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ABSTRACT 

 This study examined the use of FacebookTM by non-profit organizations in order to 

determine whether or not these organizations are using social media as a dialogic 

communication tool. The research provides an analysis of ten national non-profit organizations 

Facebook sites from the Top 100 NonProfits list. Kent and Taylor’s (2002) dialogic principles 

were used to code for dialogic communication markers on each Facebook page. The five 

dialogic principles coded for include: Usefulness of Information, Ease of Interface, Generation 

of Return Visits, Conservation of Visitors, and Dialogic Feedback Loop.  This study analyzed 

these social media sites to provide insight into how effectively non-profit organizations are 

using dialogic communication to reach stakeholders such as volunteers and whether or not this 

research could help implement more effective social media tactics in volunteer recruitment.  
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An Analysis of Ten National Non-Profit Organizations’ Social Media Sites 
and Their Use as a Dialogic Communication Tool for Volunteer 

Recruitment 

 

Never doubt that a small group of thoughtful, committed citizens can change 
the world; indeed, it's the only thing that ever has.  

—Margaret Mead 

 

Across the nation volunteers are coming together to collaborate, engage others, meet 

community needs, and in a sense change the world. In order for these volunteers to do this 

important work non-profit organizations and volunteer managers must provide crucial 

infrastructure. While the work of volunteer management, service, and non-profit organizations 

has many positive attributes, it is not without challenges. As noted in the epitaph, Mead 

observed that to change the world it cannot be done by a single individual, but a small group 

who are committed have the potential to change the world. So where do volunteer managers 

find these people and what tools can they employ to communicate with them?  

 Volunteer managers at non-profit organizations search every day for new and 

innovative ways to recruit and communicate with volunteers and engage stakeholders with 

limited staff and tight budgets. Non-profit organizations devote a much smaller amount of their 

budget to marketing and public relations than for-profit businesses do. For example, Loken 

(2013) found nonprofits typically spend only two to three percent of their operating budget on 

marketing. The reality is that non-profit organizations depend on grants and private donations 

to fund their programs and these sources generally place restrictions on the amount that can 

be spent on marketing. Additionally, these organizations often have fewer paid positions and 
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perhaps no one with a background or education in marketing or public relations. Given these 

limitations, the question becomes clearer, how do non-profit organizations market their 

volunteer opportunities and communicate their mission to this target audience?  

Today, the value of on-line connections is well recognized—especially with the 

possibilities that contemporary social media holds for engaging and recruiting volunteers. New 

web platforms make dialogue possible that can encourage involvement and, through two-way 

communication, provide the means to tailor this involvement in ways that would have been 

unheard of even a decade ago. For example, in less than a decade FacebookTM has 

revolutionized free media and how businesses interact with publics both internally and 

externally. It stands in stark contrast to static web-pages of the past that were merely used for 

viewing passive content or providing hyperlinks to other content. In 2012, the Huffington Post 

reported that nine out of ten non-profits have a Facebook page. More research is needed to 

examine how Facebook pages and other forms of social media are being utilized by non-profit 

organizations since some Facebook pages still tend to function mostly as a channel for one-way 

information, like a digital Yellow Page advertisement, while others provide a rich opportunity 

for true dialogical (two-way communication) engagement between the business and its clients.  

Does this potential for dialogue hold promise for the future of volunteer recruitment? A 

compelling consideration may be to analyze why dialogue matters when trying to communicate 

with stakeholders through social media.  Will engaging potential volunteers in a dialogue help 

volunteer managers determine what is needed to recruit them, what their needs are, and how 

to find the best volunteer position for them?  
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This study analyzed and compared the social media sites of ten national non-profit 

organizations of varying sizes that make extensive use of volunteers to serve their mission to 

determine the degree to which actual dialogic communication is occurring through their use of 

this social medium. A second concern was to identify productive social media interaction 

employed by these organizations in their efforts increase the success of volunteer recruitment 

campaigns. While research exists on non-profit use of websites there is less available research 

on the use of social media by non-profit organizations that wish to communicate and engage in 

dialogue with stakeholders, such as volunteers. This study aims to fill part of the gap in this 

research.  

Statement of the Problem  

Social media and social networking sites have created nearly limitless opportunities for 

people to connect and communicate.  Beginning with CompuServe,TM Friendster,TM and 

LinkedIn,TM social networking sites have revolutionized the ability to interact online through 

dialogue and two-way communication (Grunig 1984, 1989, 1992, 2001) in stark contrast to 

previous static content websites. They have also provided a new way for non-profit 

organizations to connect with their stakeholders—especially its volunteers.  

In many non-profit organizations volunteers play a crucial role in helping to achieve 

their mission. For non-profits, with limited staff, the use of volunteers is often ingrained in their 

culture. Many non-profit organizations face the barrier of limited funding for marketing and 

communication, but because social media is free it may offer one solution to overcoming this. 

Non-profit organizations must consider current criticism about social media as well, although 

there are many positive attributes there may be potential issues such as reliability of 
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information, ownership of media content, and privacy concerns. For example, volunteer 

programs which have depended on word-of-mouth need to be clear on how to best manage 

electronic word-of-mouth influence (Kietzman and Canhoto 2013). They need to ask whether 

the pros outweigh the cons for non-profit organizations when it comes to use of social media to 

engage in dialogue with potential volunteers? And in the future they will need to ask whether 

there will be an expectation that non-profit organizations must have a Facebook page? Or does 

this expectation already exist? As non-profit organizations develop social media pages, it may 

be just as vital to create social media policies.  

While social networking sites have exploded in popularity in the last decade, 

organizational-level research on social media has not grown rapidly (Lovejoy & Saxton 2012). 

On February 4, 2014 Facebook celebrated its ten year anniversary and currently has 1.23 billion 

users worldwide, 146.8 million users in the U.S. alone (Ross 2014). As more people become 

social media savvy, it appears there is an expectation that non-profit organizations will use this 

medium to reach their stakeholders. Lovejoy & Saxton propose that the advent of social media 

has opened up even greater possibilities for interpersonal and organizational communication. 

These newer social media applications present communication opportunities that differ 

dramatically from organizational websites.  

This means engaging stakeholders in dialogue (Kent & Taylor 2002; Mc-Allister-Spooner 

2009), in two way symmetrical communication (Grunig 2001), or by way of electronic word of 

mouth (Kietzmann and Canhoto 2013) may be crucial for non-profit organizations. Oral word of 

mouth has long been one of the best methods of recruiting volunteers and sharing information 

for non-profit organizations. Social media merely offers an opportunity to do this electronically. 
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If they are using social networking sites to simply post information for their stakeholders and 

not involving them in a dialogue are they using this tool to its fullest potential? Social media 

may offer not only an opportunity to communicate with stakeholders such as volunteers, but an 

opportunity to engage volunteers in helping to shape their volunteer experience. Many 

volunteer managers know that recruiting high numbers of volunteers does not necessarily fulfill 

the need if they are not the right type of volunteers. Volunteers must be engaged, have the 

right skill-base, and the right availability. All information needed about volunteers may be able 

to be obtained through dialogue on social networking sites.  

By analyzing the Facebook pages of ten national non-profit organizations of varying sizes 

this study aimed to identify dialogic communication theory principles (Kent & Taylor 2002; Mc-

Allister-Spooner 2009) within their pages in order to measure this medium’s effectiveness as a 

dialogic communication tool for volunteer recruitment. Is social media the future for non-

profits to increase their dialogic communication with stakeholders such as volunteers and more 

successfully recruit volunteers with the right skills, availability, and desire? And which, if any, of 

the dialogic communication principles are most useful to increasing volunteer recruitment 

success on social media sites? Although not the primary focus; this study also briefly identify 

some of the pros and cons of non-profit organizations social media use and the careful 

considerations required before engaging in dialogic communication with stakeholders.  

Relevant Research 

 Buber (1970) is considered the father of the modern concept of dialogue. Buber 

believed dialogue requires the consideration of the value of the other person being 

communicated with, the values reciprocity and mutuality, all of which is often framed as 



A N A L Y S I S  O F  N O N - P R O F I T  S O C I A L  M E D I A - S c h a u e r  P a g e  | 8 

 

valuing true “I and Thou” communication practices. The idea of reciprocity in dialogue is an 

important beginning step and would inform the work of many other theorists in the field of 

communication. This concept of reciprocity can still be valued today in the examination of 

dialogue on social networking sites. 

Building upon the foundational work of Buber, Grunig (1984, 2001) developed four 

models of public relations as part of his Excellence Theory. The Excellence Theory resulted from 

a study on best practices in public relations funded by the International Association of Business 

Communications (IABC). Grunig’s Excellence theory was important work because it provided a 

framework for other theorists in public relations and communication at a time when few other 

theories existed. Grunig’s four models of public relations included press agentry, public 

information model, one-way asymmetrical, and two way symmetrical communication. He 

proposed the most successful way to communicate with stakeholders was in a fashion that 

allowed organizations to gather feedback from their stakeholders and make adjustments. This 

was the model he termed two-way symmetrical communication. He suggests two-way 

symmetrical communication is the preferred mode of communication because it promotes 

understanding between an organization and its stakeholders and also encourages dialogue. 

There has been some opposition and criticism of Grunig’s work, but it remains one of 

the most well-known and respected theories of communicating with publics in the field of 

public relations, not the least because its principles relate so readily to digital environments. 

In 1998, Kent & Taylor specifically examined how dialogic relationships can be hosted on 

the internet. Kent and Taylor divide dialogic communication into five principles which include: 
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1. Useful Information 

2. Ease of Interface 

3. Conservation of Visitors 

4. Generation of Return Visits 

5. Dialogic Feedback Loop 

Their work has since been used to examine whether websites are engaging their audiences in 

dialogic communication or dialogue. They laid the groundwork for what is now counted as 

dialogue for internet generated discourse.  

The challenge is their initial work was conducted when organizational websites were 

just beginning to be used as communicative tools and before social networking sites were 

widely used by the general public. This work was important because the Internet revolutionized 

how people communicate with one another from the very first chat-rooms and AOLTM e-mail 

addresses to modern-day social networking sites. These online communication channels have 

given people an ability to communicate across a global world in mere seconds. The World Wide 

Web changed the meaning of being social.  

Building upon the work of Kent and Taylor; McAllister-Spooner (2008) more recently 

conducted a usability study of New Jersey’s 19 community college Web sites to determine user 

perceptions of dialogic public relation tactics. McAllister-Spooner also conducted a ten-year 

reflective study examining dialogic Internet principles (2009). She proposed in her work that the 

dialogic capabilities of the Internet had not been fully realized and makes recommendations for 

the next decade. The theory-driven framework provided by Kent & Taylor (1998 & 2002) and 

McAllister-Spooner (2008 & 2009) will inform this study. Five years after McAllister-Spooner’s 
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ten-year reflective study are we any closer to understanding the dialogic potential of social 

media? 

To determine how social media sites might be used as a tool for communicating with 

stakeholders and for volunteer recruitment more theory-driven research is needed. The 

research must be three-fold.  First it must be determined if non-profit organizations are using 

social networking sites to engage in dialogue or as a dialogic communication tool (Kent & Taylor 

2002; Mc-Allister-Spooner 2009). Second, based on that research, can this medium be used as a 

successful tool for volunteer recruitment? Finally, which of the five dialogic communication 

principles are most useful? 

Approach of this Study 

In this study, I analyze and compare the social media sites of ten national non-profit 

organizations of varying sizes that make extensive use of volunteers in their mission because I 

want to find out if these organizations are employing this medium as a dialogic versus 

monologic communication tool (Kent & Taylor 2002; McAllister-Spooner 2009). The immediate 

interest is to determine if dialogic and two way symmetrical communication (Grunig 1984, 

2001) on social media sites can increase volunteer recruitment. The larger purpose is to apply 

what is discovered in a way that non-profit organizations can implement more effective social 

media tactics in volunteer recruitment campaigns.  

This analysis seeks to explain the effectiveness of social media in volunteer recruitment 

and help non-profit organizations to decide if social media is a useful tool they should be 

employing. The results will help to determine which, if any, of the five principles of dialogic 
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communication theory (Kent & Taylor 2002; McAllister-Spooner 2009) are most useful to non-

profit organizations that need to recruit volunteers.  

In a project designed to analyze whether nonprofits are using social media to its fullest 

potential in their efforts to engage volunteer stakeholders it is important to examine whether 

or not these organizations are regularly updating their Facebook pages with new information, 

pictures, and engaging status updates. Are these organizations responding to likes and 

comments from their stakeholders? Are they using social media to engage in dialogue with 

stakeholders such as volunteers? And does engaging in dialogue on social media help with 

volunteer recruitment? An organization must consider the usefulness of a Facebook page that 

is seldom updated. Simply having a Facebook page does not guarantee stakeholders are 

viewing it or receiving the communication they need from an organization.    

Literature on dialogic communication theory, social media, volunteer recruitment in 

non-profit organizations will be surveyed in the next division of this study. This is followed by a 

proposal for the methodology, the findings, and my conclusions. In the conclusions of this study 

recommendations will be made to non-profit organizations regarding how to employ dialogic 

communication practices in their effort to recruit volunteers through social media. It will offer 

recommendations regarding which of Kent and Taylor’s principles appear to be most useful in 

increasing the success of social media as a volunteer recruitment and communication tool for 

non-profit organizations.  
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LITERATURE REVIEW 

 Dialogue—the exchange of words, ideas, and concepts between two or more people—

has been studied for thousands of years and by many theorists. The concept of dialogue 

pervades many disciplines such as philosophy, communication, public relations, and 

psychology. Early foundational work on dialogue came from Plato, Buber, and Grunig (Kent, 

Taylor, & McAllister-Spooner, 2008, Buber, 1970, Grunig 1984, 1989, 1992, and 2001).  

Grunig (1984, 1989, 1992, and 2001) conceptualizes four models of public relations as 

part of his Excellence Theory. The press agency and public information models both operate as 

one-way communication with publics. A third model, two way asymmetrical communication, 

recognizes the role of feedback but was still balanced in favor of the organization’s directives. 

Grunig’s primary contribution is to distinguishing this from a two-way symmetrical model of 

public relations that seeks mutual understanding between the organization and the target 

audience. This model has been deemed more socially responsible (Anderson, Amodeo, 

Williams, & Stanhope 2013; Grunig 1984, 1989, 1992, 2001). 

Grunig’s model focuses the energy of organizations on gathering feedback from 

stakeholders and to make adjustments accordingly. He maintains that two-way symmetrical 

communication promotes understanding between an organization and its stakeholders and 

simultaneously encourages dialogue. It still remains one of the most well-known and respected 

theories in the field of public relations.  

Expanding on Grunig’s initial theory of public relations and dialogue Kent, Taylor, and 

McAllister-Spooner (1998, 2002, 2008, 2009) examine dialogic relationships on the Internet. 

Rybalko and Seltzer (2010) specifically review TwitterTM and Waters, Burnett, Lamm, and Lucas 
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(2009) look at engaging stakeholders through Facebook. Goble (2012) believes the true 

precursor for social networking was America Online (AOL). The Internet has given people an 

ability to communicate across a global world in mere seconds. It has revolutionized how people 

communicate with one another. Beginning with CompuServe in the 1970’s to Facebook TM in 

2004 this technology changed the way social dialogue happens. It is no longer limited to face-

to-face and telephone conversations. Kietzman & Canhoto (2013) and Lovejoy & Saxton (2012) 

discuss a wide spectrum of dialogic options and an opportunity for electronic word of mouth 

that the Internet provides. People are now able to blog, tweet, pin, and like things in a virtual 

environment with limitless dialogic potential.  

 To better understand dialogic relationships Kent & Taylor (1998, 2002) and McAllister-

Spooner (2009, p. 320) propose five tenets within the concept of dialogue: 

1. Mutuality- or the recognition of organization-public relationships 

2. Propinquity- or the temporality and spontaneity of interactions with 

publics 

3. Empathy- or the supportiveness and confirmation of public goals and 

interests 

4. Risk- or the willingness to interact with individuals and publics on their 

own terms 

5. Commitment- or the extent to which an organizations gives itself over to 

dialogue 

 Kent & Taylor also offer five principles for successful dialogic public relations on the 

Internet. These five principles offer a framework for others who have studied dialogic 

communication and dialogic relationships on the Internet. These principles are summarized by 

McAllister-Spooner and Kent (2009) in the following manner: 
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1. The dialogic feedback loop helps people to communicate with organizations 

and aids in building mutually beneficial relationships. Ideally, dialogic contact 

with stakeholders is conducted by trained professionals rather than interns 

of Web site managers who have limited formal communication training. 

2. Usefulness of information. Organizations are encouraged to respond to 

stakeholder questions and concerns and provide an assortment of 

information to Web site visitors as a means of building relational trust and 

commitment. The second principle also suggests that organizations provide 

useful information of general value to all publics and organize Web content 

so that it is easy to use. Relationships with publics are cultivated not only to 

serve the public relations goals of an organization, but so that the interests, 

values, and concerns of publics are also addressed. The goal is to build 

mutually beneficial relationships and not to trick or exploit individuals and 

publics just to get what the organization wants. 

3.  Generation of return visits. Seeks to create the foundation for long-lasting 

relationships through the generation of return visits and interaction 

(fundamental, interpersonal, relationship-building concepts). 

Recommendations include offering online question-and answer sessions, 

having available online “experts” to answer questions for interested visitors, 

and offering up-to-date information on changing issues through special 

forums and commentaries. The goal is to maximize the quality of 

organization–public communication rather than trying to minimize contact 

with individuals and publics as many telephone and electronic customer 

service systems do. 

4.  Intuitiveness/ease of interface. Involves creating user-friendly, “convivial” 

interfaces. Although the Web is designed to be rich in content, Kent and 

Taylor argued that sites intended to provide information should do it as 

quickly and efficiently as possible. The authors maintained, “sites should be 

dynamic enough to encourage all potential publics to explore them, 
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information rich enough to meet the needs of very diverse publics, and 

interactive enough to allow users to pursue further informational issues and 

dialogic relationships.” 

5.  The rule of conservation of visitors. Suggests that Web sites should contain 

features that make them attractive for repeat visits such as updated 

information, changing issues, special forums, new commentaries, online 

question-and-answer sessions, and online experts to answer questions for 

interested visitors. Conservation of visitors was developed out of respect for 

the time, informational needs, and interests of valued stakeholders. The rule 

maintains that organizational Web sites should include only essential links to 

other related sites and focus messages and site content on issues of interest 

to key publics (p.224-225). 

 McAllister-Spooner & Kent (2009) employ Kent & Taylor’s (1998, 2002) framework to 

examine ten years of dialogic internet principles and concluded at that time Websites were not 

being fully utilized for their relationship-building ability and ability to engage stakeholders in 

dialogue. Ingenhoff & Koelling (2009); Kang and Norton (2004); and Seltzer and Mitrook (2007) 

exmaine web-sites and weblogs as tools for relationship-building by non-profit organizations.  

McAllister-Spooner (2009) states, “the dialogic promise of the Web has not yet been realized” 

(p.321). McAllister-Spooner’s work offers an important analysis of the dialogic relationships on 

the Internet through 2009, however; this work still represented these principles prior to the 

wide-spread use of social networking sites, such as Facebook TM, by organizations.  

 Lovejoy & Saxton (2012) examine non-profit organizations use of social media and 

recognize an important phenomena that the newer social media tools present opportunities for 

communication that are very different from organizational websites. Saxton & Guo (2011), 

Waters (2007), Waters, Burnett, Lamm, & Lucas (2009) offer insight into communication 
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opportunities on organizational websites. In an era where nine out of ten non-profit 

organizations have a Facebook page, it is crucial to understand the dialogic opportunities these 

sites offer (Huffington Post 2012). It is also important to examine whether non-profit 

organizations are using social media for its dialogic potential or as a static monologic 

communication tool. New forms of media have not entirely replaced traditional communication 

channels, but theorist such as Cameron & Webster (2005), Quan-Haase, Cothrel, & Wellman 

(2005), Lovejoy & Saxton (2012) Macias, Hilyard, & Freimuth (2009) examine the opportunity 

for a qualitative change in communication possibilities and polychromic communication which 

was not possible through e-mail or websites.  

  Although organizational-level research is limited, Bortree & Seltzer (2009), Waters, 

Burnett, Lamm, & Lucas (2009), Greenberg & MacAuly (2009), Nah & Saxton (2013) and Waters, 

Lovejoy & Saxton (2012) argue that this type of communication channel is being used for basic 

informational purposes and does not fully utilize opportunities for interactivity and dialogue 

with stakeholders and target audiences.  

Non-Profit Volunteer Recruitment 

 Non-profit organizations have limitations surrounding their public relations and 

marketing campaigns. Loken (2013) found non-profit organizations typically spend only two to 

three percent of their operating budget on marketing. Non-profit organizations are not always 

able to devote money or staff time to marketing and thus researchers such as Bortree & Seltzer 

(2009), Greenberg & MacAulay (2009), Igenhoff & Koelling (2009), Kang & Norton (2004), 

Lovejoy & Saxton (2012), Nah & Saxton (2013), Seltzer & Mitrook (2007), and Waters, Burnett, 

Lamm, & Lucas (2009) examine the possibility that social media may provide a tool for 
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overcoming these communication limitations. Pfister and Soliz (2011) study non-profit use of 

social media from a cultural perspective and propose the beginning of a new virtual culture. 

Waters and Lo (2012) find that while websites in the Web 1.0 environment provided for mostly 

static content and monochromic communication, social networking sites such as Facebook can 

serve as a dialogic platform for relationship building. As non-profit organizations consider 

volunteers to be stakeholders, with whom they must communicate, relationship building and 

dialogue take on a new importance. Communicating with volunteers may be different than 

communicating with stakeholders.  

 Volunteers are an important stakeholder for non-profit organizations, because paid staff 

represent only a small portion of the required workforce needed to fulfill the missions of non-

profit organizations. Volunteers are providing direct service, serving in administrative roles, 

helping with fundraising and much more. Wymer and Starnes (2001) and Wymer, Riecken, and 

Yavas (1996) assert without volunteers many non-profits could not provide their essential 

services and government agencies would be needed to step in and provide these services. 

Isbell, Pfiester, and McDonald (2007) find it is crucial for volunteers to identify with an 

organization, as they are more likely to commit in the future and positively promote the 

organization. Volunteer program managers must consider the type of volunteers they are 

recruiting as well as there are episodic volunteers and more active, long-term volunteers. 

Steimel (2013) states it is important for volunteers to receive memorable messages from the 

organization which they volunteer. Providing memorable messages may be one more 

communication opportunity social media offers.  
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 Wymer and Starnes (2001) propose two types of volunteer recruitment: direct and 

indirect. Direct volunteer recruitment activities are those efforts that individuals within 

nonprofit organizations use to attract prospective volunteers. These activities may include the 

use of mass communication such as advertisements, publicity, events, and public speaking or 

interpersonal communication such as person-to-person or word of mouth. Indirect volunteer 

recruitment includes efforts by other organizations to recruit volunteers for a specific target 

organization. In some communities indirect volunteer recruitment may happen in the form of a 

volunteer center which refers volunteers to non-profit organizations. Both direct and indirect 

volunteer recruitment can potentially happen on social networking sites, although the research 

available on this is limited. One way to reduce the need for recruitment is to retain volunteers. 

Both volunteer recruitment and retention require positive and on-going communication with 

volunteers. Hence, the importance of understanding social media as a vehicle for dialogic 

communication with volunteers.  

 Kent & Taylor (1998, 2002) and McAllister-Spooner (2008) provide productive means to 

examine whether or not non-profit organizations are engaging individuals like organizational 

volunteers in dialogic communication on social media pages. Literature on dialogic 

communication has been vast, but in the past focused primarily on website rather than on 

social media engagement. With social media available, non-profit organizations now have a 

much larger toolbox of media channels to disseminate their messages and communicate with 

stakeholders like volunteers.  
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METHODOLOGY 
 

The purpose of this study is to analyze and compare the social media sites of ten 

national non-profit organizations of varying sizes that make extensive use of volunteers in their 

mission by coding for the existence or non-existence of five identifiable markers of Kent & 

Taylor’s (2002) dialogic theory. These five markers or principles include:  

1. Usefulness of Information 

2. Ease of Interface 

3. Conservation of Visitors 

4. Generation of Return Visits 

5. Dialogic Feedback Loop 

 The coding is being conducted to help determine if these artifacts exist on social media 

sites of non-profit organizations and if they rise to the level of dialogic markers which help build 

relationships with stakeholders such as volunteers. The study will help to determine which, if 

any, of the five dialogic principles can be used to improve volunteer recruitment efforts of non-

profit organizations on social media sites.   

 Non-Profit Selection Process 

 The Facebook pages of ten national non-profit organizations of varying sizes will be 

analyzed for a period of two days for artifacts that contribute to the five principles of Kent and 

Taylor’s (2002) dialogic theory. Due to the relative newness of non-profit social media use the 

Non-Profit Times Top 100 (Hrywna, 2013) report will be used to select non-profit organizations 

that are more likely to have a social media site. Each year the Non-Profit Times publishes The 

NPT Top 100, the report contains a list of the top 100 non-educational non-profit organizations 
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based on revenue. The most recent version of this report was published in November 2013. See 

Appendix A for a copy of the list.  

This study will analyze non-profits of varying size based on revenue, it will be divided by 

the following revenue categories and the top two in each category will be used. If the top two 

are not non-profits who use volunteers in their mission the next on the list will be used: 

1. Over $1 billion in total revenue 

2. Over $500 million in total revenue 

3. Over $250 million in total revenue 

4. Over $200 million in total revenue 

5. Over $100 million in total revenue  

 Based on this criteria the selected non-profits being analyzed are: 

1. The Y 

2. Goodwill Industries 

3. The Nature Conservancy 

4. American Cancer Society 

5. New York Public Library 

6. Metropolitan Museum of Art 

7. New York Presbyterian Fund 

8. Mental Health America 

9. Humane Society of U.S.  

10. American Kidney Fund 

Because this is an environmental scan of public documents, the method employed here is 

unobtrusive collection of data from the Facebook pages of these organizations and from 

publically available information produced by these non-profit organizations.  
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Coding Instrument 

 The analysis will be conducted by examining the Facebook pages of the selected ten 

national non-profit organizations to determine if any of the five dialogic principles (Kent and 

Taylor, 2002) are present or absent. If the principle is partially present or unclear it will be 

coded as PICO (Tarrant, 2011). Tarrant developed PICO to provide a means to code the kinds of 

“disconnects” researchers often come to as they puzzle how to identify ambiguous elements of 

artifacts—when the either/or of present or absent is insufficient. Tarrant describes PICO as: 

 Partial 

 Inconsistent 

 Confusing 

 Out of Context; e.g. without linkage or context 

If a principle is described as PICO an additional explanation or reasoning as to why it was 

deemed partial, or confusing, etc. is provided to further explain the information that was 

deemed to be present and why this partial coding was selected.  

 Table 1, adapted from Jensen (2013), provides the coding device to be employed in this 

study. It provides the coder with an ability to indicate the presence or absence of Kent and 

Taylor’s (2002) five dialogic principles, the social media markers related to each, and if 

determined to be PICO (Tarrant, 2011) the accompanying reasoning PICO was selected. 

Additional information on the anatomy of a Facebook page and where these markers can be 

located can be found in Appendix B.  
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Table 1: Coding for Dialogic Theory Markers  
Principle of 
Dialogic Theory 

Marker on Social Media 
Site 

Present/A
bsent 
P/A 
 

PICO 
Partial 
Inconsistent 
Confusing 
Out of Context 

Notes 

Usefulness of 
Information 

Page Statistics 
 

   

About Section 
 

   

Mission or Vision 
Statement 
 

   

Description of 
Organization or History  
 

   

Contact Information 
 

   

How to Volunteer 
Information 
 

   

Description of 
Volunteer 
Needs/Volunteer 
Positions 
 

   

Volunteer Application 
electronic or printable 
pdf 
 

   

Volunteer Policies or 
handbook 
 

   

Milestones 
 

   

Photo Albums 
 

   

News Links or Press 
Releases 
 

   

Volunteer Testimonials 
 

   

 
Ease of Interface 

 
Profile Image 
 

   

Cover Image 
 

   

Link to website 
 

   

Like box to like 
organization 
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Like option on 
individual posts 
 

   

Conservation of 
Visitors 

Timeline 
 

   

Pinned posts 
 

   

Follow option 
 

   

Recent Activity    

Shares on Individual 
posts 

   

Generation of 
Return Visits 

Regular Daily Posts 
 

   

Events 
 

   

Applications 
 

   

Dialogic 
Feedback Loop 

Two-way Discussions 
 

   

Messages 
 

   

News Feed 
 

   

Comments 
 

   

More than 10 posts by 
others 
 

   

 Recommendations by 
current volunteers 
 

   

 
 

Framework of Analysis 
 
 In the section to follow an analysis will be provided which discusses the basic 

information captured relevant to the study of non-profit organizations’ Facebook usage. It will 

discuss the key findings and a comparative analysis and discussion of social media markers and 

other social media artifacts that contribute to each of Kent and Taylor’s (2002) dialogic 

principles for each of the ten non-profit organizations selected.   
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FINDINGS 

For each non-profit organization an overview is provided, along with a visual 

representation using the coding instrument depicted in Table 1of the Methodology section, and 

a discussion of the implications based on this information. Screenshots of each Facebook page 

are also provided to provide a visual demonstration of the dialogic markers. In what follows, 

the primary Facebook page of each of the selected organizations is analyzed for its implied 

dialogic theory principles as identified by Kent & Taylor (2002): Usefulness of Information, Ease 

of Interface, Conservation of Visitors, Generation of Return Visits, and Dialogic Feedback Loop. 

In addition Tarrant’s (2011) qualifying dimensions of PICO are also included because there are 

times when a simple determination of present or absent is insufficient for an assessment.  

The YMCA 
 

 The Young Men’s Christian Association is a community-centered non-profit organization 

that has been in existence nearly 160 years. Now mostly known as the “Y,” since its 

membership is no longer limited to young men, the mission of this organization is to put 

Christian principles into practice through programs that build a healthy spirit, mind and body 

for all. Their focus is to provide members with resources to keep active especially as it relates to 

youth development and healthy living. In recent decades it has also provided forums and 

gatherings to promote social responsibility.  

 Table 2 provides a coded representation of the dialogic principles represented on the Y’s 

Facebook page (Fig. 1), with indications of whether these dialogic markers were present, 

absent, or were coded as PICO (Tarrant, 2011). Figure 2 and Figure 3 provide additional 
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screenshots of the Y page. Figure 2 shows the dialogic marker of two-way discussion and Figure 

3 shows the dialogic marker of more than 10 posts by others.  

 

Fig. 1: The Y Facebook page 
 

 

Table 2: Analysis of The Y Facebook page 
 

Principle of 
Dialogic Theory 

Marker on Social 
Media Site 

Present/A
bsent 
P/A 
 

PICO 
Partial 
Inconsistent 
Confusing Out 
of Context 

Notes 
 
The Y 

Usefulness of 
Information 

Page Statistics P  246,081 likes; 6,629 talking about 
this  
 

About Section P   

Mission or Vision 
Statement 

P  The Y: We're for youth 
development, healthy living and 
social responsibility. 
 

Description of 
Organization or 
History  

P  Listed in the About Section: 
Who we are:  
The Y is the nation’s leading 
nonprofit strengthening 
communities through youth 
development, healthy living and 
social responsibility. Across the U.S., 
2,687 Ys engage 21 million men, 
women and children – regardless of 
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age, income or background – to 
nurture the potential of children and 
teens, improve the nation’s health 
and well-being and provide 
opportunities to give back and 
support the Y. 
 

Contact 
Information 

P  Phone: (800)872-9622 
E-mail: fulfillment@ymca.net 
http://www.ymca.net 
http://www.twitter.com/ymca 
http://www.youtube.com/ymca 
 

How to Volunteer 
Information 

A   

Description of 
Volunteer 
Needs/Volunteer 
Positions 

 (P)artial The Y posts a wish list where you 
can choose the program or location 
you want to help. This is more 
fundraising/donation than 
volunteering.  
 

Volunteer 
Application 
electronic or 
printable pdf 

A   

Volunteer 
Policies or 
handbook 

A   

Milestones A   

Photo Albums P   

News Links or 
Press Releases 

P   

Volunteer 
Testimonials 

A   

Ease of Interface Profile Image P   

Cover Image P   

Link to website P  http://www.ymca.net 
http://www.twitter.com/ymca 
http://www.youtube.com/ymca 
 

Like box to like 
organization 

P   

Like option on 
individual posts 

P   

Conservation of 
Visitors 

Timeline P   

Pinned posts A   

Follow option P   

Recent Activity P   

Shares on 
Individual posts 

P   

Generation of Regular Daily P  The majority of days several posts 

mailto:fulfillment@ymca.net
http://www.ymca.net/
http://www.twitter.com/ymca
http://www.youtube.com/ymca
http://www.ymca.net/
http://www.twitter.com/ymca
http://www.youtube.com/ymca
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Return Visits Posts per day were observed. 
 

Events P   

Applications P   

Dialogic 
Feedback Loop 

Two-way 
Discussions 

P  There were several examples of 
two-way discussions between 
“friends” of the Y  
and between “friends” and the 
organization. 
 

Messages P   

News Feed P   

Comments P   

More than 10 
posts by others 

P   

 Recommendation
s by current 
volunteers 

A   

  
 
 

  

Fig. 2: Two-way discussion on The Y Facebook page 
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Fig. 3: More than 10 Posts by Others on The Y Facebook page 

 
 

Analysis of The Y’s Facebook page indicates that 24 of 32 possible social media markers 

were present,  7 were absent, and 1 was partially present (see Table 2) The Y, with 75% of all 

dialogic markers present, was one of the top ranking non-profits in all five dialogic principle 

areas, shown in graph form at the end of this section.  None of the markers related to volunteer 

opportunities and information were present on The Y Facebook page. The only marker 

somewhat related to volunteerism was the posted wish list that explains to viewers how they 

can help the Y by donating supplies.  

 The Y had 6 of 13 dialogic markers present in the Usefulness of Information principle, 5 

of 5 dialogic markers present for Ease of Interface, 4 of 5 present for Conservation of Visitors, 3 

of 3 for Generation of Return Visits, and 5 of 6 present for Dialogic Feedback Loop.  
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Mental Health America 
 

 Mental Health America is a national non-profit organization dedicated to promoting 

mental health, preventing mental disorders and advocating, educating, and serving all 

Americans on mental and substance use conditions. It was established in 1909 and currently 

has more than 240 affiliates across the nation.  

 Table 3 provides a coded representation of the dialogic principles represented on 

Mental Health America’s (Fig. 4) Facebook page with indications of whether these dialogic 

markers were present, absent, or were coded as PICO (Tarrant, 2011).  

 

 
Fig. 4: Mental Health America Facebook page 
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Table 3: Analysis of Mental Health America’s Facebook Page 

 
Principle of 
Dialogic Theory 

Marker on 
Social Media 
Site 

Present/A
bsent 
P/A 
 

PICO 
Partial 
Inconsistent 
Confusing 
Out of 
Context 

Notes 
 
Mental Health America 

Usefulness of 
Information 

Page Statistics P  32,539 likes; 1,256 talking about this 
 

About Section P   

Mission or 
Vision 
Statement 

P  Mission: 
Mental Health America is dedicated to 
promoting mental health, preventing 
mental disorders and advocating, 
educating, and serving all Americans on 
mental and substance use conditions. 
 

Description of 
Organization or 
History  

P  With over a century of experience in 
advocacy, public education, and the 
delivery of programs and services Mental 
Health America addresses the full spectrum 
of mental and substance use conditions. 
We have an established record of effective 
national and grassroots actions that 
promote mental health, and address 
mental and substance use issues with 
compassionate and concrete solutions. 
With our 240 affiliates, we represent a 
potent voice for healthy communities 
throughout the nation. 
 

Contact 
Information 

P   
Phone 
(800) 969-6642  
 
Email 
facebook@mentalhealthamerica.net  
 
Website 
http://www.mentalhealthamerica.net/ 
http://www.liveyourlifewell.org/ 
http://www.mentalhealthamerica.net/real
l... 
http://www.facebook.com/group.php?gid
=24... 
http://www.twitter.com/mentalhealtham 
 
http://www.flickr.com/photos/mentalheal
t... 
http://www.youtube.com/user/mentalhea
lth... 

http://www.twitter.com/mentalhealtham
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http://www.causes.com/mentalhealthame
rica 
https://www.facebook.com/mindyourheal
th5k 
 

How to 
Volunteer 
Information 

 (P)artial Information available on race and 
fundraising. 

Description of 
Volunteer 
Needs/Volunte
er Positions 

 (P)artial Information available on race and 
fundraising. 

Volunteer 
Application 
electronic or 
printable pdf 

A   

Volunteer 
Policies or 
handbook 

A   

Milestones P   

Photo Albums P   

News Links or 
Press Releases 

P  News links available in posts 

Volunteer 
Testimonials 

A   

Ease of Interface Profile Image P   

Cover Image P   

Link to website P   

Like box to like 
organization 

P   

Like option on 
individual posts 

P   

Conservation of 
Visitors 

Timeline P   

Pinned posts P   

Follow option P   

Recent Activity P   

Shares on 
Individual posts 

P   

Generation of 
Return Visits 

Regular Daily 
Posts 

 (I)nconsiste
nt 

Gaps in posts were evident, especially on 
weekend dates. 
 

Events P  App at top of page 
 

Applications P   

Dialogic 
Feedback Loop 

Two-way 
Discussions 

 (P)artial Mental Health America replied to no posts 
during analysis. “Friends” of Mental Health 
America had two-way discussions. 
 

Messages P   

News Feed P   

https://www.facebook.com/mindyourhealth5k
https://www.facebook.com/mindyourhealth5k
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Comments P   

More than 10 
posts by others 

P   

 Recommendati
ons by current 
volunteers 

A   

 

 
 Analysis of Mental Health America’s Facebook page showed 24 of 32 possible social 

media markers were present, 4 were absent, and 4 were coded as PICO (Tarrant, 2011). Mental 

Health America had 75 percent of all possible social media markers present scoring high among 

those analyzed (Fig. 29). This organization had partial information related to volunteer 

opportunities evidenced on their Facebook page. They listed opportunities to help fundraise 

through racing events.  

 Mental Health America had 8 of 13 dialogic markers present in the Usefulness of 

Information principle, 5 of 5 dialogic markers present for Ease of Interface, 5 of 5 present for 

Conservation of Visitors, 2 of 3 for Generation of Return Visits, and 4 of 6 present for Dialogic 

Feedback Loop.  

Goodwill Industries 

 Goodwill Industries International is an international non-profit organization that works 

to enhance the dignity and quality of life of individuals and families by strengthening 

communities, eliminating barriers to opportunity, and helping people in need reach their full 

potential through learning and the power of work. 

 Table 4 provides a coded representation of the dialogic principles represented on 

Goodwill Industries (Fig. 5) Facebook page. Figure 6 and 7 show screenshots of observed 

dialogic feedback loop markers (Kent & Taylor, 2002). During the analysis period Goodwill 
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Industries had both two-way discussions with “friends” and more than ten posts by others on 

their Facebook page. 

 
 

Fig. 5 Goodwill Industries Facebook page 
 

Table 4: Analysis of Goodwill Industries Facebook page 
 

Principle of 
Dialogic Theory 

Marker on Social 
Media Site 

Present/A
bsent 
P/A 
 

PICO 
Partial 
Inconsistent 
Confusing 
Out of Context 

Notes 
 
Goodwill Industries 

Usefulness of 
Information 

Page Statistics P  88,867 likes; 797 talking 
about this 
 

About Section P   

Mission or Vision 
Statement 

P  We enhance the dignity and 
quality of life of individuals, 
families, and communities by 
eliminating barriers to 
opportunity and helping 
people in need reach their 
fullest potential through the 
power of work. 
 

Description of 
Organization or 
History  

P  We are North America’s 
leading nonprofit provider of 
education, training, and 
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career services for people 
with disadvantages as well as 
those with physical, mental 
and emotional 
disabilities.Learn about our 
mission at 
http://www.goodwill.org/ 
 

Contact Information P   
Phone 
(800) GOODWILL  
 
Email 
contactus@goodwill.org  
 
Website 
http://www.goodwill.org 
 

How to Volunteer 
Information 

 (P)artial Information on how to 
donate; app with YouTube 
video 
 

Description of 
Volunteer 
Needs/Volunteer 
Positions 

A   

Volunteer 
Application 
electronic or 
printable pdf 

A   

Volunteer Policies 
or handbook 

A   

Milestones A   

Photo Albums P   

News Links or Press 
Releases 

P   

Volunteer 
Testimonials 

A   

Ease of Interface Profile Image P   

Cover Image P   

Link to website P   

Like box to like 
organization 

P   

Like option on 
individual posts 

P   

Conservation of 
Visitors 

Timeline P   

Pinned posts A   

Follow option P   

Recent Activity P   

Shares on Individual 
posts 

P   

http://www.facebook.com/l.php?u=http%3A%2F%2Fwww.goodwill.org%2F&h=HAQEH3oiC&s=1
http://www.goodwill.org/
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Generation of 
Return Visits 

Regular Daily Posts  (I)consistent During the analysis there 
were occasional gaps in 
posts. 
 

Events  (P)artial Events absent at top of page, 
some events listed in posts. 
 

Applications P   

Dialogic 
Feedback Loop 

Two-way 
Discussions 

P   

Messages P   

News Feed P   

Comments P   

More than 10 posts 
by others 

P   

 Recommendations 
by current 
volunteers 

A   

 

 
 
  

 
Fig. 6: Two-way Discussion on Goodwill Industries Facebook  
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Fig. 7 Goodwill Two-way Discussions 

 
 
 Analysis of Goodwill Industries Facebook page yielded 22 of 32 possible social media 

markers, 7 absent, and 3 PICO (Tarrant, 2011). All, but one marker related to volunteer 

information was absent. There was partial information about how to donate that related to 

volunteering through a YouTube video link.  

 Goodwill Industries had 7 of 13 dialogic markers present in Usefulness of Information 

principle, 5 of 5 dialogic markers present for Ease of Interface, 4 of 5 present for Conservation 

of Visitors, 1 of 3 for Generation of Return Visits, and 5 of 6 present for Dialogic Feedback Loop. 

In the Generation of Return Visits principle area of the table, note two of the markers are coded 

as PICO. The regular daily posts are coded as inconsistent and the events are coded as partial.  
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The Nature Conservancy 
 
 The Nature Conservancy is a leading conservation non-profit organization with a mission 

to conserve the lands and waters on which all life depends. They work around the world to 

conserve important ecological lands and waters.  

 Table 5 provides a coded representation of the dialogic principles represented on the 

Nature Conservancy’s (Fig. 8) Facebook page. During the analysis period The Nature 

Conservancy had volunteer opportunities to help through fundraising efforts such as competing 

in a race event (Fig. 9) or by donating (Fig.10) through their Facebook app. The Nature 

Conservancy (Fig. 11) was also observed engaging in two-way dialogue with “friends” on 

Facebook posts. This is one of the indications of dialogic feedback loop (Kent & Taylor, 2002).  

 

 
 

Fig.8: Nature Conservancy Facebook page 
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Table 5: Analysis of The Nature Conservancy Facebook Page 

 
Principle of 
Dialogic Theory 

Marker on Social 
Media Site 

Present/A
bsent 
P/A 
 

PICO 
Partial 
Inconsistent 
Confusing 
Out of Context 

Notes 
 
The Nature Conservancy 

Usefulness of 
Information 

Page Statistics P  547,048 likes; 10,808 talking 
about this 
 

About Section P   

Mission or Vision 
Statement 

P  The mission of The Nature 
Conservancy is to conserve the 
lands and waters on which all life 
depends. 
 

Description of 
Organization or 
History  

P  The Nature Conservancy is the 
leading conservation 
organization working around the 
world to protect ecologically 
important lands and waters for 
nature and people. 
 

Contact 
Information 

P  Phone (703) 841-5300  
 
Email trevor_martin@tnc.org  
 
Website http://nature.org/ 
http://espanol.tnc.org/ 
http://allhandsonearth.com 
http://plantabillion.org/ 
http://support.nature.org/ 
http://blog.nature.org/ 
http://my.nature.org/ 
http://nature.org/careers 
http://giftplanning.nature.org/ 
http://twitter.com/nature_org 
 

How to 
Volunteer 
Information 

 (P)artial How to plant a tree, give green 
gifts, and a donate app. 
 

Description of 
Volunteer 
Needs/Volunteer 
Positions 

 (P)artial Information is more closely 
related to fundraising. 

Volunteer 
Application 
electronic or 
printable pdf 

A   

Volunteer 
Policies or 

A   

mailto:trevor_martin@tnc.org
http://twitter.com/nature_org
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handbook 

Milestones  (P)artial  

Photo Albums P   

News Links or 
Press Releases 

P   

Volunteer 
Testimonials 

A   

Ease of Interface Profile Image P   

Cover Image P   

Link to website P   

Like box to like 
organization 

P   

Like option on 
individual posts 

P   

Conservation of 
Visitors 

Timeline P   

Pinned posts P  Donate to the Nature 
Conservancy stays at the top. 
 

Follow option P   

Recent Activity P   

Shares on 
Individual posts 

P   

Generation of 
Return Visits 

Regular Daily 
Posts 

P   

Events  (P)artial No Event app, but there are 
events listed within posts. 
 

Applications P   

Dialogic 
Feedback Loop 

Two-way 
Discussions 

 (I)nconsistent The Nature Conservancy had 
limited comments to “friends”, 
but “friends” commented on 
posts frequently. 
 

Messages P   

News Feed P   

Comments P   

More than 10 
posts by others 

P   

 Recommendatio
ns by current 
volunteers 

A   
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Fig. 9: Help the Nature Conservancy Raise Funds 

 
 

 

 
Fig. 10: Donate to The Nature Conservancy 
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Fig.11: The Nature Conservancy Two-way conversations 

 
 Analysis of The Nature Conservancy’s Facebook page showed 23 of 32 were present, 4 

were absent, and 5 were PICO (Tarrant, 2011). The Nature Conservancy had partial information 

on volunteer opportunities, but lacked an event app. 

 The Nature Conservancy had 7 of 13 dialogic markers present in the Usefulness of 

Information principle, 5 of 5 dialogic markers present for Ease of Interface, 5 of 5 present for 

Conservation of Visitors, 2 of 3 for Generation of Return Visits, and 4 of 6 present for Dialogic 

Feedback Loop. Based on these dialogic principles (Kent & Taylor, 2002) the Nature 

Conservancy could potentially improve their Facebook page the most in the area of Usefulness 

of Information. In this area The Nature Conservancy had three dialogic markers: How to 

Volunteer, Description of Volunteer needs, and Milestones, that were listed as partial.  

American Cancer Society 
 

 The American Cancer Society is a community-based, national non-profit organization 

whose mission is dedicated to eliminating cancer. The headquarter office is located in Atlanta, 
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GA, but there are local offices across the United States. The current slogan is “the official 

sponsor of birthdays.”  

 Table 6 provides a coded representation of the dialogic principles represented on the 

American Cancer Society’s (Fig. 12) Facebook page. The American Cancer Society (Fig. 12) 

Facebook page contained a link within the “About” section that contains a web link with 

instructions on how to volunteer with the American Cancer Society. It was the first organization 

within the analysis to contain information specifically on volunteer options other than 

fundraising or donations. Once you click on the web link you are taken to a website (Fig. 13) 

with specific information on volunteer opportunities. Those interested in volunteering with the 

American Cancer Society can choose by type of volunteer opportunity and by location. Through 

the volunteer web link there are also videos telling stories about volunteering.  

 

 

Fig. 11: American Cancer Society Facebook page 
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Table 6: Analysis of American Cancer Society Facebook page  

 
Principle of 
Dialogic Theory 

Marker on Social 
Media Site 

Present/A
bsent 
P/A 
 

PICO 
Partial 
Inconsistent 
Confusing 
Out of 
Context 

Notes 
 
American Cancer Society 

Usefulness of 
Information 

Page Statistics P  899,393 likes; 36,087 talking about this 

About Section P   

Mission or 
Vision 
Statement 

P  We save lives by helping people stay 
well by preventing cancer or detecting it 
early; helping people get well by being 
there for them during and after a cancer 
diagnosis; by finding cures through 
investment in groundbreaking 
discovery; and by fighting back by 
rallying lawmakers to pass laws to 
defeat cancer and by rallying 
communities worldwide to join the 
fight. 

Description of 
Organization or 
History  

P  The official American Cancer Society 
Facebook Fan Page. 
 
Together we're helping you stay well, 
get well, by finding cures and fighting 
back. For cancer information, call 800-
227-2345 anytime, day or night. 
 
To volunteer with the American Cancer 
Society: ...See More 
General Information 
The American Cancer Society is a 
nationwide, community-based 
voluntary health organization dedicated 
to eliminating cancer as a major health 
problem.  
 
We're fighting for a world with less 
cancer and more birthdays.  
 
State Fundraising Notices: 
http://www.cancer.org/aboutus/acspol
icies/state-fundraising-notices...See 
More 

Contact 
Information 

P   
Phone 
(800) 227-2345  
Email 
social@cancer.org  
 
Website 

https://www.facebook.com/AmericanCancerSociety/info
http://www.cancer.org/aboutus/acspolicies/state-fundraising-notices
http://www.cancer.org/aboutus/acspolicies/state-fundraising-notices
https://www.facebook.com/AmericanCancerSociety/info
https://www.facebook.com/AmericanCancerSociety/info
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http://www.cancer.org 
http://facebook.com/americancancerso
ciety 
http://twitter.com/americancancer 
http://youtube.com/amercancersociety 
http://pinterest.com/americancancer 

How to 
Volunteer 
Information 

P  Located in the About Section is a web 
link for how to volunteer. There is also a 
fundraising notice. 

Description of 
Volunteer 
Needs/Voluntee
r Positions 

 (P)artial Through a web link there is a significant 
information on how to volunteer. 

Volunteer 
Application 
electronic or 
printable pdf 

 (P)artial Information available through web link. 

Volunteer 
Policies or 
handbook 

 (P)artial Information available through web link. 

Milestones  (P)artial  

Photo Albums P   

News Links or 
Press Releases 

P   

Volunteer 
Testimonials 

 (P)artial Available on website when following 
links. 

Ease of Interface Profile Image P   

Cover Image P   

Link to website P   

Like box to like 
organization 

P   

Like option on 
individual posts 

P   
 
 

Conservation of 
Visitors 

Timeline P   

Pinned posts P  Donate to the American Cancer Society. 

Follow option P   

Recent Activity P   

Shares on 
Individual posts 

P   

Generation of 
Return Visits 

Regular Daily 
Posts 

 (I)nconsistent There are gaps in posts. No posts on 
March 4 or 11. 

Events  (P)artial No app at top for events, but events are 
listed in posts. 

Applications P   

Dialogic 
Feedback Loop 

Two-way 
Discussions 

P   

Messages P   

News Feed P   

Comments P   
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More than 10 
posts by others 

P  There were more than 10 days posts 
observed in two days. 
 

 Recommendatio
ns by current 
volunteers 

 (P)artial Through the volunteer web link there 
were volunteer story videos. 

 

 

 
Fig. 12: How to Volunteer with American Cancer Society 

 

 
Fig. 13: American Cancer Society Volunteer Opportunities Webpage 
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Analysis of the American Cancer Society’s Facebook page yielded 24 of 32 possible social 

media markers present, zero absent, and 8 PICO (Tarrant, 2011). This was the first page in the 

analysis to have a direct link to volunteer opportunities and several markers present or partial 

with volunteer information. American Cancer Society was also the only organization analyzed 

that had no social media markers that were completed absent.  

The American Cancer Society had 8 of 13 dialogic markers present in the Usefulness of 

Information principle. It is significant to note that the remaining 5 markers in this area were 

coded as partial, so they were not entirely absent. They had 5 of 5 dialogic markers present for 

Ease of Interface, 5 of 5 present for Conservation of Visitors, 1 of 3 for Generation of Return 

Visits, and 5 of 6 present for Dialogic Feedback Loop. The American Cancer Society had no 

dialogic markers coded as absent. 

New York Public Library 

 The New York Public Library, established in 1895, has a mission to inspire lifelong 

learning, advance knowledge, and strengthen our communities. It is made up of four research 

libraries and 87 branch libraries.  

 Table 7 provides a coded representation of the dialogic principles on the New York 

Public Library (NYPL) Facebook page (Fig. 12). It was observed that NYPL posts news and web 

links regularly on their Facebook page, but fail to engage in two-way discussions with visitors to 

the page (Fig. 15).   
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Fig. 14 New York Public Library Facebook page 

 

Table 7: Analysis of New York Public Library Facebook page  

 
Principle of 
Dialogic Theory 

Marker on Social 
Media Site 

Present/A
bsent 
P/A 
 

PICO 
Partial 
Inconsistent 
Confusing 
Out of Context 

Notes 
 
New York Public Library 

Usefulness of 
Information 

Page Statistics P  131,163 likes · 5,949 talking 
about this · 71,514 were here 
 

About Section P   

Mission or Vision 
Statement 

P  The mission of The New York 
Public Library is to inspire 
lifelong learning, advance 
knowledge, and strengthen our 
communities. 
 

Description of 
Organization or 
History  

P  The New York Public Library, 
NYPL for short, is comprised of 
4 research libraries and 87 
branch libraries, scattered 
throughout Manhattan, the 
Bronx, and Staten Island. Stop 
by one of our branches for 
exciting programming, visit one 
of our captivating exhibitions, 
or check out our website to get 
instant, free access to books, 
music, DVDS, and much more! 
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Contact Information P  Fifth Avenue at 42nd Street 
New York, New York 10018 
 
 
Phone (917) 275-6975  
Website http://www.nypl.org 
 

How to Volunteer 
Information 

A   

Description of 
Volunteer 
Needs/Volunteer 
Positions 

A   

Volunteer Application 
electronic or printable 
pdf 

A   

Volunteer Policies or 
handbook 

A   

Milestones  (P)artial Date opened is listed. 
 

Photo Albums P   

News Links or Press 
Releases 

P  Within posts. 

Volunteer 
Testimonials 

A   

Ease of 
Interface 

Profile Image P   

Cover Image P   

Link to website P   

Like box to like 
organization 

P   

Like option on 
individual posts 

P   

Conservation of 
Visitors 

Timeline P   

Pinned posts A   

Follow option P   

Recent Activity P   

Shares on Individual 
posts 

P   

Generation of 
Return Visits 

Regular Daily Posts  (I)nconsistent Missing posts on Sunday dates. 
 

Events P   

Applications P   

Dialogic 
Feedback Loop 

Two-way Discussions  (P)artial While visitors to the site are 
talking and commenting NYPL 
was not observed engaging in 
two-way discussions.  
 

Messages P   
 

http://www.nypl.org/
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News Feed A   
 

Comments P   
 

More than 10 posts by 
others 

P   
 
 

 Recommendations by 
current volunteers 

A   
 
 
 

 

 
  

 
Fig. 15 NYPL Posts Containing News or Web Links 

 
Analysis of the NYPL Facebook page showed 21 of 32 possible social media markers 

present, 8 markers absent, and 3 PICO (Tarrant, 2011). The NYPL page showed no information 

regarding volunteer opportunities with their organization. 

 The New York Public Library had 7 of 13 dialogic markers present in the Usefulness of 

Information principle, 5 of 5 dialogic markers present for Ease of Interface, 4 of 5 present for 

Conservation of Visitors, 2 of 3 for Generation of Return Visits, and 3 of 6 present for Dialogic 

Feedback Loop.  
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Metropolitan Museum of Art 

 The Metropolitan Museum of Art lacked a mission or vision statement and description 

of organization on their Facebook page, but its website states it was founded in 1870 and has a 

mission to: The mission of The Metropolitan Museum of Art is to collect, preserve, study, exhibit, 

and stimulate appreciation for and advance knowledge of works of art that collectively 

represent the broadest spectrum of human achievement at the highest level of quality, all in the 

service of the public and in accordance with the highest professional standards [see Fig. 18]. 

 Table 8 provides a coded representation of the social media markers found on the 

Metropolitan Museum of Art’s Facebook page (Fig. 16). While volunteer opportunity 

information is absent from the Metropolitan Museum of Art Facebook page evidence of 

volunteer opportunities can be found on their webpage that volunteers are needed (Fig. 17). 

 

 
Fig. 16 Metropolitan Museum of Art Mission 
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Fig.17 Metropolitan Museum of Art Volunteer Opportunities 

 
 

Table 8: Analysis of Metropolitan Museum of Art Facebook Page 

 
Principle of 
Dialogic Theory 

Marker on Social 
Media Site 

Present/A
bsent 
P/A 
 

PICO 
Partial 
Inconsistent 
Confusing 
Out of Context 

Notes 
Metropolitan Museum of Art 
 

Usefulness of 
Information 

Page Statistics P  1,075,213 likes; 46,562 talking 
about this 
 

About Section P   

Mission or Vision 
Statement 

A   

Description of 
Organization or 
History  

A   

Contact Information P  Phone (212) 535-7710  
Website 
http://www.metmuseum.org 
 

How to Volunteer 
Information 

A   

http://www.metmuseum.org/
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Description of 
Volunteer 
Needs/Volunteer 
Positions 

A   

Volunteer Application 
electronic or printable 
pdf 

A   

Volunteer Policies or 
handbook 

A   

Milestones P   

Photo Albums P   

News Links or Press 
Releases 

P  Posts contain news links. 
 
 

Volunteer 
Testimonials 

A   

Ease of Interface Profile Image P   
 

Cover Image P   
 

Link to website P   
 

Like box to like 
organization 

P   

Like option on 
individual posts 

P   

Conservation of 
Visitors 

Timeline P   
 

Pinned posts A   
 

Follow option P   
 

Recent Activity P   
 

Shares on Individual 
posts 

P   

Generation of 
Return Visits 

Regular Daily Posts P   

Events P   

Applications P   

Dialogic 
Feedback Loop 

Two-way Discussions  (P)artial Although “friends” of the 
museum are having discussions, 
the Museum was not observed to 
have responded to any posts. 
 

Messages A   

News Feed P   

Comments A  No Top Comments on posts. 
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More than 10 posts by 
others 

P   
 
 

 Recommendations by 
current volunteers 

A   
 
 
 

 

 
 

 

 
Fig. 18: Metropolitan Museum of Art Mission Statement on web page 

 

Through examination of the Metropolitan Museum of Art’s Facebook page, results 

showed 20 and 32 possible social media markers present, 12 absent, and zero PICO (Tarrant, 

2011). No information was available on volunteer opportunities and the museum was not 

observed commenting on posts or engaging in two-way dialogue.  

The Metropolitan Museum of Art had 6 of 13 dialogic markers present in the Usefulness 

of Information principle, 5 of 5 dialogic markers present for Ease of Interface, 4 of 5 present for 

Conservation of Visitors, 3 of 3 for Generation of Return Visits, and 2 of 6 present for Dialogic 

Feedback Loop. Some basic information such as mission, vision, and description of the 

organization were missing from the about section of this Facebook page. 
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New York Presbyterian Hospital 
 

 The New York-Presbyterian Hospital was analyzed for this study, as the New York 

Presbyterian Fund is the fundraising branch of this organization and was identified on the 

NonProfit Top 100 list, as referenced in the Methodology section of this paper. According to 

their website http://nyp.org, in 1998 The New York Hospital and The Presbyterian Hospital 

merged to the create New York-Presbyterian Hospital. This created the largest and most 

comprehensive hospital in New York with 2,200 patient beds. New York-Presbyterian Hospital 

provides state-of-the-art inpatient ambulatory services and preventative care in all areas of 

medicine.  

 Table 9 provides a coded representation of the dialogic principles represented on the 

New York-Presbyterian Hospital (Fig. 19) Facebook page. During the observation period New 

York-Presbyterian Hospital was noted to have an abundant amount of contact information (Fig. 

20). Their Facebook page contained a web link to how to volunteer with their organization (Fig. 

21) and when the link is followed contained information on how to volunteer as well as an 

online version of the volunteer application (Fig. 22 & Fig. 23). They also had examples of two-

way discussions on posts evidenced on their Facebook page (Fig. 24). This is an example of 

dialogic feedback loop. 

 

http://nyp.org/
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Fig. 19: New York-Presbyterian Hospital Facebook page 
 

Table 9: Analysis of New York-Presbyterian Hospital Facebook page 

 
Principle of 
Dialogic Theory 

Marker on Social Media 
Site 

Present/A
bsent 
P/A 
 

PICO 
Partial 
Inconsistent 
Confusing 
Out of 
Context 

Notes 
New York Presbyterian Fund- 
New York Presbyterian Hospital 

Usefulness of 
Information 

Page Statistics P  40,573 likes; 2,223 talking about 
this 
 

About Section P   

Mission or Vision 
Statement 

P  One of the most comprehensive 
health care institutions in the 
world, NewYork-Presbyterian’s 
vision is to be among the top 
academic medical centers in the 
nation in clinical and service 
excellence, patient safety, 
research, education, and 
community service. We are 
committed to We Put Patients 
First. This means that in 
everything we do, we make 
patients our first priority and 
strive to provide them with the 
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highest quality, safest, and most 
compassionate care and service. 
 

Description of 
Organization or History  

P  NewYork-Presbyterian Hospital, 
based in New York City, is the 
nation's largest not-for-profit, 
non-sectarian hospital, with 
approximately 2,400 beds. NYP 
has academic affiliations with two 
of the nation's leading medical 
colleges: Weill Cornell Medical 
College and Columbia University 
College of Physicians and 
Surgeons. NYP has nearly 2 
million inpatient and outpatient 
visits a year, including close to 
13,000 deliveries and 200,000 
visits to its emergency 
departments. NYP has over 6,000 
affiliated physicians and 19,000 
staff that provide state-of-the-art 
inpatient, ambulatory and 
preventive care in all areas of 
medicine at five major centers:  
 
• NewYork-Presbyterian 
Hospital/Weill Cornell Medical 
Center 
http://g.co/maps/fgf7d 
• NewYork-Presbyterian 
Hospital/Columbia University 
Medical Center 
http://g.co/maps/ed8ce 
• NewYork-Presbyterian/Morgan 
Stanley Children's Hospital 
http://g.co/maps/x7dmq 
• NewYork-Presbyterian/The 
Allen Hospital 
http://g.co/maps/ghtkp 
• NewYork-Presbyterian 
Hospital/Westchester Division 
http://g.co/maps/ar2n9 
 
 NYP is the #1 hospital in the New 
York metropolitan area and is 
consistently ranked among the 
best academic medical 
institutions in the nation, 
according to U.S.News & World 
Report. 
 
 For more detailed information on 
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locations, please visit: 
http://nyp.org/directions.html. 
 

Contact Information P   
Phone 
(877) 697-9355  
Email 
facebook@nyp.org  
 
Website 
http://nyp.org  
 

How to Volunteer 
Information 

P  Visit our Volunteer pages: 
http://nyp.org/volunteer/index.h
tml 
 

Description of 
Volunteer 
Needs/Volunteer 
Positions 

 (P)artial This information is contained in 
web link. 

Volunteer Application 
electronic or printable 
pdf 

 (P)artial This information is contained in 
web link. 

Volunteer Policies or 
handbook 

 (P)artial This information is contained in 
web link. 

Milestones P   

Photo Albums P   

News Links or Press 
Releases 

P  Patient stories and videos are 
contained in posts, but there is no 
news app. 
 

Volunteer Testimonials  (P)artial Video shows volunteers and what 
they are doing, but staff are 
speaking on the video. It’s more 
volunteer recognition. 
 

Ease of 
Interface 

Profile Image P   

Cover Image P   

Link to website P   

Like box to like 
organization 

P   

Like option on 
individual posts 

P   

Conservation 
of Visitors 

Timeline P   

Pinned posts P  An Event was pinned. 
 

Follow option P   

Recent Activity P   

Shares on Individual 
posts 

P   

Generation of Regular Daily Posts  (I)nconsistent There were gaps in daily posts 

http://nyp.org/directions.html
http://nyp.org/volunteer/index.html
http://nyp.org/volunteer/index.html
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Return Visits observed, noticeably on 
weekends. 
 

Events P   
 

Applications P   
 

Dialogic 
Feedback Loop 

Two-way Discussions P   
 
 

Messages P   
 

News Feed P   
 

Comments P   
 

More than 10 posts by 
others 

P   
 
 
 

 Recommendations by 
current volunteers 

A   
 
 
 
 

 

 
 

 
Fig. 20 Contact Information on New York-Presbyterian Hospital Facebook 
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Fig. 21 Web link on how to volunteer with New York-Presbyterian 

 

 

 
Fig. 22 Volunteer Opportunities page for New York-Presbyterian 
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Fig. 23 Apply Now to be New York Presbyterian Volunteer 

 

 
Fig. 24 Two Way Discussion on New York-Presbyterian Facebook page 
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Through analysis of the New York-Presbyterian Hospital Facebook page 28 of 32 

possible social media markers were found. One social media marker was absent during the 

study and 3 were identified as PICO (Tarrant, 2011). New York-Presbyterian Hospital was the 

highest ranking in terms of social media markers, at 88% present. Through a web link this 

organization had information on volunteer opportunities and the ability to apply online to 

volunteer. New York-Presbyterian was also noted to be engaging in two-way discussions with 

people who commented on their posts.  

 The New York-Presbyterian Hospital had 9 of 13 dialogic markers present in the 

Usefulness of Information principle, 5 of 5 dialogic markers present for Ease of Interface, 5 of 5 

present for Conservation of Visitors, 2 of 3 for Generation of Return Visits, and 5 of 6 present 

for Dialogic Feedback Loop.  

Humane Society of the US  

The Humane Society of the US is a non-profit organization with a mission to celebrate 

animals and confront cruelty. They were established in 1954 and have since been fighting for 

the rights and protection of animals. Table 10 provides a coded representation of the dialogic 

principles represented on the Humane Society’s Facebook page and Figure 25 shows 

representation of dialogue with followers.  

 



A N A L Y S I S  O F  N O N - P R O F I T  S O C I A L  M E D I A - S c h a u e r  P a g e  | 62 

 

 
 

Fig. 25 Humane Society Facebook two-way dialogue 

 

Table 10: Analysis of Human Society Facebook page 
 

Principle of 
Dialogic Theory 

Marker on Social 
Media Site 

Present/Ab
sent 
P/A 
 

PICO 
Partial 
Inconsistent 
Confusing 
Out of Context 

Notes 
 
Humane Society of the US 

Usefulness of 
Information 

Page Statistics P  1,901,554 likes; 143,952 talking 
about this 
 

About Section P   

Mission or Vision 
Statement 

P  Celebrating animals, confronting 
cruelty 

Description of 
Organization or 
History  

P  The Humane Society of the United 
States is the nation’s largest 
animal protection organization, 
rated the most effective by its 
peers. Since 1954, The HSUS has 
been fighting for the protection of 
all animals through advocacy, 
education, and hands-on 
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programs. We rescue and care for 
tens of thousands of animals each 
year, but our primary mission is to 
prevent cruelty before it occurs. 
We're there for all animals, across 
America and around the world. 
 

Contact 
Information 

 (P)artial http://www.humanesociety.org 
 
Only the website is listed. There is 
not a phone number or e-mail 
listed. 
 

How to Volunteer 
Information 

P  Become A Member and Donate 
apps at top of page. My Humane 
app also lists options. 
 

Description of 
Volunteer 
Needs/Volunteer 
Positions 

 (P)artial  

Volunteer 
Application 
electronic or 
printable pdf 

 (P)artial  Click on links for fundraising 
options. 

Volunteer Policies 
or handbook 

A   

Milestones P   

Photo Albums P   

News Links or 
Press Releases 

P  News links are contained in 
individual posts. 
 

Volunteer 
Testimonials 

A   

Ease of Interface Profile Image P   

Cover Image P   

Link to website P   

Like box to like 
organization 

P   

Like option on 
individual posts 

P   

Conservation of 
Visitors 

Timeline P   

Pinned posts P   

Follow option P   

Recent Activity P   

Shares on 
Individual posts 

P   

Generation of 
Return Visits 

Regular Daily 
Posts 

 (I)nconsistent A gap in daily posts was observed 
during weekend dates. 
 

Events P   

http://www.humanesociety.org/
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Applications P   

Dialogic 
Feedback Loop 

Two-way 
Discussions 

P  Several examples of two-way 
conversations with organization 
and “friends” were observed. 
 

Messages P   
 

News Feed P   
 

Comments P   
 

More than 10 
posts by others 

P  More than 10 posts on one day 
were observed during this analysis. 
 

 Recommendation
s by current 
volunteers 

A   
 
 
 

 

 
Analysis of the Humane Society of U.S.’s Facebook page showed 26 of 32 social media 

markers present, 3 absent, and 3 PICO (Tarrant, 2011). The Humane Society had partial 

information on volunteer opportunities present during the study. They engaged in several two-

way discussions during the observation period. 

 The Humane Society had 8 of 13 dialogic markers present in the Usefulness of 

Information principle, 5 of 5 dialogic markers present for Ease of Interface, 5 of 5 present for 

Conservation of Visitors, 2 of 3 for Generation of Return Visits, and 5 of 6 present for Dialogic 

Feedback Loop. Based on these dialogic principles (Kent & Taylor, 2002) the Humane Society 

could potentially improve their Facebook page the most in the area of Usefulness of 

Information.  

American Kidney Fund 
 

 The American Kidney Fund has a mission to fight kidney disease through direct 

financial support to patients in need, health education, and prevention efforts.  Table 11 
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provides a coded representation of the dialogic principles represented on the American 

Kidney Funds Facebook page (Fig. 26).  

 

Fig. 26 American Kidney Fund Facebook 
 

 

  Table 11: Analysis of American Kidney Fund Facebook page 

 
Principle of 
Dialogic 
Theory 

Marker on Social 
Media Site 

Present/Absent 
P/A 
 
 

PICO 
Partial 
Inconsistent 
Confusing 
Out of Context 

Notes 
 
American Kidney Fund 

Usefulness of 
Information 

Page Statistics P  75,501 likes;  3,410 talking 
about this 
 

About Section P   

Mission or Vision 
Statement 

P  The mission of the American 
Kidney Fund (AKF) is to fight 
kidney disease through direct 
financial support to patients 
in need, health education and 
prevention efforts. 
 

Description of 
Organization or 

P  The American Kidney Fund is 
the #1 source of direct 
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History  financial assistance to kidney 
patients in the United States, 
and is a leader in providing 
education to those with and 
at risk for kidney disease. AKF 
spends 97 cents of every 
dollar on programs and 
services, and is consistently 
rated among the nation's top 
non-profit organizations by 
charity watchdog groups. Visit 
www.kidneyfund.org for 
more information. 
 

Contact 
Information 

P   
Phone 
(800) 638-8299  
  
Website 
http://www.kidneyfund.org  
 
 

How to Volunteer 
Information 

 (P)artial Events have info on how to 
help. 
 

Description of 
Volunteer 
Needs/Volunteer 
Positions 

 (P)artial Events have info on how to 
help. 

Volunteer 
Application 
electronic or 
printable pdf 

A   

Volunteer Policies 
or handbook 

A   

Milestones  (P)artial  

Photo Albums P   

News Links or Press 
Releases 

P   

Volunteer 
Testimonials 

A   

Ease of 
Interface 

Profile Image P   

Cover Image P   

Link to website P  Website 
http://www.kidneyfund.org  
 
 

Like box to like 
organization 

P   

Like option on 
individual posts 

P   
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Conservation 
of Visitors 

Timeline P   

Pinned posts A   

Follow option P   

Recent Activity P   
 

Shares on 
Individual posts 

P   
 
 

Generation of 
Return Visits 

Regular Daily Posts  (I)nconsistent There were gaps in daily posts 
observed, especially on 
weekend dates.  
 

Events P   
 

Applications P   
 

Dialogic 
Feedback 
Loop 

Two-way 
Discussions 

P  The organization was 
observed to have encouraged 
people to sign up for the 
newsletter and asked to take 
survey. 
 
 

Messages P   
 

News Feed P   
 

Comments P   
 

More than 10 posts 
by others 

P   
 
 

 Recommendations 
by current 
volunteers 

A   
 
 
 

 

   
 Analysis of the American Kidney Fund’s Facebook page showed 23 of 32 social media 

markers present, 5 absent, and 4 PICO (Tarrant, 2011). This organization had inconsistent daily 

posts, as there were gaps observed, primarily on the weekend dates. The gap in posts on 

weekends, appeared frequently during this observation with multiple organizations. The 

American Kidney Fund was observed to be engaging in two-way discussions with visitors to 

their Facebook page by encouraging people to sign up for their newsletter and take a survey. 
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 The American Kidney Fund had 7 of 13 dialogic markers present in the Usefulness of 

Information principle, 5 of 5 dialogic markers present for Ease of Interface, 4 of 5 present for 

Conservation of Visitors, 2 of 3 for Generation of Return Visits, and 5 of 6 present for Dialogic 

Feedback Loop.  

Summary of Findings 

 By coding for Kent & Taylor’s (2002) social media markers and dialogic theory principles 

as present in the visual rhetoric of ten of the Top 100 Nonprofits in the United States these 

organizations can be arrayed across a continuum of how well they fare in facilitating two-way 

symmetrical communication. New York-Presbyterian Hospital was coded as having the highest 

number of markers present and The Metropolitan Museum of Art had the least. Figure 27 

arrays organizations by number of likes. Figure 28 arrays the number of dialogic markers that 

are present, absent, and partially present for each organization. And, finally, Table 12 brings 

this information together ranking organizations from highest (1) to lowest (10) in terms of 

dialogic markers present, total revenue, and number of likes.  

The New York-Presbyterian Hospital had 40,573 likes, ranking 9th in number of likes, and 

the Metropolitan Museum of Art had 1,075,213 likes, ranking 2nd in number of likes. The 

number of likes appeared to have no bearing on the number of dialogic markers present. This 

study also found the average non-profit organization had 23 social media markers present or 

approximately 72% (Fig. 28). The Metropolitan Museum of Art, not only ranked lowest in 

number of present markers, but ranked highest in number of markers that were coded as 

absent.  
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Fig. 27 Number of Facebook Likes by Organization 

 
By rank of highest number of present dialogic markers (1 being the highest present) the 

order of organizations was as follows: 

1. The New York-Presbyterian Hospital (26 present markers) 

2. The Humane Society (25 present markers) 

3. The Y, Mental Health America, and the American Cancer Society (tied at 24 

present markers) 

4. The Nature Conservancy (23 present markers) 

5. Goodwill Industries and The American Kidney Fund (tied at 22 present 

markers) 

6. The New York Public Library (21 present markers) 

7. The Metropolitan Museum of Art (20 present markers) 

All ten non-profits had five out of five markers present for Ease of Interface. New York-

Presbyterian Hospital scored the highest in Usefulness of Information with nine markers 

present. Several non-profits had all five markers present in Conservation of Visitors. The Y and 
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Metropolitan Museum of Art both had three out of three markers present in Generation of 

Return Visits. Several non-profits showed five present markers in dialogic feedback loop, but 

only the American Cancer Society had partial recommendations by current volunteers present. 

 

 

Fig. 28 Number of Present, Absent, and PICO Markers for Each Organization 
 

 The highest ranking organization, The New York-Presbyterian Hospital, had the 7th 

highest annual revenue. Their fundraising arm is known as the New York-Presbyterian Fund and 

had a 2012 annual revenue of $249,637,351. The lowest ranking organization, The Metropolitan 

Museum of Art, had the 5th highest revenue, with an annual 2012 revenue of $ 418,697,665, so 

the amount of revenue had no apparent direct correlation to how successful the organization 

was at engaging in dialogic theory principles on social media.  
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In Table 12, below, note The Y, Mental Health America, and the American Cancer 

Society are tied for third and Goodwill Industries and the American Kidney Fund are tied for 

seventh place for number of dialogic markers present.  

Table 12: Organizations by Present Dialogic Markers, Revenue, and Likes 

 
 Rank of Organizations by Number of 

Dialogic Markers Present (1 being the 
highest number present) 

Rank of Organization by 
Revenue (1 having the 
highest revenue) 

Rank of Organization by 
number of likes (1 having 
the most likes) 
 

1 The New York-Presbyterian Hospital The Y 
 

Humane Society of the 
United States 
 

2 The Humane Society Goodwill Industries 
International 
 

Metropolitan Museum of 
Art 

3 The Y, Mental Health America, and the 
American Cancer Society (tied) 

The Nature Conservancy American Cancer Society 

4 See #3 for tied organizations American Cancer Society 
 

The Nature Conservancy 

5 See #3 for tied organizations Metropolitan Museum of 
Art 
 

The Y 

6 The Nature Conservancy New York Public Library 
 

The New York Public Library 
 

7 Goodwill Industries and The American 
Kidney Fund (tied) 

New York-Presbyterian 
Hospital (NY-Presbyterian 
Fund) 
 
 

Goodwill Industries 

8 See #7 for tied organizations Mental Health America 
 

American Kidney Fund 

9 The New York Public Library  American Kidney Fund 
 

New York-Presbyterian 
Hospital 
 

10 The Metropolitan Museum of Art Humane Society of the 
United States 
 

Mental Health America 
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CONCLUSIONS 
 

Volunteer Managers across the nation seek to engage volunteers and foster a culture of 

service in their communities, but limited marketing budgets can be a stumbling block to 

successful volunteer recruitment. This study seeks to research the effectiveness of social media 

and social networking sites as effective dialogic communication tools for non-profit 

organizations that make extensive use of volunteers in their mission. The study employed the 

dialogic theory principles of Kent and Taylor (2002) to determine which, if any, of the five 

principles could be used to increase dialogic communication on social media sites and therefore 

be employed to create more effective volunteer recruitment campaigns. The implications, 

limitations, and thoughts for further research are outlined below.  

Implications 

 Through analysis of the ten national non-profit organizations it was determined that all 

of the organizations scored 5 out of 5 dialogic markers in the dialogic principle (Kent & Taylor, 

2002) of Ease of Interface. This means they all had a profile image, cover image, link to website, 

a box to “like” their organization, and ability to “like” individual posts.  

Most organization also had a high percentage of present markers in the areas of 

Generation of Return Visits and Conservation of Visitors. The two principles where the majority 

of organizations generally lacked presence markers were Usefulness of Information and 

Dialogic Feedback Loop, especially as these pertained to volunteer information. Many of the 

dialogic markers in these two areas could potentially take more staff time to create and 

manage. An example of a more time-consuming marker would be an ability to host two-way 
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symmetrical communication/discussions (Grunig 2001; Kent & Taylor 2002; Mc-Allister-Spooner 

2009).  

 Although some organizations display information about how to volunteer, it is generally 

in relation to events or fundraising opportunities. For the organizations that had volunteer 

information, it was often coded as partial. Often this information could only be found by 

following a web link. Careful consideration must be given to how many links a person will follow 

before they lose interest.  

 The two organizations that provide the most volunteer opportunity information and 

online volunteer application were the American Cancer Society and the New York-Presbyterian 

Hospital. Through a web link to their websites they provided an opportunity to view types of 

volunteer opportunities, view pictures or video of volunteers in action, and potentially apply to 

be a volunteer. But even this prestigious national organization has an opportunity to improve 

their Facebook pages and dialogic communication with potential volunteers by posting the 

volunteer opportunities and application directly to their Facebook pages.  

 While some organizations have a pinned post where they requested donations, none 

had a pinned post about volunteering. Pinning a post about how to volunteer that would 

remain at the top of their news feed or creating an app at the top of the page for volunteer 

opportunities might be one additional way to improve dialogic communication and usefulness 

of information with potential volunteers. This information might attract people who did not 

originally visit the site looking for volunteer opportunities. Organizations must consider that 

skilled volunteers can be as great a resource as donations. It appeared that most of the non-

profit organizations analyzed had not previously planned for using social media as a primary 
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tool for recruiting volunteers. It is, in the opinion of this researcher, a lost opportunity when 

non-profit organizations do not use social media to reach stakeholders like volunteers.  

 During this analysis it was noted that several organizations failed to have regular daily 

posts, often times this was coded as inconsistent since they failed to have posts on weekends. 

Organizations could improve this dialogic opportunity by using a tool such as HootsuiteTM or 

SocialBakersTM to schedule their posts. The use of social media business analytic tools of this 

type was not examined during this study. Programs of this kind permit timed/scheduled 

disclosure of information which provides a consistent sense of presence in the visual rhetoric of 

an organization. 

Some organizations could improve the number of markers present in the virtual rhetoric 

of their social media. For example, The Nature Conservancy, could provide more complete 

information in these areas. By moving partial markers, such as how to volunteer, description of 

volunteer needs and milestones to present, they would have 10 of 13 or 78% of markers 

present in Usefulness of Information. Like many other organizations if they added a volunteer 

application, volunteer handbook or policies, and volunteer testimonials they would greatly 

improve their score in Usefulness of Information. For many organizations this is information 

they already have and information that does not need to regularly be updated. It should be 

something that is relatively easy to improve in terms of staff time.  

 The lowest ranking organization, in terms of dialogic markers, was the Metropolitan 

Museum of Art. They failed to provide information on their mission, vision, and background of 

the organization as part of their About section. This is basic information stakeholders expect to 

find on an organization’s Facebook page. It should be included for every organization.  
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It was also determined that the amount of revenue did not appear to have bearing on 

the number of present dialogic markers or the organizations ability to communicate dialogically 

with their publics. The number of “likes,” a common analytic marker, also did not seem to bear 

weight on the findings of this study.   

As mentioned in the Findings section above, The Metropolitan Museum of Art not only 

ranked lowest in number of present markers, but ranked highest in number of markers that 

were coded as absent. Given the high reputation of this organization nationally, it clearly needs 

to improve Facebook page in terms of dialogic principles, making them far more receptive to 

audience-centered input from interested parties.  

Overall, it seems most of the organizations analyzed for this study could improve their 

Facebook pages with little effort by ensuring they list volunteer opportunities, provide a 

volunteer application, engage in two-way discussions with people who comment on their posts, 

and paying attention to daily posts, making sure they don’t miss weekend dates. It will be 

important for organizations to weigh the cost of paying a staff person to monitor the 

discussions and posts on their Facebook pages with the benefits they may receive. For some 

organizations with limited budgets they may want to implement low-cost strategies first and 

then reassess. They will also want to consider the cost of using an analytics tool and again 

weigh the potential return on investment.  

Implications as Related to Volunteer Recruitment 

Since many of the dialogic principles coded for in the research did not specifically relate 

to volunteer recruitment, non-profit organizations that use volunteers to achieve their mission 

may want to formulate a social media and marketing strategy to directly reach volunteers. The 
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dialogic markers coded for in this study are a good beginning, but these organizations may want 

to take this one step further.  

For example instead of just coding for regular daily posts and two-way discussions, an 

organization may want to consider how often they are posting information about volunteer 

opportunities or engaging visitors to the site in discussions about volunteering. In volunteer 

recruitment word-of-mouth has always been crucial and in many instances, depending on the 

demographic an organization is trying to reach, social media may be the new word of mouth. 

 Organizations may also consider posting news articles about the health benefits of 

volunteering or links to websites where their volunteer opportunities are listed, especially if 

they are using already available sources like AllforGood.org or VolunteerMatch.org. Non-profit 

organizations may also consider whether or not partnering with an already established 

volunteer program or volunteer center in their community might help boost their volunteer 

recruitment efforts. Some volunteer programs are already using established software such as 

Volunteer SolutionsTM or VolgisticsTM and sharing the cost of this online tool or software may 

prove helpful to non-profit organizations with small budgets for marketing, especially 

marketing volunteer opportunities.  

While the coding done for this study was important for showing the dialogic potential of 

Facebook for reaching volunteers there are further analytic tools available to expand upon this. 

Here are just a few non-profit organizations may want to consider (Cleary, 2014): AgorapulseTM, 

BlitzmetricsTM, KomfoTM, PostacumenTM, QuintlyTM, Scoreboard SocilTM, SocialBakersTM, 

SumallTM, and Wisemetrics StreamTM. Even though Cleary provides these 9 business analytics 

tools that go above and beyond Facebook standardized insights, some of this may go well 
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beyond what a volunteer manager needs to reach volunteers. Non-profit organizations seeking 

to reach volunteers may want to stick to social media tools that can help them focus on regular 

posts and organizing all of their social media, creating a unified brand.  

 Littlewood (2012) examined some of the recommended social media tools for non-profit 

organizations and these were his suggestions:  

1. TweetDeckTM, a free desktop application that allows volunteer coordinators to 

post to multiple social media sites like Facebook and Twitter at one time. 

2. BufferAppTM, this free version of the web-based app allows a volunteer 

coordinator to write posts and it will space them out throughout the day. It 

allows up to 10 posts loaded in the free version. This app helps to make it appear 

that an organization has a very active social media presence without the staff 

time investment.  

3. CrowdBoosterTM, the free version of this provides volunteer coordinators with 

analytics about the number of people who have viewed and interacted with the 

organization’s content and can suggest the best times to post information. 

4. HootSuiteTM, this was the tool Littlewood suggested as the best all-around 

option at $10/month for the professional version. It is a web-based application 

that allows an unlimited number of social profiles. Volunteer coordinators can 

post updates via HootSuiteTM and schedule specific times for posts. Volunteer 

coordinators also get additional reports.  

5. SproutSocial TM,the most expensive tool listed at $60/month, this is a strong 

analytics tool. It can give volunteer coordinators an at-a-glance view of statistics 

for an organization’s different social media and its website.  

 Three of these five time-saving tools are free. Some of the analytic and productivity 

tools that do have a cost associated with them may also help keep staff cost down and give the 

appearance of a very active social media presence. Time and cost are not the only 
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considerations as non-profit organizations examine social media use. These organizations also 

want to consider privacy of their volunteers and clients. Each organization must carefully take 

into account the type of information that is allowed both ethically and legally to be made 

publically available. In some cases laws such as HIPAA will apply and organizations who work 

with protected classes need to be especially cautious what type of information is discussed on 

social networking sites. Other considerations are discussed below in limitations of this study 

and for further research.  

Limitations of this Study 

Given the time constraints of this practicum project only ten of the top 100 Non-Profit 

organizations were examined. Future studies may want to examine a larger cross section of 

non-profit organizations. It is also important to note the non-profit with the lowest revenue 

examined for this study was the American Kidney Fund at $186,648,599 in revenue for 2012. 

Future studies may want to examine non-profit organizations that have less than $1 million in 

annual revenue, as this may affect their dialogic communication on social media. Although the 

study used a cross section of the Top 100 list, in terms of non-profit organizations they all had 

very high amounts of revenue and were all national, versus local non-profits.  

While revenue may have presented a limitation, it may be noted that the same coding 

tool could be used for organizations of all sizes. It is free for a non-profit organization to have a 

Facebook page, it is also important to consider the cost to maintain the Facebook page. Staff 

must post information, respond to comments and messages, and generally maintain the page, 

which all takes time. If a paid staff person is assigned to social media management, then it is 
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not essentially free. This study did not examine the size of staff relevant to their score of 

present dialogic markers. 

This study did not consider or examine whether or not an organization used a social 

media tool such as HootsuiteTM to schedule their messaging, examine analytics, or generally 

help with their outreach to stakeholders through social media. As non-profit organizations 

consider the use of such analytic software they will need to examine the usefulness and cost-

effectiveness of these tools, as it relates to their organization.  

A final limitation is that this study did not account for the type of volunteers being 

recruited. It may be important for future studies to consider whether social media is a 

successful volunteer recruitment tool for all age demographics and if so, which social 

networking site, best fits the needs of each age group, generation, and skill set.   

For Further Research 

While research on dialogic communication for web-based marketing by organizations is 

not new, applying these principles to social media is relatively new. Theorists such as 

McAllister-Spooner (2009) looked primarily at dialogic communication on websites, not social 

networking sites. Several theorists recognized that the dialogic potential of social media has not 

been fully recognized. While Facebook celebrated its ten year anniversary in 2014, there are 

many social media sites that are truly in their infancy. Further research may expand upon how 

organizations are using dialogic communication comparatively on several social networking 

sites like Facebook, Twitter, LinkedIn, and more. 

This study supported the notion that the full dialogic potential for volunteer recruitment 

by non-profit organizations on social media sites has not been realized. This study laid the 
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groundwork for further research on using Kent and Taylor’s (2002) dialogic theory principles to 

improve dialogic communication on Facebook pages. It is also began to examine which of the 

five dialogic principles may be most important in improving this type of communication 

between non-profit organizations and volunteers. In future studies it will also be crucial to 

examine what analytics are being measured and if these are the best analytic measurements 

for reaching volunteers.  

As non-profit organizations expand their use of social media and social media analytics 

further research may be needed to analyze which social media tools and other analytic tools 

such as HootsuiteTM, SocialbakersTM, Post PlannerTM, and others work best for their particular 

needs. Additional research may help determine how dialogic communication on social media 

could not only help recruit volunteers, but also be used to screen volunteers and place them in 

meaningful volunteer experiences that use their life experiences and skills to the fullest. It is 

clear that more research is needed to reach the full potential of social media as a tool for 

volunteer recruitment.  
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APPENDIX B 

 Anatomy of a Facebook Page (Jenson, 2013) 

 


