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Social Media at CPC



Social Media at CPC

1. Each platform should serve a purpose that aligns with your goals

2. It should speak to an audience that is relevant to you

3. Each profile should be managed frequently and well 

4. Most importantly, strive to create value for your followers



Don’t Employ A Peanut Butter Strategy



Don’t Employ A Peanut Butter Strategy

“I've heard our strategy described as spreading pean ut 
butter across the myriad opportunities that continu e to 

evolve in the online world. The result: a thin laye r of 
investment spread across everything we do and thus we 

focus on nothing in particular.”



Branding Across Platforms



Secondary Platforms



A Tough Lesson



ReTweet / ReShare / ReGram



Pay Attention to Super Users



Pay Attention to Super Users
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Honesty

Integrity

Respect

Responsiveness

Our Social Media Manifesto



All information should 
be true and verified.

Cite your sources.

Honesty



Your brand should remain fully 
intact on SM.

Whenever possible, promote 
your work and the people who do 
the work.

Write every post as if our top 
donors are reading them (some 
of them are).

Integrity



Treat everyone with respect, especially when disagreeing.

Respect



Smart questions should 
be answered and kind 
comments should be 
acknowledged and 
appreciated.

Responsiveness





Increase awareness of the 
Conservancy and its role 

in Central Park

Integrated messaging 
targeting specific 

audiences to deepen 
engagement with current 

and future members.  

Achieve conversion with 
value propositions and 
well placed CTA’s for 
increased revenue . 

Tying It Back to Marketing



Awareness



Awareness



Engagement



Action



Most 2013 revenue is related to event ticket sales for Evening 
in the Garden, showing that a younger audience will respond 
to a call to action given the right incentive on social media. 

Revenue

2012: $854 donated

2013: $2,296 donated

2014 TD: $1,449 donated





Facebook Analytics (Free)



Facebook Analytics (Free)



Facebook Analytics (Free)



Twitter Analytics (With Advertising)



Twitter Analytics



Twitter Ads

Conversion 
rate (1.44%) is 
substantial in 
comparison to 
average direct 
mail acquisition 
conversion rate 

(0.28%)





Central Play Case Study 



Central Play: In-Park Signage



Central Play: Dedicated Page



Central Play: Facebook



Central Play: Online Submissions



#CentralPlay



Results

Central Play Stats (Feb - July 2013)

13 posts

592,352 impressions (facebook)

50+ submissions — 40 on the web form 
+ more (and counting) on social media

Dedicated webpage views (unique): 4,118

Playground donations (Jan-July 2013): $7,950



Central Play: Key Lessons

• Make it as easy as possible 
• Cross-platform promotion
• Consistency with branding
• Repetition and patience are key
• Spreadsheets are your friend 





Trends

Visual Storytelling



Final Thoughts

Read/Follow :
• Mashable
• Vox
• Fast Company
• Beth Kanter
• M+R
• Nonprofit Tech for Good

Nonprofits and Brands Who I Like :
• All of you
• Metropolitan Museum of Art
• MoMA
• charity:water
• Warby Parker
• Anthropologie
• Container Store

Look at What Not to Do:
• Search #SocialMediaFails

DIY
• Give yourself an audit
• Use the platforms to understand them!
• Keep an ideas folder



A Rising Tide Lifts All Boats


