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The Parks Conservancy preserves the Golden Gate National 
Parks with the bold vision of Parks For All Forever 
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SOCIAL MEDIA METRICS FOR 
NONPROFITS 
• YouTube reaches more 18-34 year olds than cable (Fast 

Company) 
• Social media is growing 3x faster than email for nonprofits 
• Big two channels: Facebook and Twitter.  
• Followed by 62% on Instagram and 48% on YouTube  
• Environmental sector saw the largest growth in FB fans 

(83%) from 2013 to 2014 
• Data from M+R Benchmarks 2015 Study 
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OVERALL CONSERVANCY 
SOCIAL MEDIA GOALS 
• Build our online community of support for the parks and 

programs 
• Increase newsletter subscriptions 
• Drive traffic to our website: Between Jan 1, 2016 to March 

24, 2016 social media drove 238,059 website visits 
• Reach younger audiences and under-served communities 
• Produce more shareable content to amplify our reach 
• Increase both online and offline traffic to our stores: 

Welcome Center, Lands End Lookout, Warming Hut 
• Create shorter videos for social. Syndacast predicts 74% 

of all internet traffic in 2017 will be video. 
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FACEBOOK STATISTICS 
• There are nearly 1.4 billion Facebook users 
• 47% of all Internet users are on Facebook 
• 4.5 billion likes are generated daily! 
• Nearly 75% of Facebook’s revenue comes from mobile 

advertising 
• Direct uploads of user videos to Facebook now exceed 

YouTube  
• What does this mean for the Conservancy: 59% of 

millennials use social media to find information—
compared to only 29% of the 35+ crowd. –IDG Research 
Group. This means younger generations are probably 
learning about the Parks Conservancy first on Facebook. 
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STATS & QUOTES ON GRAPHICS 
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FACEBOOK CAMPAIGNS: 
ORGANIC VS PAID 

• @Large: Ai Weiwei on Alcatraz—informational campaign 
• Organic posts 
• Boosted posts 

• Junior Ranger Jamboree 
• Live streaming, ads, boosted posts 

• Trail Mixer—ticket sales; Sponsored ads 
• Packing the Parks—awareness campaign  

• Organic posts; #FindYourPark; #PackTheParks 
• Partners in Preservation: Alcatraz; #VoteYourPark 
• FOGG Fest 

• Custom audience ads 
• Sponsored ads 
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@LARGE: AIWEIWEI ON ALCATRAZ 
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@LARGE: AIWEIWEI ON ALCATRAZ 
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JUNIOR RANGER JAMBOREE 

• Posted our very first Facebook Live video--the swearing-in 
ceremony  

• Launched first multi-lingual ads (Spanish and Chinese)  
• Spanish ads reached fewer people than English ads (7,757 

versus 13,321 people reached) but garnered more website clicks 
(305 versus 246 website clicks)  

• Created a toolkit complete with graphics, pre-written posts, and 
photos for partners to use to promote event  

• Added event to several family-focused calendar websites (Red 
Tricycle, Bay Area Parent, etc.) 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TRAIL MIXER 
• Launched ads on Facebook and Instagram  

• Sold more than 40 tickets through promotions on Facebook, 
Reddit, and the website  

• Posted regularly on Facebook, Twitter, Instagram, and Reddit  

• Added event to several calendars (SF Funcheap, SF Weekly, 
SF Station, etc.) 
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PACKING THE PARKS 
• Only organic posts, no ad budget spent boosting or promoting 

event  
• Reported lived from the field using blog posts, photos, videos, and 

live streaming  
• Organized our very first “youth takeover” of our Instagram and 

Twitter channels   
• Partners (REI, Merrill, Whole Foods) re-shared content on 

Facebook, Twitter, and Instagram  
• Posts on Facebook and Twitter drove more than 1,000 sessions to 

our website  
• Created four videos to tease event  
• Compiled an editorial calendar for partners to review 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FACEBOOK ANALYTICS & 
OTHER TOOLS 
• Use UTM tracking for your ads and content so you can start tracking 

what is working and what is not 
• Use personas to really target your FB ads using demographic data  
• List your social advertising objectives: new followers? Website 

visits? Email list growth?  
• News feed ads do better than right rail ads. We choose desktop 

news feed and mobile news feed 
• Optimize your landing pages when running conversion-based FB ad 

campaigns (or Google AdWords). You can also add a conversion 
pixel on your site and then add to an FB ad 

• Rotate your ads every 3-5 days to avoid ad fatigue; if your CTR 
starts to drop, FB penalizes you and then drives up your CPC 

• Retargeting audiences and Lookalike audiences 
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THANK YOU! 

Twitter: @vedabanerjee @parks4all 
LinkedIn: www.linkedin.com/vedabanerjee 

Gmail: veda.banerjee@gmail.com 

http://www.linkedin.com/vedabanerjee
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