeting about an issue for a set amount of time - say, one hour on a Thursday night. A special hashtag is used and audience participation is encouraged in the form of questions, auction bidding, and raffle drawings. Note that when doing a live auction or raffle over Twitter, it is essential that you can trust the followers who are participating. 

Build your base first. Then notify your best contacts ahead of time and ask if they can retweet before the event and the day of it. Also have a news release for people to put on their own blogs.
Consider having a private Twitter party on a protected account. Although this limits the attendees and restricts the buzz you can generate, it makes certain financial issues easier. 
· A Tweet-up

A tweet-up is similar to a Twitter party, but it happens in person, and non-profits sometimes find them more useful for promoting donor engagement. With a tweet-up, you can not only encourage your supporters to tweet about your cause but also have a regular fundraising party. 
Facebook
Have more than one administrator for your Facebook page. To add an admin, you must first become their Facebook friend. Then go to "Edit Page > Manage Admins" to search for and add admin rights. Display the names of these staff contributors.

Encourage staff members and volunteers to post comments and give thumbs ups regularly. Only status updates with activity get exposure in the "Top News" news feed (the default news feed that users see when they log in. 

Occasionally ask your fans to donate, sign online petitions, participate in email campaigns, or sign up to attend events. Calls to action are especially effective when they are tied to breaking news. Your fans care about your nonprofit and its mission or they wouldn't have liked your nonprofit in the first place, and sometimes all they need is for you to ask in order to become mobilized and inspired for action.
Make a page, not a profile

Do not create a "Cause or Topic" page for your nonprofit's primary Facebook page, or a “Community” page. Make a normal Facebook page. It also gives you more flexibility than a Facebook group. There are more features available, and you can customize it. Aim to drive traffic to your website, blog, YouTube Channel, or somewhere else, but only mention these sites once every four posts.
Naming it and renaming it

For the page’s name, spell out the name of your organization to optimize search-engine results. 
When you have 25 likes, you can make a vanity URL for your page at 
www.facebook.com/username, so try to reach that number as quickly as possible by asking others to like it. You can then change the page’s name again only once.
Fixing it while keeping it invisible

When you create a new page, Facebook defaults it as published, making it available for everyone to see. To hide your page to the public while you work on it privately, click the Edit Page button on the top-right side of your new page. Click the Manage Permissions link in the left navigation menu and then select the Page Visibility check box at the top. Click Save, and your new page is now unpublished and visible only to you and any other administrators you add. After you have hidden it, you're back to what Facebook refers to as the Getting Started page. When you're ready to publish your business page, come back to this page and deselect the Page Visibility check box.
Set the view setting to All Posts

Under Wall Settings you can set the default view of your page to either All Posts or Only Posts by Page. If you are looking to engage your fans in dialogue, choose All Posts so that everyone can see your status updates along with the related comments made by others. Choosing Only Posts by Page creates a one-sided broadcast of your messages and doesn't encourage interaction or build your community.
Turn on the Replies functionality 

By turning on the Replies functionality, you and your fans can then reply directly to comments posted on status updates. This enables better discussion and engagement on your Page. The most active conversation threads are moved to the top of the status update. Go to Edit Page > Update Info >Manage Permissions > Replies and turn on the Replies functionality.

Optimize your fans' sharing ability

See https://developers.facebook.com/docs/plugins/checklist and this summary:

1. Display both the Like and Share buttons on your website.

2. Use images that are at least 1200x630 pixels to generate great previews of your content.

3. Use proper Open Graph tags to drive distribution.
4. Use Facebook’s debug tool to check your Open Graph tags.

5. Use Insights to track what people want to share.

6. Implement JavaScript event tracking to follow plugin use in real time.

7. Use Facebook’s built-in translation support to show plugins in different languages.
Removing and blocking comments

Disclose the types of content you will remove from your page and the grounds for which you will ban a user from accessing the page. To block annoying commenters, click “Account” and choose Privacy Settings. Near the bottom of that new page is a section labeled Sharing on Facebook. Hiding at the bottom of that section is a link labeled Customize Settings. Scroll down to “Things Others Share.” There’s a setting for “Permission to comment on your posts.” It works just like the filter for sharing status updates: click Customize, and enter names of people to keep Facebook from presenting them with comment features when they look at your posts. Maybe they’ll get the hint.
Using a polling app

Polls can be quick and easy, but only after you plan your questions and the response choices. Be sure to still make a plan, to draw a useful sample, and to test the questions in advance. When you execute them, collect the answers privately before sharing the results with participants. 

Here are three popular ones for Facebook:

· www.facebook.com/appcenter/opinionpolls  
· www.facebook.com/appcenter/my-polls   
· https://apps.facebook.com/polldaddy-polls
Events
Use the Events app to create event pages that let people RSVP directly on Facebook. It is already on all Facebook Pages under "Edit Page > Apps > Events." Unfortunately, it does not allow registration or payment processing, so it is best for free events, such as protests or meetings. If your event does require registration and payment, post a link to your website under "More Info" where people can register and pay.

To create an event, upload an image for the event (it need not be square) and the event info. You cannot use the "Select Guests" function to invite fans. Of those on Facebook, you can invite only your existing friends. That's why you need to make the event public; you can only promote it by mentioning the event in status updates and regular updates and by featuring it on an "Events" tab on your page. When you post updates on your event page's wall, it pulls up the avatar for your organization's Facebook page, which increases the odds of getting new fans if you promote your Facebook event on your website, blog, e -newsletter, and so on. 

Inviting non-Facebook users

When you are creating an event on Facebook, the Select Guests menu shows your existing friends, but it also lets you enter the e-mail addresses of people who do not have Facebook accounts. Type one or more e-mail address, separated by commas, into the Invite by E-mail Address box. Your invitees will receive a message with a link to your event page that, unfortunately, prompts them to sign up for Facebook before they can look at it.

Adding more applications to your page

To add an application to your page, go to the Facebook Applications directory and search for the type you want (www.facebook.com/appcenter/category/apps/?platform=web). You can search by category, keyword, application name, or these criteria:
· the number of active monthly users; 
· discussions about the application;

· which of your Facebook friends are using it in case you want to ask for opinions first; and

· apps that do not require fans to have to 'Add" to use or view (with the exception of Causes).

When you find an interesting one, visit the page to see if you can add it to your page; many only work with personal profiles. If you see a Go to Application button on the upper-left side of the application page, it is compatible with your personal profile. If you see an Add to My Page link under the button, you can add the application to your page as a new tab.

To activate or edit your new page application, enter the Admin area on your page by clicking on Edit this Page, under your page logo or image on the upper-left side of your content. Once there, scroll down to the bottom to view your applications. You’ll see your new application.

To configure the application, click Edit under the application's name. Then go back to your page and click on the + tab to add a new tab or the arrow symbols (>>) next to the page's tabs to view the tab if it is hidden. Select the new application from the drop-down menu under the + sign or arrows. Move the new tab to the left of the last tab so it is visible to the public; otherwise, it will be hidden if you have more than six tabs. You can rearrange all tabs except Wall and Info.
Your posts on your page

The ideal length is two to three sentences. As for your frequency per day, post no more than once or twice. If you do two per day, post one in the morning and the other in the afternoon. Also, an occasional update in the evening or over the weekend tends to get a high level of views. With regard to videos, post them at least two or three times a month.
To increase your likes and comments, add photos, videos, or links to any text that you post. Make sure the thumbnail is visible.

Share success stories that are short and positive. Or, perhaps you want to ask your fans a question. For example, you could post three versions of a new logo and ask your fans to provide their feedback through likes and comments.
You can also share breaking news. Either link to the story directly or write a few paragraphs about the story in a blog post. Then share it on Facebook. This will direct your fans to your branded blog as opposed to an external news website.

Include hashtags

Facebook hashtags are just like Twitter hashtags. Turn topics and phrases into clickable links in your posts on your personal timeline or page. This helps people find posts about topics they’re interested in. To make a hashtag, write # (the number sign) along with a topic or phrase (written as one word) and add it to your post. For example:

    I walked up so many hills today! #SanFrancisco

When you click a hashtag, you’ll see a feed of posts that include that hashtag. You'll also see some related hashtags at the top. You can search for a hashtag using the search bar at the top of any page. You'll only see posts that were shared with you.

When you add a hashtag to your post, the people you’ve shared your post with can also see it in that hashtag's feed. For example, if you share a post with a hashtag with “Friends,” they can see your post in that hashtag’s feed. If you use a hashtag in a post you share to “Public,” and have let the general public follow you, anyone who clicks that hashtag can see your post.
Themes for each day of the week

Have a regular topic schedule. “Mention Mondays” (where you ask people to mention other cool pages they enjoy) and “Topic Tuesdays” (where you post a topic of the day that relates to your organization) are examples of things you can try. Find the ideas that engage your fans.
When answering questions

When answering questions from supporters, put @username first if it is a user-specific question, or, for questions that many may be asking, include some text before the @username so you don’t overwhelm others with messages that don’t relate to them.

Editing link names and descriptions 

If you want to post a link but don’t like the title or description that Facebook automatically pulls from the linked page, you can change it. Before you click the Share button, click on the title or description in your pending post. They will change into editing boxes, like those to rename a file on your computer desktop. When you’re done editing, press Enter to save your changes.
Schedule status updates in advance

To schedule status updates in advance, select the “Schedule” icon in the lower left.

Promoting your page

Integrate your Facebook page into your website, e-newsletter, blog, print materials, and emails. 

Also put a Facebook link in your email signature and your staff’s work email signatures. 
Install the customizable Like Box on your website or blog. This includes the Like button and displays a post from your page as well as thumbnails of a sampling of your fans. When they click the Like button on your website, it's just as if they clicked the Like button on your Facebook page. 

To get a Like Box, go to the Facebook Developers Plugin website and click the Like Box link (https://developers.facebook.com/docs/plugins). Copy and paste your Facebook Page URL to the Facebook Page URL field. Change the settings as necessary. Decide on the width, color scheme,  border color, stream, whether to have a header, and whether to have a mosaic of fans’ faces. Tweak the settings until you like the preview, and then Click the Get Code button. Copy the code and click the Okay button. Paste the code into the appropriate code for your website.

Facebook recommends similar pages when Facebook users like your page. For your page to be suggested, go to Edit Page > Update Info > Your Settings > Similar Page Suggestions and turn on the Similar Page Suggestion functionality. You can then view the number of new likes your page receives through Similar Page Suggestions by visiting your Insights > Likes > Where Your Likes Came From.
First promote others’ pages

Liking other pages is a subtle form of partnership building. Odds are that they will return the favor, which increases the odds that one day they will mention you in a status update, a tweet, or somewhere else. 

Or you might tag their pages on their wall with your status updates. It better serves the page being tagged because you are broadcasting to your fans this other page. To do this, you as the admin must first like the page. Then, when writing a status update on your own page, type "@" and the first few letters of the page you want to tag. The page will then appear in a pop-down menu. Select it, and the page name will appear in your status update as a link. Finish writing your status update and then share. 
The result is that in addition to your status update being posted on your own wall and in the news feed(s) of your fans, it is also posted on the wall of the page that was tagged. The admin of the page that was tagged will notice your generous gesture and hopefully return the favor. Tag other pages genuinely or to share relevant information; otherwise, you are tag spamming.
Beware of Facebook community pages

If your organization has a Wikipedia page, then Facebook automatically pulls the logo image and information directly from that Wikipedia page into your community page. If someone searches for your organization on Facebook, the community page sometimes pops up first, and quite often the official Facebook page won't show up at all unless the searcher selects "See more results." Thus, many people are liking the community page instead of the official Facebook page, which annoys many Facebook admins after they have spent a lot of time trying to build a community.

To find your community page, first go to "Edit Profile" and then select "Education and Work" to see if you have inadvertently created a community page. If not, then search inside of Facebook to see if any pages pop up with your organization’s name that don't appear to be your official Facebook page. Community pages sometimes do not appear in searches if you are the admin, so you may need to log in to someone else's Facebook account to find your community page. Once you find it, "Like" it and update your Wikipedia page if necessary. Other than that, the purpose of community pages is unknown, and that's all you can do.

Fortunately, you can merge your community page with your official page if they have the same name. In the upper right of your community page, select the pop-down menu to “Report page > duplicate or miscategorized page” and then search for your official page in the pop-down search field provided and “Submit” your request. If your request is approved, all those that have liked your community page are then converted into “likes” for your official page.

Facebook groups 

See www.facebook.com/about/groups to start your own group. If you are looking for control over crowd membership, Facebook is not the best solution. Any group member can add friends regardless of whether it is set as open, secret, or closed. Try LinkedIn groups instead. Still, a Facebook group offers a more direct way of contacting its members than a Facebook page does. 

To invite people into your group, you must be connected to them as Facebook friends, which limits who you can gather into a crowd. If you aren't friends with someone, you first need to extend a friend invitation to include them in your group. It unfortunately forces you to friend anyone you want to be in your group; you may not want them as a Facebook friend.

To build up your group in private, you can set the level to "secret" instead of "open" or "closed." This removes the group from public view, but it doesn't prevent members from inviting their friends into the group. You can then change it later once your group has gotten bigger.
Facebook groups have a document feature called "Docs," which is a shared notepad where you can edit with group members. Within a group page, click on Docs at the top and then the Create a Doc button on the right-hand side to create a text-only document that everyone in the group can edit. When you save the document, it will be posted to the group’s feed, just like a status update, with an Edit button in the upper-right corner. To see previous revisions, click Recent Changes.

Unfortunately you can't add other applications to groups to enhance functionality. 

Facebook Insights (its analytics) 

Insights is Facebook’s analytics tool. See www.facebook.com/help/search/?q=insights and 
https://developers.facebook.com/docs/insights. Beyond the number of likes and comments, it will plot a graph of page views and user feedback and give you the demographics of your visitors and the websites that send you traffic. Aim to earn at least one comment and three thumbs ups on each status update for every 1,000 fans. Try to double these numbers within three months.
LinkedIn
Complete your profile

Completely fill out your LinkedIn profile to “100% completeness.” You'll need to add a position, your education, a picture, a summary (this is your long bio), and your specialties, and ask for (and get) a recommendation or two. You can also add volunteer experiences and causes, your publications and presentations, URL links, and links to your other social-media platforms. 

Use your keywords in your summary and descriptions that will let others easily find you.
Upload a photograph for your profile. Choose one that's either a professional headshot or one that conveys the professional image you would like to project, particularly to people who don't know you. When you add a profile picture, you have three choices for visibility: My Connections, My Network, and Everyone. You're here to network, so choose Everyone.
To alter your profile’s layout, drag your Summary section to the top position under the main profile box, and then place the Recommendation section under that. By doing this, you make these two sections the first things that visitors read on your profile.

You can also customize your profile’s headline.
Posts (Status updates)

When you post something on your homepage, it's shown in your activity stream on your profile for anyone to see. This is the case unless you change the visibility setting on that post; notice the drop-down list. The post might also appear in an email update that LinkedIn sends to people.

A post isn't the place to put a direct marketing pitch. Limit your posts to sharing content or experiences. If you want to include a marketing pitch, use a promotion. Posting on your homepage is a public communication. 
Include a photo, video, or a link in your posts; pure text posts don't cut it.
You can filter others’ posts in your stream by shares, groups, and other criteria. For example, you can click More and choose Photos and see all your connections that have changed their photos.

Pulse

This is LinkedIn's real-time news magazine. If you click any of the stories or the right double arrow, you go to the Pulse interface, where you can read stories and post them in your LinkedIn status updates. If you click the hyperlinked number of shares, a box appears that shows you all the other people on LinkedIn who shared that post. You can find all sorts of good connections here. Birds of a feather flock together. If you don't want to see this interface on your Home tab, remove it by clicking the x in the top-right corner of its section.
Events

If you host webinars, teleconferences, or in-person workshops or conferences, LinkedIn Events lets you advertise them for free. Display your events on your profile with the Events app. Click the Profile tab, and then click the Add Section link. Click Events and then click Add Application. LinkedIn also mentions the events that your connections are attending.
To create an event, click the More tab on the Home page and then choose Events from the drop-down menu. At the top of this page, click the Add an Event tab. Then fill in your event's details; open the Add More Details section by clicking the plus link. There are three main areas to fill in:

· Event Details: Type the title, date and time, whether this is a virtual event, any associated website address, and a 300 character description.
· Event Categorization: Take the time to include lots of keywords that you think people will search for within LinkedIn for your event.
· Event Organization: Select the I'm Attending radio button. As the Presenter, list any costs and where tickets can be purchased.  

Click the Preview Event button to see what your event will look like. Then when you're ready, click the Confirm & Publish button. As soon as you publish your event, a notice goes out to your network, and it shows up in your connections' Activity feeds. 
To further promote your event 
· add the event to your business emails as a postscript,

· post on your blog about the event,

· invite people directly on Twitter and Facebook,

· call or email your key players or best friends and ask them to promote it to their lists,

· put the event invitation in your regular email newsletters,

· get interviewed on Internet radio stations and talk about the event,

· send the recording of the radio interviews to mainstream media contacts, and

· create a social press release.
Company pages

LinkedIn also has company pages. If you'd like to add your organization, click the Add a Company link. Type your organization's name and your email address at the company, and verify that you are the official representative. Your e-mail address needs to be the domain name of your company. You can then upload your logo, write a company description, and add links to your website, blog, Twitter feeds, and embedded YouTube videos. Add products and services to your page and request recommendations from happy clients.

Aim to post updates at least once a week as you would with a blog. You can also promote any white papers and post links to them on Twitter and Facebook.

For SEO purposes, ensure that all staff members have maximized their LinkedIn profiles.
The LinkedIn Company Page tool lets you create Showcase Pages for campaigns and programs. It’s free. http://business.linkedin.com/marketing-solutions/company-pages/showcase-pages.

LinkedIn groups

Have a group for your supporters and perhaps a second one just for your volunteers. It’s a great way to galvanize and organize them, and it lets them network and come together offline. For more on LinkedIn groups, see the online-community section coming up.

Analytics

Monitor your LinkedIn referring traffic to your website and blog. The click-through rate is phenomenal, often higher than that for Twitter or Facebook, provided your content is good. 
The free personal profile stats are very simple, with just a few bits of data. The company profile has a more robust analytics section with lots of charts.

Personal profile stats

To view your personal profile stats, look at the Who's Viewed Your Profile section in the right column. When you click the link in this section, you can see who looked at your profile during the last week. This can be a great way to start a conversation. The number of views and when your name came up in search results for the last 90 days are on the right. Seeing how many times your profile came up in searches tells you if your bio has enough keywords. 
Company profile stats

If you have a company page, you get a more robust stats interface than the one for your personal profile. Click the Companies tab at the top of your page and select your company page name. Then click the Analytics tab to go to the Company page's Stats dashboard. This has five charts:

· Page Views: This section has four links that correspond to the tabs on a company profile page. There is an All Page View summary link, and links for your company's Overview tab, Careers tab, and your Products tab. Notice the Similar Companies line that gives you a comparable line to use in analyzing your numbers.

· Unique Visitors refers to people who are visiting your company profile for the first time. You can see the numbers for each tab. Notice the Similar Companies line that gives you a comparable line to use in analyzing your numbers.
· Products and Services has four links too: More Information Links, Contact Employees, Promotional Banners, and Special Promotional Links.
· Members Following the Company shows how many people are following your company.
· Member Visits shows who's visiting your company profile, organized by industry, function, and company.

LinkedIn Premium

This service has reports for Top Search Keywords, Viewers by Industry, and Viewers by Geography. 
Instagram, Flickr, and Picasa
Social photo-sharing networks include Instagram, Picasa, and Flickr. In addition to searching for photos, search the social photo-sharing service for contacts in your area and for funders and other partner organizations. 
If you are uploading or bookmarking photos, map your categories and sub-categories early on to keep track of them. When tagging your own photos, use as tags your nonprofit's name, city, and state, as well as your country if you are outside the USA. Add cause tags that speak to your mission, such as hunger, etc. Adding "nonprofit" is a good idea, too.
Most nonprofits make their photo collection public so that they can be shared, but some nonprofits also have private accounts to serve as internal digital libraries that are accessible only to staff members and volunteers. Depending on your needs, you may want two accounts, one for public use and one for internal use.
If you are publishing photos for information or educational purposes, and not for commercial use (that is, selling calendars, T-shirts, or other merchandise), then you do not need to secure a signed photo release from people in the picture. However, for close-up shots of individuals that are to be used in interviews or feature stories, get people's permission first. When you are photographing and publishing images of minors, always get a photo release from their parents.

For e-newsletters, take a screenshot of your slideshow, and insert that into the body of your e-newsletter, linking to the slideshow.
You may also want to create an annual "Thank you" slideshow highlighting your achievements. This should be like a YouTube "Thank-you" video, and perhaps in place of it if you can’t make videos. Use photo titles and descriptions to add text to each photo. Then, during the peak of your year-end online fundraising, promote the slideshow in your web-based campaigns. People want to see progress and feel appreciated for their contribution.
Tutorials for Instagram:

http://pcclassesonline.com/instagram-tutorial 
www.youtube.com/watch?v=XelerBeawMc www.ehow.com/search.html?s=Instagram 

www.wikihow.com/Use-Instagram
www.ehow.com/video_12256730_instagram.html
Online video/audio (not YouTube)

Audio-sharing

Cinchcast - www.cinchcast.com - lets you share online audio clips that you recorded using the microphone on your computer or smartphone. Once uploaded, the audio files get a short URL that you can share with others. This is a great tool for interviewing people or for messages from yourself or others. There is also www.chirbit.com.

A bit more technical, BlogTalkRadio - http://www.blogtalkradio.com - lets you host a live, online radio show. It offers live two-way conversations, live streaming, archived podcasts, and a browser-based switchboard where you can play music and conduct interviews with multiple callers. It is integrated with Facebook, Twitter, and iTunes, and it has an RSS option. 

Podcasts on their own are also worth investigating. 
Video editing and production

Use short clips (under 5 minutes) rather than one very long video clip. At the end of each one, include links to your other videos that would be a good segue.

Reviews for both equipment and software

www.videomaker.com 

www.cnet.com
Equipment

To begin producing your own videos, you will need to invest in a digital camcorder and editing software. This requires an investment of $250 or less. A top-quality point-and-record pocket camcorder costs an average of $150. You may also want to purchase a tripod, a wide-angle lens, and a video light for low-light shooting. Purchasing all three can cost as little as $100. 

Hiring a videographer

Depending on whom you hire, fees could range from $500 to $5,000 per video. You could also try to recruit a videography intern. Contact the career center at your local university and recruit a junior or senior marketing or arts major as an intern. Most likely he will earn college credit for the internship, so he will want to produce good-quality videos, both to get a good grade and to build his professional portfolio. Alternatively, you can ask around. There are many budding videographers and filmmakers out there who are looking to make a name for themselves.
Video-editing software

Wikipedia comparison

http://en.wikipedia.org/wiki/Comparison_of_video_editing_software
Magisto: free video-editing software

http://en.wikipedia.org/wiki/Magisto 

Free online tutorials

www.videomaker.com/video/tutorials

www.youtube.com/watch?v=0pCI_g9dHRk 
www.youtube.com/watch?v=ublmKd4i8Vs

www.youtube.com/watch?v=rX0sK0X5Io0
Improving the odds of it going viral
Have real people having an authentic experience, have extreme opposites presented at the same time (or an unexpected surprise), enable it to be easily shared, and keep it under two minutes.

Sites to post your video to

Post it to your site and to www.youtube.com, www.vimeo.com, and www.dailymotion.com/us. Tag it correctly. On two other sites, www.oneload.com and www.trafficgeyser.com, you can send your videos to up to 13 video sites simultaneously. 
Screencasting

Screencasting is the capturing of what happens on a computer screen, adding an audio narrative, and publishing it online as a video. This works if you have a complex topic and want to make a short video overview. Here’s an example:  www.youtube.com/watch?v=d5e5oO1zAPw   .
Prepare what you want to show and create at least an outline of a script. You might want to create a storyboard that sketches out the visual and the audio together. Then run through it a couple of times before creating the screencast. 

Screencasts can be more personable if you have a video thumbnail of yourself talking in the upper corner of the screen.

For more information, see http://en.wikipedia.org/wiki/Comparison_of_screencasting_software
Sites not included in the Wikipedia comparison:

www.screencast-o-matic.com  


www.shinywhitebox.com 
www.screencast.com  




www.screenr.com
You can also use www.sliderocket.com to turn a presentation into a video.

Online slideshows and presentations

www.commoncraft.com/video/rss        https://prezi.com                   www.slideshare.net 

http://docs.google.com 





www.zoho.com/docs/#6
Prezi uses a single-layer canvas that lets users place information anywhere on the virtual canvas and then zoom in or out, rotate the canvas, or click on an element to isolate it. The result is a very different composition pattern from that of a slideshow, one that is designed to reveal information in a nonlinear fashion and promote greater audience interaction. Zoho Show and Google Docs let the audience — if you permit them — comment on and change the presentation in real time, thus turning it into a live collaboration tool.

Webcasts, webinars, video-chats, and videoconferences
Tips for any webcam conversation 

· Do a dry run with a friend to check your color, sound, and facial expressions. Your background should be silent and clean without bright light behind you which would darken your face. Also check the delivery of any online presentation you might be sharing. Make sure it can load in screen-sharing mode and can handle your videos and other multimedia material. 
· Have your proper documents ready as an e-mail attachment for when you “walk in.”
· Remove questionable content from your computer’s screen and desktop.   
· Dress professionally, but avoid wearing patterns and white. White is the first color noticed on a screen, and you want your viewer to be drawn to your teeth and eyes, not your shirt. 
· When your interviewer is talking, look at his image on the screen, but when you answer, look at the camera. That's how to make "eye contact." 
· Sit tall in your chair, but not too close to the camera: The first three buttons of your shirt should be visible, or else you risk looking like a floating head. Don’t lean forward too much when you speak. Angle your knees to the corner of your computer screen so that you don’t look like you are in a police lineup. Turn your head slightly back to look at the camera. 
· Lastly, smile a lot, speak loudly, and project more energy than you would normally.
Webcasting

Webcasts are live video broadcasts with a one-way transmission, from speaker to a large audience. Sometimes viewers can email or fax questions, or post comments in a special comments section, but they cannot speak into the video. More and more webcasts are being recorded so that viewers can see it later on YouTube, but the content of a webcast is usually very time-sensitive, and the footage is raw. 
Video on how to make a webcast

www.youtube.com/watch?v=kpqAO4XfK2k&lr=1
Stream live on Twitter

http://twitcam.livestream.com
Stream live on YouTube with Google Hangout on Air

www.google.com/+/learnmore/hangouts/onair.html
A user’s tutorial for this: www.youtube.com/watch?v=u9dWJ-YXhdQ  

Other streaming webcast platforms

www.justin.tv     




http://new.livestream.com
www.ustream.tv   




www.on24.com/products/webcast 
How to do a webcast

1. Create an account on a live-streaming website such as Justin.tv, Ustream, or Livestream.

2. Create a channel on your account. The channel is where viewers can watch live webcasts, find information and updates about past and future webcasts, and watch old webcasts. Give the channel a title, write a description of who you are and what you will be broadcasting on the live stream, and tag it with keywords relevant to your theme.

3. Configure it to enable live tweets and Facebook status updates while you broadcast. 
4. Send the link for your channel to your friends, family and co-workers, and post it on any blogs you have. You can also copy the HTML embed code and paste it on your blog so your blog visitors can view the stream without having to visit your channel.

5. Script your webcast and prepare any props. This is particularly important with live webcasting because you will have no opportunity to pause during broadcasting or edit your webcast.

6. Connect your webcam to your computer. Webcams are usually USB devices so you will just plug it in to an open USB port. Install any drivers or software that came with your webcam. 

7. Set up your webcam in the location you want to be filmed from. If you are using a camera that isn't installed in a computer, make sure it is hooked up properly and working. Center yourself in the picture or point it toward your visuals.

8. Connect your microphone to your computer if your webcam does not include one. Install any drivers or software provided with your microphone to ensure it will function properly.

9. Log in to your channel. Name your webcast and provide a description. You should see on your screen what is being captured. Save your webcast so viewers can watch it later.

10.  Check "Allow" on the "Adobe Flash Players Settings" box to confirm the website can use your webcam for the broadcast.

11. To begin the webcast, click the "Go Live!" button on the top right corner of Justin.tv or Ustream, or the "Livestream Your Events" button on the top right corner of Livestream. Or just click the "Start" button.

12. When finished, click the "End" button.

13. Upload it to other video-sharing sites too.  
Videoconferencing  / web-conferencing / video-chats 

Videoconferences in specially-equipped rooms are slowly being replaced by video-chat software programs that now let more than two people (not just a 1-1 chat) see each other on their own computers at their desks. These more informal programs are now incorporating those elements usually associated with web-conferencing and collaborative software: shared whiteboards, file-sharing, and screen sharing. Videoconferencing software and collaborative software are merging.
Use VoIP

Communicate via VoIP so there will be no additional phone costs for the meeting. You can talk to anyone from anywhere in the world for the single flat fee charged by your video-conferencing provider, with no additional bills whatsoever.  

Clean before screen-sharing

Screen-sharing lets you share video and other applications on your desktop during online collaborations. Remove questionable content from your computer’s screen before opening it to others, and close all non-relevant programs. In addition, be aware that you might not be able to hide private-chat messages during this session.

Also ensure that other presenters can share their screens. If you are starting the meeting for someone else, or if your conference has multiple presenters, inform them privately that you will be sharing their screen before you do so. This way you do not start sharing their screens without them realizing it. Practice screen-sharing with all presenters prior to the meeting so that the transition from one screen to the next goes quickly and smoothly.

Software options 

www.google.com/+/learnmore/hangouts 
www.skype.com/en/features/video-chat 

www.apple.com/ios/facetime   

www.oovoo.com/home.aspx
www.wechat.com 

http://en.wikipedia.org/wiki/Comparison_of_web_conferencing_software 

http://en.wikipedia.org/wiki/List_of_video_telecommunication_services_and_product_brands  

Webinars

A webinar is an interactive internet presentation. It means "web-based seminar.” The transmission of information works two-ways between speaker and audience, allowing for an oral Q&A session. Sometimes a webcast is used for a webinar, and in this case, the audience has to submit questions by email, fax, or a feed. VoIP allows for real-time audio communication. You can offer a PowerPoint presentation, stream a video from your computer or from YouTube, chat about a program, show a slideshow, and much more.

1. Choose a webinar tool that fits the number of participants you're expecting and your needs. You might need to change between speakers easily, or record the webinar for posting online. Also make sure that your provider is willing to train you so you can make the most of it. 

2. Choose a topic and a headline that has great SEO potential. 
3. When picking a time, look at a holiday and events calendar far in advance. August and late December are not good. Also consider time-zone differences. Or plan on holding your webinar several times.

4. Set up the webinar with your provider and grab the registration link they provide. You’ll include that in the email your participants will get after they’ve registered.

5. Create a landing page on your website or blog that requires a name, company name, and email address to register and that has all of the information about the webinar.
6. Develop an agenda and invitation. Think about how long your webinar will last, and the main items that you want to discuss in the order you want. Also plan for a Q&A session since your attendees will likely have some questions after your presentation. 

Outline the agenda in the invitation. This is the easiest way for your participants to know if your webinar will be relevant for them. Also include a link that lets your participants connect to the webinar, as well as a call-in number in case they'd prefer to listen by phone. Then invite your audience. Keep track of your responses so you know who will attend. 

7. As for promoting your webinar, you have many choices: a news release, your social networks, your e-newsletter (if you have one), email, your blog, and video. Using the URL of the landing page (not the URL of the webinar software registration), create a different link for each of the tactics using the Google URL Builder. This creates a campaign in your analytics under traffic sources > sources > campaigns. When you open that tab, it will list the visitors per tactic. This data will let you know which tactics work best for your audience.
One month beforehand, distribute a news release (using your media relations URL in the body) on the wire (PR Newswire, PR.com, BusinessWire, or Pitch Engine, depending on your budget), and upload it to the newsroom on your website. Also announce your webinars on all your social sites. If you have an e-newsletter, mention the webinar at this time.

If you have an e-newsletter, you’ll have three other emails. If not, you’ll do four emails. Do one a month before, one three weeks before, one a week before, and one the day before. It will seem like a lot of emails, but most people get the information and sit on it and then register the day before the event. The URL you use in the emails will be different than what you use in the e-newsletter, so you can track the effectiveness of each.

A week before the webinar, use social media and a blog post (if you have a blog) to advertise it. Most registrations do not come from the social networks so use this tactic with that expectation. If you have a blog, write a post about what people can expect to learn if they attend. This is not a sales pitch. It’s valuable and educational content that motivates people to register. 

8. When preparing, include pictures on each slide. Also use video if you can, including screencast segments. Use your mouse to create annotations or highlight things on the screen. In addition, occasionally bounce back to the agenda to remind viewers where you are in the presentation.    
9. Require interaction. Conduct surveys and polls, or give quizzes using multiple-choice questions.  Then give the correct answers, and show how many listeners got it right. Do this often to increase retention of presentation content. Perhaps your webinar tool lets you open up a chat box to text chat with the audience, which is helpful if audience members want to ask questions.
10. Do a dry run in advance and time it. As the host, you will be expected to ensure that the webinar runs smoothly. There are no excuses for not knowing how to switch between speakers, taking a poll, or recording the webinar. Invite some colleagues to help you test the tool several times after your training with the provider. Have someone in the room with you to look at and talk to so you feel and sound more natural. Or have two presenters in conversation. Also make sure that all of your presenters are familiar with the webinar tool.

11. Make sure you record it because a good 50 percent of those who register will not show up. Those who could not make it can now view it, and attendees can revisit the discussion. 

12. Afterwards, send an email to everyone who registered with a link to the recording. Put the recording on your website so you can track visits and downloads. You can also put it behind a landing page so anyone new has to enter their email address to download it.
Remind your participants of what was discussed, and conduct a survey to gather their thoughts on how the webinar went. If you are planning another webinar that could be of interest to your audience, let them know when they can expect an invitation.

Webinar sites

www.onwebinar.com 



www.adobe.com/products/adobeconnect.html 
www.brighttalk.com 



www.gotomeeting.com/online/webinar/pricing 

www.bigmarker.com/pricing 


www.skype.com 

www.amazon.com/Webinars-Dummies-Business-Personal-Finance/dp/1118885724 

Also see the websites for webcasting / live-streaming.
Email lists and e-newsletters
An e-newsletter requires a steady flow of content but not nearly as much as a blog, where e-newsletter items such as announcements and events would be inappropriate. However, don’t promise an e-newsletter if it is strictly fundraising oriented. 

All of your social media should drive to your e-newsletter. Add subscribe functionality to your blog, your social networks, and website, and create a “Thank you for subscribing” landing page. 
Collecting email addresses and mobile numbers
When registering people online for your events, have an option to sign up for your email  and text-messaging list. Also have a hard-copy sign-up form at any event. If the location is open to the public, put the sign-up sheet in your reception area. 

Make sure your audience wants your emails, and make it easy to unsubscribe to anything. Don’t automatically add supporters to your list; add them only if they explicitly express an interest in your emails. Just because they registered for one of your events doesn’t mean they want to be on your email list. 
Use email-outreach vendors

Use an email-outreach vendor to handle subscriptions, email lists, campaigns, and analytics, and to avoid mistakes that can be big turn-offs to your supporters. Managing hundreds of email addresses—including dealing with returned mail, address change requests, and unsubscribe requests—is not easy. Good ones include www.icontact.com, www.campaignmonitor.com, www.constantcontact.com, and www.mailchimp.com. They will offer special forms for collecting email addresses on your website. 

Keep email addresses private. If you don’t use an email outreach service (and you really should), put all the addresses in your email list in the blind copy, or Bcc, field. 
Use a “double opt-in system”

A subscriber opts in the first time by providing an email address to receive your email communications—perhaps she signed up for your list at your website or signed a sheet at an event. Then, an email is sent asking the requestor to confirm that he or she indeed wants to be included on your list.

Use plain text to ensure that your email does not go to the spam folder; html-heavy messages often do. Introduce yourself as the staff member in charge of that campaign or program. Encourage the recipient to add your email address or domain to their contacts so that future messages make it to their inbox. Lastly, suggest some next steps based on the action they just did, like sharing their action on social channels or learning more about the campaign.

Confirmation emails can also be used to confirm that a donation or transaction went through. 
When evaluating a campaign

Use your email and mobile lists to see percentage of people that signed up for more information from your organization. Track the level of activity from these people after the campaign. Segmenting your list by those that joined during a focused campaign can help you orient them to the rest of your work and move them to take other actions in the future.

Building a dedicated online community
Start small. This is the secret to developing a successful community. If your community can’t succeed when it’s small, it will never succeed when it’s big. So, avoid a big launch. By waving in an army of people to see your community at its launch, you’re ruining your only chance at a great first impression with the majority of your prospective audience. It’s not the technology that makes a community great but the sense of community among the members, the responsiveness of discussions, and the achievements and milestones the community has reached.

Red flags of a big launch:

· news posts on the organization’s website,

· spamming all your friends immediately at your launch,

· numerous e-mails to everyone on the organization’s mailing list,

· a PR campaign to persuade journalists to write about the community,

· blogger outreach campaigns, 

· a competition or incentives for people to join the community, 

· an offline launch day attended by journalists, celebrities and the CEO, and

· a community forum board without an initial core base of users.

Your first 50 members

Getting your first 50 members is hard. Start by building a list of people you might ask to join this community and to get it started. Aim for about 200 names, e-mail addresses and a few notes about each person. 

Segment the list into three to four categories by their level of passion for the topic, with the most passionate ones at the top. Begin interacting with those who are most passionate about the community topic. Compliment them on actions they’ve taken. Ask for their opinion on an issue. Reveal and share your plans and aspirations. But don’t ask them to do anything yet.

Your goal is to build up goodwill and established relationships that you can later leverage to forge your group. If you ask them to do something in one of your first interactions, you will destroy that goodwill. You should be able to get the majority of this group to the stage where you’ve exchanged 3-4 e-mails. Once you have a trusting relationship, then you can ask if they would be interested in becoming a founding member of your community, a community for which you are being selective in whom you approach. It is a chance for them to broaden their network and to learn about new topics that are relevant to them.

If they agree, invite them to join your closed LinkedIn group until the platform is ready. Here you can ask them for advice about the platform, introduce them to each other, and stimulate discussions about the topic. Keep them highly active at interacting regularly with each other and not with you. Think critical mass of activity, not a critical mass of users. 

Invite only five members a day. This lets you gradually grow the community, welcome and introduce newcomers, and perfect your process of inviting individuals. This also creates a feeling of momentum. It shows to members that the community is growing and evolving, and people want to be a part of momentum.

Use a LinkedIn Group
A LinkedIn Group should be your choice for hosting a private group discussion. Its features are much better than the ones available on Facebook or Twitter.

A discussion post on a group page shows up in the activity streams of the group only. You have 200 characters to use in the main post and another 200 in an extra posting space, and you can attach a link to an article or blog post outside LinkedIn.
Closed versus open groups

Closed groups are very specific in their focus with just a few members. They are an excellent place to network with like-minded professionals. To find closed groups, enter the keyword “closed” in the search column on the Groups Directory page and click Search. You'll see all the closed groups (with a closed lock icon in front of the group name). You join a closed group the same as you join an open group, except now your application is reviewed by the group's owner. 
Closed groups pique the curiosity of potential members and increase the chances they will join.
In relation, open groups have two benefits. Your discussions can be found in searches, and only here can you share posts to Facebook and Twitter.

Make your own group closed. By logging in regularly to approve pending new members, you will get a better sense of how quickly your group is growing. You will also be a better moderator because while you’re logged in, you can join discussions and manage spam.
Versus Facebook Groups

LinkedIn groups have more online-community features than Facebook groups. Here you and your group members can see a list of all the other members with links to their profiles. You can view messages from everyone in the group or just from those whom you follow. You can also broadcast messages widely or narrow the list of recipients. Lastly, you can search for specific discussions within the group. Facebook Groups doesn't have this search option. 
Following and being followed

If you click the Follow link under someone's name in a group, you're following anything they do, which means that you'll see their activity within this group in your LinkedIn feed. If a member follows you, he's notified anytime you post or comment inside this group. If you don't want to be followed, you need to leave the group.

Creating your own group 

Creating a group is a great way to develop a community around your niche. To set one up, go to Groups on the navigation menu and select Create a Group. You will then be asked to supply a logo; a group name; a group type (such as corporate, networking, nonprofit, or professional); a summary (for LinkedIn’s Groups Directory); a description (for the group page); a website; an email address; access limitation (open or request to join); language; location; and your agreement to LinkedIn’s Terms of Service.
You can use the same paragraph for your group summary and group description, but limit each one to a paragraph, in which you clarify the topics of discussion. For the website link, link to your organization’s website, not to its Facebook page or Twitter page.

LinkedIn groups use a rectangular avatar instead of a square one. If you name your group after your organization, then your logo is fine for your group's avatar. If not, you'll need to get a designer who can create one, or you can use a photo. Your avatar will appear on hundreds, if not thousands, of profiles and will be seen in the search results and feeds of new members when they join your group. It needs to be a strong avatar that makes a great first impression.

Naming your group

Many organizations name their group after themselves, but this is not wise. You will struggle to build interest unless your name is the same as a distinct service. For example, people will be more interested in a group called "Sustainable Fishing" than one called "The Marine Conservation Biology Institute." Many groups stagnate because their name doesn't appeal to potential new members. You can always add a sentence at the end of your group summary that says, "This group was created and is managed by [your organization’s name]."

If you do name your group after your organization, then state in the group summary and description that people are encouraged to discuss issues and ideas. You may even want to list some possible topics for them. 

You can rename your group up to four times.

Maximize "group templates" feature

Under "Manage > Templates," create a "Request-to-join" message and a "Welcome" message; the first one is sent to pending new members when they request to join, and the second one to approved new members after you approve them. The request-to-join template thanks potential members for their interest and lets them know that they will be approved shortly, and that in the meantime they can visit your website, like you on Facebook, or follow you on Twitter. For the welcome template, welcome them to your group, list your group rules, let them know you are looking forward to their participation, and then subtly mention your website and social-networking pages. Also incorporate a follow request into the template and let your contacts know about your new company page.

Templates are high in ROI. They are your payoff for taking the time to create, promote, and manage a LinkedIn Group.
Group rules and spam

Publish clear group rules. Having group rules lets you delete or recategorize others’ posts with conviction. See "Manage > Group Rules." Your rules will be visible in the upper right of your group's home page. Ask that members post all promotional content under promotions and jobs, and that discussions be reserved solely for sharing resources, discussing issues and ideas, and seeking advice. If you don't monitor spam and delete it quickly, it will get e-mailed to your group as well. Block the spammers while you’re at it. 

Enable “Promotions and Jobs” 

Discussions are meant for discussion, not for promoting events, Webinars, or other services. To prevent overzealous marketers from spamming your discussions, enable the "Promotions" function. You can easily move an inappropriately posted discussion to promotions by simply flagging the discussion post. This will keep your discussions clutter-free. You should also enable the "Jobs" function to empower LinkedIn members to share and post jobs.

Promoting your group

Just like with Twitter and Facebook, LinkedIn growth is very slow until you reach 5,000 followers or so. You yourself will need to jump-start the content. Never launch a group without posting some discussions. 

Once you have seeded some discussions, promote the group on your website, on your social networks, and in your e-newsletter. Send brief invitations to your contacts after you pre-approve them; you are limited to 50 invitations at a time. You can also turn on Member Invitations to let them invite others. This will speed up your group's growth without compromising too much on quality because you are getting referrals from those whom you already approved. Lastly, encourage your coworkers to join your group and to invite their LinkedIn connections to join too.  
Send out announcements

Another perk that gets you a lot of exposure is the ability to send 'Announcements" to your group members. They outperform a tweet or a Facebook post any day of the week.
LinkedIn lets you broadcast a message by clicking on “Send an Announcement” under the "Manage" area of your group. An announcement goes out as an email, so your LinkedIn group members are much more likely to see your message than if you were to post an update on your LinkedIn profile. The announcement also appears as a discussion within the group. You can use an announcement as a way to ask questions to your group members, but responses to your announcement appear as comments.

You are limited to one announcement per week, so plan out what you want to ask your group. At the very least, do it monthly. Feature the top three discussions of the month in an announcement, perhaps with some commentary, and then at the end add a subtle pitch for your organization.
Creating subgroups

Create a subgroup once you reach 5,000 members. Send out an announcement and add a "New Subgroup!" pitch to your templates. Give the subgroup time to grow and flourish, and then perhaps launch another. You have to be disciplined and strategic to create subgroups that interest and engage members. You can create a subgroup under "Manage > Create a Subgroup."

Tasks for your community founders

Ask them to collaborate with each other on the following:

· Mission (enable them to add their digital signature to it)

Mission boilerplate: “We develop a community that supports/helps/empowers < users > to < do something.>” < do something> is ideally shaped by putting a simple question to the users in a first person fashion: “What would you like to do?” or “Where would you like to be?” 
Communicate this purpose statement with everyone involved in the design and make sure that everyone has full understanding of its context.

· Design of the online platform: the look and feel, the layout, and functionality (their digital signature here too) 

· Promotion: Ask community founders for promotional ideas to help launch the community. Will they be willing to tell their friends about the community? Who do they know with an interest in the topic? What would they like to tell them? 

· Content: You might also ask them to help create content for the community. If you have a blog, they can write guest entries. They can interview VIPs in the sector, write opinion columns for the community, come up with interesting ideas for content, and tell you what they want to read about.

· Rules and guidelines: Founding members can contribute to the rules and guidelines of the community. They can write a set of basic principles and rules (e.g. no advertising, no vulgar language, etc.). By writing the rules, they’re more likely to abide by them.

· Activities: Ask founders what events/activities they want to take place in the community. If anyone suggests a great idea, ask what help they need from you to make it happen. Encourage them to take responsibility for making their own ideas happen. These are events such as live chats, interviews, offline events etc.

· Taking roles: You can establish roles within the community and invite founders to put themselves forward for these roles. Instead of rejecting people for a role outright, find something similar for them to do. Roles might include editor, recruiter, moderator, or even just responding to others’ discussions about particular topics.

· Talking to each other on the platform: Founders must actively be talking to each other on the platform. They need to help stimulate discussions and respond to those discussions. They must help you ensure that most discussions are receiving a reply within 24 hours.

· Welcoming newcomers: This is important. You won’t have time to meet and greet every newcomer yourself, but if you have a core group of people keen to take this role, you can do it with others. It is useful for founders to welcome the newcomers to the community and encourage them to be involved and participate.

Going from 50 to 500

Spend a lot of time building relationships one-on-one with each member. The more time you spend with the first 50 active members, the better the results. Community is a result of building a sense of identity amongst a specific group. It’s the outcome of thousands of micro-interactions between you and them and between one another. You need to understand that you yourself stimulate those discussions. You have to get down in the mud and actively interact with them.

Continue to focus on direct invitations, but now invite people to do something specific. Explain why you are approaching them in particular. Once they participate, they’re likely to do so again and get into the community’s notification system. Once they make a contribution, they’re likely to return to the community again to see how others replied to their contribution.

This takes time. Spend two hours per day contacting new people. Assuming your approach is personable and genuine (not copy/pasted), you should be able to persuade approximately 5 to 10 people per day to join the community. That’s 25 to 50 people per week, which means it will take between 10 to 20 weeks to reach 500 members. This is a reasonable level of growth. 

As for your specific request of these prospective members, they might

· share their unique perspective in a blog post, video interview, or a Twitter exchange; 

· submit questions for the community to answer; or  

· take a specific role within the community.

Have online events scheduled on a regular basis, such as:

· interactive webinars by you, another member of the community, or an outside expert; 

· one-way webcasts;

· podcasts or a live-streamed show on BlogTalkRadio (www.blogtalkradio.com); 

· celebrations of milestones, such as a certain number of members or posts reached; 

· a reserved week each year for fundraising for the community's costs; and 

· a weekly or monthly interview with a VIP from the community's sector, either via a moderated live-chat or questions solicited from members in advance.

Create a ranking system to find the most influential, most respected, most skilled or most powerful people in the industry. Include every influential person you can imagine and let them know they’ve been nominated. Your community's members will then determine who the most popular person is, but only after enough time has passed for these influencers to send traffic to your community.

Collaboratively write a wiki to attract new members. Get your community to create a book from this content and publish it. Everyone who made a contribution gets credit, and let them share it for free. Ensure the book has plenty of links to the community’s pages and that it calls for more people to add their expertise to the next addition of the book. Promote it widely. It’s simple, useful and effective. You can even offer the book to newcomers that sign up.

Be a resource for journalists. Send them a weekly snippet of your community’s messages and offer interviews with your members. A community that serves as a useful resource for journalists is very likely to gain positive coverage and attract further members.

Whenever there is a topical issue, issue a statement on behalf of the group, a statement that can be collaboratively edited. Many advocacy groups, lobbying organizations, and community groups do this every day. This tells the journalist that this group matters on this issue. It also might aid you in the debate, especially on political matters. In addition, it tells your existing members that they are making an impact. Finally, and most importantly, other people will learn about your community and decide that this might be a group worth joining.  This strategy works best when the statement has an agenda, something that people can do within the community to change the situation. 

Have "a contributor of the week" award - no tangible benefits, just specific praise.

To persuade a group to join, write a blog post about them. If you write about a specific group of people - what they’re doing, why they matter in the community ecosystem, their achievements, and their failures, those people are almost certain to join to read the content.

You might also have meet-ups at conferences to promote the site and build your member base.

Nudge them to Internet forum and wiki
Once you have about 50 active members of the community, move them to your internet forum and your wiki, if you have one. Start with as few sections as possible since too many sections will make it hard to create a community feel, and conversations will be diluted and stretched too thin. If this happens, stop approaching new members and focus on engaging the ones you have. 

Internet forums

A forum consists of categories or sub-forums, and these sub-forums then have sub-forums of their own. The topics (or threads) come under the lowest level of sub-forums and these are the places under which members can start their discussions or posts.  

Potential liability

Forum owners and moderators in the USA are protected by Section 230 of the Communications Decency Act: "No provider or user of an interactive computer service shall be treated as the publisher or speaker of any information provided by another information content provider."

Moderators

Moderators, chosen by the administrators, manage the day-to-day affairs of a forum or board. Responsibilities include deleting, merging, moving, and splitting of posts and threads, locking, renaming, stickying of threads, banning, suspending, unsuspending, unbanning, warning the members, or adding, editing, and removing the polls of threads. Depending on the access level of a user, the moderator might need to approve their post.

Users can help the moderators via a report system. Using it will notify all currently available moderators of the post’s location, and subsequent action or judgment can be carried out immediately, which is great on large boards. Moderators encourage members to also use the private message system if they wish to report behavior, and they frown upon attempts of moderation by non-moderators, especially when the would-be moderators do not issue a report. There is usually also a FAQ section containing basic information for new members. 

Do not allow backlinks

Do not allow backlinks in users' signatures in their posts. This will prevent spammers and others from writing garbage posts with their website in their signature just so that they will have more inbound links to their website from a third-party website such as your forum.

Sensitive topics

Many online forums have areas set aside for discussing sensitive topics.

Automatic word-censoring

Word-censoring systems should search only for the whole-word usage.

Misconduct

If a user shows misconduct, give them a warning, then a temporary ban on commenting, and then a permanent ban. But before you permanently ban them, invite them to suggest a category where they still can post and have their words read by others. 

Comparison of forum software

https://en.wikipedia.org/wiki/Comparison_of_Internet_forum_software
Reddit

Reddit has over a million communities known as “subreddits,” each covering a different topic. The name of a subreddit begins with /r/, which is part of the URLs that Reddit uses. /r/nba, for example, is a subreddit where people talk about the National Basketball Association.

The homepage (or “front page”) shows you various posts that are trending on the site, pulled from a variety of subreddits. You can click the sort button in the upper left to sort by posts that are “hot” (trending), new, controversial, and more. Hotness is determined by the age of the submission, the positive ("upvoted") to negative ("downvoted") feedback ratio, and the total vote-count. Dozens of submissions cycle through these front pages daily.

Near the top is a search bar to find both the posts and the subreddits related to a term.

Subreddits are managed by volunteer moderators who can edit the appearance of a particular subreddit, dictate what types of content are allowed in the sub, and remove posts or content, or even ban users from the subreddit. 

Next to a post, users click the arrows to upvote or downvote posts, increasing or decreasing their visibility, and the number reflects the current sum of upvotes and downvotes.  

Subreddits are great for raising publicity for a number of causes, and with this increased ability to garner attention and a large audience, users have one of the largest communities on the Internet for new, revolutionary, and influential purposes.

Reddit Gold, for a price of $3.99/month or $29.99/year, adds a number of features to the interface, including the ability to display more comments on a page, access to the private "lounge" subreddit, and notifications whenever one's username is mentioned in a comment.

Wikis

A wiki is a website that anyone with access can edit. Everyone is smarter than anyone alone, and as such, a wiki is the sum of a community’s collaborative arguments. The members negotiate with each other on correctness, meaning, relevance, and more, and then facts are checked and bias and emotion are weeded out in order to reach a neutral point of view for each article.  The articles themselves are the residue, the last thing anyone declined to argue about.  Your edit shows up the minute it is made, but it is still subject to future review and revision.     
Behind each “article” page is a “talk” page where users can discuss the article and resolve disagreements. This is a good place for instructions on resolving conflicts. A third tab shows the article’s revision history: the time-stamp of every edit, the editor or IP address behind that edit, a brief description of that edit, and links to the state of the page before and after the edit. 

Reputations matter. The number of edits you make raises you to a higher level of trust. Users who catch others’ misdeeds are praised, and abusers are abused. Thus, users are incentivized to do the best they can with each entry. This praise/shame economy within a wiki is much more effective than formal rules that deal with specific conflicts. Users can also publicly report their satisfaction with each other, which creates a positive shadow of the future over both parties, giving each an incentive to maintain or improve their standing on the site.  

Formal rules are still needed though.  No direct enforcement is needed, but users can periodically invoke them when they are arguing about the content of an article.  

Despite vandalism, the wiki will get better, on average, over time. If even only a few people care about a wiki, it becomes hard to harm it. When enough people care and have both the will and the tools to quickly defend the article, most vandals will get demoralized. In the worst-case scenario, the administrator can lock a page until emotions have cooled or revert to saved drafts.  
Revision control is critical for letting editors track each other's edits, correct mistakes, and defend against vandalism and spam. Changes are identified by a number or letter code, termed the "revision number", "revision level", or simply "revision." For example, an initial set is "revision 1." The first change makes the resulting set "revision 2," and so on. Each revision lists a timestamp and the user(s) making the change. Revisions can be compared, restored, and with some types of files, merged. A copy that is outside of revision control is a "working copy". 

Revision control systems are often centralized in a single repository, but in a distributed revision control, no single repository is authoritative, and data can be checked out and checked into any repository. When checking into a different repository, this is interpreted as a merge or patch. In the centralized model if two users try to change the same file simultaneously, they may end up overwriting each other's work. To solve this, there is file locking and version merging. 

In file locking, only one user at a time has write access to the "repository" copy, Once that person "checks out" a file, others can read it but can’t change it until the first user "checks in" – or returns - the updated version (or cancels the checkout). File locking protects against difficult merge conflicts when a user is making radical changes to many sections of a large file or files. However, if the files are left locked for too long, others might try to bypass the revision control software and change the files however they can, leading to greater problems. Merging two files is usually possible only if the data structure is simple, as in text files. For more, see

http://en.wikipedia.org/wiki/Revision_control
http://en.wikipedia.org/wiki/Wikipedia:Revision_control   

https://en.wikipedia.org/wiki/Comparison_of_version_control_software 

Version-control vocabulary

Baseline (or trunk): An approved revision of a document or source file from which subsequent changes can be made. 

Branch: A set of files under version control may be branched or forked at a point in time so that, from that time forward, two copies of those files may develop at different speeds or in different ways independently of each other.

Change list: This identifies the set of changes made by a user. 

Checkout: To check out (or co) is to create a local working copy from the repository. A user may specify a specific revision or obtain the latest. Checkout also describes the working copy.

Clone: Creating a repository with the revisions from another repository. This is the same as pushing or pulling into an empty (newly initialized) repository. As a noun, two repositories can be said to be clones if they are kept synchronized and contain the same revisions.

Commit: To commit (check in, ci or, more rarely, install, submit or record) is to write or merge the changes made in the working copy back to the repository. Commit and check in can also be used as nouns to describe the new revision that is created as a result of committing.

Delta compression: Retains only the differences between successive versions of files. This allows for more efficient storage of many different versions of files.

Distributed revision control: Rather than a single, central repository on which clients synchronize, each peer's working copy of the codebase is a repository. Synchronization is done by exchanging patches (change-sets) from peer to peer. Differences from a centralized system:

· No canonical, reference copy of the codebase exists by default; only working copies.

· Common operations (such as commits, viewing history, and reverting changes) are fast because there is no need to communicate with a central server. Communication is only necessary when pushing or pulling changes to or from other peers.

· Each working copy effectively functions as a remote backup of the codebase and of its change-history, providing inherent protection against data loss.

Dynamic stream: A stream in which some or all file versions mirror the parent stream's versions.

Export: Obtaining files from the repository. It is similar to checking out except that it creates a clean directory tree without the version-control metadata used in a working copy. This is often used prior to publishing the contents.

Fetch: See pull.

Forward integration: Merging changes made in the main trunk into a development (feature or team) branch.

Head (or tip): The most recent commit, either to the trunk or to a branch. The trunk and each branch have their own head, though head is sometimes loosely used to refer to the trunk.

Import: Copying a local directory tree that is not a working copy into the repository for the first time.

Initialize: To create a new, empty repository.

Interleaved deltas: Saving the history of text-based files more efficiently than Delta compression.

Mainline: Similar to trunk, but there can be a mainline for each branch.

Merge (or integration): Two sets of changes are applied to a file or set of files. Some sample scenarios are as follows:

· A user, working on a set of files, updates or syncs their working copy with changes made and checked into the repository by other users.

· A user tries to check in files that have been updated by others since the files were checked out, and the revision control software automatically merges the files (typically, after prompting the user if it should proceed with the automatic merge, and in some cases only doing so if the merge can be clearly and reasonably resolved).

· A branch is created, the code in the files is independently edited, and the updated branch is later incorporated into a single, unified trunk.

· A set of files is branched, a problem that existed before the branching is fixed in one branch, and the fix is then merged into the other branch. (This type of selective merge is sometimes known as a cherry pick to distinguish it from the complete merge in the previous case.)

Promote: The act of copying file content from a less controlled location into a more controlled location, for example from a user's workspace into a repository or from a stream to its parent.

Pull, push: Copy revisions from one repository into another. Pull is initiated by the receiving repository while push is initiated by the source. Fetch is sometimes used as a synonym for pull or to mean a pull followed by an update.

Repository (or depot): Where files' current and historical data are stored, often on a server.

Reserved edit: Explicitly locking a file for exclusive write access.

Reverse integration: Merging different branches into the main trunk of the versioning system.

Share: Making one file or folder available in multiple branches at the same time. When a shared file is changed in one branch, it is changed in other branches.

Stream: A container for branched files that has a known relationship to other such containers. Streams form a hierarchy; each stream can inherit various properties (like versions, namespace, workflow rules, subscribers, etc.) from its parent stream.

Tag: A tag or label refers to an important snapshot in time, consistent across many files, that has been tagged with a meaningful name or revision number. 

Update: An update (or sync) merges changes made in the repository (by other people, for example) into the local working copy. It’s synonymous with checkout in revision control systems that require each repository to have exactly one working copy (common in distributed systems).

Working copy: It is the local copy of files from a repository, at a specific time or revision. All work done to the files in a repository is initially done on a working copy.

Wiki hosting services 
A wiki hosting service is a server or an array of servers that offer users tools to simplify the creation and development of individual, independent wikis. See https://en.wikipedia.org/wiki/Comparison_of_wiki_hosting_services.

Starting your own wiki

Start with a small-scale test or pilot program to ensure that you choose the right software and strategy in a controlled manner. Gather two to five people to build the wiki structure and work through various house rules, such as your organization’s internal guide to content, conduct, and community. When your initial users are satisfied with the results, invite more contributors. 

1. Keep it compact. Collaboration is more effective in smaller, intimate groups. 

2. Choose participants carefully. Decide whether to advertise or hand-pick them.

3. Define and post guidelines for content and conduct, and make these into wikis themselves.

4. Have a profile page for each of the members where they can blog if they want to.

5. Never have an empty page. Use a consistent scaffold pattern, like a template, to guide users.

6. Make it a magnet. Share wiki links when anyone asks for information that is on your wiki. 

7. Be firm and think long-term. Keep advocating your choice to collaborate this way.

8. Get an appropriate intellectual-property license.

Get IP license

IP licenses assure contributors that their work will stay freely available, motivating them further.   

http://en.wikipedia.org/wiki/Creative_Commons_Attribution_Share-Alike_License
http://en.wikipedia.org/wiki/GNU_General_Public_License
http://en.wikipedia.org/wiki/GFDL
Wiki software: Perhaps use MediaWiki

MediaWiki (www.mediawiki.org) is a free and open-source wiki software that powers wiki websites such as Wikipedia. It can handle terabytes of content and hundreds of thousands of hits per second. It also lets one link to specific versions of articles, which lets peer reviewers analyze them and provide links to the trusted version. A commercial alternative to MediaWiki is Confluence, which has an app inside called Excellentable that allows users to collaborate in real-time. For comparisons between MediaWiki, Confluence, and other wiki software, see https://www.wikimatrix.org and http://en.wikipedia.org/wiki/Comparison_of_wiki_software.

Also encourage social bookmarking

Encourage them to work together and compile social bookmarks. To decide on a certain social-bookmarking website to recommend to them, look for ease of gathering the bookmarks, the researching features (capturing, annotating, highlighting, tagging, and so on), cataloging and retrieval capabilities, and the ease with which you can share, follow others' activities, and collaborate to compile results. 
https://en.wikipedia.org/wiki/List_of_social_bookmarking_websites  

From 500 to 5000

Continue to directly invite people to join, but avoid enrollment competitions, challenges, and membership drives. It’s sluggish work, but it shows measurable results. The amount of time you can spend doing this can drop to about 50% - 75% of what it was early on, but keep doing this. It's your guarantee that you will continue to have new members joining and participating. If you invite 10 people to join your community every day, it only takes 100 weeks to get to 5000 active members (excluding weekends). 

Lastly, hand the community off to a competent successor.

Books & websites for online communities

https://www.feverbee.com
· Online Community Management For Dummies, by Deborah Ng (2011)

· Building Successful Online Communities: Evidence-Based Social Design, by Robert E. Krautand Paul Resnick (2012)

Fundraising technology
Holding a webinar for your cause

You can hold a webinar during which you present information about your cause that interests your donors. This type of online event lets you gather people interested in your work without incurring the costs of hosting a larger, physical event. Donors can log in to the website where the webinar will be held and then call in to participate in the discussion. 

You may want to invite an author, industry researcher, or celebrity. Attendees can submit questions and watch and hear the invited guest respond in real time. Raise funds beforehand by charging for tickets, and then invite participants at the end to make a larger gift.
Crowdfunding

Crowdfunding platforms charge a fee that is very high for nonprofit fundraising, such as 4%, but they work well as a supplementary method for people who may never hear about your work otherwise. Once you pick a platform, such as GoFundMe or Kickstarter, write your project summary and donate to it yourself before you launch it. Then send follow-up thank-you emails to those who give with your nonprofit’s branding and social network icons.

Social fundraising

Social fundraising is the act of getting friends to fundraise for your nonprofit. It’s also called peer-to-peer fundraising and friend-raising.

Monthly giving and tribute giving
Include monthly giving as an option on your donate page, and create a system to thank these donors regularly.

Tribute giving is a gift made in honor of someone you know or in memory of someone who has died. Include tribute giving as an option on your donate page, and design promotional graphics for it, such as two adult children who are thankfully looking at their elderly parent in a wheelchair.

Text-to-give campaigns
Unless text-to-give fundraising finds a way to bill donors through their credit cards or mobile wallets instead of through their phone bills, it will not be the future of mobile fundraising. 

If you do run a text-to-give campaign, add this to your “More Ways to Give” page, and create at least five powerful visuals with your pitch. They can be photos that speak to your nonprofit's work or custom graphics created entirely in Photoshop. Either way, you need to make your text-to-give campaign visually compelling and inspirational. You probably already have at least five powerful photos, so open them in Photoshop or upload them to Picnik.com, and simply add your text-to-give pitch along the bottom of the images.
5 ways to promote your text-to-give campaign

· To your social networking communities: Once you have the images created, upload them to your Facebook Page and send them out periodically in status updates. You can also upload the images to Flick or TwitPic and then link to them in tweets. Additionally, if you have been approved for the YouTube Nonprofit Program, add text overlays to your videos with a text-to-give pitch. Post the videos on Facebook and Twitter as well. To be successful, you have to integrate them into all your communications.
· On your website and blog and in your e-newsletter: Embed a well-designed graphic or photo with your text-to-give pitch on your website and blog. Underneath the image, include "Text-to-Give Now!" language that links to a page on your sites where supporters can enter their mobile number to make a donation. Once they enter their number, they are automatically sent a text message asking them to confirm their donation. Your text-to-give vendor should provide you with the code that enables web-based text donations. You should also promote your text-to-give campaigns in your e-newsletter.
· In group-text messages: Send a group-text message with your text-to-give pitch that links to a "Text-to-Give Now!" page on your website. Your subscribers already have their smartphones in their hands and do not need to enter a name, address, or credit-card number to donate.
· In print materials: Incorporate an inspirational image or graphic with your text-to-give pitch in your print newsletter, fundraising appeals, reports, magazines, and promotional brochures.

Fundraising webpage checklist 
· The page is mobile-compatible.
· "What You Can Do" is the title. “You” is the most powerful word to get readers' attention.
· Making a donation should be a clear option but not the only one. 
· You request the contribution upfront along with specific actions for  the visitor to take.

· The donation steps occur entirely on one custom-branded page inside your website.

· The default donation amounts are listed along with what a $50 or $100 gift specifically buys.
· Donors don’t have to give a phone number, though they can if you want a list for text alerts.

· There is a mosaic of your current donors. See www.supporterwall.com.

· Donors can give in someone else’s name (tribute giving).

· Information goes into an online donor database.

· The donation service can be purchased separately from other services.

· The vendor’s processing set-up fee is $200 or less.

· You give the option to use a mobile-wallet service such as Google Wallet.

· The donation-processing fee is 3% or less per transaction with a monthly fee of $50-100.

· You list an address where personal checks can be sent in order to avoid the transaction fee.

· You link to audited financial statements, 990 reports, and your IRS letter of determination. 
· You link to your charity ratings with those organization’s icons.

· You link to your program outcomes, metrics, and web analytics.

· You show your expenditure chart with program expenses versus operating expenses.
· There is a list of your directors and senior staff, and a summary of recent board activity.

· You have opt-in fields for e-newsletters and mobile alerts (if you use them).

· You make your "Text-to-Give Now!" pitch if you are using that option.
· You describe your social fundraising campaign if you are using that option.
· You list the non-donation actions that people can take, such as volunteering.
· There is a "contact us" feature for questions and comments. 
· The monthly donation option is on a page separate from this main page so that donors won’t have to select from a pop-down menu to make their donation monthly.

· The “Thank You” landing page is custom-branded and shareable, and it shows your social networking icons as well as videos, images and slideshows.

· Your “Thank You” emails and receipts are automatic, customizable, and shareable, and it shows your social networking icons and other images.

Also put a “What You Can Do” button on every page of your website.

Online-donation vendors

www.networkforgood.org 

www.justgive.org

https://squareup.com 
 
www.authorize.net


www.paypal.com    

www.google.com/wallet


www.paypal.com/us/webapps/mpp/mobile-apps    
http://gopayment.intuit.ca/credit-card-processing/mobile-payment-faq.jsp 
http://payments.intuit.com/mobile-credit-card-processing
Using QR codes

Add QR codes that link to a "Donate Now" or "Text-to-Give Now" mobile page to flyers and print materials. You could similarly add QR codes to conference materials (badges, table tents, and so on) that link to the agenda, session descriptions, speakers' bios, and polls for real-time feedback. Activist organizations can use QR codes to empower rally attenders or protesters to call elected officials or sign online petitions.

Many communities still have bulletin boards at grocery stores, laundromats, restaurants, and college campuses where you can post flyers and promotional materials. Consider posting flyers with your QR code on bulletin boards, billboards, telephone poles, car windshields, and mailboxes. If you have close ties to the business community, consider launching a "Scan for Good" campaign at checkouts in retail establishments or on table tents at restaurants. Cause marketing appeals to many business owners and is likely to lead to interesting conversations while people are standing in line or sharing a meal with their family and friends.

QR codes can also be used in print to link to videos or slideshows to make reading more interactive and visual. Put a QR code on invitations; when it is scanned, people are sent to a mobile page where they can RSVP. Add them to fundraising appeals with direct links to "Text-to-Give Now" pages.

These QR-code generator websites offer a free level of services:

www.qrstuff.com 
http://qreateandtrack.com/#price
http://qrinkle.com  

www.kishkee.com/pricing 

https://tagginn.com/sign-up 
www.paperlinks.com/signup.php 
http://uqr.me/pricing-qr-codes 
http://qrcode.kaywa.com/page/pricing 
Some say that QR-code efforts are not getting the desired results. You may want to skip it.
If asked to assist in a new place

Who is asking you to come?

Who is asking you to come, and where do they fit in? Those you are connected with or perceived to be influenced by will carry more weight than who you are, what you do, or what you believe.

Get all contact details for the person who is calling and the organization and anyone else whose name crops up in the conversation. Check the spelling of names. Get it right.

Within the organization, who wields power over this initiative? How do they deal with others?

What will happen to the results of this work? Will the partners compete for ownership?

Don’t get into solutions until you have the story straight. 

Ask about the nature of confidentiality, and be sure to respect their requests and guidelines.

At the end of the call, make an action plan. Arrange a time to talk again. Send them a letter outlining the possible activities you have discussed.

Your role

What are they asking you to do, and how do you fit in? List priorities and questions that will guide your thinking when you are called on to intervene. Foremost, be a confidential, empathetic, humble, mindful, respectful, and non-judgmental listener. Accept everyone and exclude no one.

But also be confident.

Why is an outsider needed? Why you? Ask what your role is if there are already people working on the inside. Empower those on the inside to do the work themselves. 

Ask for active responses; silence does not necessarily mean affirmation.

What is your timeframe? Assume things will take longer than is initially proposed or expected. If there are specific limits to your time, be as clear and transparent with people about what those are and the impact they may have on your work together.

To whom will you be accountable? To whom will you report? How will success be measured? 

What are you hoping to build? Develop clear, positive images of what you are hoping to build.

What is the best-case scenario? 

What is your measure of success? 

When can you say you have achieved your aim or goal, whatever that goal may be?

Ask questions about funding in the early stages. Make clear the expectations, goals, strategies, and reporting procedures.

Ask if there is anything they need you to bring. 

Consult with those already working there for their views, suggestions, and counsel.

· Who in the system can help you succeed?

· Who already has resources in place that can save you valuable time, money, and effort?

· Who do you need to help secure your credibility and safeguard you from backlash?

· How does this initiative fit in with the larger picture of what else is happening in this situation, even and especially activities that seem quite different?

Create a local support group to act as a reference board and to give insight and understanding about the setting. They will help you understand your best role, which is often listening, asking good questions, and sharing stories from other contexts.

Be willing to accept and offer feedback and criticism, particularly from people in the setting.

After you finish, write up what you learned and share it with them. Maintain contact.

Do not be rash

Do not be swept away with a feeling that you need to act. Take time for a careful assessment. 

If you say yes, you are making a commitment that must be kept. Get clear about how much you need to earn, how much time you can offer, and how much stress you are willing to endure.

To stay connected with your center of energy, ask yourself these questions frequently:

· Why am I going? Am I trying to save the world? What are my mind, heart, and body telling me right now? Am I attending to all of the dimensions of what comprises my whole self? Would I really be helping? How?

Avoid showing you’re isolated 
Be with a team. You cannot do it all nor do it alone.
When not to go

Too violent / corrupt

· If your presence will put the locals’ lives in jeopardy

· If checkpoints will make you feel claustrophobic

· If your embassy discourages you from going

· If the values and motivations of the locals are heavily diluted by self-interest.

Too expensive

Too long of a personal commitment

· If you don’t know the limitations of your role

· If you cannot keep your promises

Too solitary

· If you’re going to save the world (Thinking you can do it all will lead to disappointment.)

Too disempowering of locals’ abilities

· If you’ll be duplicating someone else’s work

· If the request comes from outside the local context

Too irresponsible (either you or the locals)

· If the locals do not know why they need you

· If you haven’t had time to consult with others who have already been there

· If you cannot keep things confidential

· If there is no local commitment

· If there is no accountability 

Too blurry

· If you do not have a vision of what you are trying to do

· If you can’t be transparent about your funding
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