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Section 1:
Who Are You?

What is your organization’s mission?

Are you currently using social media?

+RZ�GRHV�VRFLDO�PHGLD�ȴW�LQWR�\RXU�
organization’s communication 
strategy?

How are you currently coordinating 
communications with stakeholders/
partners?

+RZ�H΍HFWLYH�LV�\RXU�FXUUHQW�VRFLDO�
media approach?

What is your organization’s capacity for 
VRFLDO�PHGLD�DFWLYLWLHV"
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Section 1 - 
Assess internal capacity - Who are you?
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Making decisions without considering the 
organization’s mission and goals means 
that, even if you create something you 
consider amazing, it may be ultimately 
useless or even counterproductive to your 
organization’s work.

If your organization does not have disaster 
preparedness or disaster risk reduction 
as part of its mission, you can still use this 
WRRONLW�H΍HFWLYHO\�E\�DGDSWLQJ�DQG�DSSO\LQJ�
its lessons to your own issues.

Global commitments such as the UN 
Sustainable Development Goals, the Sendai 
Framework for Disaster Risk Reduction, and 
the Paris Climate Agreement may be used 
to direct your organization’s goalsetting.

Read and understand your organization’s 
mission statement and its current set of 
goals and objectives.

As you proceed with the SM4BC process, 
be sure that you align the choices you make 
with your organization’s mission and goals.

Importance                                                         Time                                   Cost  

Summary
Every organization has a purpose for which it exists. What is the goal that drives your organization to do the 
work it does?

Why is it important?
Knowing what your organization is trying to accomplish will guide every decision you make from this 
point onward, in terms of which problems to address via behaviour change and how to do that. This toolkit 
LV�JHDUHG�VSHFLȴFDOO\�WRZDUGV�RUJDQL]DWLRQV�WKDW�KDYH�GLVDVWHU�SUHSDUHGQHVV�DQG�RU�GLVDVWHU�ULVN�UHGXFWLRQ�
as part of their mission.

What is your organization’s 
mission?

Key Considerations:

1 1

2
2

3

Action steps:

For more information:
Roundtable: What Does It Mean To Be Mission-Driven?

+RZ�WR�&UHDWH�DQ�(΍HFWLYH�1RQ�3URȴW�0LVVLRQ�6WDWHPHQW

Example:
The International Federation of Red Cross and Red Crescent Societies’ vision statement, which guides 
the mission statements of its National Societies is:

“To inspire, encourage, facilitate and promote at all times all forms of humanitarian activities 
E\�1DWLRQDO� 6RFLHWLHV�� ZLWK� D� YLHZ� WR� SUHYHQWLQJ� DQG� DOOHYLDWLQJ� KXPDQ� VX΍HULQJ�� DQG� WKHUHE\�
contributing to the maintenance and promotion of human dignity and peace in the world.”

http://www.nesc.org/mission/
https://hbr.org/2011/03/how-nonprofit-misuse-their-mis
https://www.ifrc.org/en/who-we-are/vision-and-mission/
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The IFRC’s activities are guided by three aims:
Save lives, protect livelihoods, and strengthen recovery from disasters and crises

Enable healthy and safe living

Promote social inclusion and a culture of non-violence and peace.

1.

2.

3.

Are you currently using 
social media?

Summary
$V� \RX� FRQVLGHU� KRZ� WR� DSSO\� VRFLDO�PHGLD� IRU� EHKDYLRXU� FKDQJH�� ȴUVW� ORRN� DW� ZKHWKHU� DQG� KRZ� \RXU�
organization is currently using social media in its activities.

Why is it important?
ΖI�\RXU�RUJDQL]DWLRQ�DOUHDG\�KDV�VRFLDO�PHGLD�VDYY\�VWD΍�DQG�D�VRFLDO�PHGLD�SUHVHQFH��EXLOGLQJ�LQ�D�EHKDYLRXU�
change orientation to your digital outreach should be a relatively straightforward process.

Importance                                                         Time                                   Cost  

If you intend to add a behaviour change 
approach to your current social media 
RXWUHDFK� DFWLYLWLHV�� LGHQWLI\� WKH� NH\� VWD΍�
who are involved and include them in the 
SM4BC process.

If you do not yet have a social media 
outreach component, but would like to 
develop that capacity, begin the process of 
LGHQWLI\LQJ�DSSURSULDWH�VWD΍��SURYLGLQJ�WKHP�
with training on how to use social media 
tools, and allocate resources to establish 
an ongoing social media presence.

If you do not have, and do not intend to 
start using social media within your own 
organization, identify potential partners 
DPRQJ� \RXU� VWDNHKROGHUV� RU� EHQHȴFLDULHV�
who you can work with to implement SM4BC 
activities outside of your own organization.

If your organization is already using 
social media, consider why and how it is 
FXUUHQWO\� EHLQJ� XVHG�� :KR� DUH� WKH� VWD΍�
that are involved in its development? What 
resources have been invested in it to date? 
Does it make sense to continue as-is or 
expand capacity?

If your organization is not currently using 
social media or does not intend to make it 
a priority, consider partnering with other 
NGOs or government agencies with similar 
missions or priority audiences to combine 
your important content expertise with their 
social media capability.

Key Considerations:

1 1

2
2

3

Action steps:
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*HWWLQJ�6WDUWHG�ZLWK�6RFLDO�0HGLD��$�*XLGH�IRU�1RQSURȴW�2UJDQL]DWLRQV�DQG�*RYHUQPHQW�
Agencies

6RFLDO�0HGLD�(΍HFWLYHQHVV�IRU�3XEOLF�(QJDJHPHQW��$Q�([DPSOH�RI�6PDOO�1RQSURȴWV

��5HDVRQV�1RQSURȴWV�'RQȇW�7U\�+DUGHU�ZLWK�6RFLDO�0HGLD

Top 10 Reasons to Avoid Social Media

For more information:

Example:
Case Study:

Through its Barrio Resiliente (Resilient Neighborhood) program, GOAL Honduras worked to reach 
WKH� FRPPXQLW\� YLD� LWV� EHQHȴFLDULHV�� UDWKHU� WKDQ� GLUHFWO\� WKURXJK� WKH� RUJDQL]DWLRQȇV� RZQ� VRFLDO�
PHGLD�RXWUHDFK�� 6WD΍� WUDLQHG�DGPLQLVWUDWRUV�DW� WKH� ORFDO�:DWHU�0DQDJHPHQW�%RDUGV� WR�EXLOG� WKHLU�
organizational capacity to use social media to reach their customers with behaviour change-focused 
communications. GOAL Honduras helped the administrators investigate and understand their 
communities’ needs, taught them how to use Facebook pages and engage with the public, and created 
PHVVDJH�WHPSODWHV�IRU�WKHP��7KHLU�ȴUVW�REMHFWLYH�ZDV�LQFUHDVLQJ�RQ�WLPH�SD\PHQW�RI�ZDWHU�ELOOV��VR�WKH\�
created content that showed how paying bills on time helps support the community infrastructure. 
Also, to achieve this objective, they carried out training on customer service, empowerment, teamwork 
and administration. Their tracking showed that the percentage of people paying on time increased as 
a result of the SM4BC strategy and the Water Boards now regularly report progress in the water and 
sanitation infrastructure in their communities.

Example post from one of the Water Boards:

Translation: “Pay to all what is owed to them: taxes to whom taxes are owed, revenue to whom revenue is 
owed, respect to whom respect is owed, honor to whom honor is owed.” – Romans 13:7. Your friend, Piochin

https://guides.library.illinois.edu/social-media-for-nonprofits
https://guides.library.illinois.edu/social-media-for-nonprofits
http://www.nesc.org/mission/
https://nonprofitquarterly.org/social-media-effectiveness-for-public-engagement-an-example-of-small-nonprofits/
https://nonprofithub.org/social-media/7-reasons-non-profits-dont-try-harder-with-social-media/
https://www.cobizmag.com/articles/top-10-reasons-to-avoid-social-media
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How does social media fit 
into your organization’s 
communication strategy?

Summary
Your SM4BC social media strategy needs to be aligned with your organization’s overall communications 
strategy to complement and support primary goals and objectives.

Why is it important?
Social media should not be created in a vacuum, unrelated to the other work that your organization does. 
ΖI�\RXU�RUJDQL]DWLRQ�GRHV�QRW�KDYH�D�FRPPXQLFDWLRQV�VWUDWHJ\��WKDW�QHHGV�WR�EH�\RXU�ȴUVW�VWHS�WR�HQVXUH�
DOO�\RXU�H΍RUWV�ZRUN�WRJHWKHU�WR�PDNH�WKHP�PRUH�H΍HFWLYH� A useful communications strategy includes a 
SODQ�IRU�KRZ�\RX�ZLOO�XVH�VRFLDO�PHGLD�LQ�FRQFHUW�ZLWK�RWKHU�RXWUHDFK�DSSURDFKHV�WR�VXSSRUW�HDFK�VSHFLȴF�
communication objective.

Importance                                                         Time                                   Cost  

Review your organization’s communications 
strategy to understand how social media can 
best be used to support key organizational 
objectives.

If your organization has not created a 
communications strategy, now is the 
time to create at least a basic framework 
WR� JXLGH� \RXU� H΍RUWV�� 'HWHUPLQH� KRZ�
communications, including social media, 
FDQ�UHLQIRUFH�WKH�RWKHU�ZRUN�WKDW�\RXU�VWD΍�
is doing, to create an integrated approach.

Does your organization have an overall 
communications strategy? This type of 
plan is critical for guiding all outreach and 
promotional work that you do, to ensure 
that the team is working towards the same 
key objectives.

Social media is just one method of 
reaching people. Digital outreach is not 
the only, or always, the best approach. 
Your communications strategy must put 
it in context and coordinate social media 
DFWLYLWLHV� ZLWK� RWKHU� H΍HFWLYH� ZD\V� RI�
reaching your priority audiences. 

Key Considerations:

1 1

2
2

Action steps:

For more information:
:KDW�*RHV�ΖQWR�D�1RQSURȴW�0DUNHWLQJ�DQG�&RPPXQLFDWLRQV�3ODQ�RU�6WUDWHJ\"

6RFLDO�0HGLD�%HVW�3UDFWLFHV�IRU�1RQSURȴW�2UJDQL]DWLRQV��ΖQWHJUDWLRQ�ZLWK�([LVWLQJ�
Communications

The Strategic Communications Toolkit

Template: Develop a Communication Plan in Nine Steps

https://www.nonprofitmarketingguide.com/blog/2019/05/21/what-goes-into-a-nonprofit-marketing-and-communications-plan-or-strategy/
http://www.nesc.org/mission/
https://www.ccghr.ca/wp-content/uploads/2014/06/CCGHR-Social-Media_Module-15_Integration-with-existing-communications.pdf
https://www.ccghr.ca/wp-content/uploads/2014/06/CCGHR-Social-Media_Module-15_Integration-with-existing-communications.pdf
https://www.hhs.gov/ash/oah/resources-and-training/online-learning-modules/strategic-communications-toolkit/index.html
https://www.crs.org/sites/default/files/crs-files/communication-toolbox-template-develop-a-communication-plan.pdf
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Example:
Social Media in Your Communication Strategy

Goals/Objectives:
Which goals/objectives can 

social media help achieve?

Priority Audiences:
Which social networks do they 
use? What can you learn about 

them via social media?

Key Messages:
What are people saying 
online about your issue and 

organization?

Communication Methods:
How can social media support 
and complement the other 

tactics you’re using?

Budget:
What social media resources 

do you need to plan for?

Ongoing Monitoring and 
Evaluation: 

How can social media help 
identify how your audience 
is responding to your 

communications?

How are you currently 
coordinating 
communications with 
stakeholders/partners?

Summary
Your organization’s account is just one voice in the ecosystem of social media communications. To be most 
H΍HFWLYH�� FRRUGLQDWH�ZLWK� WKH�RWKHU�RUJDQL]DWLRQV� DQG�SXEOLF� DJHQFLHV� WKDW� DUH� UHVSRQVLEOH� IRU�GLVDVWHU�
PDQDJHPHQW�WR�HQVXUH�XQLȴHG�PHVVDJLQJ�

Why is it important?
NGOs like the Red Cross/Red Crescent National Societies and local chapters often play an auxiliary function 
in concert with national and local government agencies to provide support before, during and after 
GLVDVWHU�LQFLGHQWV��7R�EHVW�VHUYH�WKH�FRPPXQLW\��1*2�DQG�SXEOLF�VHFWRU�VWD΍�VKRXOG�PXWXDOO\�GHYHORS�D�
FRPPXQLFDWLRQV�SODQ�EHIRUH�D�FULVLV�EHJLQV��WR�EH�VXUH�WKDW�NH\�PHVVDJLQJ�LV�XQLȴHG�DQG�OHG�E\�D�VLQJOH�
DJHQF\�� DQG� WR� GHȴQH� UROHV� IRU� KRZ� WR� GLYLGH� XS� WDVNV� LQ� YDULRXV� W\SHV� RI� FLUFXPVWDQFHV�� 2WKHUZLVH��
FRQWUDGLFWRU\�LQIRUPDWLRQ�EHLQJ�GLVVHPLQDWHG�E\�GL΍HUHQW�RUJDQL]DWLRQV�FDQ�FDXVH�FRQIXVLRQ�DQG�FDQ�HYHQ�
PHDQ�WKH�GL΍HUHQFH�EHWZHHQ�OLIH�DQG�GHDWK�

Importance                                                         Time                                   Cost  
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Is there an existing interagency disaster 
preparedness planning group for your 
country or local region? Who are the NGOs, 
public agencies, stakeholders and other 
partners that need to be involved?

Do you currently have any kind of plan in 
place for coordinating communications 
among relevant organizations, stakeholders 
and partners? If so, is it only activated in crisis 
situations, or do you proactively coordinate 
messaging for disaster preparedness and 
risk reduction as well?

You need time to build the types of 
relationships that create trust among the 
SDUWLFLSDQWV� WR� FROODERUDWH� LQ� DQ� HɝFLHQW�
way. Don’t wait until a crisis to reach out to 
the other key players the community will 
turn to for lifesaving information.

In a large organization, it’s possible that many 
RI� \RXU� VWD΍�DOUHDG\�KDYH� WKHLU�RZQ�VRFLDO�
media accounts and are publicly posting 
while identifying themselves as employees. 
This situation needs to be managed and 
coordinated internally to make sure that the 
messaging is aligned with the organization’s 
strategy.

Reach out to local stakeholders and 
partners to begin the process of 
coordinating disaster-related outreach, to 
ensure that the community does not receive 
contradictory and confusing information.

If your organization is already working in 
conjunction with stakeholders and partners, 
take a proactive approach to social media 
RXWUHDFK�EDVHG�RQ�LGHQWLȴHG�QHHGV�RI�WKH�
community.

Key Considerations:

1 1

2

3

4

2

Action steps:

For more information:
Improving Coordination – IFRC

A Red Cross Red Crescent Guide to Community Engagement and Accountability (CEA) - 
Community engagement and accountability in rapid-onset emergencies Section

Guide to the Auxiliary Role of Red Cross and Red Crescent National Societies – Americas

IASC Emergency Response Preparedness Guidelines

Social Media Checklist For Emergencies and Disasters Response

CERC: Crisis Communication Plans and CERC: Understanding the Roles of Federal, State, and 
Local Community Health Partners - CDC

https://www.ifrc.org/Global/Impcoor.pdf
http://www.nesc.org/mission/
https://media.ifrc.org/ifrc/wp-content/uploads/sites/5/2017/12/IFRC-CEA-GUIDE-0612-LR.pdf
https://media.ifrc.org/ifrc/wp-content/uploads/sites/5/2017/12/1294600-Guide_Americas_En_LR-1.pdf
https://interagencystandingcommittee.org/system/files/iasc_emergency_response_preparedness_guidelines_july_2015_draft_for_field_testing.pdf
https://www.socialmediatoday.com/content/social-media-checklist-emergencies-and-disasters-response
https://emergency.cdc.gov/cerc/ppt/CERC_Crisis_Communication_Plans.pdf
https://emergency.cdc.gov/cerc/ppt/CERC_Understanding%20the%20Roles%20of%20Partners.pdf
https://emergency.cdc.gov/cerc/ppt/CERC_Understanding%20the%20Roles%20of%20Partners.pdf
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Example:
The Government of the Republic of Trinidad and Tobago created a Crisis Communication Guidelines and 
Response Plan that very clearly lays out the responsibilities of each government agency and how they would 
work together. 

The Regional Migration Platform for Venezuelan migrants is an inter-agency portal for UN agencies, NGOs 
and CSOs, providing regional coordination for communicating with communities, outreach, and engagement 
initiatives.

How effective is your 
current social media 
approach?

Importance                                                         Time                                   Cost  

Summary
If your organization has been using social media for a while, now is a good time to take a look at how 
H΍HFWLYH�\RXU�FXUUHQW�DSSURDFK�KDV�EHHQ�

Why is it important?
Looking at what’s been working and not working to engage your followers will help you to expand your 
H΍RUWV�IXUWKHU��$QG�LI�\RX�KDYH�QRW�EHHQ�WUDFNLQJ�DQG�HYDOXDWLQJ�WKH�VXFFHVV�RI�\RXU�DSSURDFK�XS�XQWLO�QRZ��
it is time to start so you will have baseline data in place.

Key Considerations:

Has your social media outreach been tied 
WR�VSHFLȴF�REMHFWLYHV�LQ�\RXU�SURJUDP"�ΖI�VR��
have you met those objectives?

Do you track social media analytics, so you 
have an idea of which types of posts are 
sparking the most engagement? And do you 
understand what the analytics are telling 
you?

On which social networks have you built the 
biggest audience?

1

2

3

1

2

Action steps:

If you are not already tracking and assessing 
your social media outreach, set up a 
social media analytics dashboard to start 
collecting data. (See 8E for guidance.)

If you do have data, analyze it and use the 
results to help guide you in decisions that 
will come later in the SM4BC process.
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Example:
Elements of a Social Media Audit

Social media metrics for all 
your accounts

total followers, likes, 
shares, clicks, etc.

best performing social 
networks, posts, times

organic reach vs. paid 
reach ROI

99 99 99

Referral traffic to your 
website

How your competition is 
using social media

Audience demographics Consistency and quality 
across your accounts

Budget

Response rate (time to 
respond to comments and 

messages)

How to Create a Social Media Report

For more information:
Ten Steps To A Social Media Audit

How to Assess and Improve Your Social Media Marketing: A Monthly Plan

https://blog.hootsuite.com/social-media-report-template-guide/
https://medium.com/@JBBC/how-to-conduct-a-social-media-audit-a104e67ac1a9
http://www.nesc.org/mission/
https://www.socialmediaexaminer.com/how-to-assess-and-improve-your-social-media-marketing-a-monthly-plan/
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What is your organization’s 
capacity for social media 
activities?

Summary
The scope of social media outreach that is reasonable for your organization will depend on whether 
DGHTXDWH�VWD΍�WLPH��H[SHUWLVH�DQG�UHVRXUFHV�DUH�DYDLODEOH�WR�VXSSRUW�WKH�GHVLUHG�OHYHO�RI�DFWLYLW\�

Why is it important?
While the use of social media is ostensibly free, it does require an investment of resources. 6WD΍� WLPH�
must be devoted to tracking relevant social media conversations, developing content, and engaging with 
the online community. Your organization may decide to create content that costs money to produce or 
requires special equipment, such as videos or podcasts. And it may make sense to use paid advertising to 
UHDFK�VSHFLȴF�DXGLHQFHV�RU�WR�JURZ�\RXU�IROORZLQJ��8QOHVV�\RXU�RUJDQL]DWLRQȇV�OHDGHUVKLS�XQGHUVWDQGV�WKH�
LPSRUWDQFH�RI�VRFLDO�PHGLD�WR�IXOȴOOLQJ�\RXU�PLVVLRQ��DQG�PDNHV�LW�D�SULRULW\�LQ�WHUPV�RI�UHVRXUFH�DOORFDWLRQ��
your social media outreach is unlikely to succeed. 

Importance                                                         Time                                   Cost  

Consult with your organization’s leadership 
to secure their commitment to the 
necessary investment for SM4BC.

'HWHUPLQH� VWDɝQJ� DQG� UHVRXUFH� OHYHOV�
needed for the desired level of social media 
engagement and content production.

Is your organization’s leadership on board 
with investing the necessary resources to 
HQVXUH�WKDW�\RXU�60�%&�H΍RUWV�ZLOO�ȵRXULVK"

Who are the people who will be involved 
in your social media content development 
and community engagement? What skills do 
they need to be successful?

Your organization’s capacity will determine 
GHFLVLRQV� VXFK� DV� KRZ� PDQ\� GL΍HUHQW�
social networks to have accounts on, your 
level of engagement, what types of media 
and formats you will use, and what type of 
analytics you will be able to collect.

This capacity assessment is critical, because 
if your organization establishes a social 
media presence, then stops updating or 
responding, any trust that was built with 
your audience may disappear.

Key Considerations:

1

2

3

4

1

2

Action steps:
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Example:
Elements of a Social Media Budget

Social Media 
Budget

PAID PARTNERSHIPS

PAID ADVERTISING
Dependent on social
network

CONTENT CREATION SOFTWARE/TOOLS
Content Hosting
Editing Tools
Social Media Management/
scheduling
Analytics Tools

MANAGEMENT
Social media team staff
time

TRAINING
Dependent on
staff needs

For more information:
+RZ�'L΍HUHQW�6L]H�1RQSURȴWV�3HUIRUP�RQ�6RFLDO�0HGLD

Social Media Time Management: Resource Allocation

Resource Planning for Social Media

How to Set Your Digital Marketing Budget

https://causeinspiredmedia.com/social-media/how-different-size-nonprofits-perform-on-social-media/
https://www.socialmediatoday.com/content/social-media-time-management-resource-allocation
https://www.smartinsights.com/social-media-marketing/social-media-governance/resource-planning-social-media/
https://www.macmandamedia.com/social-media/nonprofit-digital-marketing-budget/
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Worksheet 1 - 
ORGANIZATIONAL ASSESSMENT WORKSHEET

Name of 
Organization:

Is your 
organization 

currently using 
social media?

Organizational 
Mission:

How does 
social media 
fit into your 

organization’s 
communication 

strategy?

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

1.

3.

2.

4.

Yes
No but want to start
No and don’t want to start

Which organizations could 
you partner with that are 
social media savvy?
_______________________________

It’s integrated into the overall 
strategy
It’s not connected to the overall 
strategy
We do not have a communication 
strategy

Who will be responsible for 
creating or updating the 
communication strategy?
________________________________
________________________________
_____________________________

ACCESS WORKSHEET ONLINE HERE

https://docs.google.com/forms/d/e/1FAIpQLSdvFdxCOj6VTwi-b1ZbBJ57Ujosi70I0hESeo_7AYMP2E5VOg/viewform?usp=sf_link
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5.

6.

7.

How are you 
currently 

coordinating 
communications 
with stakeholders 

and partners?

We coordinate proactively
We coordinate only during a crisis
We do not coordinate

Which stakeholders and 
partners do you need to 
coordinate with?
________________________________
________________________________
Which types of communications 
require coordination?
________________________________
________________________________

Which of these 
elements does your 
organization have 

that can contribute 
to its capacity 

for social media 
activities?

Committed leadership
A person or team overseeing social 
media
$SSURSULDWH�VWD΍�VRFLDO�PHGLD�VNLOOV�
and/or training
6WD΍�WLPH�GHYRWHG�WR�VRFLDO�PHGLD�
activities
A budget/resources for items like 
social media content development 
and paid ads

If your organization 
currently uses 

social media, how 
savvy are you in 

terms of engaging 
in the following 

basic best 
practices? (check 
all that currently 

apply)

Focusing on sites your audience 
spends time on
Setting up accounts with your 
organization’s branding
Providing links to your social media 
accounts on all marketing materials
Posting original content on a daily 
schedule
Using graphics and/or video to 
enhance text-based posts
Sharing content from others 
regularly
Responding to comments, 
mentions and messages daily
Engaging in “social listening” to 
understand your audience
Tracking mentions and relevant 
keywords
Using hashtags
Monitoring your audience 
engagement and other metrics
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9.

8.
Have you conducted 
a social media audit 
to better understand 

your current 
strengths, weaknesses 

and opportunities?

Yes
No
Not applicable

What next 
steps does your 

organization need 
to take to make 

sure it is ready to 
use social media 

effectively?

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________


