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Hello, everyone, and happy PR webinar Tuesday! Welcome to today’s webinar, 
which is all about social media and how we can use it to promote Kiwanis and 
everything we do for kids. 



• The WHY
• The Kiwanis brand
• Social media
• Publicity chairs 

What’s on the Agenda?



• Value of social media
• Which platform(s) should I use?
• Best practices for Facebook, Twitter,    
Instagram
• Resources
• Questions

What’s on the Agenda?

Thank you to everyone who took our survey! Your feedback helped us shape what 
we’ll discuss today. So, what’s on the agenda? First, we’ll briefly talk about why we 
invest our time and energy into social media—and how you can help others 
understand the “why” behind social media, too. 



Overall
4% Very familiar

24% Somewhat familiar
50% Have only heard of Kiwanis

21% Have never heard of Kiwanis

Kiwanis Opinion
67% Very or somewhat favorable

Overall
33% Very favorable

34% Somewhat favorable

Join Kiwanis
9% Very or somewhat likely

Overall
3% Very likely

6% Somewhat likely

Kiwanis Familiarity
28% Very or somewhat familiar

12% can correctly identify Kiwanis mission



#1: Belief in an organization’s mission
• Help children
• Fight disease
• Provide clean water
• Save mothers and children

Why would you join a service organization?

But there’s good news too. We asked those taking the survey what might influence 
them to join a service organization. (advance) The number one reason: believing in 
an organization’s mission. So we asked what missions do they want to support. 
(advance)The top answers…help children develop their full potential and fight 
disease, provide clean water, and save mothers and children. But that’s exactly 
what we are doing. So why aren’t people joining Kiwanis clubs? 



Why would you join a service organization?

What we 
do for the 

world

What we 
tell the 
world

The research shows there is a gap between what Kiwanis does and what we are 
showing and telling the world about us. This is the number one reason why we are 
strengthening our public relations efforts across all levels of Kiwanis. We need to 
make sure people know that Kiwanis helps kids and fights disease. That’s why 
you’re important. We need your help spreading that message through your 
districts, to the people, to the media, to anyone that will listen. 

Coincidentally, the data shows networking and being personally invited were 
ancillary reasons people would join a service club. But the number one reason is 
belief in the mission. The research also showed cost was not a factor.
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to tell the world
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Here’s how we do it. 

The research shows there is a gap between what Kiwanis does and what we are 
showing and telling the world about us. This is the number one reason why we are 
strengthening our public relations efforts across all levels of Kiwanis. We need to 
make sure people know that Kiwanis helps kids and fights disease. That’s why 
you’re important. We need your help spreading that message through your 
districts, to the people, to the media, to anyone that will listen. 

Coincidentally, the data shows networking and being personally invited were 
ancillary reasons people would join a service club. But the number one reason is 
belief in the mission. The research also showed cost was not a factor.



Strengthen Our Brand

Legally speaking, no one is allowed to make changes to our logo. The seal and the 
wordmark are both trademarked in the appropriate offices in countries around the 
world. 

But we’re not going to take legal action against our clubs for trademark 
infringement. Instead, we’re trying to help our clubs understand the importance of 
the Kiwanis logo and brand. We’re offering them the tools to get brand compliant. 
More than 800 of our clubs have done that… but there are still many that haven’t. 
You can help. When you see a club that is using a logo that doesn’t match the 
Kiwanis brand, let them know. They might not know that the Kiwanis International 
Board updated the logo in 2012. They may think the Kiwanis logo with a globe is 
correct. They may not thinking branding is important. But, we all know it is. Tell 
them about the free, customized club logo they can get from Kiwanis. 



Strengthen Our Brand

When clubs or districts choose to tweak our logo, they’re actually harming our 
brand by diluting it. What seems like one harmless change, multiplies quickly when 
other clubs makes their own changes. Imagine 7,000 different iterations of our 
logo if each club created it’s own, like these clubs did. There’s no emotional 
reaction that connects them to the overarching brand.

Taste is subjective, but our brand is definitive. As one corporate leader put it: 
When we talk about an organization’s brand, we are not decorating our own living 
rooms—we are honoring, protecting and lifting up a brand that belongs to many 
people.



Strengthen Our Brand

www.kiwanis.org/brand

KI has TONS of ready-built resources for us. Get our your phones and tablets right 
now. We’ll look through them together. 



Strengthen Our Brand

They just have to fill out the form and start the process. They’ll get a logo with their 
club name in color, black and white, and white. They’ll get the files in jpg, eps and 
png formats with information on which format is best for what purpose. You can 
find the form at Kiwanis.org/brand and click on custom logo.
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Strengthen Our Brand

They just have to fill out the form and start the process. They’ll get a logo with their 
club name in color, black and white, and white. They’ll get the files in jpg, eps and 
png formats with information on which format is best for what purpose. You can 
find the form at Kiwanis.org/brand and click on custom logo.



http://www.kiwanis.org/clubs/member-
resources/kiwanis-brand-campaign

That’s also the site where you can find and download all of our brand assets, 
(advance) including The Brand Book. It’s the Kiwanis rulebook. 



Strengthen Our Brand
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Strengthen Our Brand



Social Media



• Relatively inexpensive
• High possible reach
• Quick way to communicate
• Used by millions of people (or billions, in  
Facebook’s case) worldwide
• Data

Value of Social Media

So, let’s get started with the most important question: Why? Why should we invest 
time into social media? And there are several answers to this, many of which were 
mentioned in our survey results from you. [go thru list above] Think about what 
you personally enjoy about social media. Is it the instant gratification, that jolt of 
dopamine and the adrenaline rush you get when someone likes or shares your 
post? Is it the fellowship and networking opportunities? Is it that you can send a 
message to a lot of people for free? Your experience with social media should also 
be a benefit, so focus on the value—and fun!—it can bring to your club and 
community.



The #1 Reason:
To not be left behind.

Social media is often how younger members get information and are 
exposed to new ideas and groups—and for millennials in particular, a recent 
study shows that’s the No. 1 way they choose to communicate with brands 

and organizations. Journalists, too, pull story ideas and contacts from 
networks like Twitter. 

In this digital age, signs and flyers aren’t enough to spread the word about 
your club.

To not be left behind. It sounds dramatic, but it’s true. As we know from The 
Formula’s research, Kiwanis clubs need to grow and attract younger members to 
keep membership strong. Social media is often how younger members get 
information and are exposed to new ideas and groups—and for millennials in 
particular, a recent study shows that’s the No. 1 way they choose to communicate 
with brands and organizations. Journalists, too, pull story ideas and contacts from 
networks like Twitter. In this digital age, signs and flyers aren’t enough to spread 
the word about your club. 



Considerations:
• Current club audience
• Who you’d like to reach - younger  members?
• What your strengths are
• What the platform is best for you?

Which Platform?

So, where do we begin? From the survey results, some people are very 
comfortable with multiple platforms and others are comfortable with maybe one, 
and that’s OK. Today, we’ll discuss some strategy, best practices and suggestions 
for posts, and for anyone who’s not yet comfortable with social media, we’ll also 
share some tutorials you can use and share to make the world of social media less 
confusing.  

So, looking at social media for your district and for clubs, here are some things to 
consider: Who’s in your district or club now, and how they prefer to receive 
information. 

Who you’d like to reach. Is your club seeking younger members? Meet them where 
they are. In general, Twitter skews toward male Gen Xers (35-49); Instagram 
toward female Millennials (19-34). 
These next two work together: What are your communications strengths, and what 
are the strengths of the platform?

For example, do you have a member who’s a fantastic photographer? That can play 
to Instagram, which highlights beautiful photography. If good photography of your 
club’s events is hard to come by, maybe Instagram isn’t the best platform. 

Is your club often mentioned in the news? Twitter and Facebook are great 
platforms to share news articles and videos. 



Start with Facebook

“Every generation is the Facebook 
generation.”

Baby Boomers (50-69): 65.2%
Gen X (35-49): 64.7%

Millennials (19-34): 33%

Start with Facebook. According to a recent survey from SproutSocial, a media 
content management company, “every generation is the Facebook generation.” 
After surveying 1,000 social media users across three generations (Baby Boomers, 
Gen X and Millennials), all 3 generations identified Facebook as their favorite 
network.  

Another fun fact: In a 2016 Nielsen Media survey of the above groups, the 
generation that spends the most time on social media ISN’T the Millennial 
generation. It’s actually Gen X! 



• Go for quality over quantity
• Focus on the “big three”
• Avoid “shiny new object”  
syndrome

Which Platform?

When in doubt, go for quality over quantity. It’s better to have a strong Facebook 
page than to spread yourself too thin over several platforms. Because each 
platform has different strengths and formats, it’s not as easy as simply writing one 
post and sharing it across all of them, so keep that in mind. New platforms will take 
up more time, so think about what your club can handle. 

In this webinar, we’re focusing on 3 social networks: Facebook, Twitter and 
Instagram. Of course, the digital world is full of other networks, but we’re focusing 
on these three because 1) they’re well established and not going away anytime 
soon and 2) your audience is already using these, which means less work for a 
bigger reach. 

It’s human nature to want to jump on the next big thing as soon as it’s available 
(just think about everyone waiting in line for a new iPhone), but is that helpful to 
us? Usually, no. For example, the creator of Vine—the popular app that allowed 
you to create and share 6-second video clips—founded a new app called Peach 
about a year ago, and within 24 hours it had surged to the top of the Apple Store 
charts. If you haven’t heard of Peach, I wouldn’t be surprised. That’s because four 
days later, it dropped off the charts and never had a comeback. There are 
hundreds of social networking apps that never make it off the ground, even with 
lots of tech and media coverage, so why invest time in learning a new platform 
before it proves itself? 



On the other hand, there are some newer platforms that are becoming more and more 
established. You may have heard about Snapchat’s IPO last week, and that’s an example of a 
platform that has seen continued success and could be around for awhile. 



Best Practices
• Form a social media/publicity team 
• It’s not all about us
• Create posts that are easily shareable
• Post properly branded content
• Use the #KidsNeedKiwanis hashtag. Everytime.

So now that we’ve talked a bit about the strategy behind choosing the platforms 
that work best for your club, let’s learn about some best practices for social media 
in general. First, form a social media team within your district. (This is a great way 
to get new members involved!) Having a team ensures that no one person gets 
stuck with all of the work, and if that person goes on vacation or gets sick, 
someone else can help manage your district’s accounts. Your team could include 
yourself, a newsletter editor, a webmaster or other assistants. Make sure to 
include at least one or two people who are comfortable with social media 
networks, someone who is good at planning and organization, and someone who’s 
a good proofreader. Together, you can brainstorm ideas for fun posts and photos. 
My suggestion is to sit down as a group and come up with about a month’s worth 
of ideas. This sounds like a lot, but it could simply be 3 posts a week, such as 
reminders to club members about upcoming events, news articles about the 
benefits of volunteering, content shared from Kiwanis International’s social media 
accounts and silly photos showing members having fun or photos of the kids who 
benefit from our service. Brainstorming early also gives your proofreader time to 
check that everything’s spelled correctly before you post. Another tip: Make sure 
that every member of the team has the current list of account passwords so that 
someone can continue managing social media if another member moves or leaves 
the club.

When creating content for social media, remember that even though it’s coming 
from our accounts, it’s not all about us. What is it that current and potential 



members would want to see or learn about? What would make them feel proud to be part 
of Kiwanis, or entice them to join? 

The best way to get your message out to people outside your club? Posting content that 
people will want to share with their family and friends. Thankfully, we have science to help 
us figure that out. A recent study in the Proceedings of the National Academy of Sciences 
journal found that people are more likely to share a post if it triggers the area of their brain 
associated with rewards. 

This quote from the study sums it up: [read quote] / The good news is, a lot of what we do 
falls within the results of that study. Volunteering benefits someone’s reputation. As 
volunteers, we often feel compelled to be humble about the service we do, but we should 
feel empowered to share the amazing work of Kiwanis—and use that opportunity to invite 
potential members to feel proud of what they can do with us.

Just like Nike, Coca-Cola, the Red Cross and any other recognizable company or organization, 
it’s important to share information and content that follows our branding guidelines. And it’s 
easy to use correct branding with the social media assets listed at www.kiwanis.org/brand. 
You can also use and share any graphics or posts that we share through the Kiwanis family’s 
official social media channels, such as our social media squares, as well as our Kids Need 
Kiwanis videos. 



Who’s our Competition?
Rotary? Lions? Other service clubs? 

Actually, all organizations and businesses have 
the same competition:

The audience’s time.

Who’s our competition on social media? It might be different than what you think. 

Actually, every nonprofit and for-profit business has the same competition…

It’s all about time. We know that people are busy. With the sheer amount of stuff 
being shared—by brands, by friends and family—there’s too much for someone to 
see EVERYTHING. So people pick what they want to see by the number of times 
they interact with you (liking, sharing, visiting your page). That’s where the pesky 
Facebook algorithm comes in. If fans and followers don’t interact with you on a 
regular basis, they’ll start seeing your posts less and less. So our ultimate goal is for 
our followers to see us as worthy of their limited time. 



• Focus on good content
• Post frequency depends on fan numbers
• Video > Photo > Link > Text
• Use Facebook Insights to understand audience

Best Practices: Facebook

Now for best practices specific to each platform. First, Facebook. I mentioned 
earlier Facebook’s algorithm, which sometimes makes people want to pull their 
hair out, but the good news is that as long as you publish content that your fans 
like and share, you’ll end up on the good side of the algorithm. So focus on the 
good content, the posts that make people excited and proud to be Kiwanians. And, 
as always, quality over quantity. 

Which leads us to our next point: how often to post. If you’re posting several times 
a day, it’s likely that people won’t interact with all—or any—of your posts, and 
eventually they won’t see any of your content at all. Posting less, and posting high-
quality images and videos and links when you do, will help followers know that you 
only share what’s most important to pay attention to.

But if you’ve paid attention to Kiwanis’ official Facebook page, you’ve probably 
noticed that we tend to break that rule. Why do we? Well, that’s because 
frequency of posts depends on your number of fans. If your page has under 1,000 
fans, you’ll want to limit your posts to 1-3 times per week, according to data from 
Hubspot. If between 1,000 to 10,000 fans, it’s safe to go up to 5-7 posts per week, 
and anything larger—such as Kiwanis’ Facebook page, which currently has about 
55,000 fans—up to 12 posts a week is OK. 

Regardless of how many posts per week your page should do, there are a number 
of inexpensive or free programs you can use to schedule your Facebook and 



Twitter posts in advance. With programs like Hootsuite, which we’ll talk about more later, 
you can schedule a week or month’s worth of posts at once, maybe even during your social 
media team’s meeting, to save time and energy later. 

If you’re verbose (like me), you might prefer Facebook to Twitter because it doesn’t have 
Twitter’s 140-character limit. But based on data, the best Facebook posts are ones that have 
fewer than 100 characters. (That includes spaces!) Shorter is better because, as we know, 
everyone’s busy and our time is important. 

Facebook puts emphasis on visuals, so posts with videos and photos get higher priority than 
links and simple text posts. When you can, add a strong visual so your post is more likely to 
be seen.

What’s great about popular social media networks is that they often have fan data included 
in the admin dashboard, and Facebook is no exception. If you are an admin of the page, go 
to your club or district page and click on the link in the top navigation bar called “Insights.” 
Here, you can see graphs of fan growth, which posts people liked the most, how many 
people viewed your page, etc. 



Best Practices: Facebook
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Best Practices: Facebook



Publicity Chair

Who’s going to do this?



Publicity Chair
Skill set of ideal candidate
Each club shall appoint or elect one Publicity Chair. A background in:
• Communications 
• Public relations
• Marketing
• Graphic design
• Journalism 



Publicity Chair
Job description:
1. Getting the word out about Kiwanis projects and programs through various mediums including 

traditional and social media
2. Updating and maintaining the club's website and social media accounts
3. Ensuring all Kiwanis collateral and assets follow the Kiwanis International Brand Standards
4. Media and public relations
5. Working with the District PR Coordinator to generate consistent, united, strategic and timely 

messages



Best Practices: Facebook

Let’s break down what some of these Facebook Insights terms mean: Engagement 
is the number of times people have interacted with your page, such as liking, 
sharing and commenting on your posts. Reach is the number of people who saw 
any of your posts, which includes people who saw your post because someone else 
shared it. Fan growth is your net total of new fans, minus any previous fans who 
unfollowed you. 



• Post at least once a day, up to 3x/day
• Aim for 50% replies, 50% original content
• Respond quickly
• Tie content into a larger hashtag campaign
• Always check the origin of a trending hashtag 

(Digiorno Pizza and #WhyIStayed)

Best Practices: Twitter

Now on to Twitter. Unlike Facebook, Twitter doesn’t have the same limitations on 
frequency of posts, but you still don’t want to spam people’s feeds. Post at least 
once per day, up to 3 times a day. Note that this number doesn’t apply to replies or 
conversations. 

Twitter is the place where people most often communicate questions or negative 
feedback directly to brands and organizations—and where they expect a quick 
reply. Aim for a 50/50 split: half of your tweets should be responding to people 
who have tweeted at you with questions and comments or retweeting what others 
have posted about your club or district. The other half can be content you want to 
share with current and potential members. 

Whenever possible, try to respond quickly (within a day) to any messages or tweets 
you receive asking for resources or clarification. Multiple studies show that a 
positive interaction with a brand on Twitter often leads to a positive connotation—
and vice versa. If someone’s request lingers too long or is ignored, it can lower 
Kiwanis’ reputation. 

If you use the Twitter app on your phone, you’ll find a list of trending hashtags 
under the “Explore” button. These are the top 10 most used hashtags in your 
region/country right now, and they’re updated frequently throughout the day to 
reflect what people are talking about. A great way to get your Twitter account 
noticed by someone who isn’t currently a follower is to tweet using one of those 



hashtags. For example, when one of the trending hashtags was #MyValentineIn4Words, we 
tweeted “#MyValentineIn4Words: Kiwanis Service Leadership Programs! We @keyclub, 
@circlekintnl, @BuildersClub, @kiwaniskids and @aktionclub!” 

Of course, there’s danger in joining a hashtag if you don’t know how it’s being used. In 2014, 
Digiorno Pizza saw that the hashtag #WhyIStayed was trending and tweeted “#WhyIStayed: 
There was pizza.” What their marketing department didn’t realize was that the hashtag was 
trending in response to a domestic abuse case, and Digiorno received a lot of negative 
feedback about their tweet making light of a serious situation. 

Before joining a trending hashtag, see how others are using it, and check Twitter’s Moments 
feature (listed below the trending hashtag list if you’re looking at it on your phone) to see if 
they list how it originated. 



• Post only your best photos
• Post at least a couple times per week, no 

more than once per day
• Be inspiring and informative

Best Practices: Instagram

Our third platform is Instagram, which relies heavily on high-quality images. 

Because this platform stresses quality over quantity (notice a theme?), frequency 
can be a lot lower than Facebook and Twitter, but you still want to make sure 
people regularly see your photos. Post at least once per week, and no more than 
once per day. 

People open up their Instagram app to be inspired and feel happy, so keep your 
info upbeat. Unlike Facebook and Twitter, Instagram doesn’t allow URLs in posts, 
so you can’t link to content; however, Instagram allows you to include multiple 
hashtags so your photos can easily be found by millions of people. 



STOPLIGHT:

Crisis Communications

RED: Someone’s emotionally fired up about something and/or using profane 
language about us.

YELLOW: Someone is showing frustration with us due to a miscommunication or 
a lack of information.

GREEN: Someone is asking a question or providing a positive or neutral 
comment.

With green, there’s no reason not to respond if necessary or appropriate. 

With yellow, proceed with caution. If possible, provide them with the information 
they’re missing, or at least respond to let them know you’re looking into an issue. 

In this case, let it be. Doing nothing usually solves the problem. Wait to see if 
someone else joins in, or if another member offers an alternative perspective. If 
things start getting out of hand, contact Vicki or Steve ASAP.



Crisis Communications

“What if someone posts something negative or 
inappropriate about Kiwanis on his or her 
personal account? What can we do?”

Answer: Respond in a polite and proactive 
manner. “Hi ___. We’re sorry you feel this way. Would you mind 
private messaging us your phone number? We’d be happy to hear your 
concerns.”

This is a question we sometimes have to deal with: What if someone—a member 
or non-member—posts something bad about Kiwanis on his or her personal 
account? Maybe it’s political or inappropriate, or something completely unrelated 
to Kiwanis has been branded under our name. What can we do about it?

The answer is: Truthfully, not much. If it were a post on your district page, for 
example, you could make sure all fans understand that you have a zero tolerance 
policy and will remove posts when they don’t follow your guidelines. However, if 
it’s on someone’s personal page, they have the freedom to express themselves 
how they choose. That said, if the post is obscene or violates Facebook, Twitter or 
Instagram’s guidelines, you can request for it to be deleted by that platform’s staff. 
Or you can contact the person who posted it and politely request that the content 
be taken down. 



Homework

1. Adhere to the Kiwanis International Brand 
Standards (logo, logo, logo) (kiwanis.org/brand) 

2. Appoint a Publicity Chair to each club

3. Create and/or maintain a Facebook page 

Homework 



Resources
Hootsuite
hootsuite.com

Facebook for Nonprofits
nonprofits.facebook.com

Social media posting guide
www.topnonprofits.com/posting-guide

Lifewire tutorials
www.lifewire.com

Finally, we’ll talk about some of my favorite resources to stay up-to-date on 
everything related to social media. Hootsuite, as I mentioned earlier, is one of 
many programs that lets you schedule tweets and posts in advance from up to 3 
social media profiles for free and gives you some basic data about your followers. 
The free account also gives your team access to video tutorials about how to use 
social media to your advantage. 

One of the best resources is Facebook’s center of information specifically for 
nonprofits. It starts with the basics of building a page for your club or district and 
provides tools to raise awareness about causes and events, collect donations and 
recruit new members and community supporters. And if you need inspiration, 
Facebook regularly updates its Success Stories page with real-life examples of 
nonprofits with small to no budgets. If you’re an admin of a Facebook nonprofit 
page, you should receive occasional emails from Nonprofits on Facebook whenever 
new features or ideas are added.

This guide from Top Nonprofits has social media best practices all on one PDF, so 
it’s easy to download and hang up next to your computer. TopNonprofits.com can 
also be a resource for your district, beyond just social media.

If you or someone you know doesn’t yet feel comfortable with the basics of a 
social media platform, Lifewire has several easy-to-understand tutorials. Branded 
as “Lifewire: Tech Untangled,” you can type in a keyword (such as “Facebook”) and 



several articles about Facebook will come up, such as “What is Facebook?” and “How 
Facebook Works.”



Questions?


