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I would like to thank all the nonprofit leaders who took the time to complete this survey and agreed to be part of this study.  Many have now completed this survey for the second time, the first time being in 2011, from which the baseline was obtained.  Your participation is greatly appreciated.  I would also like to thank UNF’s Public Opinion Research Lab for adding questions about the use of social media in relation to nonprofits when polling Florida residents in 2014, and again when polling residents of Duval County, FL.  This data helped to bring an added dimension to this report by analyzing how residents interact with nonprofits through social media tools.  The topics in this report include the different types of social mediums nonprofits in Duval County are using and their connection to the organization’s website, as well as the benefits they have seen from each medium’s use.  These results are also compared to a 2011 study completed on the same topic.  Finally, this report presents the data on how Florida residents, and residents of Duval County are interacting with nonprofits through these mediums.   
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Executive Summary

There are many how-to books out on how nonprofits should be using social media, as well as webinars and blogs on the topic.  Most note the importance of using social media in a strategic manner: have a goal for each medium so you know if it is working or not.  If it is, continue to do what you are doing.  If it is not, then change it.   
This report does not discuss the how, but the why and the what.  Why are nonprofits in Duval County using social media, and what are the benefits they are receiving though these online platforms?  This study follows a similar study conducted in 2011.  In addition, it includes polling data of Florida residents and residents of Duval County on how they use social media to engage nonprofits.  

Overall, it was found that social media use by nonprofits in Northeast Florida has generally been strategic, and the benefits of this use for most platforms have increased since 2011.  Moreover, nonprofits have integrated their use of different online platforms, from the organization’s website to its social media accounts.  


Some of the highlights are: 

Website

· 68% of respondents noted their website could be easily navigated on mobile devises.

· 98% of respondents have a link to their Facebook page on their website. 

· Links to all social media on respondents’ websites increased since 2011.

· 59% of respondents noted their organization’s website was updated in the last year. 

Social Media

· Facebook was identified as somewhat or very important by the most respondents, followed by Twitter, YouTube, LinkedIn, and then the nonprofit’s blog. 

· There was a 63% increase in the number of nonprofits that started using Twitter since 2011.

· Getting people to volunteer and attend events were the two greatest benefits derived from social media use.

· Nonprofits are devoting more paid-employee time to maintaining social media.

· More nonprofits are starting to measure the benefits of social media than in 2011.

End-Users

· Residents in Duval County engage with nonprofits via social media at higher levels than residents in other areas of Florida, but it is still a small percentage. 

· Facebook was the most use platform respondents used to engage with nonprofits. 

· 77% of people who use social media in Duval County to engage with nonprofits are between the ages of 25 – 64 (41% between 25-44 years old; 36% between the ages of 45-64). 

· 68% of people in Duval County who use social media to engage with nonprofits have attended an event due to a social media post.

· 62% of people in Duval County who use social media to engage with nonprofits have volunteered for a nonprofit due to a social media post.

· 65% of people in Duval County who use social media to engage with nonprofits have donated money to a nonprofit due to a social media post.


In general, it appears that nonprofits are beginning to hit their stride when it comes to using social media.  However, the challenges of too little time, too few staff, inadequate funding, and training are still present, but it appears that social media are being viewed as more than an add-on to the organization’s communication mix. 

Introduction

Over ten years ago, UCSD Professor Bruce Bimber
 noted that the Internet had revolutionized communication.  Organizations now have multiple avenues to provide information to their diverse array of stakeholders; time and location are no longer barriers.  Even though a decade has passed we are still learning how to best leverage the potential of the Internet.  One set of tools intensifying the flow and timeliness of communication messages are social media, which can be used to develop and strengthen relationships.  This set of tools allows people and organizations to be social in a virtual space and across time and distance. Moreover, this engagement provides an opportunity that organizations can leverage to build trust and engage in a dialog with their stakeholders.  

A lot goes into the proper utilization of social media; it is not as simple as getting an intern to post for the organization.  These mediums are another tool for the organization to not only market itself, but to enhance its voice and presence in the virtual world.  This virtual voice impacts how people view the organization and the work its does online as well as offline.  Too often when thinking about online communication technologies, we separate them from off-line communication tools.  However they are no more than another tool in the communication toolbox to help organizations to reach out and build relationships with stakeholders.  

As in any relationship, there are two parties.  In this case, these parties are 1) the nonprofit, and 2) the stakeholder.  The survey that nonprofit leaders completed helps to explain how nonprofits are engaging social media.  In order for these organizations to receive the greatest gain from social media, nonprofits must also understand how the end-user is using the medium.   While the last report did not address this side of the social media equation, this report starts to touch on how users in Florida and those specifically in Duval County, are using social media to engage with nonprofits.

The next section is a description of the methods used to gather and analyze the data, followed by a more detailed narrative of the findings.  The first part of the narrative combines the results of the survey by topic area and compares the 2013 data with the 2011 data.  The second part of the narrative discusses the 2014 polling data.  The conclusion then places the findings into a larger context.  Appendix A
 contains the raw survey results by medium.

I hope that you will find the information contained in this report interesting and useful to better your organization’s social media usage.  

Research Design

In the fall of 2013, 59 nonprofit leaders in Duval County completed a survey asking about their organization’s use of social media.  With the exception of a couple organizations, 102 respondents also completed the survey in 2011.  While there was a lot of drop-off between 2011 and 2013, the findings from the latter survey are compared to the former.  


Between September 10 and September 22, 2013, nonprofits in Duval County were emailed a link to an e-survey.  For those who preferred to take the survey offline, there was an option to have it mailed to them.  No respondents chose this option.  This survey asked about each organization’s use of different social media platforms.  The survey went out to all the nonprofits that were sent a survey in 2011, which also measured social media utilization.  

The original 2011 sample was obtained through snowball sampling.  Sample gathering started with the Facebook and Twitter accounts of the United Way of Northeast Florida and the Nonprofit Center of Northeast Florida, the two largest umbrella nonprofits serving the regional area.  All of the nonprofits in Northeast Florida that ‘follow’ or ‘like’ one of these accounts were identified, and the nonprofits in Northeast Florida that follow or like any of the nonprofits that were identified were also noted, and the same was done for their likes and followers.  This continued until no new nonprofits were identified.  The original sample was populated in June and July of 2011.  This resulted in the identification of 464 social media accounts, 129 on Facebook and 335 on Twitter.  There were 349 unique organizations, of which, 78 were identified as using both mediums.   Of the 349 nonprofits, 71 did not provide contact information, and the email bounced back from another 20 organizations.  This left 258 nonprofits that received the 2011 survey.  Of these, three sent an email asking to be excluded, and 46 either asked to be removed from the list in 2011 or added their email to the block list of the software.   For 2013, the survey was sent to 209 organizations, of which 60 completed the survey, resulting in a response rate of 29%.  


It is clear that there were far fewer respondents in 2013 than 2011.  However, upon closer inspection, all of the respondents in 2013 were formal nonprofit organizations, while 2011 also contained informal nonprofits (those that had not filed for tax-exempt status) and large programs of other non-nonprofit organizations.  For this report, all programs and organizations that were not formal 501 (c) nonprofits were removed from the dataset for the final analysis.  Because of this, the 2011 results listed in this report may not align with the official 2011 report, where all organizations were included.  The resulting number of organizations in the analysis for the 2011 survey was 82, or 23% of those who were sent the survey.  


Like the previous survey, the 2013 survey went beyond asking about Facebook and Twitter and included YouTube, Blogs, and LinkedIn, in this order to ensure that all respondents would be able to answer questions pertaining to the two most widely used social media platforms prior to exiting the survey if the respondents did not want to or have time to complete it.   In the 2011 survey, it was noted that Google+ may be included in any future surveys, but it was not added this year due to its low utilization among nonprofits and individuals.  One platform that is on the rise, but its sustainability and ubiquity still is yet to be seen, is Instagram.  Again, future studies may include it, depending on its market penetration.  

The questions asked on the survey completed in 2013 were very similar to those on the 2011 survey.  All the questions that were asked in the fall of 2011 were asked again in the fall of 2013, but there were some additions in order to provide more clarification.  For instance, in 2013 the general importance of social media for the organization was asked, as well as asking specifically about the importance of each medium.  In addition to some clarifying questions, the order of the questions changed slightly.  Facebook and Twitter questions were still at the beginning of the survey, but since there was a lot of drop-off towards the end of the 2011 survey, some demographic questions were shifted to the end of the 2013 survey.  However, this resulted in so few respondents who got to those questions or completed them, that the findings were not usable.  Still, the core questions were answered, and these answers were compared with the 2011 results to determine if there was a significant difference in responses.
 


The most significant additions to this report are statewide and Duval County polling data.  These polls asked respondents if they use social media to connect with nonprofits, and if so, which medium and what social media post by nonprofits influenced the responder to do: attend an event, become a member, volunteer, and/or donate money.  The data provide more information on some demographic information on who is using the mediums and how they have responded to what nonprofits are posting on social media. 

The polls were conducted by the Public Opinions Research Lab at the University of North Florida, and were rigorous in ensuring the findings were statistically significant.  The state poll was conducted in October 2013 and had 548 respondents.  The poll of Duval county residents was conducted in March 2014 and had 506 respondents.   The same questions were asked to both populations.  
Narrative of Findings

This section reviews and discusses the key findings from both surveys and the polling data.  This section differs from Appendix A, survey results, which presents the raw data from each question by type of social media use, in that the results in this section are grouped by concepts instead of platform.  The findings are grouped into the following sections: websites, utilization, impact, measurement, and end-users.  
Websites

As illustrated in Figure 1, an organization’s dominant online presence is its website.  The site allows the organization to provide in-depth information about the organization’s history, services, outcomes, governance, and finances.  It can be thought of as an organization’s ‘virtual home base’.   From this space, an organization can provide links to its social media platforms to more fully engage visitors.  While all respondents noted they had a website, only 68% identified the website as being mobile, or having the capacity to be easily navigated on mobile devises.  This is becoming more important as an increasing number of people are using the Internet (87% of Americans) and 68% of these users are using their smart phones or tablets to get online.
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Figure 1: Social Media Conceptualization 

Source: Dumont, G. 2013


Of course to lead a visitor from the website to the different social media platforms where information can be more easily shared, links must be available.  The number of respondents who noted that there was a link on the organization’s website to its Facebook page increased from 89% in 2011 to 98% in 2013 (see Figure 2).  Indeed, while having a link to the organization’s different social media platforms increased among all respondents, the increase was significant for linking to Twitter, from 75% in 2011 to 94% in 2013.  

Figure 2: Percentage of Respondents with Social Media link on Website, by Medium 
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Similar to directing website visitors to the organization’s social media presense is the process of directing those who find the orgnaization through social media outlets back to the organization’s website where they can access more in-depth information.  There was a significant increase in the number of respondents who noted a link to their organization’s website on their YouTube channel, from 60% to 86% (see Figure 3).  This allows visitors to the website to easily find and interact with the organization via those mediums.   However, there was a significant deecrease in the number of respondents who noted a link from their organization’s blog to the Website, from 89% to 52%.  However, this may reflect that more websites are hosting the blog, and thus a link is not neccesary.    

Figure 3: Percentage of Respondents with Website Link on Social Media Platform, by Medium
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The addition of links on an organization’s website indicates that the site has been updated, or at least minimally redesigned, since the last survey.  When asked how long it had been since their website had been updated, 54% of respondents noted some time within the last year, and of these 59% within the last six months.  Still, 38% of respondents noted their website had not been updated in the last 3 years.  To put the time span into context, the year would have been 2010, and the top news events were the BP Oil Spill in the Gulf of Mexico and the earthquake in Haiti.  That year is also considered the tipping point for social media, when their use became commonplace for sharing information with friends.  Clearly, much has changed since then, and while these organizations may have been changing with their environment, their online presence has not. 

Utilization


Follow-up research was done with the data from the study that analyzed social media in 2011, which included in-depth interviews with nonprofit leaders of organizations that were found to be strong utilizers of social media.  The findings from these data noted that nonprofit leaders had a similar perception of how social media was used and linked to other platforms that comprised the organization’s online presence.  As illustrated in Figure 1, social media tools were viewed as a means to spread information broadly, but this information is rather narrow in its content.  However, social media has the ability to direct people to the organization’s blog and website, where more in-depth information can be found, but websites tend to be static.

Similar to national findings, Facebook was the most widely adopted social media platform by nonprofits in Duval County, which is not surprising given how the sample was collected (as discussed in the methodology section).  All respondents were actively using their organization’s Facebook page.  In 2011, all survey respondents were using Facebook but only 22% had a Twitter profile.   In 2013, 85% had adopted this medium, an increase of 63 percentage points (see Figure 4).  Similarly, there was an increase in the adoption of using YouTube, from 44% to 59%, and increase of 15 percentage points, and an increase in respondents with LinkedIn profiles, from 27% to 39%, and both were significant.   Utilization of a blog increased as well, from 35% to 41%, a 6-percentage point increase, but this was not significant.

Figure 4: Adoption by Social Media Platform
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While there has been an increase in the adoption of all the mediums, their importance to the organization is also key.  Of all the mediums, in 2011 78% of respondents whose organizations have a Facebook profile noted the medium as very or somewhat important (see Figure 5).  In 2013, 72% of respondents noted Facebook was somewhat or very important, but this decrease was not significant.  In other words, Facebook’s importance has remained the same since 2011.  The importance of YouTube and LinkedIn also increased from 34% to 45% and from 19% to 43%, respectively.   There was also a significant increase in the importance of Twitter for respondents, an increase of 27 percentage points, from 21% to 48%. The importance of the organization’s blog also increased among respondents from 45% to 50%, but this was not a significant increase.  
Figure 5: Importance of Social Media Platforms
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These findings demonstrate that among social media, Facebook is still seen as the key tool, but Twitter’s role in helping nonprofits achieve their goals is quickly increasing.  As portrayed in Figure 1, these are two widely use tools to spread information out beyond the nonprofit’s core stakeholders in shorter messages and posts, but can draw readers back to the organization’s website. 


The acknowledgement of social media’s growing importance for an organization can also be seen in the amount of staff an organization is willing to dedicate to maintaining social media.  In 2011, 68% of respondents noted their social media platforms were maintained by paid employees (see Figure 6).  In 2013, this increased to 71%.  When focusing on how much time the full time employees spent maintaining social media, 48% of respondents noted the time that fulltime employees dedicated to social media was between 11% – 25%.  This was an increase in the amount of time fulltime employees devoted to social media from 2011, when 53% of the respondents noted their social media accounts were maintained by a fulltime employee, but the percentage of time allotted to this task was 0-10% (see Figure 7).   Nonprofits are allocating more time to maintaining their social media platforms.  

Figure 6: Type of Position Charged with Maintaining Social Media
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Figure 7: Fulltime Employees’ Social Media Time Allotment 
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The figures above note the change in the percentage of time allocated to the position of the fulltime employees who are charged with maintaining the organization’s social media presence.  However, often more than one individual can post to the organization’s social media account.  Figure 8 breaks down the number of individuals respondents noted were posting to the organization’s different social media profiles.  With the exception of Facebook, the majority of respondents noted that only one individual was tasked with posting to the different mediums.  However, 45% of respondents noted that two individuals were charged with posting to Facebook.   This could be related to the overwhelming percentage of respondents who noted that this medium was somewhat or very important. 

Figure 8: The Number of Employees Posting to Social Media, by Medium 
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Respondents were also asked what had hindered their organization’s utilization of the different social media tools, and as in 2011, a lack of time was noted as the biggest hindrance (see Figure 9).  However, the percentage of organizations reporting that the largest roadblock to social media use was lack of time decreased for all social media platforms, and the change from 2011 was significant.  This indicates that nonprofits are recognizing that social media are additional tools to help achieve organizational goals, and as such, they are dedicating more resources – mainly human – to social media utilization. 


While the hindrance of not having enough time to use the mediums decreased, more respondents noted that a deterrent to social media utilization was that they did not have enough staff.   As can be seen in Figure 9, two of the mediums where too few staff had increased by more than 15 percentage points were YouTube, from 46% to 63%, and the organization’s blog, from 25% to 62%, a 37 percentage point increase.  This is not surprising since these can both be time-intensive mediums; depending on the technology an organization has, it takes time and manpower (or perhaps I should say person-power) to take the video and upload it to the YouTube channel (and possibly have to change format), and then share the link on other mediums.  With regard to the blog, it takes time to write a blog post, especially when pictures, videos, and links are included in the posts. 


Lack of funding could be correlated with too few staff, but that goes beyond the scope of this analysis.  In addition, lack of training and/or knowledge about how to use these mediums could be correlated with lack of funding (paying for training for the staff), but that too, goes beyond the scope of this analysis.  Still, these are considerations nonprofit leaders should take into account when analyzing their own organization’s use of social media.  

Figure 9: Variables Hindering Social Media Utilization, 2011 and 2013
Lack of Funding




    Not Enough Time
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Lack of Training

   


   Lack of Board Support



       Lack of Interest from Users* 
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*This question was not asked on the 2011 survey

While it is helpful to know which social media platforms are being used and what some of the roadblocks have been, what is more important is the impact of their use, which is discussed next.  

Impact


When looking at impact, the goal is to understand how different organizations are seeing a return on their investment – time and staff – with regard to social media.  Social media’s impact can be viewed in a couple different ways.  First, one can look at changes attributed to social media on an organization’s fans and followers that benefit the organization.  Another way to measure impact is to look more broadly at the benefits the organization has received from its use of social media.  


As noted in the 2011 survey results, marketing and raising awareness were the two dominant reasons that respondents identified as to why their organization adopted each social medium.  While not directly related, an organization’s ability to market itself draws the attention of volunteers, clients, donors, and event attendees.  In addition, the ability to raise awareness of the organization’s mission can help to draw people with a similar passion to volunteer their time to help advance the cause.   The 2011 and 2013 surveys asked respondents about changes in people’s interactions with the organization that they would attribute to each medium.  When asked about changes the respondent would attribute to the nonprofit’s use of social media to its fans and/or followers, the main medium for getting people to attend events was identified as Facebook by 77% of respondents (see Figure 10).  This was a 15-percentage point increase over 2011 respondents.  There was also a significant increase in the respondents who noted that YouTube was driving people to the organization’s events, from 14% in 2011 to 33% in 2013.  However, not all changes were positive.  In 2011, 42% of respondents noted that Twitter was also credited with getting followers to attend events, but in 2013 it decreased by 9 percentage points to 33% of respondents.  That was the most identified change in followers attributed to Twitter.  

After attending events, the largest change in respondent’s Facebook fan base was volunteering (50%), becoming a member (35%), donating (32%), and becoming a client (25%).  There was an increase in all these responses from 2011, indicating that Facebook is either being measured better, or it is having more of an impact on an organization’s fans.


Figure 10: Impact of Social Media Platforms on Fans and Followers, by Outcome
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When looking at how the use of social media is impacting the organization, again, Facebook was identified as the medium more than any of the others in each category, except when it came to providing information to constituents; in that category, the blog was identified as having the most impact (see Figure 11).  Again, Facebook may be the most commonly identified social medium because it is the one that is measured the most.  
 

There were significant changes in mediums being identified as having some or a significant impact on different variables between 2011 and 2013.  Survey respondents who identified YouTube as having some or a substantial impact on drawing visitors to the organization’s website increased from 20% to 41%.  LinkedIn also was identified as drawing more people to the website, with an increase of 12 percentage points.  There were no significant changes from 2011 with regard to a medium’s use and its ability to increase an organization’s email list.  


There was a significant change in respondents’ identification of Facebook and YouTube as having some or a substantial effect on moving people to action for the organization’s cause as well as getting donations.  These increased by 19 and 24 percentage points, and nine and 14 percentage points respectively.  There was also a significant change in the percentage of respondents who noted that LinkedIn had some or a substantial impact on helping the organization to find new partners; a 29 percentage point increase.   Finally, there was an increase in the percentage of respondents who identified YouTube as a medium that had some or a significant effect on helping to find new partners, from 11% in 2011 to 23% in 2013.  


With regard to building an active online community and enhancing relationships, the only medium in which there was a difference in having some or a significant effect was Facebook, increasing from 54% to 75%, and 71% to 82% respectively.  Similarly, Facebook was the only medium that saw an increase in having some or a significant effect in helping the organization to enhance its online presence, and this was a nine-percentage point increase. 


Interestingly, there was a decrease (25%) in respondents identifying their organization’s use of Twitter as having some or a significant effect on increasing donations.   Moreover, Twitter’s impact on all the variables listed in the survey decreased from 2011 to 2013, and in addition to a decrease in respondents noting this medium as having some or a substantial effect in increasing donations, this decrease was also significant in providing information to constituents, broadly spreading information, helping to understand constituents, finding new partners, enhancing the organization’s online presence, and increasing the nonprofit’s awareness.   

Figure 11: Some or Substantial Effect on the Impact of Social Media, by Medium
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Figure 11: Some or Substantial Effect on the Impact of Social Media, by Medium, cont.
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Figure 11: Some or Substantial Effect on the Impact of Social Media, by Medium, cont.

          Increase Awareness of Nonprofit
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While some of the change between 2011 and 2013 may be attributed to an increased understanding of the mediums, they may also be correlated with changes in measuring the impact of the mediums, which is discussed next.

Measurement 


To know how the use of a medium is impacting the organization, some type of measurement must take place.  There was a significant increase in the number of survey respondents who noted that they measure the results achieved through all the social mediums, with the exception of the blog, which already had a relatively high percentage noting their organizations measured these results (see Figure 12).   All the respondents who use a blog, noted that they use the blog’s analytics, and 71% also noted that the number of blog subscribers was also used as a measurement tool.

Figure 12: Respondents Noting Social Media is Measured, by Medium
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Facebook was the most measured medium in both 2011 and 2013, noted by a nine-percentage point increase.  When asked how Facebook was measured, there was an increase in the number of respondents who noted that they use Facebook analytics, from 36% in 2011 to 87% in 2013.  Since 2011, this function has become more robust and user-friendly.    A majority of respondents also noted that the number of fans who ‘like’ them is a measure they use, and this increased by three-percentage points.  Interestingly, using the number of comments a post receives as a measure decreased from 75% to 55%. 

As seen in Figure 10, an organization’s use of Facebook had the most effect on fans of the mediums asked about.   However, Facebook is also the medium that is measured the most by the respondents.  Since more nonprofits are measuring their use of Facebook, they are able to identify some of the benefits that the organization is deriving from this medium, more so than the mediums that are not as well measured. 

It is also noteworthy that 50% or more of respondents either do not measure or don’t know the impact of their organization’s use of Twitter, YouTube, and the organization’s blog on the actions of their followers, fans, and/or subscribers.   Only 18% of respondents noted that they did not know or did not measure Facebook’s impact on their fans and followers.

Figure 12 also shows an increase in the percentage of respondents who measure the benefits the organization is deriving from tweeting.  This could increase could help to explain Twitter’s decreased numbers in Figure 11.  

The greatest change was in the percentage of respondents who noted that they measure YouTube, with a 29-percentage point increase.  Of the respondents who do measure YouTube, the majority use YouTube’s internal analytics, the number of shares, and the number of comments on the videos posted by the organization. 


While it is helpful to know where your organization is in its use of social media compared to other local nonprofits and how this has changed over time, it is even more helpful to know more about the people who are using social media to connect with your nonprofit.   This is discussed next.
End-User 

The poll conducted by the University of North Florida’s Public Opinion Research lab found that significantly more respondents in Duval County (34%) use social media as a means to stay connected with nonprofits than in other areas in Florida (27%).  Of those who do use social media to connect with nonprofits, the majority are either using only Facebook (76%), or both Facebook and Twitter (22%).  Only 2% of respondents only utilize Twitter to stay connected to nonprofits. 

As seen in Figures 13-15, the majority of social media users were female (60%), had either some college education (31%) or were college graduates (33%), with the two largest groups of respondents having annual household incomes between $25,000-$50,000 (23%) or more than $100,00 (20%).  The two largest age brackets of social media were 25-44 years of age (41%) and 45-64 years of age (36%).  Still, these figures show that 66% of respondents do not stay connected with nonprofits via social media.  This indicates how important it is to continue the use of traditional modes of communicating with stakeholders, and that social media are another set of tools the organization can use to engage a specific demographic.  In other words, different people want to be communicated with differently.  Some prefer traditional pamphlets and donation request cards in the mail, while others prefer everything electronically.  Each nonprofit needs to be able to identify what its stakeholders are seeking, and provide them the information through the means they are most comfortable using.  
Figure 13: Age Demographics of Poll Respondents 
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Figure 14: Education Demographics of Poll Respondents 
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Figure 15: Income Demographics of Poll Respondents 
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For those who are connecting with nonprofits via social media, the organization’s posts are impacting the behavior of the users.  The poll asked what the respondent had done in response to a post by a nonprofit on a social media site.   As can be seen in Figure 16, becoming a member of a specific nonprofit was the least likely action taken among social media users.  However, social media is a very useful tool for drawing people to events.  Interestingly, users who only used Twitter were the least likely to attend an event when tweeted by a nonprofit.  This may be due to Twitter’s fast-moving format; if a follower is not reading his or her Twitter feed at a particular time, the tweets gets pushed down as new ones arrive.  With the number of people and organizations posting regularly throughout the day, it does not take long for a single tweet to get lost in a follower’s feed.  Still, Twitter is a good medium to use for seeking donations, with 75% of respondents noting that they had donated money in response to a tweet.  However, in both instances, it must be remembered that those respondents who identified themselves as only using Twitter was small (2%), so this is a large share of a smaller percent.  That said, social media was found to be a good way to raise money among those who use the medium (65%).  Again, this is a larger share of a smaller percentage of those who connect with nonprofits through social media (34%). 
Figure 16: Duval County Respondents’ Reaction to Nonprofit Social Media Posts 
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While only 34% of respondents connect with nonprofits through social media, it is still very helpful to know more about this group than just its general demographics.  Nonprofit leaders can use this information to ensure a more strategic use of social media platforms to meet the organization’s goals.  To better understand respondents’ reactions to social media posts, a deeper analysis of the data was completed. The demographics of respondents who stated that they either attended an event, became a member of a nonprofit, volunteered, or donated money are discussed in more detail, and compared to statewide respondents. It does need to be noted that when analyzing the data at this level, the sample becomes very small and it is not representative of all social media users who engage with nonprofits via social media.  For instance, as noted in Figure 16, 68% of respondents said they attended an event because of a nonprofit’s social media post.  However, to put that into context, that is 68% of the 34% who said they use social media to engage nonprofits.  While these findings are informative about the poll’s respondents, future polls analyzing end-user social media use and nonprofit engagement need to compile a sample of only these social media users to better understand the demographic.   Still, this breakdown may be useful.  


As seen in Figure 16, 68% of respondents said that a post by a nonprofit organization influenced their decision to attend at least one of the organization’s events.  The gender composition of this group in Jacksonville does not significantly differ from the whole state (see Figure 17).  Event attendees were slightly more female, between the ages of 25-64 (41% are between 25-44 and 36% are between 45-64), and have had some college education or are college graduates.  With regard to household income, the two largest groups fall into two very different income groups.  In the largest group, 23% of respondents have household incomes between $25,000 – $50,000.  The second largest grouping was the 20% of respondents who noted they have household incomes that were greater than $100,000.  These findings indicate that nonprofits are able to attract a middle-aged, educated demographic to events with their social media posts.
Figure 17: Demographics of Respondents Who Attended an Event Due to Social Media Post
Gender
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When Jacksonville’s social media users are compared to Florida’s, there was a significant difference in the age groupings of those who noted they had attended a nonprofit event because of a post by the organization. Interestingly, Jacksonville is behind the rest of the state in attracting the younger demographic, those who are between 18-24 years old, with only 11% of Jacksonville respondents in that age demographic attending an event compared to 19% of state respondents.    When looking at education attainment, Jacksonville does attract significantly more post-graduate attendees than the state, 19% compared to 14% respectively.   Finally, Jacksonville is ahead of the state in attracting event attendees in the $25,000-$50,000 household income range, but it is significantly behind the rest of the state  (14-percentage points) in attracting attendees with household incomes between $75,000-$100,000.


As noted in Figure 16, 43% of respondents who used social media to interact with nonprofits decided to become a member or join a nonprofit they followed.   When comparing this group of social media users in Jacksonville with that of the state, there is no significant difference with regard to gender.  As seen in Figure 18, in Jacksonville individuals in this group are more likely to be female (56%), between 25-44 years old (42%), and have a college degree (37%), and a household income between $25,000-$50,000 (27%).  This differs from the state grouping the most with regard to age and income demographics.   The majority of social media users who indicated that they had become a member of a nonprofit were between the ages of 25-44 (42%) or 45-64 (36%).   These numbers are significantly more than the state as a whole.  However, social media users in Jacksonville who are between the ages of 18-24 or 65-80 are significantly less likely to become members than social media followers of nonprofits in the state as a whole. 

Figure 18: Demographics of Respondents Who Became a Member Due to Social Media Post
Gender
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There is no significant difference in the percentage of respondents who become members of a nonprofit with household incomes of less than $25,000, $50,000-$75,000, or those with more than a household income of $100,000.  The percentage of those who have become a member of a nonprofit who live in Jacksonville in the lower income bracket is higher than the state, but the percentage of respondents who have become a member of a nonprofit because of their interaction with the organization via social media is significantly lower, 14-percentage points lower, than statewide respondents.   Once could infer that this is a function of a high correlation between the age demographic and the income demographic since there is no significant difference in education levels; those who are younger are earlier along in their careers with lower salaries.   

Jacksonville is known for the number of people who are willing to volunteer their time to help nonprofits.  As indicated in Figure 16, 62% of respondents noted they had volunteered with a nonprofit due to a social media post.  While statewide 66% of respondents noted that they volunteered due to social media were female, in Jacksonville, there was less of a difference between genders with 45% of males and 55% of females in Jacksonville saying they volunteered (see Figure 19).  There were also significant differences in the ages of these volunteers, with Jacksonville having more individuals between 25-44 years of age volunteering due to social media than state respondents, 43% to 28% respectively.  There was no significant difference in the education levels of those who volunteer when looking at Jacksonville in comparison to the state, however there was a significant difference in some of the household income levels of those who volunteer. 
Figure 19: Demographics of Respondents Who Volunteer Due to Social Media Post 
Gender
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Education Attainment 
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Jacksonville had a significantly higher percentage of those who say they volunteer due to a social media post than statewide respondents, 24% to 15%, with household incomes between $25,000-$50,000, and a lower percentage of respondents with household incomes between $75,000-$100,000.  Again, one could infer that this is a function of a lower volunteering age demographic when looking at income, with this group being earlier along in their careers, and hence at the lower and of their earning potential.    This information can be useful for nonprofits to be able to better design volunteer opportunities to meet the needs of this demographics in order to promote mutually beneficial opportunities.  


Finally, as indicated in Figure 16, 65% of those who interact with a nonprofit through social media were inspired to donate to the organization due to a social media post.  There was no significant difference in the percentage of respondents who noted they donated money between Jacksonville and the state as a whole.  As illustrated in Figure 20, there was also no significant difference when looking at the gender breakdown of donors, with more female Jacksonville respondents noting they donated (60%) than males (40%).  There was a significant difference in Jacksonville respondents compared to statewide respondent in the age groups of those who donated because of a social media post. More respondents between the ages of 25-44 donated due to a social media post.  Part of the explanation for these differences may be explained by the differences in education levels of those who donate.  The percentage of Jacksonville respondents with some college education was significantly lower than statewide respondents when it came to donating money due to a social media post, 26% of Jacksonville respondents compared to 37% of statewide respondents.  This was the only significant difference when comparing education levels.  

Figure 20: Demographics of Respondents Who Donate Money Due to Social Media Post
Gender
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Education Attainment
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As seen in Figure 20, there was a significant difference in Jacksonville respondents when compared to state respondents when looking at household income levels, but this difference was seen only in the respondents who noted a household income between $75,000-$100,000.  There was a 10-percentage point difference, with 12% of Jacskonville respondents who donated money noting they were in this category, compared to 22% of statewide respondents.  


To reiterate, most individuals who engage with nonprofits via social media noted that they had volunteered or attended a nonprofit’s event due to a social media post.  This aligns with what survey respondents noted as the two largest benefits their organization was receiving through the use of these mediums; getting people to volunteer and attend events were noted as the greatest benefits received by the use of most of the mediums. 

While the end-user data are interesting and informative, where social media lies in an organization’s communication mix must be discussed.  As can be seen in the findings from the surveys and the polls, social media are becoming increasingly important tools for outreach and engagement.  Still, they do not exist in a vacuum.  Social media need to be viewed as another set of tools that help to augment traditional mediums with regard to stakeholder interaction.   As social media usage continues to increase in its ubiquity, its importance also increases, but one cannot fully replace the more traditional means of interaction.
Conclusion

Nonprofits in Northeast Florida are becoming increasingly active on social media.  While neither this report, nor the preceding 2011 report, analyzes the use of the mediums, that analysis would be ripe for future research.   However, what makes this report unique is the change in social media usage over a two-year period, and the inclusion of end-user data.  Each organization needs to assess how these findings can be utilized for its own gain, as there is no one-size-fits-all model when it comes to social media; each organization’s fans and followers are unique, and are seeking out specialized relationships.  


In general, nonprofits in Duval County are finding success with social media, benefit from their use of social media, and this success has changed over time.  While there can be many factors that are contributing to this increase, some asked about in the survey was the connectivity between a nonprofit’s website and social media platforms and the allocation of employee time to managing these platforms.  Respondents have noted that social media are benefiting the organization in multiple ways, and these benefits have increased over time.


It cannot be emphasized enough how, while important and unique, social media are tools that compliment and augment other, more traditional mediums that are used to interact with stakeholders.  That said, while each nonprofit must determine how it can best use social media to meet its own goals, serious thought and consideration needs to be brought to bear in the decision-making process on how to take the information found in this report to strategically utilize each medium for the organization’s maximum benefit.   

� Bimber, B. (2003). Information and American democracy: Technology in the evolution of political power. Cambridge, MA: Cambridge University Press. 





� Appendix A is in a separate document, which is available at � HYPERLINK "http://getteinjax.com/jax-nonprofits/jax-nonprofit-reports/" ��http://getteinjax.com/jax-nonprofits/jax-nonprofit-reports/�


� To determine this, independent t-test was used on the two panels of responses.  This procedure was determined to be the most appropriate since some respondents differed between 2011 and 2013, as do the sample sizes.  Given the small number of respondents in some instances, statistical significance is only reported if the difference between 2011 and 2013 responses was less than .01, or that the chance that the difference is the result of chance is less than 1%.  All statistical analysis was done using the software package SPSS.�


� Fox, S. and Rainie, H. 2014. The Web at 25 in the US. Pew Research Center. Available at: � HYPERLINK "http://www.pewinternet.org/files/2014/02/PIP_25th-anniversary-of-the-Web_0227141.pdf" �http://www.pewinternet.org/files/2014/02/PIP_25th-anniversary-of-the-Web_0227141.pdf�. 


� Details about these findings can be found in the following article: Dumont, G. (2013).  Transparency or Accountability: The Purpose of Online Technologies for Nonprofits.  International Review of Public Administration, 18(3): 7-29.
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