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ABSTRACT

This study examined the use of Facebook™ 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

k™ has

unheard of even a decade ago. For example, in less than a decade Faceboo
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,™ and
LinkedIn,™ 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
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valuing true “l 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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Useful Information

Ease of Interface

1

2

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 AOL™ 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, | 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 |
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 Twitter'™ 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 ™ 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
guestion-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 ™, 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.



ANALYSIS OF NON-PROFIT SOCIAL MEDIA-Schauer Page |19

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:

Usefulness of Information
Ease of Interface
Conservation of Visitors

Generation of Return Visits

A

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:

Over $1 billion in total revenue
Over $500 million in total revenue

Over $250 million in total revenue

Over $200 million in total revenue

A

Over $S100 million in total revenue

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

TheY

Goodwill Industries

The Nature Conservancy
American Cancer Society
New York Public Library
Metropolitan Museum of Art
New York Presbyterian Fund

Mental Health America

© ©® N oo Uu A w NP

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:

e Partial
e |nconsistent
e Confusing

e 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 Marker on Social Media | Present/A | PICO
Dialogic Theory Site bsent Partial

P/A Inconsistent
Confusing
Out of Context

Usefulness of Page Statistics
Information
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

eS| Profile Image
Cover Image
Link to website

Like box to like
organization




ANALYSIS OF NON-PROFIT SOCIAL MEDIA-Schauer Page |23

Like option on
individual posts

Conservation of Timeline
Visitors

Pinned posts

Follow option

Recent Activity
Shares on Individual
posts

Generation of Regular Daily Posts
Return Visits

Events

Applications

Dialogic Two-way Discussions
Feedback Loop

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.

Emall or Phone Password

TheY
is on Facebook.

To connect with The Y, sign up for Facebook today.

SLL

Non-Profit Organization
The Y: We're for youth development, healthy living and
social responsibity.

My Fresh
Page Project

About Photos Likes Events YMCA Fresh Page

Fig. 1: The Y Facebook page

Table 2: Analysis of The Y Facebook page

Principle of Marker on Social | Present/A | PICO
Dialogic Theory | Media Site bsent Partial
P/A Inconsistent
Confusing Out
of Context

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

About Section P

Mission or Vision P The Y: We're for youth

Statement development, healthy living and
social responsibility.

Description of P Listed in the About Section:

Organization or Who we are:

History 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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Ease of Interface

Conservation of
Visitors

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
Profile Image
Cover Image
Link to website

Like box to like
organization
Like option on
individual posts
Timeline
Pinned posts
Follow option
Recent Activity
Shares on
Individual posts
Regular Daily

o

)

W U U > U

(P)artial
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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.

Phone: (800)872-9622

E-mail: fulfillment@ymca.net
http://www.ymca.net
http://www.twitter.com/ymca
http://www.youtube.com/ymca

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.

http://www.ymca.net
http://www.twitter.com/ymca
http://www.youtube.com/ymca

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

Dialogic
Feedback Loop

Posts

Events P
Applications
Two-way P
Discussions

v

Messages

News Feed
Comments

More than 10
posts by others
Recommendation
s by current
volunteers

VW VU U O

>

The Y

per day were observed.

There were several examples of
two-way discussions between
“friends” of the Y

and between “friends” and the
organization.

.Y They Timeline ~ Recent ~

Y The Y lnspiced many outside of the sport as welll (mm)
Like - 16 hours g

& ey

-y —ie

We gave you a quick reminder this moming that you're awesome
and to take a breather. If you haven't done that yet today, do it
now! #ymca (mm) hitps://www.facebook.com/YMCA/
posts/734801739886849

Like * Comment * Share (3]
&5 139 people ke this.

: Write a comment
)v The ¥ shared a lnk.
o el buigrs

Next time things seems overwhelming, take a gander at these
images from outer space. Bet they change your perspective a bit.
#beautiful (sn)

HubbleSite - Gallery
hubbleste.org

bie’s photos., We'l point

£ tour of som
5 you some fast facts

how'd that go? (al) | ecent

A Digital Detox Test: Unplug Twitter gad
phone.

wiecting, you wean yourself off the dopamine
and information,

See Al

ek sk Doublellown Casino Slots & Poker

gofffiow + Carcl Elbott Tracy and Reno Jelt
‘played DoubleDown Casino Siots & Poker

Get FREE SPIN at Doublet) Casino
ey Doublet) Casino

o Just One Lucky Spin will
WIN MILLIONS! Click to
Play #1 FREE SLOTS!

@) Play Now * 1,000,000 people play this
1% Chat (6)

Nancy J Carison T go nuts for awhile, then disconnect for a few
days. However, 1 belong to a community organization that
depends upon me being available at al times, 5o 1 usually Just
disconnect from FB and Instagram.

Fig. 2: Two-way discussion on The Y Facebook page
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" | Close

Donald Nemec

s the Y" i icy to run ground checks on all volunteer
L he C fi

scre

ocal coaches have been

W McGaw YMCA - Evanston

e A place where all come together.” - #ymca #BeCauseY

\4 McGaw YMCA - Evanston

b "My Y Is my new home.” - #ym
i

LiveStrong at the Y1

)' Bayside Family YMCA of Greater Providence
‘e

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).

< | T 0~ ¢ [y - O 5 |

Mental Health America Q

Create Page

Sponsored #

Technology
doesn’t wait
att.com

- = ( Need the latest phone
Mental Health America | 4 Like | [ 5 Foll Message # ¥ | on the market? ATET

32,927 likes * 1,201 talking about this has what you are
looking for. Shop now!

Non-Profit Organization 100% Fun Slots!
This is the official Mental Health America (MHA) page on \ 17 32 927 (1] kKK House of
Facebook. MHA is the country's leading nonprofit dedicated 4 ‘— ’ Le ™ e Fun - Slots
2 S -
’ o e Y

to helping all Americans live mentally healthier lives

About - Suggest an Edit Photos Likes Events Race Registration
Highlights ~ New Casino Game!

PLAY FOR FREE!
m Play Now * Reno
Jeff Tracy and Cindy

[£ Post  [@ Photo / Video Invite Your Friends to Like This Page See All Klein played House of
Fun - Slots.

Write something on Mental Health America's Page... Type a friend’s name... m
I Recent
X ? 2014
s Mental Health America shared a link. Mehissa Doniovan [mmate] < A .| 2o chat (11) i

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

Principle of Marker on Present/A | PICO Notes
Dialogic Theory | Social Media Partial
Site Inconsistent | Mental Health America

Confusing
Out of
Context

Usefulness of Page Statistics P 32,539 likes; 1,256 talking about this
Information
About Section P
Mission or P Mission:
Vision Mental Health America is dedicated to
Statement promoting mental health, preventing

mental disorders and advocating,
educating, and serving all Americans on
mental and substance use conditions.

Description of P With over a century of experience in
Organization or advocacy, public education, and the
History 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 P
Information 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
Ith...



http://www.twitter.com/mentalhealtham
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Ease of Interface

Conservation of
Visitors

Generation of
Return Visits

Dialogic
Feedback Loop

How to
Volunteer
Information
Description of
Volunteer
Needs/Volunte
er Positions
Volunteer
Application
electronic or
printable pdf
Volunteer
Policies or
handbook
Milestones
Photo Albums
News Links or
Press Releases
Volunteer
Testimonials
Profile Image
Cover Image
Link to website
Like box to like
organization
Like option on
individual posts
Timeline
Pinned posts
Follow option
Recent Activity
Shares on
Individual posts
Regular Daily
Posts

Events
Applications

Two-way
Discussions

Messages
News Feed

o Y U 9 ©

T U © v ©

0 v

(P)artial

(P)artial

(I)nconsiste
nt

(P)artial
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http://www.causes.com/mentalhealthame
rica
https://www.facebook.com/mindyourheal
th5k

Information available on race and
fundraising.

Information available on race and
fundraising.

News links available in posts

Gaps in posts were evident, especially on
weekend dates.

App at top of page
Mental Health America replied to no posts

during analysis. “Friends” of Mental Health
America had two-way discussions.


https://www.facebook.com/mindyourhealth5k
https://www.facebook.com/mindyourhealth5k
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Comments P
More than 10 P
posts by others
Recommendati A
ons by current
volunteers

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.

| § )| Goodwill Industries International, Inc.

gEaces Goodwill Industries

© Like Message & ~
International, Inc.
88,766 likes * 627 talking about the
Thaft or Consignment Store * Disability Services * Education "‘D"'RY""‘“I e
We are North America’s leading nonprofit provides of education, Ve DONATE STUFF. . 88.766
training, and career services for people with disadvantages as. EEm- CREATE JOBS. | s
well as those with physical, mental and emotional i
About - Suggest an Edit Photos Donate. Create Jobs.  FAQs Likes

Post  [[§ Photo / Video . Invite ¥

four Friends t Like This Page:

Post something on this Page.

m Zack VanNatta

Create Page

| Recen

1,000,000 Free Chips!
Jededek + DoubleDown Casino Slots & Poker

7§ Play Now and get
1,000,000 Free Chips!

(@) Play Now * Carol Elliott Tracy and Reno Jedt
Tracy played DoubleDown Casing Slots & Pokes.

Get FREE SPIN at DoubleU Casino
Jeddok - Doublel) Casino

” Just One Lucky Spin will
WIN MILLIONS! Click to
Play #1 FREE SLOTS!

(@) Piay Now * 1,000,000 people play this

19 Chat (8)

Fig. 5 Goodwill Industries Facebook page

Table 4: Analysis of Goodwill Industries Facebook page

Principle of Marker on Social Present/A | PICO
Dialogic Theory | Media Site bsent Partial
P/A Inconsistent
Confusing
Out of Context
Usefulness of Page Statistics P
Information
About Section P
Mission or Vision P
Statement
Description of P

Organization or
History

\[e] {=

Goodwill Industries

88,867 likes; 797 talking
about this

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.

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.or;

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

Description of A
Volunteer
Needs/Volunteer
Positions

Volunteer A
Application

electronic or

printable pdf

Volunteer Policies A
or handbook

Milestones A
Photo Albums P
News Links or Press P
Releases

Volunteer A
Testimonials
i i Profile Image

Cover Image

Link to website

Like box to like
organization

Like option on
individual posts
Conservation of W il (=[]

Visitors Pinned posts

Follow option
Recent Activity
Shares on Individual
posts

) W U U O

W U U > U



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

ANALYSIS OF NON-PROFIT SOCIAL MEDIA-Schauer

Generation of
Return Visits

Dialogic

Feedback Loop

Regular Daily Posts
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Applications
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Discussions
Messages

News Feed
Comments

More than 10 posts
by others
Recommendations A
by current

volunteers
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| £} Goodwill Industries International, Inc.

(I)consistent

(P)artial

posts.

E ‘ Goodwill Industries Intern... Timeline ~ Recent ~ ‘

~ Joette Estep
. ’ﬁ
| Q
Like - Comment - Share B4
) 191 people like this. Top Comments ~

ﬁ Write a comment....

Mia Pedersen Why doesn't the asheville goodwill offer coupons
or even any discount days?
Like * Reply * Yesterday at 7:18am
ﬂ ‘Goodwill Industries International, Inc. Hi Mia- Please
contact your local Goodwill HQ for more information:
http://bit.ly/GWContact
Goodwilldl] Locator | Goodwill Industries
International, Inc.
www.goodwill.org
We help people eam a living, improve their
lives, and strengthen their families and
their communities.

Like * &A1 - Yesterday at 7:39am
ik witea reply...

Linda Stewart Kaufmann How much does your CEO earn
Like - Reply * ¢33 * Yesterday at 7:56am

J View 10 more comments

[ Like E
; I ’
n DONATE STUFF. 1
CREATE JOBS. 2
2
Like - Comment - Share P38

& 64 people like this.

# Write a comment...

ARl Mary Larsen as a mater of fact I have a few large bages to take
b after work today...
Like * Reply * about an hour ago

‘Goodwill Industries International, Inc.
E March 12 @

When Montreal Ellis was laid off from his job, he needed
assistance with searching for a new opportunity. That's when
Goodwill Industries of North Louisiana came into the picture.

"I had a job coach that helped me learn my job and a
retent... See More

¥7_ ¥

Trar

O Wig * 2

Fig. 6: Two-way Discussion on Goodwill Industries Facebook
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During the analysis there
were occasional gaps in

Events absent at top of page,
some events listed in posts.
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" " " 3 o
li Goodwill Industries International, Inc. 6 Home 20+  Find Friend|

B Goodwill Industries Intern... Timeline ~ 2014 ~ ) Like E

&9 Kim Fry likes this.
i Eva King Goodwill Industries International, Inc.

February 18 E Write a comment...

My good friend never went Goodwilling with me until Dparrell Olson shared  link
Sunday...now needless to say she is addicted!!! @) goodwill!!! — a February 18 )

with Andrea Reyes.

Like * Comment http://www.huffingtonpost.com/john-hrabe/the-worst-

5 3 people like this. Top Comments - corporation-in-_b_1876905.html|

E Write a comment...

Goodwill Industries International, Inc. Thanks for sharing!
Like * Reply * &3 1 * February 19 at 6:59am

Andrea Reyes Goodwill is the truth u better start going!!
Like - Reply - February 19 at 11:51am

&7 View 2 more comments

WU Alberto Gonzalez » Goodwill Industries International,
g Inc.
Sl Fcoruary 16 Goodwill's Charity Racket: CEOs Earn Top-Dollar, Workers Paid
Less Than Minimum Wage
www.huffingtonpost.com &)

i have social phobia would goodwill industry be a good job for um
like me? An American multi-national corporation, which accepts millions of dollars

in government funds, pays its top executives more than half a million ;E
dollars per year in total compensation, while simultaneously paying.
Like - Comment
TEPEII=iEo Like - Comment - Share
E Write a comment...
g Goodwill Industries International, Inc. There are all Holly Livengood » Goodwill Industries International,
different kinds of positions available, and the types available wold Inc. ) Tra
depend on what your local Goodwill has to offer. The best thing to do February 14

would be to contact your local Goodwill to find out what's available.

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).

n The Nature Conservancy

PROTECTING NATURE.
PRESERVING LIFE.

Sponsored &1

Masters Degree Online- PR

publicrelations.kent.edu

Earn a Mast
focused in P
State. 100%

Always Infinity

always.com

The Nature Conservancy @ o Like | | Message % ~ N The ol pa

% % %k % ¥ (5,576 ratings) \7 s

547,048 likes - 10,808 talking about this * 4,464 were here N4 I

/BN 1,000,000 Free Chips!
We’re‘ [8~] | Yk DoubleDown Casino
Hiring* Play Now an

8 .

~
SLOTS 1,000,000 Fi
pl AY :D:E

Organization * Environmental Conservation
Protecting nature. Preserving life. http://nature.org/

About - Suggest an Edit Photos Instagram feed Careers Wall Rules Ay
DOURLE
DOWN

ﬁj Play Now * Carol Elliott Tracy i
Tracy played DoubleDown Casino !

Get FREE SPIN at DoubleU Cas

[ i Y %7~ DoubleU Casino
[ post | B Phot/ivideo Donate to The Nature Conservancy

2 =JJY] Just One Lu¢

. % ; WIN MILLIC

Write something on The Nature Conservancy's Page... * $10 $25 $50 $100 $250 Play #1 FRE
— . ﬂ 'BA

Learn more about donations on Facebook. Donate Now ) Play Now * 1,000,000 people |

». The Nature Conservancy
about an hour ago * Edited

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

Principle of
Dialogic Theory

Usefulness of
Information

Marker on Social
Media Site

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

Present/A | PICO

bsent Partial

P/A Inconsistent
Confusing
Out of Context

P

P

P

P

P
(P)artial
(P)artial

A

A

Page |38

Notes

The Nature Conservancy

547,048 likes; 10,808 talking
about this

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

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

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 or

How to plant a tree, give green
gifts, and a donate app.

Information is more closely
related to fundraising.


mailto:trevor_martin@tnc.org
http://twitter.com/nature_org
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Ease of Interface

Conservation of
Visitors

Generation of
Return Visits

Dialogic
Feedback Loop

handbook
Milestones
Photo Albums
News Links or
Press Releases
Volunteer
Testimonials
Profile Image
Cover Image
Link to website
Like box to like
organization
Like option on
individual posts
Timeline
Pinned posts

Follow option
Recent Activity
Shares on
Individual posts
Regular Daily
Posts

Events

Applications
Two-way
Discussions

Messages

News Feed
Comments
More than 10
posts by others
Recommendatio
ns by current
volunteers
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(P)artial
Donate to the Nature
Conservancy stays at the top.
(P)artial No Event app, but there are

events listed within posts.

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

posts frequently.
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The

ture Conservancy

O The Nature Conservancy Timeline ~ Recent ~ o) Like

AP VI N0t a Cisike Of 1. She 10UNA A Way fegardiess. NTTP://NaTUre.ly/ 1691500
Like * Reply * €92 * March 10 at 8:49%m
IR Todd Hayes Inspiring story!
BN Like * Reply - €32 * March 10 at &:31am

) View 2 more comments

O The Nature Conservancy

You can raise money for The Nature Conservancy with just one
step! Use Charity Miles this weekend on your mobile device and
start making a difference when you walk, run or bike.
hittp:/fwww.charitymiles. org/

Photo Credit: Kuika/Flickr.
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Like * Reply * €1 * March 9 at 9:17pm
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Like * 2 - M

i e a reply
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Fi.1.1: 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.

n American Cancer Society

THE OFFICIAL SPONSOR - - =
OF BIRTHDAYS® American Cancer Society @ & Like Message % ¥

899,746 likes * 37,982 talking about this

Non-Profit Organization
For cancer information, call 1-800-227-2345 anytime, day
or night, or visit www.cancer.org

About - Suggest an Edit Photos Events ACS News ACS Videos

https://www.facebook.com/photo.php?fbid=10153223896200301 &set=a.10151374792700301.817878.15726030300&type=1 1+ Chat (8)

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

Principle of
Dialogic Theory

Usefulness of
Information

Marker on Social
Media Site

Page Statistics
About Section
Mission or
Vision
Statement

Description of
Organization or
History

Contact
Information

Present/A | PICO

© © ©

P

Partial
Inconsistent
Confusing
Out of
Context
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American Cancer Society

899,393 likes; 36,087 talking about this

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.

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

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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Ease of Interface

Conservation of
Visitors

Generation of
Return Visits

Dialogic
Feedback Loop

How to
Volunteer
Information
Description of
Volunteer
Needs/Voluntee
r Positions
Volunteer
Application
electronic or
printable pdf
Volunteer
Policies or
handbook
Milestones
Photo Albums
News Links or
Press Releases
Volunteer
Testimonials
Profile Image
Cover Image
Link to website
Like box to like
organization
Like option on
individual posts

Timeline
Pinned posts
Follow option
Recent Activity
Shares on
Individual posts
Regular Daily
Posts

Events

Applications
Two-way
Discussions
Messages
News Feed
Comments

T U © U U T U © ©

o

o

(P)artial

(P)artial

(P)artial

(P)artial

(P)artial

(I)nconsistent

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

Through a web link there is a significant
information on how to volunteer.

Information available through web link.

Information available through web link.

Available on website when following
links.

Donate to the American Cancer Society.

There are gaps in posts. No posts on
March 4 or 11.

No app at top for events, but events are
listed in posts.
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More than 10 P
posts by others

Recommendatio
ns by current
volunteers

(P)artial

‘ookcom/AmericanCancerSociety/inf
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There were more than 10 days posts
observed in two days.

Through the volunteer web link there
were volunteer story videos.

Y I e e [

ﬁ American Cancer Society Q

#83 | American Cancer Society About ~ o Like
About Basic Info

For cancer informtion, call 1-800-227-2345 anytime, day or night, or vsi Yoined

. cancer.org Facebook 14032007

Mission .

Location
Wie save lives by helping people stay well by preventing cancer or detecting it
early; helping people get well by being there far 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 workdwide to join the fight.

Company Overview
The official American Cancer Soclety Facebook Fan Page.

Products

Together we're helping you stay wel, get well, by finding cures and fighting
back. For cancer information, call B00-227-2345 anytime, day or night.

To volunteer with the American Cancer Socety:
ittp:/ fervew.cancer.org/Involved

To donate to the American Cancer Society: hitp:/fwww.cancer .org/Donate

General Information

The American Cancer Society is a nationwide, community-based voluntary
health organization dedicated to eliminating cancer as a major health problem.

wie're fighting for a world with less cancer and more birthdays.

org/abouty

State Fundraising Notices: hi
fundraising-notices... See More

3 8] -3

250 Williams, Atlanta, Georgia 30303

Relay For Life

hitp://relayforlife.org/

http:/ wwwe.twitter.comyrelayforiife
hrp:/furww. youruibe. comyrelayforlfedotorg
hitp://www.relayforlfe.org/secondlife

American Cancer Society Global Programs
hitp://www.cancer.org/ AboutUs{Globaltealth

Choose You
hitp://www.chooseyou.com/

Making Strides Against Breast Cancer
hittp:/ fwww. makingstrideswalk.org/

Dr. Len's Blog
hitp://www.cancer.org/ AboutUs/Dri.ensBiog

ACS Gt shop
it/ forww.acsai

TLC - Tender Loving Care catalog
ttp:/ fwww. edirect.org/

Great Amencan Smokeout
hitp://www.cancer.org/Smokeout

Cancer Survivor's Network

Fig. 12: How to Volunteer with American Cancer Society
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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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| £l NYPL The New York Public Library Q
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Play Now and get
1,000,000 Free Chips!
D) Play Now - John T
Van Natta and Carol
Elliott Tracy played
DoubleDown Casino
Slots & Poker.
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Fig. 14 New York Public Library Facebook page

Table 7: Analysis of New York Public Library Facebook page

Principle of Marker on Social Present/A | PICO Notes
Dialogic Theory | Media Site bsent Partial

P/A Inconsistent New York Public Library
Confusing
Out of Context

Usefulness of Page Statistics P 131,163 likes - 5,949 talking
Information about this - 71,514 were here
About Section P
Mission or Vision P The mission of The New York
Statement Public Library is to inspire
lifelong learning, advance
knowledge, and strengthen our
communities.
Description of P The New York Public Library,
Organization or NYPL for short, is comprised of
History 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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Ease of
Interface

Conservation of
Visitors

Generation of
Return Visits

Dialogic
Feedback Loop

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
Profile Image
Cover Image

Link to website

Like box to like
organization

Like option on
individual posts
Timeline

Pinned posts
Follow option
Recent Activity
Shares on Individual
posts

Regular Daily Posts

Events

Applications
Two-way Discussions

Messages

A

o U U U ©

T © YU > ©

(P)artial

(I)nconsistent

(P)artial
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Fifth Avenue at 42nd Street
New York, New York 10018

Phone (917) 275-6975
Website http://www.nypl.org

Date opened is listed.

Within posts.

Missing posts on Sunday dates.

While visitors to the site are
talking and commenting NYPL
was not observed engaging in
two-way discussions.


http://www.nypl.org/
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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.



ANALYSIS OF NON-PROFIT SOCIAL MEDIA-Schauer Page |50

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).

'i The Metropolitan Museum of Art, New York Home 2 Fin Amy

= -

Sponsored

1,000,000 £
Fodokok

The Metropolitan Museum of Art, New

York
% % % % ¥ (29,355 ratings)

1,075,215 likes * 46,562 talking about this - 700,127 were here

o Like | [ » Follow | # v

&) Play Now
® Museum - Art Gallery - Public Places & Attractions Tracy played
© 82nd Street at 5th Avenue, New York, New York 10028 ) r, ‘ Masters e
. (212) 535-7710 publicrelatior
® Today 10:00 am - 9:00 pm ‘J

About - Suggest an Edit [@) Photos #MetSelfie @ Pinterest [ Events .
o]
Al N
n We e on

y w/1m Instagram ERETE

L2 2.2 8
W Twitter ) Likes ! Instagram feed g
&

ﬁj Play Now

Fig. 16 Metropolitan Museum of Art Mission
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Email address SIGN UP FOR EMAILS BECOME A MEMBER MYMET Sign in/ Register

@ HE METROPOLITAN MUSEUM OF ART [Szarh moimiseun o 8

Exhibitions Collections Events Learn Research Give and Join About the Museum Blogs Shop

Home > About the Museum > Career and Volunteer Opportunities

About the Museum Career and Volunteer Opportunities

The Met Around the World Applications from candidates at all levels of training, experience, and education are accepted
for positions in administrative, curatorial, retail, security, trade, and professional areas. In

Museum Mission Statement addition, more than one thousand dedicated volunteers work in areas throughout the

History of the Museum Museum.
Museum Departments Career Opportunities > Volunteer Opportunities >
Entertaining at the Met The Metropolitan Museum of Art provides an  The Volunteer Organization of The
¢ d Volunt opportunity for employees to enrich and Metropolitan Museum of Art was founded in
oareerl;:n_f olunteer develop their love of the arts while 1967 by twelve Members of the Museum who
Pportunities contributing their specific skills and talents to  assisted at the Information Desk in the Great
Career Opportunities the mission of the Museum. Hall. Responding to the needs of the
Museum over the years, the Volunteer
Volunteer Opportunities Organization has grown to more than 1,250
Annual Report and IRS Form men and women working throughout the
Museum.

990

Collections Management
Policy

Contact Information

Press Room

Fig.17 Metropolitan Museum of Art Volunteer Opportunities

Table 8: Analysis of Metropolitan Museum of Art Facebook Page

Principle of Marker on Social Present/A | PICO Notes
Dialogic Theory | Media Site Partial Metropolitan Museum of Art

Inconsistent
Confusing
Out of Context

Usefulness of Page Statistics P 1,075,213 likes; 46,562 talking
Information about this
About Section P
Mission or Vision A
Statement
Description of A
Organization or
History
Contact Information P Phone (212) 535-7710
Website
http://www.metmuseum.org
How to Volunteer A

Information


http://www.metmuseum.org/
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Ease of Interface

Conservation of
Visitors

Generation of
Return Visits

Dialogic
Feedback Loop

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
Profile Image

Cover Image
Link to website

Like box to like
organization
Like option on
individual posts
Timeline

Pinned posts
Follow option
Recent Activity

Shares on Individual
posts

Regular Daily Posts
Events

Applications
Two-way Discussions

Messages
News Feed
Comments

o

(P)artial
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Posts contain news links.

Although “friends” of the
museum are having discussions,
the Museum was not observed to
have responded to any posts.

No Top Comments on posts.
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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 Marker on Social Media | Present/A | PICO Notes

Dialogic Theory | Site Partial New York Presbyterian Fund-
Inconsistent New York Presbyterian Hospital
Confusing
Out of
Context

Usefulness of Page Statistics P 40,573 likes; 2,223 talking about
Information this
About Section P
Mission or Vision P One of the most comprehensive
Statement 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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Description of P
Organization or History
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highest quality, safest, and most
compassionate care and service.

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:

e NewYork-Presbyterian
Hospital/Weill Cornell Medical
Center
http://g.co/maps/fgf7d

* NewYork-Presbyterian
Hospital/Columbia University
Medical Center
http://g.co/maps/ed8ce

e 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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Volunteer Application
electronic or printable
pdf

Volunteer Policies or
handbook
Milestones

Photo Albums

News Links or Press
Releases

Volunteer Testimonials

Profile Image
Cover Image
Link to website
Like box to like
organization
Like option on
individual posts
Timeline
Pinned posts

Follow option
Recent Activity
Shares on Individual
posts

Regular Daily Posts
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locations, please visit:
http://nyp.org/directions.html.

Phone

(877) 697-9355
Email
facebook@nyp.org

Website
http://nyp.org

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

This information is contained in
web link.

This information is contained in
web link.

This information is contained in
web link.

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

Video shows volunteers and what
they are doing, but staff are

speaking on the video. It’s more
volunteer recognition.

An Event was pinned.

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

Events

Applications

Dialogic
Feedback Loop

Two-way Discussions

Messages

News Feed

Comments

More than 10 posts by

others

Recommendations by
current volunteers

. ;I NewYork-Presbyterian Hospital

| NewYork-Presyterian Hos... About —

One of the most comprehensive health care institutions in the world, NewYark-

Presbyterian’s vision is to be among the top academic medical centers in the Awards NYP ranks #1in Hew York and among the top six in the
nation in cinical and service excellence, patient safety, research, education, and US. out of nearly 5,000 hospitals evahuated by U.5. Neves
‘community service. We are committed to We Put Patients First. This means that & World Report's 2012-2013 Best Hospital rankings. As
i everything we do, we make patients our first pririty and strive to provide: ane of the nation's argest and mast comprehenive
them wiith the highest quality, safest, and most compassionate care and ‘ n g !
medical centers in the nation, NYP is also one of only 17
sence. hospitals listed on U.5. News’ Honor Roll of America's Best
Company Overview Hospitals.
NewYork-Presbyterian Hospital, based in New York City, is the nation's largest y
forp hesatal with 51400 beds, b has Products Es;;dﬁ:;j;;; :xre::nrk Presbyterian, please call
academic affations with two of the nation's leading medical colleges: Weil T o searchoctor m
Comell Medical Colege and Columbia University Callege of Physicians and 4p:/fapp1.nyp.org/fadsearchoctor.htm.
Surgeons. NYP has nearly 2 million inpatient and outpatient visits a year, -~
including dos... See More Visit our Health Library in English:
htps//nyp.orgflibraryfindex.htmi
Description
Visit Health Libr E he
This page contains general information about health care topics. Tt does nat ,‘lw :":"w fﬂg o oy Spant
provide medical advice and is not to be used or relied on for diagnosis or :
treatment. Talk to your doctor or ather health care providers before making a Follow us on Tertter
health decision.. -
ealth care decision. http://owitter. com/NYPHospital
Please do not share any personal health information or ather confidential
information about you or anyene else on our Facebook page. When Follow us on Instagram:
i hitp:/finstagram. com/YPHospital
Subscribe to our free e-newsletters:
http://yp-org/health-enews/patients-and-famies-
enews.
Visit our Volunteer pages:
http:/fnyp.org/volunteer/index.html
Visit our International Services pages:
http://nyp.orgfinternational
Visit our You Tube channel:
hitp://vww.youtube.com/newyorkpresbyterian
Watch our Web Casts:
http://yp-ora/projwebeast-archive.htmi
Visit our Careers web site:
htip:/fcareers.nyp.org/
Contact Info
Phone (877) 697-9355
Email facebook@nyp.org
Website http://nyp.org
Life Events

observed, noticeably on
weekends.
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Fig. 20 Contact Information on New York-Presbyterian Hospital Facebook
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E | NewYork-Presbyterian Hos... About ~

One of the most comprehensive health care institutions in the world, NewYork-

is to be among the 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 highest qualty, safest, and most compassionate care and
service.

Company Overview

NewYork-Presbyterian Hospital, based in New York City, i the nation's largest
nat-for-proft, non-sectarian hospital, vith approximately 2,400 beds. NYP has
‘academic affilations with two of the nation's leading medical colleges: Wel
‘Comell Medical College and Columbia University College of Physicians and
‘Surgeons. NYP has nearly 2 millon inpatient and outpatient visits a year,
induding dlos... See More

Description
“This page contains general information about health care topics. It does not
provide medical advice and is not to be used or relied on for diagnosis or

atment. Talk to your doctor or other health care providers before making
heslth care decision.

Please do ot share any personal health information or other confidential
information about you or anyone else on our Facebook page. When
posting ...
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Awards NYP ranks #1in New York and among the top six in the
US. out of nearly 5,000 hospitals evaluated by U.S. News
‘& World Report's 2012-2013 Best Hospital rankings. As
‘one of the nation’s largest and most comprehensive.
medical centers in the nation, NYP is also one of only 17
hospitals listed on Uis. News' Honar Roll of America's Best
Hospitals.

Products To find a doctar at NewYork-Presbyterian, please call
1-877-687-9355 or visit
http://app1.nyp.orgifad|searchDoctor.htm.

Visit our Health Library in Englich:
ttp: /nyp.org/iibraryindexhtml

isit our Health Library in Spanish:
http://nyp.arg/espancl

Follow us on Twitter:
hitp:itter.com/NYPHospital

Fallow us on Instagram:
http://instagram.com/NYPHospital

‘Subscribe to our free e-newsletters:
http://nyp.org/health-enews| patients-and-families-
enews.html

Visit our Volunteer pages:
http://nyp.orgfuoluntezr/index. htmi

Sponsored see All

NEW Golden Goddess Slot!

Ak DoubleDawn Casina Slots & Poker
NEW Golden Goddess Slot!
1 Million FREE Chips. PLAY
Now !

Play Now - Carol Eliott Tracy and John T
Van Natta played DoubleDown Casino Slots &
Poker.

Get FREE Coins at Doublel Casino
Sk Ak 7 DoubleU Casino
1 Million FREE Coins are

Yours if you Join Doublel
Casino NOW!

B2

) Play Now * 1,000,000 people play this

100% Fun Slots!
Sk Kkk 7 House of Fun - Slats

s New Casino Game! PLAY.
L] For Fre!

i[OS

Naw  Reno Jeff Tracy and Cindy Klein
played House of Fun - Slots.

Visit our Intemational Senvices pages: No Tax Knowledge Needed
hitp://nyp.orgfinternational turbotax.intuit.com

I Taxes done right and get
Visit our You Tube chann vour max refund,
http:// v youtubecom/newyorkpresbyterian > guaranteed. I

Watch our Web Casts:
http://nyp.org/projwebcast-archive. html

o tax
knowledge needed. Start
FREE!
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, Free Stuff for the Taking
Visit our Careers web site: S
hitp:careersnyp.org/ P,
it Free - Anything
. Everythingis Free on
Listia.com
Contact Info
Phone {877 697-9355
D) Use Now * 100,000 people used Listia.
Email facebookenyp.org
Website hitp://nyp.org
Life Events v

20 Chat (11)

Fig. 21 Web link on how to volunteer with New York-Presbyterian
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Fig. 22 Volunteer Opportunities page for New York-Presbyterian
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Apply Now

Access health recards from your haspital visits online with myNYP.org | Register Now | Sign In

MicAL TRIALS
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[B) REQUEST AN APPOINTMENT ONLINE
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BACK TO THE VOLUNTEER WELCOME PAGE — Search Iﬂ
Home -
To start the zpplication process, please download Fag
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Please save the completed application as a word
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FIND A DO
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Fig. 23 Apply Now to be New York Presbyterian Volunteer
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Mondays can be ruff, but not with this face. Meet Lychee, one of
the newest four-legged volunteers at NewYork-Presbyterian
Hospital.

Like * Comment - Share B8

&2 862 people like this.

# Write a comment...

Kristina O'Brien When I was in NYP for my transplant 8yrs ago,
I met a therapy dog.
Like - Reply - ¢33 * March 10 at 11:25pm
[l NewVork-Presbyterian Hospital Do you remember which
one you met, Kristina?
Like * &5 1 * March 11 at 7:53am

i |write a reply...

‘ Lily Gavronskaya Aww I luv Lychee already.
|

Top Comments ~

Like * Reply * 52 * March 10 at 7:03pm

. NewYork-Presbyterian Hospital We had the same
reaction, Lily!
Like * 32 * March 11 at 7:54am

il | wite a reply..

&) View 19 more comments

| & Like

& 218 people like this. Top Comments ~

Write a comment...

Jason Barell Great use of social medial!
W Like - Reply ¢34 * March 11 at 3:55pm

. NewYork-Presbyterian Hospital Thanks, Jason.
Like " &1 - March 12 at 9:09am

ik | wite a reply...
Jadlyn Mucaria Kenny Very cool. Congrats Alissa.
Like - Reply - €32 * March 11 at 5:51pm

' Alissa Rumsey Thank you Jackie!
Like - March 12 at 11:31am

ik | wite a reply...
Kisskiss Pugh Great
Like *Reply *¢31 - March 12 at 8:58am

Kokila Patel Great.
Like - Reply * €31 - March 11 at 6:10pm

Lorraine Burwell .
Like * Reply * March 12 at 7:40am

Write a comment...

NewYork-Presbyterian Hospital created an event.
March 10 @

| THE 6TH ANNUAL

REELABILITIES

NY DISABILITIES FILM FESTIVAL

The JCC in Manhattan and ReelAbilities: NY
Disabilities Film Festival

Thursday, March 6 at 9:00am in EST

‘The JCC in Manhattan in New York, New York

(@)

Like - Comment - Share

&) 10 people like this.

ﬂ Write a comment...

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.
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% | The Humane Society of the... Timeline ~ Recent ~

Like - Reply * 33 - March 10 at 1:07pm I .
America's wolves are under attack! Tell the U.S. Fish and wildlife % The Humane Socicty of the United States Thank you
Service that you want to see them protected by the Endangered for your support, Jeanne! ZhE
Species Act: www.humanesodiety.org/protectwalves W = il = T il £ 20005
ik | write 2 reply.. 199
19705
IJ View more comments 2of 243
1966
1958
Vs The Humane Society of the United States Founded
R March 12 - Edited @
. <
BREAKING NEWS: SUPERVALU - one of the nation’s largest.
grocery companies with 3,400 locations including Farm Fresh, sponsored 91

Shop 'n Save, Cub Foods and Save-A-Lot - announced that it will

America's Wolves Are Under Attack - The Humane Society of the eliminate gestation crates from its supply chain! Mast ree Onlin
United States publicrelations. kent.edu

Ea
e Like - Comment - Share B 1064 fo
St
Protect America's remaining wolves! Please let the U.S. Fish and Wildlife -
Service know that you think wolves deserve federal protection. & WErpErEi Top Comments ) ﬁ {
# Write 2 comment... -
Spin & Win

Like - Comment - Share F1617 Leah Twinnie Twin What will the altematives be? Will they let Fek Kk Caesars G
them roam a little?

§ ¥ Ve
&) 8,434 people like this. Top Comments = Like - Reply * 47 - March 12 at 3:24pm l;
# Write a comment.. ¢ The Humane Society of the Urited States replied * 6 Replies

MYl Verna Kofflin Signed. Donated::)) .

L U Sharon Baker Whats a gestation crate?227222
Like - Reply * £ 17 * 21 hours ago Like - Reply * ¢35 * March 12 at 2:36pm KD Play Now - Gindy Kie
Tracy played Caesars Ca
B The Humane Society of the United States replied - 1 Reply s The Humane Society of the United States Gestation -
crates are cages used to confine breeding pigs that are so Get FREE Coins at Dot
restrictive, the animals can't even turn around. Jek kv Doublel €

Dawn Meyers-Anderson Protection not Extinction! oo e B e

Like * Reply * 3 111 * Yesterday at 11:35am
n Andrea Farmer YAY!!
Like - 92 - March 12 at 2:51pm

m Lisa Warren read on sharon, T had to teo.
1 Like + March 12 at 2:54pm

£ View more comments. 2 of 296

L) Play Now - 1,000,00

Slotomania 2014 is HI

- Tina Jane Robinson they are cruel and barbaric prison Skt Slotomani

cages!
Like  ¢7 - March 12 at 2:54pm

. Jennifer Eddy sounds like the Veal house calves are put
into pretty much after being born,
Like - ¢57 - March 12 at 2:55pm

. Katie Morgan Based on what I've seen and can't erase
from my brain, please know that this is years of torture for

these animals and the fact that we even conceived of such

treatment of animals only defines us as garbage as a spedies.

.
L) Play Now * Carol Ellis
Tracy played Slotomania

Fig. 25 Humane Society Facebook two-way dialogue

Table 10: Analysis of Human Society Facebook page

Principle of Marker on Social Present/Ab | PICO Notes
Dialogic Theory Media Site Partial

Inconsistent Humane Society of the US
Confusing
Out of Context

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

About Section P

Mission or Vision P Celebrating animals, confronting
Statement cruelty

Description of P The Humane Society of the United
Organization or States is the nation’s largest
History 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.

http://www.humanesociety.or

Only the website is listed. There is
not a phone number or e-mail
listed.

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

Click on links for fundraising
options.

News links are contained in
individual posts.

A gap in daily posts was observed
during weekend dates.


http://www.humanesociety.org/
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L Applications P
Dialogic Two-way P Several examples of two-way
Feedback Loop Discussions conversations with organization
and “friends” were observed.
Messages P
News Feed P
Comments P
More than 10 P More than 10 posts on one day
posts by others were observed during this analysis.

Recommendation A
s by current
volunteers

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).

1 Million FI

Jom us in the fight ﬁ‘g, X i
‘against kidney disease. f sgAS B T

this
This month, Pair Up with us to help spread awareness. oo

Slots1
Fokokok

American Kidney Fund
75,502 likes - 3,410 talking about this

Machines

Non-Profit Organization 5, Toda
The American Kidney Fund (AKF) fights kidney disease wm )
through direct financial support to patients in need; health Kl 75 502
education; and prevention efforts.
About — Suggest an Edit Likes Twitter Videos
&) Play N
Posts by Page v ;E";?t; Trac
eff Tracy

Slotomaniz
Machines.

Nacs = Nhndn [ \Gdan r——— 2 e =

Fig. 26 American Kidney Fund Facebook

Table 11: Analysis of American Kidney Fund Facebook page

Principle of Marker on Social Present/Absent | PICO Notes

Dialogic Media Site P/A Partial

Theory Inconsistent American Kidney Fund
Confusing
Out of Context

CESTGESS 6| Page Statistics P 75,501 likes; 3,410 talking
Information about this

About Section P

Mission or Vision P The mission of the American

Statement Kidney Fund (AKF) is to fight
kidney disease through direct
financial support to patients
in need, health education and
prevention efforts.

Description of P The American Kidney Fund is
Organization or the #1 source of direct
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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.

Phone

(800) 638-8299

Website
http://www.kidneyfund.org
Events have info on how to

help.

Events have info on how to
help.

Website
http://www.kidneyfund.org



ANALYSIS OF NON-PROFIT SOCIAL MEDIA-Schauer

Conservation
of Visitors

Generation of
Return Visits

Dialogic
Feedback

Loop

Timeline
Pinned posts
Follow option
Recent Activity

Shares on
Individual posts

Regular Daily Posts

Events
Applications

Two-way
Discussions

Messages
News Feed
Comments

More than 10 posts
by others

Recommendations
by current
volunteers

v © > ©

o

(I)nconsistent

Page | 67

There were gaps in daily posts
observed, especially on
weekend dates.

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

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 9" in number of likes, and
the Metropolitan Museum of Art had 1,075,213 likes, ranking 2" 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:

6.
7.

The New York-Presbyterian Hospital (26 present markers)

The Humane Society (25 present markers)

The Y, Mental Health America, and the American Cancer Society (tied at 24
present markers)

The Nature Conservancy (23 present markers)

Goodwill Industries and The American Kidney Fund (tied at 22 present
markers)

The New York Public Library (21 present markers)

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.

Number of Dialogic Markers Present, Absent,

or PICO
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Fig. 28 Number of Present, Absent, and PICO Markers for Each Organization
The highest ranking organization, The New York-Presbyterian Hospital, had the 7"
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 gth 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)

The New York-Presbyterian Hospital

The Humane Society

The Y, Mental Health America, and the
American Cancer Society (tied)
See #3 for tied organizations

See #3 for tied organizations

The Nature Conservancy

Goodwill Industries and The American
Kidney Fund (tied)

See #7 for tied organizations

The New York Public Library

=
(=}

The Metropolitan Museum of Art

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

The Y

Goodwill Industries
International
The Nature Conservancy

American Cancer Society

Metropolitan Museum of
Art

New York Public Library
New York-Presbyterian

Hospital (NY-Presbyterian
Fund)

Mental Health America

American Kidney Fund

Humane Society of the
United States

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

Humane Society of the
United States

Metropolitan Museum of
Art

American Cancer Society
The Nature Conservancy

The Y

The New York Public Library

Goodwill Industries

American Kidney Fund

New York-Presbyterian
Hospital

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
20009).

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 Hootsuite™ or
SocialBakers™ 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 Solutions™ or Volgistics™ 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): Agorapulse™,
Blitzmetrics™, Komfo™, Postacumen'™, QuintIyTM, Scoreboard Socil™, SocialBakers™,

ITM

Sumall™, and Wisemetrics Stream™. 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. TweetDeck™

, a free desktop application that allows volunteer coordinators to
post to multiple social media sites like Facebook and Twitter at one time.

2. BufferApp", 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. CrowdBooster™™, 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. HootSuite™, 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 HootSuite™ and schedule specific times for posts. Volunteer
coordinators also get additional reports.

5. SproutSocial ™ ,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 Hootsuite™ 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 Hootsuite™, Socialbakers™, Post Planner™, 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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THE 2013 NPT TOP 100

Sources of Incoma

Name
Tha Y

2012 Total Revenua
,239,518,000
4,804 712,075
4,260,323, 560
4227 510,561
3,353.200,000
3,154,538,043
1,666,797, 286
1,618,823, 000
1572511548
1,554,156,485
1,492,281, 757
1,378,467 31
1,315,230,542
1,150,400,000
1,062,958,000
1,021,271,551
1,011,510,720
1,009,722 230
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916,152,000
900,123,377
870,140,601
78T ETE, 187
690,536,870
684,107,824
G36,714,048
626,004,501
617,805,300
50E,798,440
576,463,006
357,527,133
553,474,000
548,366,000
526,069,039
501,836,356
434,409,851
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384,990,723
386,540,007
384,248 554
376,066,846
342373 526
34134354
336,385,754
331,408,940
315,779,534
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200,652 831

Publlc Support
827,183,000
943 665,266

3,026,201, 286
677,227,638

1,885,074,000
685,695,216

1,656,384, 635
194,194,000 268,064,000
523,384,431 400,836,802

1,510,622,608 0
674,037 656 275,216,026
148,01 647 183,366,853
193,257,103 916,403,579
251,100,000 542,400,000
358,240,000 5,746,000
255,057,933 143,574,843
128,871 435 ]
826,919,787 174,520,104
535,023,725 149,744370
828 582,000 7,820,000
391,394,523 8,542,048
776,484,977 0
104,023,552 7,146,885 1,204 285
276,681,709 418,751,086 3,260,006
171,178,474 318,139,596 n'a
202,387,056 0 321,112,058
520,013,805 639,368 14,811,795
613,748,377 1,300,348 2,540,036
505,083,005 ] 263513
347 067,934 212,628,370 5,067,272
369,282,643 172,284,433 10,380,484
218,224,000 0 114,007 000
502,854,000 ] ]
524,509,518 0 984,913
483,745,777 [ 784,831
198,881,052 - 3,111,528
138 568,751 137 816 268
77,619,561 141,533 501
120,772 406 3,586,216
04,087 206 4,135 461
358,594,225 13.885.754 1,753,423
301,852 615 11,500 8403254
134,090,023 ] 15,832,068
54,842 TEO 6,247 543 209,736
330,904,869 [ 103,828
279,740 427 10,095,078 11,580,688
4843111 61546881 316,024
293,183,560 32545 11,318

200,604,125 282,675,813 470,750 12,250,148

298,361,613 293 955,149 0 ]

Governmant
614,190,000
477,044,455
254,704,500
2,365,603,319
353,644,000
55,4955
10,407 544

Investment
54,101,000
B4,540, 062
79,727,074
51,613,692
303,343,000
59,037 356
5,107
0,315,000
T2512813
- 58,158
E8 E15,618
23,068,790
38,205,474
22,500,000
191,962,000
203 433
3,802,115
E,000,70E
e, 707, 014
34 45,000
33192
E7 856,711

Goodwill Industries Intsmational
Unitsd Wy 1
Cathobic Charitiss LISA
Thi Sakvation Army 3
American Red Cross
Task Force for Global Health
Enster Seals
Boys & Girls Clubs of Amarica 4
. Feading America
. Habitat for Humanity Intemations|
. Childrenz Hospital Boston
. Bmithsonian Institution
. Plannad Parenthiood Faderation of Amarica ¥
. Boy Scouts of Amarica §
. Dana-Farber Cancar Insfituts
. Woluntears of America
. World Vision
. Tha Mature Consarvancy
. American Cancar Society
. Food For The Poor
. ALSAC/St Juds Children's Research Hospital
. Girl Scouts of the USAT
. Catholic Reief Sarvices
. YWCAR
. Shrinars Hospitals for Children
. American Heart Associztion
. Foad tha Children
. Compassion Internationa’
. Save the Chilldren
. CARE.
. Boys Town ?
. cru 6
. AmeriCares
. Unitsd States Fund for UNICEF
. PBE
. Metropalitzn Mussum of Art
. New York Public Library

. Intemational Rescue Committss

20,156,130
27,108,283
163,797 431
250,724,500
. Institute of international Education 266,700 584
. Samaritan's Purss

. Busan &. Komen for the Curs

. Cystiz Fibrosis Foundatian 13

. United States Ofympic Gommittes

. Kingsway Charitias

. American Jewish Joint Distribution Committes 9
. Teach For America

. Direct Ralisf

. Pew Charitable Trusts

. Good3sg 18

Program Service

4,556,332 000
3,404,154,102
a
404,057,700
147,551,000
2200, 746 478
L}
T10,613,000
23314425
2412736
412,879,430
039 683,001
90,118,174
311,500,000
334,257,000
602,927 602
B63,134 857
1,044,744
151,038,042
L}

L}

L]

502 446,586
20840
nia
90,235,650
24 763,273
1]

a
8,125 955
L}
214,729,000
12,648,000
459 490
a
191,070,062
10,484 880
4,509,905
a
18 872519
1,612,000
506,004
1,738,732
176,779,032
5,310
]
28823196
414,248
3,815,705
4,353 502

Ofher
187,632,000
0
1]
E30,008,113
653,588,000
63,563 472
o
424, 737,000
96,463,077
19,279 206
61,533,027
34327 240
50,946 482
12,900,000
172,743,000
19417 675
15,902,311
1,235,898
13629115
- 14,715,000
153611
25,799,003
62,824 879
B13520
204,730,754
22,979 284
56,776,400
117,040
80122
3573475
5,568,573
6,514,000
32,864,000
105,118
2,304,748
27 412,145
67,744,107
7,530,145
2,478,975
BEZ 784
221444
31,800.063
180,682,703
100,115,787
394933
5,354,341
1,511,784
5,060
- 617,381
52,872

nia

nia
211,014,853

nia

nia
10,387,980

10,427,791
2,500,000
nfa
L]
1563, TE8
302,078
7EB.854.904
4,105,055
L}

L]
5E,481 434
1978971
nia
]
6,886,027
45317
2618
10,165,882
L}

L]
5,870,000
542,174
a
]

a
24 537 412
a
L}
13672474
67173330
a
L}

[
0
05,586

Dutions 2 ¥ Msponsos o agencl

oo
Expansas of §153,8568,000 from o n ave

3 pucitad franc Iragutar ems (0.,
3ata from natiorsl ofice and 2041 dats fom 70 afikois

]
ratioral office = FYE 202
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‘compilaion provided By MAker cluos phas audiisd nancisks of
Incilites Rvonucs. epansas of Kaional Councl. howevar, only Live st rvenucs, aigenass for e 290 Incal councils. Donor-resirictad rovenies,
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THE 2013 NPT TOP 100

Sources of ncome
Name 2012 Tolal Revenue  Fublic Suppor Govemnment Invastment Program Service Oiher

. Brother's Brother Foundation 795,883,198 204 731,595 1] 363,334 775,226 13,043

. Leukamiza & Lymphoma Sacisty 92 822 993 282 B57, 104 14,969 4,033,879 1} 2111041

. Christian Broadcasting Network 236,080 858 177 773182 o 521,523 400,880 107,385,273

. Matrapalitzn Opara Association 285,898 004 127 518,235 661,825 12597993 141,270,892 3,840,058

. Cross Imemational 282,240,795 282,103,144 1} 13877 57,326 6,448

. Catholic Medical Mis=ion Board 270,734 305 257 004,197 128084713 245,305 a o

. Gpecial Olympics Intamational 4 758,090 433 2 508,409 20437 5H 6,812,376 6,614,580 22 £26,588

. Etep Up For Studants 267,783,788 267 447 702 1} 2268 1} 333,870

. New Yark Preshytarian Fund 7 240 637 351 138,246,370 1} 25,501,013 6,261,586 - anear

. Mantal Health Amarica 2 240,511 856 28,745,532 128,770,441 4.004,702 B2324872 5,576,300

. Marina Toys For Tots Foundation 240,46 694 246 824,230 1} 1,653,268 1} 564,196

. MAP Internztional 244 071 840 240 B56,113 418205 43 685 2,718,831 34 B06

. Art Institute of Chicago 242 355 755 39,008 815 11,285,046 11,886,523 154,790,347 13,403,566

. Alrheimar's Assoeiation 240,563 32 201,736,500 12 866,528 4382 419 12,192 475 8375910 8,188,025
. Young Life 37 810 380 182,209,700 1] - 223260 54525450 1.290.081 350,000
. Muszum Of Modern Art 236,017 350 90,797,164 40,352 72,703,723 34934150 29,341,970 1]

. Marcy Comps 732,050 660 61,628 612 160843 570 575,388 420 801 382,408 087 567
. RAntery Foundzfon of Rotary Intemationzl 732,890,543 181,096,787 199,360 58,881,040 5 -7.278,158 a

. Christian and Missionary Alliance 32,516 896 56,794 237 1] 14400774 153,281,150 B.031.735 1]

. Bill, Hillary & Chelsea Clinton Foundation 12 231,088,921 113,199,518 114,546,567 521,106 1} 2.821,730 na

. Big Brothers Big Sistars of America 730,705,312 182 478,400 34105 348 1,848,041 a 12,182,025 1]

. Wildlifs Conservation Saciety 30,042 £54 TO420 424 65,722 952 9724515 51,157,154 10,131,037 na

. ChildFund international 220,938 300 3 831,708 12508431 1443878 1,463.479 750,806 15,804 7E2
. American Dizhatas Associafion 228,492 500 177 364,000 238,000 1,885,500 35,711,000 13,283,000 2,385,000
. Make-A-Wigh Foundation 27,740,595 216 437,101 1} 10,050,981 1} 1,243513 36,324,553
. Operztion Blessing Int=mational Relief and Development 220,172,143 219,217 347 951,857 153 1} 2186 1]

. National Gallery of Art 7024113 35,518 477 128,419,530 48 544372 4 574,958 1]

. Project HOPE 2T B7E 947 205,143,170 8,920,607 B73,925 556,561 2,023 662
. National Multiple Sclarosis Socisty ¢ 216,363 554 63,202,054 691,321 5,085,631 1] 147,304,548 446730
. Robin Hood Foundation ? 213623915 230,744 881 1} 1,687 587 1] - 18,808 553 1]

. LA - Federzgion of Jewizh Philenthropizs of New York 212,048,000 189,539,000 1} 23,182.000 342,000 - 115,000 200,000
. Celd Spring Harbor Leborztory T 10,820 360 124 687 502 54 4B4 404 5,901 403 1,931,783 3,745,187 a

. World Wildlifs Fund 208,495 555 154,128,534 4 213760 4.776,214 752 916 B,123,731 53,527 866
. LNCF 208,784 715 164,034,319 1] 44 250,395 ] i} 3,051,089
. National Jewish Health 206,521,290 30,218 683 47 674,000 4,073,903 124,826,448 -Znra2

. March of Dimas 205,497 g8T 195,402,390 3,199,773 3316222 1,746,635 1,832 66T

. JORF 203,068,073 195,105,087 1} 6,976,700 650 985,636

. Echolamship America 202,327 788 182,167 B30 1} 9,579,022 9,361,822 1,18105

. Chronic Dizeass Fund 201,15 266 200,401,801 1} 528,822 a - 115357

. Cartar Gantsr 200,399 460 148,717, 881 31,426,152 18,828 568 1] 426,811

- Médicing Sans Frontigres / Doctors Without Bardzrs - 200,294 442 189,249 536 1] 353,450 10671977 19479 2,538 668
. NPR 190,468,098 77,344 538 7T 3511 100,676,014 0,025,245 2,385,055
. American Kidney Fund 136,648 590 186,249,805 1} 203,350 3,064 101,471 1,247,878
. Ducks UnEmited 184,444 45 98,622 066 71527 617 7,538,659 a 6,756,503

. Hadassah # 180,287 564 47,703,350 1,891,507 74 976903 3,288,053 2320742

. JFK Center for the Performing Arts 180,085,748 54,360 964 43917953 3,036,750 68,305,144 T.HEITE

. Humans Socisty of the United Statas 3 180,023 044 163,707 358 o 3085434 2,242 407 10,087 245

. The Conssrvation Fund 179,382 974 90,306 766 1981128 TO0.445 E8,564,534 o

. Trinity Christian Broadeasting Network T 176,730,430 95,624,097 1} 17223077 B2,052917 1,830,348

100 American Mussum of Matural History 175,626 383 77,991 800 43,356 405 5,304,755 29661,149 12,866,510
TrrEzmt ¥ auied Mancel sesments 2011 data of 71 affisies 2 FYE 2012 iata of &3 aflites. pius 311 of 1122 s and 15 of OGNS
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APPENDIX B

Anatomy of a Facebook Page (Jenson, 2013)

Anatomy of a Facebook Page

N [ R
PROFILE A . : S
o

Thee s mage el Segiay M

a0 e g than BOp by Wa Your
G35 I 4 et HOs, o8 This Trage I
WO Arourd Ue B ANgEte avy cen
Yot s ot

On thplyy bet w werd 10 oo e
anises of Wby, peaphe Laking shost
PO, 2 e W P b 1
ol Bubress.

ABOI

You shandt rinks s o il 3 shert g =T

¥
0 paoe iy e A4 aliee s = 3 *~—

oyt etsute b 241 e 8 ood Mes
10 rraxini e i Drougbe o yaus wwts
he Y5 SATSANG YT 8 W kAG r— »
wrvent)

PINNED POSTS

B i

Rugular posss gt wbostines, plensd o
SIS SO L 04 emer e of you

Anglaped ardermeath B poil. You can
choows © ke poata that yos 10 konge:

STARRED POSTS

Stared ponts NohboM content ty e

¥ acravm St e calanm 1 your
Tivebros. Ut s estios 5 st Amaad
“enent 30 vl mars sgegenet

Wi lhenes v & Groat mory 16 Shem oF
et dusos 1 paun conpary histery,
Use hese 10 shew ol e doe you ware
Lnirchrid when yon beursched new proc
it or sy otber Ingartant ks These
W dnpimyed Wi an mge whes 8
BAys by 407

COVER IMAGE

Thé aing biggest cppoasty yeuhive

i o thvs Wy aew B 1 x PR Yo
My P e
Frce o purchase nbimation
Cortimtirfarmaton e wekr, anel
Arptgeka eddrenien)
Avy teferainin 4 Foinbosk e
s 4. ihare o e

Ne eady 10 600 © 5 "PHL L pOW,
0071 your veadt”

’ FACEBOOK APPS

050 4 sppications wit Sipsry chong 19
tep alyes Poage. The Proon spp it

A4y e Y B 0 i)
Vit rom o e (30 8 Lo of
1a

Wy e vesiayes
able 1a corvht you privmady wstly e
recommardt having his betirs twred s
50 OTers gl e @ wary L0 GO beuh

WEBA i Arg on yeur wil for el ko men

When e e W s e ey WAL b
whomr sy wf thals Irasch mbo uhaady
e yeu hors

POSTS BY OTHERS

AD of eyt pous e fisk e <ok
Ictng o 3 wgle boe onyeur Timeine

Wyt ragin Biuss ethas pagems than ey
are dngiaped hare. T con be b g wat
W 14 Tk ML Custamers 0
020 Eusienos o wopiers

Page | 89



