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[ DMAWEF Presentation on HSUS Social Media ] 



My name is Carie, and I’m a social media addict. 



 “I just got a keychain and address labels in the 
mail from you guys. Now that I see you posting 
on Facebook and know you're legit, I'll be 
sending a donation. Thanks for the work you do.” 

 
                  – Posted to our Facebook Page wall, January 2010 

[ The Times, They Are A Changin’… ] 



[ How We’re Structured] 

Lara Koch 
Mobile Communications Manager 

Mobile technology initiatives 

Carie Lewis 
Director of Emerging Media 

project management and strategy 

Ellen Pascale 
Social Campaigner 

Social media campaign support 
 

Sarah Barnett 
Social Communications Manager 

Response and volunteer coordination 
 

Sarah Butler 
Online Advertising Coordinator 

Paid advertising 

Anne Hogan 
Community Manager 
Facebook and Twitter 

 

Online Volunteers 



“Social media is free… 
 free like a puppy.” 



[ Facebook Structure ] 

Facebook Fan Page 
for businesses, organizations, public figures  

official HSUS presence – only one 
 
 

Facebook Causes 
for specific movements 

each campaign can have many 
 
 

Facebook Profile 
a real person 

each person has one – but only one 
 
 



[ Where We Are ] 



[ Goals ] 

Our goals in using social media are: advocacy, fundraising, 
providing customer service, and increasing brand sentiment 

online by promoting the good work of the organization. 
 

•  Everything we do online is tied to advocacy and fundraising 
•  Our social media program is no exception 
•  We just add a customer service component 
•  We also have social media-specific metrics which show growth 
•  The program complements and works in conjunction with our website and 

email 
•  Our growth is attributed to engagement and integration. 

 
By providing our fans what they want like fun contests, polls asking for their 
opinion, listening to their feedback on posts, answering every question, and 

other engagement opportunities, we believe that our fans will feel enough of a 
connection with the brand to do what we ask – such as taking action or 

donating.  



[ Success Philosophy ] 

Success is no longer 
just about how many 

friends you have. 
 

Do those friends do what 
you want them to? 

•  Sign advos and petitions 
•  Donate 
•  Recruit friends 
•  Share your content 
•  Subscribe to your email 

list 

 



•  # of actions taken 
•  # of donors 
•  Amount of donations* 
•  Customer service wins 
•  Sentiment % 
•  Growth rate 
 
 

[ What We Measure ] 

*both from Facebook Causes and sourced from our website   



[ Some Notes on our Social Strategy ] 

•  Every position we have in Emerging Media is paid for by social media fundraising 
•  We have over 100 ancillary presences on Facebook in addition to our official Fan 
Page. 
•  We hold a monthly Social Media Working Group for admins 
•  We don’t have a social media policy for employees but hold quarterly Privacy 
trainings 
•  We focus on Facebook because that’s where our constituents are. 
•  We have a presence on Twitter because people talk about us there 
•  Social media is a small part of everyone’s job, but there is a gatekeeper 
•  We answer everyone on Facebook and Twitter who comes to us with a legitimate 
question or concern 
•  Our response time on  Facebook is under 2 hours, Twitter is 15 minutes. 
•  We are very selective about what we post on Facebook, and never post more than 
once a day unless there is breaking news.  
•  We have very active influencer and blogger outreach programs 
•  We have a crisis mode 
•  We got buy in from executives early – got them on social networks and report 
yearly on our progress. Now when we need more resources or want to take a risk, 
they “get” it. 



[ Case Study: 1 Million Facebook Fans ] 



 
•  Custom Facebook tab with a Flickr API to capture user-generated content 
•  Special video to fans thanking them from our CEO 
•  Mobile website coverage and mobile-friendly version of the form 
•  Discount coupon for everyone that enters 
•  Infographic on who our fans are and what they’re into 
•  Billboard on our website homepage 
•  Full-file email asking people to “Like” us 
•  Blog entry on our CEO’s blog 
•  Press release 
•  Blogger outreach 

[ We Reached 1 Million Facebook Fans on 11/02/11. ] 

It was a fun celebration and a huge milestone, but was also a 
good example of an integrated campaign. 

 



[ Communication on Facebook ] 



[ Custom Facebook Tab and Video ] 



[ Infographic ] 



[ Website Homepage Billboard ] 



[ Mobile Website ] 



[ Full-file Email ] 



Fans? HSUS Has a Million of ‘Em: The Nonprofit Times 
http://www.thenonprofittimes.com/article/detail/fans-hsus-has-a-million-of-em-4297 
 
Humane Society Uses Advocacy to Reach 1 Million Facebook Fans | Ragan Communications 
http://www.ragan.com/Main/Articles/44032.aspx 
 
What do you do when you Reach 1,000,000 Facebook Fans | NTEN Blog 
http://www.nten.org/blog/2011/11/07/what-do-you-do-when-you-reach-1000000-facebook-fans-try-get-some-more 
 
When is One Million Facebook Fans Worth More than a Million Bucks | Beth Kanter 
http://www.bethkanter.org/million-fans/ 
 
Humane Society Reached 1 Million Facebook Fans | MSNBC Blog 
http://digitallife.today.msnbc.msn.com/_news/2011/11/07/8683384-humane-society-reaches-1-million-facebook-fans 
 
How the Humane Society Gained 1 Million Facebook Fans | The RealTime Report 
http://therealtimereport.com/2011/12/05/how-the-humane-society-gained-1-million-facebook-fans/ 
 
US Humane Society Tops 1 Million Facebook Fans | All Facebook 
http://www.allfacebook.com/facebook-fans-million-2011-11 
 
1 Million Fans – Answering Questions to Make Social Media Count | Reve News 
http://www.revenews.org/1-million-fans-answering-questions-to-make-social-media-count/ 
 

[ Blogger Outreach] 



•  Continue to monitor social media trends 
•  Continue to invest in mobile (3% of funds raised in 

2011 year end were from mobile) 
•  Position ourselves for anticipated growth in social 

media fundraising as trust forms and the tools mature. 
•  Further “socialize” our website, providing more 

engagement opportunities for visitors 
•  Further integrate social with other channels like offline 
•  Better integrate with other departments on customer 

service 

 
 

[ Looking Ahead to the New Year ] 



[ Contact:  Carie Lewis, clewis@humanesociety.org ] 


