
Sharing Your Story 
On Social Media
Presented by Kevin Maljak



Why Social 
Media 

Story Telling on social media helps 
organizations engage supporters, 
increase brand awareness, and 
promote fundraising efforts.



Why Social 
Media 

Social Media can be a stand-alone 
strategy and/or compliment 
earned media and/or paid media 
campaigns



Why Social 
Media 

Today’s discussion will guide you 
on how to effectively craft your 
stories to connect with donors 
and supporters, spread 
awareness, increase fundraising 
results and volunteer recruitment, 
and supercharge your advocacy 
efforts.



Housekeeping:  
Opinions

Any opinions expressed today are 
mine and mine alone.  They may or 
may not reflect the views of the 
Maryland Association of Social 
Services Boards Foundation or 
1631 Digital.



Housekeeping:  
The 
Generations 
Defined

• Greatest Generation:  1900-1924

• Silent Generation:  1925-1945

• Baby Boomers:  1946-1964

• Generation X:  1965-1981

• Millennials (Gen Y):  1982-1996

• Gen Z:  1997-2010

• Gen Alpha:  2011-2024

• Gen Beta:  2025-present

Our focus is on Baby Boomers, Gen X, Millennials, 
and Gen Z



Platforms:

• Facebook
• X (formerly Twitter)
• Instagram
• Linked In
• TikTok
• Pinterest
• YouTube
• Others-Snapchat, Reddit 

Bluesky, Rumble, Parler and 
more



Platforms 
and 
Audience:

Facebook
• Widely used by most people 
• Excellent platform to share 

events, fundraising, images, 
video, and text.  

• Long form posts
• Live streaming and stories
• Users:  Baby Boomers, Gen X, 

Millennials
• Least likely to be used by Gen Z



Platforms 
and 
Audience:

X (formerly Twitter)
• Character limits make Twitter best 

for quick updates, discussions, 
and interactions with the media. 

• Good for organizing and 
communicating about actions or 
running hashtag campaigns.

• Users:  Gen X, Millennials, Gen Z
• 60% of users are male
• Least likely to be used by Baby 

Boomers



Platforms 
and 
Audience:

Bluesky
• Character limits make Bluesky best for 

quick updates, discussions, and 
interactions with the media. 

• Good for organizing and 
communicating about actions or 
running hashtag campaigns.

• Users:  Millennials, Gen Z, with some 
Gen X

• 60% of users are male
• Significantly smaller user base 

compared to  X
• Integration with other platforms like 

paid press releases may not yet be 
available



Platforms 
and 
Audience:

Instagram
• Highly visual
• Excellent for video, photos, 

captions
• Story capabilities
• Threads-competitor to X 

(formerly Twitter)
• Users:  Gen X, Millennials, Gen Z
• Least likely to be used by Baby 

Boomers



Platforms 
and 
Audience:

Linked In
• Professional Networking
• Target Corporate Donors
• Useful to identify donors and 

their connections
• Raise awareness of initiatives
• Users:  Gen X, Millennials, Gen Z
• High Household Incomes



Platforms 
and 
Audience:

Tik Tok
• Videos 15 to 60 seconds in 

length 
• Challenges can be used to raise 

awareness or fundraise
• Users: Highest-Gen Z followed by 

Millennials and Gen X
• Least likely to be used by Baby 

Boomers



Which platform should a non-profit use?



Strategy:  Platform

•As a non-profit, you don’t need to be on every 
platform.  
•Pick one or two platforms that meet your goals
•Platform is determined by your message and 

audience



What is your message and who is your 
audience?



Strategy:  Message and Audience

What is your message and who is your 
audience?
•Advocacy
•Branding/Brand Awareness
•Attract Volunteers
•Fundraising/Donations



Advocacy

-Identify your advocates
-Determine the action

-Call your delegate
-Sign the petition
-Join us in Annapolis

-Direct messaging-”Sign the petition” or ”Call your 
delegate today”
-X (formerly Twitter), Facebook



Advocacy



Advocacy



Branding

-Talk about what you do—tell your story
-Use Photos and Video
-Facebook and Instagram will reach the widest 
audience
-Excellent way to compliment paid media campaign 
or earned media
-Facebook, Instagram, Linked In, X (formerly Twitter)



Branding



Branding



Branding



Volunteers

-Identify who you want to volunteer
-Direct messaging  for example--“Join us on 
Saturday for riverbank cleanup” 
-Tell a story about a volunteer to encourage 
others to volunteer
-X (formerly Twitter), Facebook, Instagram



Volunteers



Volunteers



Fundraising

-Facebook leads in soliciting donations
-Know your donor persona
-Avoid ”Donate Now” as lead
-Focus on the donation need…for example: 
“Ten meals are needed today for homeless vets”
”Food Insecurity Lurks in Our Community”



Fundraising



Fundraising



Fundraising



Strategy-Message Best Practices

• Match the platform to the audience
• Leverage your other messaging.  If you have a paid media 

campaign, continue that message on social media
• Use social media to promote your press releases.  For every press 

release, have a social media headline.  X (formerly Twitter) has a 
character limit so you need a short headline 

• Use hashtags.  For example #povertyawarenessmonth or 
#childcarestrong

• Use images



Social Media Policy-Have One for the 
Organization
• Identify who is your social media spokesperson.  It should be 

someone on staff
• Separate the professional from the personal
• Establish what kind of content will you share
• Establish the voice and tone of your organization
• Set a policy on how you respond to comments
• Set a policy on how to handle conflicts on social media



One Final Note:
Gen Alpha--What 
to Keep in Mind

Entering high school in 2025 and will be adults 
starting in 2029

Have never known a time without a tablet, iPhone, or 
social media

Most social media use is on YouTube followed by 
TikTok

Projected to be largest generation in history-Mark 
McCrindle, “Understanding Generation Alpha”



Thank you

Kevin M. Maljak
Chief Systems Officer
1631 Digital
301-885-7220
Maljak@1631digital.com
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