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About Goodwill®: Our Mission

Mission Statement: Goodwill 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.

HOW AN OLD PAIR OF JEANS TRANSFORMS LIVES

Jeans hang They are donated to A customer Funds are invested in job train-
unworn in the Goodwill®* and sorted purchases the ing, placement and other
closet for years. for sale in store. jeans and wears programs, creating stable

them with pride. families and communities. 9
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Goodwill Highlights — 2013

Who Goodwill Served

What Goodwill Did

* 9.8 million served

* 44 million services provided
- 261,875 placed in jobs

« $4.4 billion earned

* 122,000 employees

» $5.17 billion in revenue

#PowerOfPR

People with disabilities
Non-English speaking

People with criminal backgrounds
Welfare recipients

Working poor

Limited education

Seniors

Youth who are at-risk

Homeless

Dislocated workers



About Goodwill: Our Impact

IN 2013, IN 2013, IN 2013... Jmﬁ; \@\
MILLION B S, W
- o PEOPLE W /NCREASED TWRWR. |
PEOPLE (1HE EQUIVALENT ACCESSED GOODWILL SERVICES COLLECTIVE LRI\

OF BUFFALO, NY) s T T T HRNING POTENTI\R
eared a job with Goodwill’s help. That's roughly the ;
ENTIRE population of I , I 5 B‘L\\Q\
North Carolina! p .- y
mtrmeims A A,
= 3T

o IMES «.with funds left over
E 7.8 MILLION WERE

to build and launch
a space shuttle!
of THOSE propLt servio ONLINE!

That’s a lot
of wings!

#PowerOfPR



Goodwill Services

Job Training Family and Community
. Assessment Strengthening

i * Financial Education
* Job-readiness _
. Soft-skills * Free tax preparation
* Childcare

- Adult day care

* Transportation

* Occupational skills
* Transitional Jobs

* Job placement

- Job coaching © B

«  Supported employment o esleEiin

 Medical Therapies
 (Career advancement P
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Goodwill is North America’s
Power Brand

#11

America’s 20 Most

Inspiring Companies
(Forbes, 2014)

#i

America’s 50

Largest Nonprofits
(Forbes, 2014)

#5

power brand
(Cone Nonprofit Power Brand 100, 2009)
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Goodwill Today

Global network of Goodwill member organizations

« 165 Goodwill agencies in the U.S. and Canada with more than 3,000
stores

* Presence in 14 other countries

e Mexico e Uruguay
» Costa Rica * Italy

« Panama e [srael

* Brazil * Taiwan

* Venezuela e Thailand

* Trinidad & Tobago < Korea
* Philippines  Finland

#PowerOfPR



Goodwill’s Digital Presence



Goodwill’s Digital Presence

- Websites (responsive design)
- Apps

- Blogs

- Social media

- Facebook, Twitter, YouTube,
Pinterest, LinkedIn, Tumblr,
Instagram

- Videos
- Email marketing
- E-newsletters

#PowerOfPR



Goodwill’s Primary Goals for Digital

1. Increase reach and engagement.
2. Increase influence on public policy.

3. Increase constituent retention (the amount of people
coming back to us on our social channels).

4. Increase financial revenue.
5. Increase customer service.

#PowerOfPR



Online Hubs: Public Site

GOOdW|l l

LOCATE Store B Job & Career Support

.OUM W Headguarters

DONATE STUFF. CREATE JOBS.
DONATE STUFF FIND JOBS
ADVOCATE CREATE JOBS
FOR JOBS AS A PARTNER

PEOPLE BACK
TO WORK

STAY INFORMED
| susscrime |

http://www.goodwill.org

Receives more than 1.2 MM
visits per month

Information about Goodwiill’s
mission, retail and business
Initiatives as well as the latest
news and events

#PowerOfPR



THE GOODWILL BLOG

#PowerOfPR

http://www.goodwill.org/blog

Post categories:

My Story: program participant success
stories

Up to Some Good: member and GlI
mission news

Ask Goodwill: career and financial advice
column

Advocate: public policy

Organizing (monthly): Content from Lorie
Marrero

Bargain shopping



My Story
http://www.goodwill.org/blog/my-story/anny-pena/

MY STORY

My Story: Anny Pefia

New York, NY

| joined the Marine Corps in July of 2002, a full year before finishing high school. For me, the
biggest challenge after transitioning from the Marines to civilian life was finding work. | was close
to graduation (finishing my MBA), and | didn’t have interviews. Then | started having that dread,

Fhi - - fanina Fo be 11ne /r e 7
thinking, am / going to be unemployed:

ui

AL that point | was really, really desperate so | thought, you know what, I'm going to try anything.

There was this program at Fordham University called Edged'\/ets. That's where | met Martha ~



Public Newsletters/Alerts

« Sent monthly to 58,000+ public | |
subscribers i

you s >
rabaz Fom pour Zonated MeTIs 3PECH Pecole WD reed Kb
yorieg ané Thes Septermder ~

 [nitiatives, news and resources
applicable to the Goodwill
enterprise

“al ety n coae v habp pecow
aam b b B2 care for 1hent farukes
Dot hawe & Bon Ton koaatinn o youl 91987 Predge your $epoen
tor Gooswsl s mvsson Sy 5.0 Sa0es, Ard you 'l
n - cwtwe ¥ czupom for 3 30 percet dacourt v fign-Soey oobng

« Can use content, repost on
social media networks

..............
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Social Media Channels

Facebook Twitter
http:/mwww.facebook.com/Goodwillintl http:/Mww.twitter.com/Goodwillintl

Goodwill Industries
International, Inc. @ )
Theift or Consignment Store - Disabiit

THRIFTY — \'
THURSDAY@ goon [N

- ———
THRIFTY . ==
THURSDAY ,B "‘.M B




Social Media Channels
YouTube Tumblr

http://goodwillintl.tumbilr. /
http:/www.youtube.com/user/Goodwillint R-//goodwItiintl. tmbir.com

il

Goodwill Industries International, Inc

.....




Goodwill’s Mobile App

ooooo AT&T & 5:00 PM 90% )

Goodwvill Q

Industries International, Inc. L

Launched in April 2013;
DONATE STUFF CREATE JOBS. updating in June 2015

MEET Q
ROBBIE.

GOODWILL. .

° {¥

DONATE. SHOP. CREATE J

Nearly 50,000 downloads

* Mobile user can opt to geo-
T locate closest Goodwill
W Tocooowi agencies in U.S. and Canada

LOCATE YOUR GOODWILL® 9

 Can “favorite” locations

(3]
I... READ LATEST BLOGS

NEW EACH WEEK * http://lwww.goodwill.org/
GIVE A FINANCIAL GIFT aEQS/

AND CREATE JOBS

ln ! ' ..r. Or\

#PowerOfPR
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We hope you found something unique!
When you shop at Goodwill to create your costume, you help
fund job training programs for people in your community.

goodwill.org

Case studies



Labor Day 150 Jobs Campaign

About Beth

#150Jobs Campaign Beth’s Blog &

Dates: 08/28/12 - 09/03/12 | "=
Impressions: 4,028,548 =

Mentions: 548 ol

My Story: Edmond Cadet

Speak

;m

ing The Networked Nonprofit Work with Beth Best of

How @GoodwillIntl is

Malahratine T ahnar Navw uwnth

Goodwill NYNJ
i One of our own! #NY #NJ RT @Goodwillint

Beth  Archives  Contact *

000060

Hi, I'm Beth. Welcome!

41. EDMOND: *When you're down

and out, the only place to go is up.” #150jobs - ow.ly/diFFG

Goodwill of Tulsa
RT @Goodwillintl: 27. RICHARD: "Goodwill
my goals in life.” #150jobs - ow.ly/diFFp

9 Goodwill Industries
=

has heiped me accomplish a lot of

28. AUTUM: “| was in this big black hole that | couldn't get out of.” #150jobs -

ow.ly/diFFq

Goodwill Industries

27. RICHARD: "Goodwill has helped me accomplish a lot of my goals in life.”

150jobs - ow.ly/diFFp

B

GoodwillofCentralAZ

w9 RT Ggocdwillintl: 6. JOANN: *By the time |

was more intact.” #150jobs - goo.gl/Ux8ka

finished, | felt like my self-esteem



Social Media as a Campaign Tactic

Creative Brief
Goodwill Case for Support
luly 1,2014

Assignment:
Develop and execute an integrated communications strategy that supports the Goodwill case for

support at both the local and national level and aligns with marketing strategies for the donated E I e m e nts of a c re ative B ri ef

goods retail social enterprise.

Objective:
Primary: Inspire people to invest time, money, and resources to help Goodwill fulfill its mission.

Secondary: Encourage businesses and foundations to engage with the Goodwill enterprise.

Goal

Objectives (primary and secondary)
Target audiences

Key messaging

Tactics

Success measures

Timeline

Budget

Internal Stakeholders

Target audience and what we know about them:

* Millennials to boomers who are successful and have been, for the most part, significant
creators of the ideas, products, and services that have made them wealthy. They're used to
being involved in the creation, implementation, and evaluation of projects: they respond to
outcomes®. They want to be involved and are already internally motivated. They are
engaged in national dialogues on social issues with thought leaders, think tanks, and social
media communities.

* Wealthy families that have departed from their philanthropic traditions and are directing
their money towards programs with high social impact rather than those with high social
recognition.?

* Philanthropic Foundations seeking to demonstrate investment in programs that deliver
measureable results both in terms of validating models of service that have meaningful
long-term social impact and in terms of positively affecting the lives of underserved
populations.

* Corporations and corporate foundations that seek to demonstrate their social
responsibility and reinforce their image as a genuine civic partner.

* Civic leaders and legislators working to find community organizations and partners that can
address pressing community needs important to their constituents.

Main idea: Goodwill is connecting people to training, opportunity, and other resources to find and
keep employment and to advance their lives.

Key takeaway: Goodwill achieves our mission through the vibrant social enterprise we operate.
We connect people with opportunities to work, earn credentials to advance their careers,
strengthen their families, and learn the financial and life skills they need to create prosperous
futures — for generations to come.

! From the second edition of Over Goal! What You Must Know to Excel at Fundraising Today, Kay Sprinkel Grace
* From the second edition of Over Goal! What You Must Know to Excel at Fundraising Today, Kay Sprinkel Grace

gecdmill



Social Media as a Campaign Tactic

#PowerOfPR

_of FirstName ~~ of Middle Name

oe%&n‘i soe M‘;’o’l’

First Letter First Letter First Letter
of Last Name

@ Ocodw® imeusiries irtersateral ine
O Weawesr you prwter
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ocial Media as Campaign Tactic cont.

2014 Halloween Social Media Messaging and Tip Sheet

for Members (Excerpt) L AanaitiAa -
| A AL tADY

TO CREATE YOUR OWN i

4

- HALLOWEEN

COSTUME THIS YEAR?
October 2014 [[OPTIONAL: Use with Be Your Own Monster Facebook
PIRATE ‘

image or Hallowean costume generatar in marketing

toolkit to accompany this tweet]] Ha”OWeen graphics Opt'fmized rems Needs i
for social media sharing

How will you #8eYourOwnMonster [[insert shortened
link]] #GoodwilHalloween

October 2014 [[OPTIONAL: Use with Be Your Own Monster Facebook
image n marketing toolkit to accompany this tweet])

Wanl something unigue for your Haloween costume?
[[insert shortened link]). #GoodwillHalloween
#8eYourOwnMaonster

October 2014 [[OPTIONAL: Use with the ZNFA Standing FB wall image
in marketing toolkit to accompany this tweet]]

Get #YourMonsterOn at Goodwil. [fnsert shortened link]]
#GoodwillHaloween H A I_LOWE EN

COSTUMES THAT ARE AR

Other Ideas BASEBALL
.| PLAYER

Create a blog post or Pinterest board with unique and creative Halloween costumes that
customers put together using clothing items found at Goodwill.

Provide video tutorials on how to turn a room into a Haunted House or Monster Mash
party with home accessories from Goodwill.

Create and monitor an online “Most Creative Costume” contest on your Facebook page.
Let fans vote on their favorite costumes.

Invite people to post their Halloween costumes, purchased at Goodwill, on your Flickr or
Facebook page.




Halloween Costume Poll

npr

ZOMBIES,

PIRATES,
& VAMPIRES

ARE TRENIDING AS
ARE TRENDING AS

k1N M~

THE MOST
POPULAR

EMD RATL
FOR BOTH

AMMIIITES O
Y1081 ‘A
MALUULID &
e B = -t
¢ 1Bn ¥ i
o J B
CHILUKEIN

gooduwll

(]

*BASED ON OUR 2014 NATIONAL HALLOWEEN IN-STORE SURVEY OF MORE THAN 8,500 CUSTOMERS.

#PowerOfPR

s 8 lite rasic topecs programs sten

the protojournalist

America's Boo-lt-Yourself Halloween Spirit

How about we call it boocyeling — putting together an
adult's or child's costume using recycled, thrift-store

cdothing?

According to Goodwill, the favorite costumes for adult

mven and women this year will be zombies and pirates; for
young girls, princesses, witches and fairies; and for young
boys — Ninja Turtles, Spider-Men and zombies, all of

which can be thrown together with secondhand threads

Looking for trick-or-trest trends, Goodwill recently
polled more than 9,500 Americans about Halloween
dssguises and discovered that 62 percent of women and

/ N
N

bought, prepackaged ones. \

57 percent of men prefer do-it-yourself costumes to store-

Lo and behold, some 17 percent of respondents prefer
fanny costumes; another 17 percant make do with
minimalist makeovers; and 14 percent seek something

unique.

a

statio



Know Your Audience: Who Do You Want
to Reach?

Audiences in Focus: Do-Gooders
w%:,::_ Highlights

+ Harness their energy and idealism by
creating opportunities for them to align and

toch savvy — wont Wosk=hc ~ bobeve
i T +  Increased opportunites to Integrate PSA
-~ messaging and highlight our affiliation with
> ) .

high-profile partners committed to doing
good.

*  Use their digital nfluence to combat
misinformation and rumors around

— Goodwill,
bt Morst Moly 1o
Ty s o
Wrecheind
organubons

#PowerOfPR



Know Your Channels: Who’s Using Them?

Who's Using Them Broadly? Who's Using Them on
Your Existing Channels?

Instagram users
Facebook users St ) . YourPass  Pecple Meached  Pecple Engaged  Check-ins
Among online adults, the % who use Facebook Among online adults, the % who use Instagram
2013 2014 2013 2014 The peopie who Tke your Page

Allinternet users 71% 71% Allintemnet users 17% 26%*
Men o6 %6 Men 15 20%
Women 76 77 Women 20 29t “®% 3736
White, Non-Hispanic 71 71 White, Non-Hispanic 12 21% Al Faosbeok
Black, Non-Hispanic 76 67 Bleck, Non-Hispsnic 34 38

i Hi 23 34%
Hispanic 73 73 ispanic Men
1829 84 87 1829 37 53%
30-49 79 73 30-49 18 25% | 23% 54% a4z
50-64 60 63 50-64 6 11% ek ?
65+ 45 56+ 65+ 1 6% !
High school grad or less 71 70 High school grad or less 16 23% Country Your Fars Cry Your Pams Larguege Your Fars
Some college 75 IS Some college 21 31%
College+ (n 68 T4% College+ (n= 15 24%
Less than $30,000/yr 76 7 Less than $30,000/yr 18 28*
$30,000-549,999 76 69 $30,000-549,999 20 23
$50,000-374,999 68 74 $50,000-574,999 15 26%
$75,000+ 69 72 $75,000+ 16 26*
Urban IS IS Urban 22 28
Suburban 69 72 Suburban 18 26%
Rural 71 69 Rural 6 19%

- ar c 8
PEW RESEARCH CENTER PEW RESEARCH CENTER
See More
http://www.pewinternet.org/2015/01/09/demographics-of-key-social-networking-platforms-2/ Goodwill Industries International Facebook Insights Snapshot

gecdmill
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Map Audiences to Social Media (and Other) Channels

COAL STRATEGY STATEMENT: Creste upiting. iy contaet th

Dt cane for sppant of e e
N L e e
SO IVORN N 0 GReeie wieeed o)
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rone aurd e
Vidaou, graphic Sepicone of
L] “Dasdelt G k) Morwine
reoeAons of i) ey Wy
Facetook e cote
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e phetn
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Snapshot of internal-facing mapping document
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Content Channels: Overview

[

x

X

x

x X x

x X (curshon only)
X x X

x x x

x X

x X

x X

x

Channel mapping overview from Gll content strategy
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Monitoring Tools

ae
N

szendesk
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What to Measure

PR & Marketing
PR Interactions per Mille Marketmg

Response Rates Conversions
Follower
sentiment
Fan growth CTR

Listening
Sentiment Key Influencers

Mentions
(Reach)

Share ratio

#PowerOfPR



Making Informed Decisions

N
2 W ALLGes
S A Aligns with Business Goals

s
e~

71\ \ il OSTU

Plays to people’s egos

First Letter First Letter
of Middle Name of Last Name

B. Zombie

Simple

Practical

nnnnnnn 9
geadmill

#PowerOfPR



Observations > Guidelines

SuiEs Intuitive
Practical Useful
Play to people’s egos Personal

#PowerOfPR






