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1. Introduction 
As a society in the digital era, being deprived of Internet access feels like losing access to a basic need 
– privately, as well as in the work area. Among the platforms used on a daily basis are social media, 
which are defined as a group of platforms on the Internet that facilitate content generated by users. 
Their power lies in its open access and the possibilities to freely interact with the outside world. If well-
targeted, social media allows any individual to reach an extremely wide audience. 
 
Within the conservation field, this can be beneficial towards (1) organisation’s reputations, (2) acquiring 
and exchanging additional knowledge and experience, (3) (crowd)funding, (4) strengthening networks 
and identifying potential new partners, (5) finding volunteers, and (6) influencing societal debates on 
the environment. 
 
This document intends to provide a set of guidelines, tools and tips and tricks for (not for profit) 
organisations working in the nature conservation sector on how to utilise social media in creating 
awareness for their cause.  To facilitate user access at all times and places, platforms have often 
developed applications for mobile devices such as tablets and phones.

Did you know that in April 2018 humanity counted 7.6 billion people? 
The internet has 4.2 billion users, of which 3.03 billion are active on social 

media!1 

1 Brandwatch, 2018



Assets that are indispensable in creating a strong reputation are goodwill and brand appeal. In 
general, social media has been taking the lead in forming a large source for consumer information. In 
short, this means that an organisation’s online reputation will reflect and influence the impression of 
potential partners, visitors, volunteers and other stakeholders.

Tips:
2 Don’t just send - interact with your audience!

2 Do not ignore complaining users

2 Respond to incoming messages rapidly

Studies have indicated that, although social media are being increasingly used for sharing knowledge 
and experience, a better understanding of the landscape and direction regarding the possibilities and 
opportunities is needed. Social media platforms offer a solution in bridging gaps between knowledge 
seekers and contributors (note that the identities of these could be interchangeable) in effective ways 
because of their connective nature (Seebach, 2012).

(Crowd)funding

Crowdfunding is a manner for individuals or organisations to raise funds through collaborative 
contributions of the general public (Lu et al., 2014). In relation to social media, their research has 
shown that in realising a successful campaign there is a strong correlation between a crowdfunding 
project’s early promotional activities and final outcomes.

Strengthening networks and identifying potential new partners

Due to the open character and the chances social media offer to connect with any individual or 
organisation that shares an interest in a specific field of conservation work, the platforms offer 
opportunities to digitally meet and identify potential future partners. Additionally, through the sharing 
of knowledge and experience, networks and member-based organisations have the opportunity to 
connect with potential members and / or contributors to their networks.

Branding your reputation through social media

Acquiring and exchanging additional knowledge and experience



Engaging the audience and ensuring their interest for a cause means sharing content that 
encourages them to act. Recruiting volunteers is part of building a relationship with the audience and 
base of followers, for example through sharing content that communicates your mission. Social media 
profiles and pages that clearly communicate an organisation’s mission at first glance result in an 
audience that supports the mission and therefore the organisation. When one invests time and energy 
in building and maintaining a relationship with the audience, the follower base and engagement will 
automatically grow.

Influencing societal debates

While many studies are researching the effects of social media on societies throughout the world on 
global, national and regional levels with various outcomes, no one can deny their presence in the 
modern digital era. Users inform themselves on subjects that interest them through channels that 
reach them fast, and social media serve that desire perfectly. Therefore, the conservation sector 
could use the influence organisations can have through social media just as well as other sectors, 
e.g. through online petitions for a cause.

Fun facts2:

2 Every minute, 4,166,667 new likes are given on  
     Facebook, 136,000 photos are shared, and 293,000 
     statuses are updated.

2 435,120 tweets are being tweeted every minute

2  Tamis, 2017 https://bloeise.nl/115-verrassende-feiten-social-media/

Finding volunteers



2. Types of social media
In essence, there are six types of social media: blogs, virtual social worlds, virtual game worlds, social 
networking sites, content communities, and collaborative projects. This guide focuses predominantly 
on social networking platforms to reach a predefined target group and build and engage an audience. 
The various types of social networking platforms discussed correspond with the types that are currently 
among the most popular and user-friendly options. Each platform will be defined and introduced below, 
after which the next chapters explain how to get started and certain features or possibilities.

Facebook

As a website that provides registered users with the possibility to create an online profile, Facebook 
has grown into one of the largest social media platforms. Users can upload photos and videos, 
send messages and maintain relationships with friends and family. Additionally, the platform offers 
the possibility to create groups, events and pages. Profiles that connect with other profiles are called 
‘friends’, whereas profiles that have ‘liked’ (and in most cases therefore ‘follow’) a page are called ‘fans’ 
or ‘followers’. By giving something a ‘like’ on Facebook, a user clicks on the like-button, which indicates 
interest and engagement. Facebook offers a tool for private messaging called ‘Facebook Messenger’.

Twitter

Twitter is a social platform that is also known as a platform for ‘microblogging’: users can generate 
content in short messages referred to as ‘tweets’. Note that a single tweet can only count a limited 
amount of characters, currently 280. The service lets users categorize posts on a certain subject or topic 
through the use of hashtags (#). When someone reposts another user’s tweet, it is called a retweet. As 
well as Facebook, Twitters offers a Direct Messaging service via which users can chat privately and are 
no longer restricted to a certain amount of characters. People who follow another profile’s tweets are 
called ‘followers’. 

 LinkedIn

The target group of the social platform called LinkedIn is composed of members of the business 
community. It functions as a social networking site on which users can build and expand their professional 
network. A personal profile page has several options. Users can choose to add their work experience, 
a summary, educational background, and skills. Aditionally, like Facebook, LinkedIn has a news feed 
that keeps the user informed on what is happening within his or her network. Users that have accepted 
each other’s invitation to connect are referred to as ‘connections’. LinkedIn requires users to actually 
know each other, i.e. have a pre-existing relationship, upon connecting. 



3. Getting started & first steps
To get started, for all platforms a user first has to create a profile. After doing so, the options per platform 
differ:

Facebook
To create a personal Facebook account (which is the starting point before doing anything else), one 
needs to take the following steps:
• Go to www.facebook.com;
• enter name, e-mail address and / or mobile phone number, date of birth and gender;
• create a new password;
• click on ‘create account’;
• confirm the e-mail address or mobile phone number by clicking on a link in the confirmation  
  e-mail or entering a code sent to a mobile device. 

Once the personal Facebook profile has been successfully created, there is the possibility to set up 
an organisational Facebook presence through creating a page or group. The difference between an 
individual profile, a page and a group is in one word: the goal. An individual profile, although needed to 
set up a page or to create a group, is personal and most often kept private. It is not used for business 
or networking, but for keeping in touch with friends and family in a private setting. Pages were designed 
to be the official profiles for entities and organisations, such as a wetlands visitor center, whereas 
Facebook groups are the place for small group communication. Examples are common interests and 
discussions. 

To create a page, a registered user with an individual profile should:
1. log on to Facebook with his or her personal account;
2. in the blue menu bar, click on the small triangle to open the menu;
3. click on ‘create page’ (if you already manage one or more pages, click on pages and then click on 
    the plus sign to create a new page);

4. choose the category to which the page belongs. In the nature conservation sector, this category will
    most likely be ‘company, organisation or institute’ or ‘charity’. 
5. Enter the name of the organisation;
6. Click and enter the requested details;
7. click ‘Get Started’ and follow the on-screen instructions;
8. note that the amount of characters in the description section is limited. Users should make sure a
    description is brief and to the point.

http://www.facebook.com


To create a group, a registered user with an individual profile should:
1. On the Facebook ‘home page’ go to the group section on the menu (on the left) and click ‘add 
    group’. 

2. click ‘create new group’;
3. give the group a name;
4. add members to the group;
5. do not forget the privacy settings. Users can opt between ‘open’ (anyone can find and see the group, 
    who is in it, and what members of the group have posted); ‘closed’ (anyone can see the group and its
    members. Only group members can see what has been posted); and ‘secret’ (in which only members
    see the group, who is in it and what has been posted).
6. Click ‘create’;
7. Facebook now provides the option to choose an icon. This is optional.
8. Complete the ‘about’ section. It gives prospective group members an idea what the group is about.
    It is also a good place to display any rules the group might have, or any requirements a member 
    should meet before applying to join the group. 



Twitter
In setting up an organisational presence on Twitter, a user can immediately register as his or her 
organisation. Twitter does not require an individual to have an individual profile before registering an 
organisation. An organisational Twitter account cen be set up quite easily in eight simple steps:
1. go to www.twitter.com;
2. choose the name and set a password for the profile. Note that this will be the visibile name on 
   Twitter, also known as the ‘@name’. 
3. Add a picture or logo;
4. complete the short bio and make sure it is enticing to potential followers;
5. add the URL that links to the organisation’s website;
6. start following some individuals or organisations;
7. send some tweets. A tweet is created by clicking on the button in the right corner and composing a 
   short message in the text block that appears. The text can be supported with a picture, video, URL,  
   or GIF-file. 

8. Check regularly if other users have mentioned your organisation through the ‘@name’. This is done    
   by clicking on ‘notifications’ in the right upper side of the screen, where a user can switch between
   notifications and mentions. 

To stay up to date on what is happening and to discover what is on the minds of the people behind 
the profiles a certain profile chose to follow, without having to scroll down a large number of tweets, 
Twitter offers the service of Twitter lists. It is a way of categorising the profiles followed, which creates 
a newsfeed in which only the followers added to that list appear. Lists function as a filter, ensuring 
the user will see the tweets of the profiles most important to him or her. Lists can either be public 
or private, depending on its settings. Public lists are visible to all other Twitter users on the Twitter 
profile, of whoever set up that list. When the owner of the Twitter list adds another Twitter user to it, 
the person who has been added will be notified if he/she has checked that option in their settings. 
A private Twitter list is for the creator of the Twitter list only. Users added to a private list will not be 
notified by Twitter. Users can also subscribe themselves to public lists of others. To create a list, a 
user should:
1. click ‘Lists’ on the profile page or visit the lists page via the gear icon drop-down menu;
2. click ‘create list’;
3. give the list a name and a short description;
4. set list settings on either public or private;
5. save the list.

http://www.twitter.com


LinkedIn
Similar to Facebook, LinkedIn requires its users to have an individual page before being able to set 
up or manage a page for an organisation. In all cases, such additional profiles to an individual profile 
are referred to as ‘company profiles’. To get started, a user should thus set up an individual page. To 
do so, it is important to:
1. go to www.linkedin.com to fill in the form on the LinkedIn homepage with a user name, e-mail
    address, and password;
2. fill out the profile form with providing a job title, employer and geographic location;
3. click ‘create my profile’;
4. active the account by clicking on a confirmation link sent to the e-mail address provided upon 
   registration;
5. start adding connections the user is already familiar with through his/her offline network;
6. set a profile picture. This is not required; however, it is strongly advised. 

Once a user has created an individual profile, a company page can be created. It helps other LinkedIn 
users to get to know the organisation, and it helps to brand the organisation. To create a company 
page, a user should:
1. click the ‘work’ button in the top right corner of the LinkedIn homepage;
 

2. select and click ‘create a company page’;
3. enter the name of the organisation and choose a URL. Be careful in this step: the URL cannot be
    changed later;
4. make sure to check the box that asks the user if he or she has the right to act on behalf of the 
   company (in this case the organisation) in creating a page;
5. click ‘create page’;
6. make the page appealing to potential followers by uploading a picture or logo and add a banner;
7. note that a company page will not be published until the user has added a company description
    of 250 - 2000 characters and a link to organisation’s website;
8. add an additional admin to the page in case the original admin loses access or will leave the 
    organisation one day. 

http://www.linkedin.com


4. Social media strategy
This chapter will discuss goals and targets according to the SMART principle, how to create a social 
media plan, tone of voice, scheduling posts, and manners to measure and evaluate what works best. 
First of all, it is important to remember to establish objectives in the strategy. Usually, this section 
describes two or three objectives that are formed in line with the SMART principle. According to this 
principle, an objective should be Specific, Measurable, Attainable, Relevant, and Timely, e.g. ‘To 
attract x visitors to the center through social media marketing on a monthly basis’.

Secondly, as part of the strategy ‘4W1H’ should be incorporated into the social media plan. Although it 
sounds like a scientific chemical formula, it serves as a reminder for the following and it contributes to 
defining a SMART set of objectives:

What:
• What content will be shared and how much time is needed on a daily/weekly basis to maintain an 

(inter)active, and attractive social media directory?

Who:
• Who is the target audience, i.e. who is the content created for?
• Who in the organisation is responsible for social media?

Where:
• Which platforms will be used to achieve set objectives?

When:
• At what time will content be shared? What is the best time to share to reach the target audience?
• What is the frequency of posting?

How:
• What is the effect the content should have and/or actions friends/followers/connections are desired 

to take?

The value of a good strategy: 

A good strategy helps to keep your eye on the 
goal and to reach your objectives. A  social media 
strategy describes why and how you will use your 

social media channels. 
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Most likely, the overall objectives of the social media strategy for an organisation somehow involve 
one or multiple calls for action. However, too many calls for actions that regularly appear in posts 
(such as calls to sign a petition, sharing a post, making a donation, come to an event, etc.) could 
deter the audience. The feeling that something is always wanted or needed from the audience should 
be prevented. This does not mean calls to action should be avoided in all communication – a ratio 
of 4:1 is sufficient to prevent an audience feeling like all they are asked for is their time and money. 
The question that remains is what content to use when not making calls for action while ensuring 
quality and interaction with the target group.  Examples of such type of content are questions, tips 
and advice, and even a little riddle or puzzle once in a while. Variety and mixing it up is the answer to 
keeping an audience engaged.

Facebook offers its users the options to share unlimited text, photos, videos, links and GIFs. In the 
nature conservation sector such content can be used towards showcasing projects and creating 
awareness for upcoming, ongoing or carried out activities and campaigns.

Twitter

On Twitter users have the possibility to compose messages that are limited to 280 characters, 
excluding attachments such as images and videos. Note that links are usually long and may look 
messy. Users can shorten their links on pages that give the option to shorten and even customize 
links. A good example of such a website is www.bitly.com.

LinkedIn

Without a character limit, text, photos, links, videos and GIFs can be posted on the networking site 
for professionals. Similar to Facebook, users can react on each other’s posts and share each other’s 
content.

Target audience

Identifying the target audience is of key importance, considering that the general message, type of 
content and tone of voice are based on who the user is communicating with. Firstly, creating some-
thing called a ‘buyer personas’ can help towards visualising the ideal individual for whom messages 
can be tailor made. Buyer personas can be created through retrieving information from groups or 
individuals that are interested or part of the offline network, for example through a survey. The infor-
mation drawn from the survey can be used towards creating a profile of an individual composed of all 
responders merged into one. 
Secondly, the platforms that are most used by the target group should be identified. Identifying these

What to post?

Facebook



requires additional research, predominantly on user demographics. A DESTEP-analysis can serve as 
a tool to help process the acquired data by categorizing the target groups’ following factors:
• demographic: characteristics of the population;
• economic: characteristics that describe the economy (e.g. source of income, approximate salary)
• social-cultural: characteristics describing the culture and customs (values, lifestyle, religion, be-

havior);
• technological: characteristics of development (technology use, innovation);
• ecological: characteristics of the physical environment (environment, climate);
• political-judicial: characteristics of government decisions (political climate, laws, subsidies)
 
Lastly, in identifying the target group it could help to study organisations or projects with similar 
objectives and activities, since they are most likely targeting a similar audience.

Tone of Voice

To captivate the audience and to ensure consistency in messages on all platforms, the tone of 
voice should be of similar importance as an organisation’s offline corporate identity. Keeping posts 
short, clear and catchy while limiting technical lingo while simultaneously creating FPST (Familiarity, 
Positive Sentiment and Trust) contributes to an audience getting used to the organisation’s digital 
presence in their lives. Avoiding negative wordings such as ‘problem’, ‘mistake’, ‘cannot’, ‘fail’, 
‘impossible’ ‘unfortunately’ and ‘mistake’ also contributes to creating such FPST. Lastly, trust is 
created through communicating in a consistent manner, responding to as many comments possible, 
an organisation holding themselves accountable in case of mistakes (for instance accidentally posting 
an untruth), and being transparent. 

Frequency of posting

Although quality is a more essential value than quantity, it is necessary to decide how often content 
will be posted on the various social media channels. However, no ready-made formula exists, 
because what works for some brands and organisations might not work for others. To engage an 
audience, it is desirable to dedicate a certain amount of time per day to social media - but how much 
content is posted, or to decide the best time to post needs to be determined on a case-to-case basis. 
Some platforms (Facebook, for example) incorporate an analytic tool that indicates at what time or 
part of the day followers of an organisation’s page are visiting, this could serve as a tool to estimate at 
what time a post would reach the largest part of an audience.

 



Analysing performance and measuring impact

Facebook

Facebook analytics lets its users quickly see data, analyse trends, and understand the behaviour of 
visitors. Additionally, it shows which visitors are most engaged to the page. To sum up, Facebook 
statistics create insight in:
• Overview: 

* the amount of ‘likes’ the page receives 
* outreach of a post: the total of unique individuals who have seen a certain post 
* engagement: the total of unique individuals who engage with the page

• Likes: 
* page likes: the total number of likes received daily for a period of 28 days 
* net likes: the number of new likes minus the number of ‘unlikes’. Unlikes are individuals that 
   quit following the page.  
* locations of page likes: the geographic location of individuals liking your page

• Outreach: 
* outreach of a post: the number of people who have seen the post 
* likes, reactions, and shares: the positive engagement that helps to reach more people 
* hidden items, spam reports, unlikes: negative engagement that decreases the outreach 
* total outreach: the number of individuals who have seen the activitiy on the page

• Visits:  
* visits to the page: the number of times your page was visited (not necessarily by unique  
   individuals) 
* external referrals: the number of times visitors have found the page through another source than 
   Facebook, e.g. an organisation’s website or newsletter

• Posts: 
* when are visitors online? Here it is reflected when the people that follow your page are online 
* types of posts: reflects the success of several types of content, based on approximate outreach 
   and engagement

• Video: 
* video reflections: the number of times videos have been watched for three seconds or longer 
* 30 second reflections: the number of times videos have been watched for 30 seconds or longer 
* most popular videos

• Persons: 
* fans: gender, age, location, and language of people who liked the page 
* reached persons: the people who have seen the post in the last 28 days 
* engaged individuals



Twitter

• Account home: the report card of twitter, where statistics are tracked on a monthly basis. It also 
reflects the most popular tweets that have performed the best.

• Tweet activity dashboard: gives metrics for every tweet. It reflects how many times users have 
seen, retweeted, liked and replied to each tweet.

• Audience insights dashboard: contains information about the Twitter followers. Growth can be 
tracked, as well as follower’s interest and demographics.

LinkedIn

• Visitors: this reflects the number of page views and the number of unique visitors of the company 
page, if the page was visited from a desktop or mobile device, and visitor demographics (top job 
functions).

• Updates: provides information on the total number of likes, comments, and shares on updates in a 
certain period of time. 
* engagement metrics: measurement for organic and sponsored (paid) content over time 
* organic and sponsored engegament metrics by individual post

• Followers 
* follower highlights: all-time followers and new followers of the company LinkedIn page in a  
  certain period of time 
* follower gains: reflects how the number of followers has changed over time 
* follower demographics: reflects the locations of the top followers over a certain period of time.



5. Tips, tricks and risks 

• Make sure the tone of voice, corporate outlook and message is coherent on all platforms.
• People do not actively search without a reason: ensure that they understand what the organisation 

does and what it has to offer within one glance.
• Facebook: the previous tips can be incorporated through a page’s cover picture, profile picture and 

use of colours.
• Twitter: link to the organisation’s website(s), and refer to your organisation via the cover photo, profile 

picture and user name to ensure traffic between the twitter account and the website, and to ensure 
users can see within the glance of an eye what the organisation does. 

• LinkedIn: decide if a corporate page is sufficient or that you would rather use your personal page. 
Decide if you want to use your job title in the description, or if you would rather give a description of 
what you do (for example through some key words).

• Do not make too many calls for action, a ratio of 4:1 would generally suffice.
• Look for what the target audience would post if they are looking for what you offer: 

* Facebook: page overview (the corporate ‘wall’) 
* Twitter: advanced search

• Watch out for trolls, bots, and spam: trolls spread negative messages, comments or replies causing 
other followers to quit following the page. Bots are software that is programmed to create automatically 
generated messages designed to spread ideas or campaigns against a project or organisation through 
manipulating public opinion. Spam is defined as fake messages that are used to obtain confidential 
information.

• Be careful with what is posted and make sure to give recognition to the owners of pictures, documents 
or research. In short: consider copyright. 

• Privacy: all platforms have their own privacy policies. 
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Contact us
Visiting address    Postal address

Eurosite     Eurosite
Reitseplein 4     Postbus 90154 
5037 AA Tilburg    5000 LG Tilburg 
The Netherlands    The Netherlands

tel:  +31 (0)13 59 44 400   
email: info@eurosite.org     

http://www.eurosite.org

Keep up to date about Eurosite:

Register for Eurosite’s eNewsletter at:  http://eepurl.com/U7SP1

Come and join us at our network events:   http://www.eurosite.org/events

Follow us on LinkedIn:   https://www.linkedin.com/company/eurosite-org

Like us on Facebook:   https://www.facebook.com/eurosite.org

Follow us on Twitter:    http://twitter.com/eurosite

Join us at:      https//www.eurosite.org/join-us

Visiting and postal address    

Migratory Birds for People   
WWT Slimbridge 
Gloucestershire       
GL2 7BT     
United Kingdom    

tel:  +44 (0) 1453 891214   
email: info@wli.org.uk     

http://www.migratorybirdsforpeople.org

Keep up to date about the Migratory Birds for People network:

Like us on Facebook:    https://www.facebook.com/Migratory-Birds-for-PeopleNetwork

Join us at:     https://wli.wwt.org.uk/join/

Register for the newsletter at:  http://eepurl.com/dzC185

http://www.eurosite.org
http://eepurl.com/U7SP1
http://www.eurosite.org/events
https://www.linkedin.com/company/eurosite-org
https://www.facebook.com/eurosite.org
http://twitter.com/eurosite
http://https//www.eurosite.org/join-us
https://www.facebook.com/Migratory-Birds-for-People-Network-470862933080354/
https://wli.wwt.org.uk/join/
http://eepurl.com/dzC185


Eurosite is working to create a Europe where nature is cared for, protected, restored and
valued by all. 

We do this by providing practitioners with opportunities to network and exchange experience 
on practical nature management. We are a network of site managers, non-governmental and 
governmental organisations, individuals and organisations committed to our vision. Our 
members are based across Europe, from the Atlantic islands to the Black Sea; and from 
Scandinavia to the Mediterranean. 

Nature knows no boundaries: we believe the future protection and conservation of Europe’s
nature will only be achieved through international cooperation. 

Interested in what we do? Take a look at our website to find out more and become a member. 

Together we can make a difference. 


