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About Habitat for Humanity 

Habitat for Humanity of Seattle and 

South King County (HFH Seattle) is a non-

profit organization that builds affordable 

homes for low-income families in this 

region. It provides people with permanent 

housing and subsidized loans at zero-

percent interest rates. In the Seattle region, 

approximately 20,000 people use 50-75% 

of their income to pay for housing. Through 

HFH, people use less than 30% of their 

income to make housing payments. Housing 

is only part of the mission; the ultimate goal 

of the organization is to break the cycle of 

poverty.  

HFH of Seattle and South King 

County is part of Habitat for Humanity 

International, a large organization with 

more than 2,100 affiliates in 100 countries. 

It builds 90,000 units per day worldwide 

and has a 3.1 billion dollar brand value. 

Homes offered by Habitat are built using 

volunteer labor and are sold at no profit 

(Habitat for Humanity of Seattle/South King 

County, 2009). 

 

 

Who Is The Typical HFH Volunteer? 

 HFH volunteers come from all walks 

of life. Margie Law, HFH's Volunteer 

Manager writes, "HFH volunteers who 



return on a weekly basis are generally 

retired. Retirees have the time to volunteer 

during the week and more men than 

women. That said, our Saturday regular 

crews are comprised of younger folks, 

thirty, forty and fifty years old. We have lots 

of crew leads on Saturdays who are 

women. The younger women have really 

stepped up to the plate and want to fill 

leadership roles.  

As far as socioeconomic 

demographics among the regular volunteer 

pool, we have all types of folks. We have 

retirees on fixed incomes, young 

professionals, college students from HFH 

chapters, several church youth groups (16 - 

18 years old) who work with us regularly 

during the year, community service folks of 

all ages, and tradesmen/tradeswomen who 

donate their services. Volunteering at 

Habitat for Humanity appeals to all 

socioeconomic levels. We have a good cross 

section of volunteers. Professions run the 

gamut. We have folks from all professions - 

this volunteer experience appeals to a cross 

section of the population” (M. Law, personal 

communication, April 14, 2009). 
 

Current Communication  

Methods & Benefits 

 HFH holds meetings with its members, 

volunteers and the different 

organizations that are involved in the 

affordable housing program.  

 Pros: Direct, face-to-face & straight-

forward. 

 Company Website 

 Pros: It clearly tells viewers where and 

how to donate and volunteer. Its Calendar 

is frequently updated and shows 

information about upcoming events. 

 Craigslist and Facebook 

 Pros: These are both popular online 

tools for gathering small groups. HFH's 

foray into Craigslist was highly successful, 

netting 30 volunteers one hour after the 

posting. 

 Quarterly printed newsletter & monthly 

E-newsletter 

 Pros: E-news is an inexpensive medium 

and reaches a reasonable portion of the 

community.  

 SharePoint for internal use  

 Pros: SharePoint is an easy, low 

maintenance sharing tool. It enables people 

to cooperate with each other and maintain 

information in a collaborative space.  

 

How HFH Identifies Its Problem 

HFH does not have a volunteer 

shortage, and though they could always use 



more funding, they aren’t lacking in this 

area either. Their issue lies in their brand 

recognition, though not in the traditional 

sense: The American public recognizes the 

HFH name but has a skewed vision of its 

services, scope and abilities. The average 

American thinks that HFH exists to build 

homes to donate to the poor. Building 

houses is crucial yet almost incidental: 

HFH’s ultimate goal is to eliminate poverty. 

The organization is so entrenched in 

popular culture that is difficult to correct 

this misconception (M. Kooistra, personal 

communication, April 9, 2009).  

 

Challenges Based Upon 

Analysis 

1. As the CEO of HFH in Seattle/South King 

County, Marty Kooistra, mentioned, even 

though HFH is a valuable brand, many 

people do not understand its purpose. 

There is a general misconception by the 

public that HFH builds houses and gives 

them away to people in need, when, as 

previously mentioned, HFH sells these 

properties at an affordable price. 

2. The program’s complexity and the lack 

of proper communication platforms create a 

lack of internal communication. 

3. The present Web site is dry, missing 

any interactivity, and has a passive color 

scheme; except for the Calendar, it is 

outdated. It lacks features for comments, 

ratings, and has no links to the Habitat for 

Humanity Facebook accounts.  

4. The HFH staff and volunteers need a 

better understanding of how to use online 

communication technology and how to use 

social media as a tool to disseminate the 

preferred image of HFH.  

5. Misuse of social media tools: Even 

though the organization currently utilizes 

four different online tools, there is no clear 

goal for their use. In the case of Facebook, 

HFH built one group looking for an online 

presence, but ignored the collaborative and 

networking potential and reach of the tool.   

 
 

How a New Communication 

Strategy Will Help 

The organization needs a strategic 

plan to communicate its purpose effectively, 

enhance community involvement, and 

attract more contributors and volunteers. 

Social media tools represent an innovative 

way to connect people, inspire contribution 

and sharing, and boost openness. Gillin 

(2009, p. 184) emphasizes that "social 



media marketing demands a different 

approach to customer interactions, one that 

stresses engagement over interruption." 

Many of these are tools that people are 

familiar with, and since HFH relies heavily 

on volunteer work, aside from their 20 staff 

and 7 AmeriCorps workers, their platform 

needs to be something that will be easy to 

operate for a variety of staffers. HFH staff 

and volunteers all have compelling stories 

to tell; social media should help with this as 

well. 

However, it is important to recognize 

that social media tools are just that: tools 

(Gillin, 2009, p. 22). A hammer can build a 

house in the right hands but will not do any 

good unless it is used properly. Without the 

proper blueprint, a hammer can just as 

easily build a shed or a boat. It is important 

for HFH to have an understanding of their 

mission and how social media tools can 

help. As a first-time volunteer in May, 2009 

noted, HFH had the opportunity through 

their AmeriCorps workers to educate a 

captive audience of other first-time 

volunteers about their true mission while 

the volunteers were at the site and did not 

do so. Social media is not a cure-all, though 

if used properly it can be quite effective. 

 

Why Social Media?	  	  

Social media is an excellent communication 

tool for non-profits for many reasons: 

 Social media is about relationships. 

HFH is trying to re-brand the non-profit as 

an organization dedicated to relationships 

with people, not buildings. Therefore, it 

ought to expand on human interaction by 

communicating directly with real people. 

Social media allows a face to be put with a 

campaign. For example, the March of 

Dimes had great success with a campaign 

commemorating a toddler named Maddie 

who passed away due to early childhood 

illness. By putting a real face with their 

organization, people showed much more 

support than they would have otherwise. 

(Kanter, 2009)  

 Social Media is a growing 

communication trend.  Social 

media is not going away. More than 60% 

of the CEOs surveyed in a survey that PR 

Week released last year said that social 

media can have a large impact on a 

company's reputation (Alston, 2008), and 

more than 86% of nonprofits participated 

in social media, according to the Nonprofit 

Social Network Survey (NSNS, 2008). As 

newspapers go out of print, social media is 

being widely accepted as the future of 



communication; the specific tools we 

recommend today may be replaced, but 

the concept of social media is here to stay 

(Gillin, p.14). By using social media, an 

organization can portray itself as an 

influencer. Not all nonprofits are using 

social media, though many are having 

success with it. By joining now, HFH will 

still be ahead of the curve. Many brands 

fear that social media will go against their 

established identity; the purpose of HFH's 

campaign is, in this case, to change public 

perceptions, and social media is an 

excellent opportunity redefine its image. 

Social media can also be used to attract 

younger adults, such as college students 

and young professionals. However, social 

media is not just for the kids. The number 

of adults with a profile on a social 

networking site has quadrupled since 2005 

(Jayson, 2009), which is relevant since 

most HFH volunteers are older adults. 

  Social Media is inexpensive. 

Facebook, Twitter, Craigslist, Myspace, 

LinkedIn YouTube and Flickr accounts cost 

nothing to set up. But, it is important to 

understand that they are not completely 

free: there is an investment of time that will 

go into them. If creating videos or audio 

files, one may need to invest in some 

recording and editing equipment; however, 

one can produce great quality with fairly 

simple devices, and there is plenty of free 

software for editing, such as audacity for 

audio files. One may want to bring in a 

technical consultant to help with tasks such 

as an RSS feed (although this is something 

that anyone can figure out with a bit of time 

and there are programs and websites that 

do this for you). 

 Social media is an effective means of 

communication. The Internet allows people 

to come together on their own time. People 

to no longer need to be in the same room 

to have access to the same information. It's 

also a way to crowdsource: some people 

are participants, and some are promoters, 

meaning that they will spread your message 

to their own channels, which you may or 

may not have access to. It also gives you 

easier access to other nonprofit 

organizations. In an email from April 14, 

2009, HFH CEO Marty Kooistra informed us 

that HFH can't do much for people who do 

not meet their standards except for refer 

them to other agencies; social media could 

facilitate direct collaboration or help HFH 

share resources with these other agencies. 

Social Media can also help the Seattle 

branch communicate with other HFH 

branches around the world. 

  Social media is a way to monitor 

what critics and supporters are saying. 

Everything that goes out on the Web via 



Twitter, Facebook, blogs, etc. is searchable 

through programs like Technorati, Google 

Alerts or Monitter. One may find that 

perceived problems do not actually exist, or 

this may confirm suspicions and point 

toward solutions (Gillin, 2009, p.41 and p. 

44). 

Appropriate Social Media Tools 

 Improve Current Tools  

• Website: HFH needs to add a 

section to the Web site to clarify the 

organization's mission instead of cramming 

this information at the bottom of the home 

page. The bottom of a site is the most 

ineffective place to put a message, while 

the top portion below the header is the 

most effective area. (K. Gill, personal 

communication, June 2, 2009) 

• Facebook: Facebook is by and 

large the most popular social networking 

tool for nonprofits: 74% of nonprofit 

organizations participate in Facebook 

(Nonprofit Social Network Survey, 2008). 

HFH’s Facebook page should contain its 

stakeholder’s information, the current 

projects, upcoming events, 

article/video/photo sharing, and a space 

for people to give feedback. Most 

importantly, the Facebook page needs to 

specify the Seattle branch as the Seattle 

branch instead of just another HFH page to 

increase searchability.  

• E-Newsletter: This is a good 

medium to spread awareness of HFH’s 

latest social media tools such as Facebook, 

Twitter, Flickr, and blog. Through the e-

newsletter, HFH should encourage people 

to visit those Web pages and leave 

comments.  

• Craigslist: The first use of this tool 

by HFH was highly successful in recruiting 

volunteers, netting 30 volunteers just one 

hour after posting. Craigslist offers an 

inexpensive solution to recruiting 

volunteers and announcing job 

opportunities, so it should be used 

regularly. One job posting costs $25 and 

stays on the Web site for a month; 

postings in the volunteer section may not 

get as many views but are free. In 

addition, it can be another venue for 

potential volunteers learn about the 

organization and its positions.  

• SharePoint: The organization 

should be able to share this collaborative 

web site with Habitat for Humanity 

International and other local organizations, 

with which it has projects and 

partnerships. The organization could also 

engage the SharePoint site’s public view to 

highlight the central work of the 



organization and provide links to the other 

HFH sites and social networks.  
        

Implement New Tools           

• Blog: There are many free online 

blog platforms for people to use, including 

Wordpress, Blogger and Typepad. The blog 

for HFH should be updated regularly. This 

can be a collaborative space where HFH 

staff can add their opinions, articles about 

low-income housing projects, etc. Blogs 

allow comments, which can encourage 

readers to express their own opinions or 

engage in a debate. Blogs are generally 

considered the easiest social media tool for 

older users to get involved with because 

they are relatively straightforward and 

contain a lot of written content. Since most 

HFH volunteers are older adults, this will 

likely be the most effective social media tool 

to engage them.  

• Twitter: Twitter is another tool that 

can provide links to articles, the latest blog 

entries and announcements – and receive 

instant feedback. To set it up, HFH should 

create a username that clearly identifies the 

brand, such as HFHSeattle, HFHKingCounty, 

HabitatSeattle, etc. Next, the administrator 

should follow everyone they know on 

Twitter by using the email "find people" 

option. The search feature can help to find 

new people to follow, as well. Using 

relevant hashtags will make tweets 

followable and will encourage outside 

viewers to find them. Twitter can be used 

from the Web, but downloading Tweetdeck 

for free can help to manage all aspects of 

Twitter: your tweets, public tweets to you, 

private direct messages and searches. 

• Flickr: Flickr is a leader in online 

photo sharing (Gillin, 2009) and an 

important tool to optimize search with tags. 

HFH could utilize the thousands of images 

that the organization has and invite the 

community to participate and share photos, 

videos and comments in a HFH Seattle 

Flickr Group. Besides strengthening 

community building, outsiders could learn 

more about the HFH activities and core 

objectives. Gillin affirms (2009, p. 126)  that 

"photo sharing sites can be an outstanding 

resource for companies whose products and 

services have a strong visual component", 

and this is definitely the case with HFH and 

its construction areas, and aligns with the 

analogy of "constructing a better world."  

• YouTube: YouTube can be used to 

post interviews with volunteers, builders 

and whomever has benefited from HFH. 

These clips can also be added to other 

social network sites that accept videos. HFH 

could tell the story of the families, 

volunteers, and the organization itself, 



emphasizing that HFH Seattle doesn’t give 

away houses but does provide a valuable 

service. YouTube is also an excellent tool 

for people to share their volunteer work 

with their friends, and can therefore engage 

new supporters. It's a requirement for HFH 

homeowners to appear in promotional 

material if asked, so HFH should take 

advantage of this (HFH King County, 

2009).   

• MySpace: This social network site 

is among the top social network sites in 

terms of users. A MySpace page can be 

customized with some editing in HTML, and 

photos and videos can also be added. 

According to a study released last January 

by the Pew Research Center, half of adult 

users of social network sites are on this 

platform (Jayson, 2009).  

• Ning: The advantage of Ning is that 

it can be used to create personalized social 

networks; according to the 2009 Non Profit 

Social Network Survey, one third of non-

profits have their own social network, and 

the largest percentage of these use Ning. 

This tool can be useful to create specific 

social networks for UW HFH, Habitat Young 

Professionals and others, and organize the 

networked communities. Volunteers could 

be utilized to manage these sites and have 

project ownership.    

• Religious group or school 

Websites: Such sites may be able to help 

HFH reach people who need affordable 

housing programs. A link to the HFH Web 

site could be added to local religious group 

or school Web sites such as West Seattle 

Christian Church or Seattle Christian 

Foundation. In addition, some school 

districts in Washington require students to 

do a certain amount of community service, 

so school websites would also be a good 

place to have a HFH link. (OSPI, 2009) 

• Google Analytics: This free tool is 

important because it can produce metrics to 

assess the successes and failures of the 

social media tools. Google Analytics can 

help HFH understand from where the traffic 

on its Web site originates and observe the 

number of unique visitors each month. It 

can thus track which social media tools are 

most effective in driving traffic to the 

website and re-evaluate its strategy 

accordingly. 

     

Proposed Strategy  

The tools should be implemented 

gradually: there does not need to be a rush 

to implement all at once. Start with what 

employees are already familiar with, then 

expand; it is critical to raise awareness of 

HFH on networks that people are already 



using; as new media expert Adam Metz 

states, “Why start a network from scratch, 

when you can leverage the power of the 

one that already exists?” (Metz, 2008, p.45) 

Habitat's budget falls under Metz’s 

“Lemonade Stand” category of social media 

plans, making Facebook, Twitter, and an 

improved, more interactive HFH Web site 

the appropriate basis for a new campaign. 

If the free tools work, they may be more 

receptive to fee-based media services. It is 

important to stress that these are just tools, 

not actual strategies, and will not work if 

not used properly. (Metz, 2008, p.35)  

   

Implementation  

Our suggested strategy is composed 

of three central parts:  

• Modification of current tools: 

Adaptation of some current tools to clarify 

HFH message, and improved employment 

of these tools.  

• Aggressive social media strategy: 

Active presence on major social media 

platforms.  

• Grassroots campaign: Organization of a 

live campaign to spread the word about the 

HFH site and its social network sites. 

Empower the community to help the 

organization.  

 

Strategy Details  

  • Modification of current tools is necessary 

to have consistent messaging with the tools 

that will be adapted later, and with the 

message that will be delivered to the HFH 

community in the grassroots campaign. 

Moreover, HFH is already familiar with its 

existing tools, so they may be a good 

starting point for the social media strategy.  

  • Social Media will help HFH to deliver the 

right message, i.e., that HFH does not give 

away houses to the poor, but that it 

constructs and sells affordable houses with 

zero interest financing to people in need. 

Social media will also provide ways for to 

the HFH community to participate and 

engage with the organization, and can 

attract more volunteers and sponsors.  

• Grassroots campaigns will take advantage 

of community meetings and help to enforce 

the new social media plan by explaining the 

importance of volunteer participation. A 

campaign will explain the social media 

basics to HFH and encourage individuals to 

submit true stories of their experiences with 

HFH, as well as elect HFH ambassadors to 

manage certain social network sites.  



   

Application of Strategy  

FIRST STEPS  

o Critical issues on the Website: 

Change the color scheme and emphasize 

the goal of the organization near the top of 

the home page. The current explanation of 

HFH's goal is at the bottom of the page in 

an uninteresting green text box. Provide 

links to the Social Media sites (Facebook 

groups) and other relevant organizations. 

Update the News section of the site once a 

week or remove it.  

o Improve the e-newsletter, and 

make it a channel to publicize social media. 

It is necessary to know if HFH members 

really read the e-newsletter and find the 

content useful. Some questions to consider: 

Are the reports interesting? Can the 

volunteers collaborate and write their 

stories? Is there a channel through which to 

reply? What would make people read that 

e-mail in a full Inbox? Is it compelling? Does 

it generate interest and participation? Does 

it have a channel to encourage readers give 

ideas to improve the medium? How is HFH 

collecting people's e-mails? Does it 

emphasize the goal of the organization to 

the new members or potential volunteers?   

o Post all volunteer and job opportunities on 

Craigslist and LinkedIn. 

o Determine how much of the execution 

of the strategy will be volunteer-based and 

how much of it will come from a dedicated 

staff member; most non-profits that engage 

in social media devote one quarter of a staff 

member's time to these efforts, according 

to the Nonprofit Social Network Survey.  

o Talk to Habitat for Humanity 

supporters about the social media 

plan and the importance of their role to 

make it successful. Familiarize them with 

the concept of social media and show how 

other non-profit organizations are using it. 

Encourage them to write stories for the blog 

and shoot a film on the construction site. 

HFH must incorporate actual stories into 

their campaign to emphasize that the 

organization is about people, not buildings. 

Find a volunteer to be responsible for the 

creation of an official Facebook Seattle and 

South King County group.  

   

NEXT STEPS  

o Contact all affiliated Facebook 

group administrators and ask them to 

participate in the social media plan. Ask 

them to provide links to HFH Seattle and 

South King County Web sites and other 



groups. For those who are inactive, ask 

them to join other groups or migrate to the 

official HFH Seattle and South King County 

group.  

o Implement new social media 

tools:  

 Create a blog. Habitat for 

Humanity community urgently needs to 

have a channel to communicate back and 

forth with the public. The blog must be 

linked to the Web site. Engaged volunteers 

can be elected to administrate the blog. 

This can also be a collaborated blog where 

HFH staff can add their opinions, articles 

about low-income housing projects, etc.  

 Make a Twitter account. 

Twitter can be used to inform the 

community about future events, new 

projects, new partnerships, and HFH 

events. A hashtag can be used to share 

impressions about a specific project, the 

experience on the construction site, etc. 

Even though HFH will need to tweet daily, 

it does not take too long to do the updates 

and it is a relatively easy tool.  

 Create a Flickr account and 

enter the thousands of pictures that HFH 

already has. This implementation may take 

a while, but a large quantity of pictures 

can be shared with volunteers and divided 

in different albums. The pro-account costs 

less than $30 annually. Some instructions 

and suggestions can be given to the 

volunteers, reminding them to utilize tags. 

Volunteers can share a little bit of their 

stories by adding engaging and interesting 

captions. 

 Create a YouTube account if 

HFH community really engages on the 

video productions. If they do not produce 

many videos, update these materials on 

the Web site, blog, Flickr, and Facebook. 

The videos can tell stories about the 

volunteers and why they decided to join 

the organization, the families that bought 

the houses and the importance of this 

entity, videos about partners, and even the 

social media discussions can be added.   

 Create a MySpace account if 

the current Facebook groups do not attract 

enough users. A MySpace page can be 

highly customized, but may require HTML 

knowledge to produce a good-looking 

page.  
 

o Meet with the community in 

construction sites and other venues to 

assess their experience with social media. 

Have an expert answer questions and 

motivate people to participate. Tap their 



love for the cause and use it as a catalyst 

to inspire the community to produce 

content for the HFH Web site and social 

networks, and envision real progress and 

change in the organization. Have guest 

speakers from other non-profits who are 

already reaping the benefits of the use of 

social media or prepare presentation 

materials with these case studies (e.g.: see 

campaigns like Crayons’ Pink Lemonade 

Brigade that task children with selling 

lemonade for charity & thereby raise 

awareness (Crayons Inc, 2008). The 

campaign should be positive and 

supporters should be rewarded with online 

“badges” or some kind of recognition or 

incentive to remain active. As Gillin 

suggests (2009, p.105), "Put yourself in 

the shoes of your prospective members 

and ask what would entice them to join a 

network. Then try to deliver along those 

lines."  

o Find people to join HFH social 

network sites. Proactivity will be key to a 

successful Facebook campaign; if HFH 

invites people who have volunteered in the 

past or who might have an interest in the 

organization based on their profession, 

such as construction workers, architects, 

social workers and students of any of these 

areas, to join the group, the number of 

members would increase and the Seattle 

branch’s popularity would rise in the search 

ranks.   

o Monitor online reputation. If HFH 

doesn't understand what is being said of 

them, their brand will be at the mercy of 

the World Wide Web. HFH can use news 

feed to find mentions of HFH. Feedburner 

is a fairly manageable software for HFH to 

use. Again, have a dedicated team to 

manage the community of supporters – 

using your key goals/messaging developed 

earlier. Consistent messaging is key.  
   

CONTINUED REACH  

o Maintain communities on external 

social networks. Upload user photos, 

photo contests, and videos to the social 

network sites. New social network sites are 

always being launched. Search and find if 

there is something else out there that your 

organization could be benefiting from. 

o Blog to keep in touch with users and 

communicate with partners.  

o Website development/maintenance. 

Websites give the image of legitimacy in the 

eyes of many viewers: the better the Web 

site, the better the organization must be, 

and the basic impression the current one 

gives is that a volunteer with some 

Dreamweaver skills put it together.  It is 

important to be always enhancing the Web 



site features. Other changes on the Web 

site could include: improving the Jobs tab, 

which is confusing because it also contains 

volunteering positions. The Outlet section 

should have a button to go back to the 

Habitat for Humanity page, which would 

improve ease of navigation. The Home 

section should place more emphasis on the 

“top story.”  

o Work on the SharePoint site to 

enhance capacity of internal 

communication, and study the possibility of 

implementing a community on Ning.   

o Use consistent messaging on the 

weekly and monthly e-mail newsletter, 

and publicize the use of social media tools 

and the collaboration of the community to 

make it happen. Show results to the 

community, and emphasize the importance 

of their help for the good of the cause.   

o Map pinpointing locations and 

neighborhoods committed to helping the 

homeless for future projects, always looking 

for new visitors from outside the core 

visitors. 

o Earn visibility and credibility for the 

cause & supporters.  

    

Cost, Metrics and Measurements of 

Success  

COST 

The hard costs required to 

implement a social media strategy are 

relatively low. One needs to have access to 

a computer, the Internet, and to know 

where to find the right tools. The majority 

of the online tools necessary can be used 

for free, such as YouTube, Flickr, Wordpress 

and Twitter. The primary costs associated 

with developing a social media plan are 

manpower and time.  

TIME 

A designated team is necessary to 

create a strategic social media plan. While 

many businesses may try the approach of 

“throwing everything out there” to see what 

sticks, a more targeted approach can be 

taken. One should consider the end-goal of 

each social media marketing tactic. Some 

CEOs may blog without knowing why – and 

sometimes unnecessarily.  

With time as the primary cost, it is 

wise to manage time properly in order to 

secure the best results.  For example, if 

one’s company does not have a need for a 

publicly active CEO, the CEO should not 

spend time blogging. On the other hand, 

time can be saved by identifying the 

purpose of each strategy and bringing the 



resources together. By having all media 

outlets point to the same Website and use 

the same key messaging points, a social 

media plan can build upon itself. However, 

this again, takes time. Based upon the 

outline of ideas provided in this paper, 

Habitat for Humanity can select the 

appropriate number of people to implement 

each action item. 

MEASUREMENTS OF SUCCESS 

The measurements of success can 

be evaluated based upon organization initial 

goals for the online program: Have you 

seen the perceptions of Habitat for 

Humanity begin to change? Have you 

attracted more volunteers to support your 

preferred initiatives?  

In addition to such large 

measurements, small successes should be 

celebrated. A social media plan will take 

time to develop and a public buzz will build 

gradually. In order to refine the 

expectations for success, it may be wise to 

prioritize the elements of the social media 

strategy and set one or two items as a goal 

each quarter. Success can be seen in many 

ways, including e-mail/newsletter sign-ups, 

the number of new profiles or comments on 

the Web sites, and the number of 

endorsements. 

METRICS: Analytics and ratings  

In addition, metrics can help 

evaluate how a social media program is 

performing. Several free evaluation tools 

are offered online and can assist users in 

tracking the progress and reach of a digital 

campaign. Two such tools are Google 

Analytics and Alexa ratings. These services 

can help Habitat for Humanity by providing 

statistics on national and global references 

to the organization and by monitoring 

patterns of public behavior.  

The traffic and visitors to a Web site 

can be measured: Alexa ranks traffic and 

Google Analytics analyzes traffic. These 

services tout themselves as being easy to 

use for novices and secure and accurate. 

According to its site, “Google Analytics helps 

you find out what keywords attract your 

most desirable prospects, what advertising 

copy pulled the most responses, and what 

landing pages and content make the most 

money for you.”  The Alexa site boasts 

“Free web traffic metrics, top sites lists, site 

demographics, hot urls, and more...”  

   

Conclusion 

HFH may not see immediate results 

from the implementation of a new social 

media strategy. It will take some time for 

HFH to adapt to these new tools and to 

spread the word to its target audience. 



Social Media is not a cure-all; it is a tool 

that will aid in communication but will not 

change any underlying problems in the 

message. However, with proper 

understanding and implementation, HFH 

can see an improved public image and 

strengthened support base thanks to social 

media. 
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