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EXECUTIVE SUMMARY

The following describes a plan for the Fulton Family YMCA aimed at helping the charity become an active member in the fight against childhood obesity, while also increasing its monetary donations and board member efficiency through the use of social media.  A group of four students in Philip Johnson’s Social Media course at the S.I. Newhouse School of Public Communications at Syracuse University developed the plan.
  With the “Healthy Kids, Healthy Community” Campaign, the Fulton Family YMCA will embark on a new drive to fight childhood obesity as well as increase its online presence on blogs, Twitter, Facebook, and LinkedIn.  Since there are many potential donors beyond the Fulton Community, this campaign will give the YMCA a reason to reach out to these people through social media methods, specifically those who may be interested in the promotion of health, youth and family activities.  The YMCA’s members, employees and board members will all play a key role in enacting the campaign online, from which they will learn how to use social media.  This can make the YMCA organization run smoother.  
The “Healthy Kids, Healthy Community” Campaign recommends to the Fulton Family YMCA to start training its employees and board members on social media strategies in June 2010, begin using the strategies in August 2010, and start the competition portion of the campaign in the fall 2010 season.  A full budget and timeline for the campaign as well as appendices regarding how to best use social media are included in this report.
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SITUATION ANALYSIS

PROBLEM/OPPORTUNITY STATEMENT
Problem: The YMCA faces a few problems. However, perhaps the most pressing problem is the lack of funding and donations. The YMCA is overcrowded and small and also lacks efficient programming for youth and family. The organization does not have a strong online profile, which in this day and age is becoming necessary in order to reach the public better.
Opportunity Statement: Despite the fact that the YMCA lacks efficient space, it still has the opportunity to grow if adequate funds are raised. The YMCA has the chance to become more relevant and part of the community by becoming a greater influence online. Beginning June 2010 the YMCA will launch the “Healthy Kids, Healthy Community” campaign. The campaign will aim to fight obesity within the community, increase the online influence of the YMCA and consequently increase donations and funding.
CLIENT PROFILE

Background
The Fulton Family YMCA was originally founded in the early 1850s, but had to be re-established in 1960. This year will be their 50th anniversary. The YMCA was located in church buildings within the greater Syracuse area until 15 years ago when a new YMCA building was finally built for the organization. Unfortunately, the monetary goal for the building was not reached and the plans had to be downsized. Currently this YMCA has about 2,150 members.
See APPENDIX A for more information.

Mission Statement

“To put Christian principles into practice through programs that build healthy spirit, mind, and body for all.”
Vision Statement
  
“Since its founding, Fulton Family YMCA has provided programming for the Fulton community.  Working together we can continue to improve and enhance the YMCA’s position as a community center.  We will insure that our organization will serve all ages in a welcoming, state of the art, safe, accessible building.  We will be a collaborative partner with other community organizations to expand our reach outside the Y, to build relationships and have fun.”
Values: Christian Values of caring, honesty, respect, and responsibility.

Current Social Media Use for the YMCA of Fulton
The YMCA’s use of social media is very limited. They use Facebook to some extent. Blogging and other social media outlets are foreign to the employees. Additionally, they do not have adequate manpower to keep up with social media efforts.
Blogs and Online Communities Related to Fulton YMCA
1. Health and Fitness Blogs/Communities
· http://www.thehealthblog.com/
· http://blogs.msdn.com/healthblog/
· http://www.tryingfitness.com/
· http://fitness.families.com/blog/
2. Other nonprofit blogs/communities
· http://nonprofitblogexchange.blogspot.com/
· http://www.nonprofittechblog.org/
· http://www.nonprofitmarketingblog.com/
3. Blogs, Facebooks and Twitters of teens and young adults in the Fulton, NY area
Fulton YMCA’s reputation online currently
There is NO REPUTATION as no one is openly speaking about their thoughts of the YMCA in the social media sphere. There are no blogs, Twitters or online communities that discuss the Fulton YMCA, besides the Facebook account run by the organization (which is not particularly active with community members).
Fulton YMCA media coverage
There was NO apparent media coverage that could be found.

Competitors and Peers:
1. New Image Health & Fitness 
    958 W. 1st Street S. 
    Fulton, NY 13069
New Image Health & Fitness has a Facebook, but is not present in any other social media form. They have a very well formed Web site and have the ability to expand membership as they have an up-to-date facility. They are easy to find when searched in Google, unlike the Fulton YMCA.
2. Personal Best Fitness & Performance Center 
    157 South 2nd Street 
    Fulton, NY 13069-1723
Personal Best Fitness & Performance Center does not have a strong online presence. They are found easily through Google search, however their Web site link is broken and they are not involved in any social media effort.

SHORT- AND LONG- TERM GOALS 
Financial Development: In order to assure access to the programs and services of the YMCA by those without the means to pay their full cost, the Fulton Family YMCA is committed to raising contributed support from 3.6% in 2006 to 10% of revenues by 2011.
Facility Improvement: To reduce operating inefficiencies by 20%, the Fulton Family YMCA will address deterioration of its facility’s existing infrastructure and upgrade facility features.  Plans include installing a dehumidification system, alleviating roof ice damming, pursuing NYSERDA grants and loans, and implementing recommendations of an engineering study.
Organizational Expansion: Ensure that the Fulton Family YMCA is maximizing usage of existing space.
Programs and Membership: Engage new participants over the next five years by building the current 800 membership units of service/participants to 1000 in 5 years. 
Leadership Development: Improve the performance and effectiveness of the YMCA Board of Directors and staff members by recruiting key people and instituting clear policies. 
SWOT AND RISK ANALYSIS
Strengths:
· Financial assistance to allow everyone to join the YMCA
· Great people as members, staff, board of directors
· Recognized as a community center
· Great equipment and good programs
Weaknesses:
· Very small; very crowded facility
· Not enough programming for youth or families 
· Undersized pool
· Some underdeveloped policies
Opportunities:
· Room for growth in fund raising (annual support, endowment)
· Good community support to help YMCA grow as an organization and expand the building
· New board members with a willingness to learn
Threats:
· Other popular fitness facilities
· Not enough for kids
· Overcrowding
· Wear and tear on the equipment and building
· Economy
Risks of Engaging with Social Media
· Lack of understanding among YMCA staff
· Lack of manpower to effectively maintain social media
· Errors in sentiments YMCA expresses via social media, results in permanence in cyberspace
 
 
GOALS AND OBJECTIVES

PREMISE 

The Fulton YMCA needs to reach out to people who are interested in helping to improve the health of their community, not necessarily just within Fulton County. The YMCA needs to reach beyond Fulton County for help because there are many resources outside of the community that social media can help them reach. It would be a good idea to look at surrounding communities and find anyone who is promoting health and youth activity. 
GOAL
To become an active leader in the fight against obesity, while also increasing donations to the Fulton Family YMCA. 
OBJECTIVES
1. Increase donations by 6.4% so it constitutes 10% of overall revenue by 2011
2. Increase membership by 200 people by 2011
3. Increase efficiency of all board members through social media by end of 2010
(source: Fulton YMCA Strategic Plan)
 

KEY PUBLICS
KEY PUBLIC
Well-off parents and grandparents 35+ with an interest in the community and children.
 
	Social Technographics
	Creators: Those who publish blogs or websites re: health and/or youth

Conversationalists: Those who update Facebook and Twitter about health.

Spectators: Those who read updates and listen to podcasts about health/youth

	Demographics
	-Ages 35 +
-Parents and grandparents in Fulton, NY

-Parents and grandparents in areas surrounding Fulton, NY
 

	Psychographics
	-Community leaders who are concerned about youth programs; health; wellness; community
-Philanthropists
-Health nuts; gym junkies, nutritional gurus, medicine specialists


 
 

Definitions of above terms: 
Social Technographics: The emerging influence of the Internet is causing consumers to consume and produce information in different ways. Social technographics refers to the different categories of information production and consumption in a digital era dominated by social media. According to the book Groundswell, social technographics are divided into six categories that describe online activity. The categories are: creators, critics, collectors, joiners, spectators, and inactives.1 Inactives make up 52% of online activity (meaning, 52% of Internet users do not read blogs, watch peer generated video, or utilize social media at least once a month), followed by spectators who make up 33% of online activity (people who read blogs and watch peer generated content, but do not create or comment on user generated content).
? 
Demographics: “The statistical characteristics of human population.”2?
 
Psychographics: “Market research or statistics classifying population groups according to psychological variable.”3
RATIONALE FOR KEY PUBLICS 

Technographics: People who create blogs or user generated content are the ones who are most likely to be passionate about the particular subject, in our case, kids and health. These people are the nodes of the web. Conversationalists do not only read and comment on the blogs that are produced by the creators, but they are also likely to comment on their social networking sites about the subject in question. Though spectators do not produce content, they consume what’s made by other people who are passionate about an issue. It is important to focus on these three categories in order to insure the greatest amount of exposure for the organization’s goals and strategies. 
Demographics: According to the US Census Bureau, the average income of Fulton County is approximately $45,000.4 This statistic is lower than the state average. It would make sense to target influential community leaders outside of Fulton County when seeking publics who are likely to be potential donors. It is necessary to reach people with more income and wealth outside of the community who would have a vested interest in children, health, wellness and community in general. The Fulton County YMCA is unique in that it opens its doors to people who would otherwise not be able to afford a recreation center membership service. Other YMCA establishments do not fulfill this generous offering. Because of this unique characteristic, people will be more apt to donate to the Fulton YMCA who not only have an interest in health and wellbeing, but also a substantial income and interest in philanthropy. It is also important to target parents and grandparents because these individuals already have relationships with children, whom most of the Fulton County YMCA programming is marketed towards. 
Psychographics: Individuals who are into health, fitness, and medicine know that there is a need for national attention in regards to children’s health. Currently, First Lady Michelle Obama is undertaking a childhood initiative titled “Let’s Move.”5 This shows the attention children’s health is receiving at the national level.  Using this national acclaim and making it relevant to Fulton is essential in this campaign. Some of the largest employers in the Syracuse, NY area are health companies. The largest employer is the State University of NY Health Science Center. Other large employers include Syracuse University, St. Joseph’s Hospital Health Center, and Wegmans Supermarkets.6 All of these employers have a vested interest in health. This is also another reason to target outside of Fulton County; many people who have jobs pertaining to health live in the Syracuse area. The average income is also higher in surrounding counties, including Onondaga County. As stated before, Fulton Family YMCA’s unique characteristic – that it does not shut its doors on anyone – would be a beneficial recipient of philanthropic generosity from interested patrons.
 
RELATIONSHIPS WITH THE ORGANIZATION 
Active publics: People who show a vested interest in children, fitness and community. These people routinely engage in community-based initiatives to solve problems facing a particular subject area. These people are most likely already involved with the Fulton County YMCA.

 
Aware publics: These are people in our target demographic who are aware there is a problem (children and access to health and fitness), but are unaware that there are organizations (like the Fulton YMCA) that try to solve the problem. These individuals will be key to securing funding and donations.
MEDIA HABITS OF KEY PUBLIC

Basic Statistics:
· Simultaneous usage of TV and Internet has increased 35% from the previous quarter. 7
· Top 7% of news websites generate 80% of the traffic. 8
· But, the top 2/3 of the sites are news aggregators
· 57% of the people who use news aggregators are between the ages of 30-49.
· 80% of adults use cell phones; 26% use their phones to access news.9
· 100 million people use Facebook mobile.10
· 34% of Americans site TV as their favorite medium.11
· Half of adults aged 30-44 use social networking.12
 According to Pew Research:

· Share of adults who use social networking sites had quadrupled over the past four years.13
· 58% of adults who use social networking sites restrict content, or institute some sort of privacy setting.14
 In regards to donation:

· More charities than Fortune 500 companies use social media. 15
· In a case study conducted by Media Bullseye, 40% of people who donated via social media, donated to the same cause a second time. 16
 Important finds for this project:

· Adults under the age of 34, men, and those earning upwards of $75,000 are most likely to utilize social media.17
· 11% of respondents follow companies on social media.18
 
MOTIVATING SELF INTERESTS 
Each segment of the key public has different self-interests that motivate them to act the way they do online.  The Fulton Family YMCA needs to target creators, conversationalists, and spectators online who in some way find fulfillment interacting with content having to do with health, fitness, community programs, and philanthropy.  More specifically: 
· Creators are the people who generate and post new content to the web, and they are the most likely to be highly passionate about the topic they make content about.  They are motivated to have their voices and opinions heard, and are looking for feedback from their peers about the content they generate.  Creators are also motivated to be the leaders of their online communities. 
· Conversationalists read what Creators publish and will comment about it to their own personal networks using Facebook and Twitter.  They are motivated by having a sense of belonging to their networks and also by the idea of keeping people they know updated about their lives and interests. 
· Spectators regularly keep up to date with the content that others produce, but do not produce any of their own.  They are motivated to constantly stay on top of the latest news about issues they care about and also about the opinions of leaders whose voices they respect.
INFLUENTIAL MEMBERS OF THE COMMUNITY
 
 
	Blogs
	Journalists/publications
	Medical Professionals/ community influencers

	-blog.syracuse.com/healthfitness
-hellohealth.com
-newdocs.com
-CNY Life blog

-CNY Mom’s Group

-CNY Speaks

-Recreational Sports blog on Syracuse.com

-Your videos (Syracuse.com)
	-Amber Smith (health and wellness blogger)

-Syracuse.com

-familytimes.biz
-cnylink.com
	-Syracuse Chamber of Commerce

-Leadership Greater Syracuse

-SUNY Upstate Medical University

-Doctors, family practitioners, school nurses

-Summer sports camps


 

Objectives Each Public Will Help to Accomplish 
The Fulton Family YMCA’s current main objective is to increase donations by 6.4% so it constitutes 10% of overall revenue by 2011.  This is the objective that the aware public, well-off parents and grandparents 35+ with an interest in health, communities, and children, will help accomplish.    
Active publics who are already involved with the Fulton Family YMCA will likely help the organization accomplish the other two objectives of increasing membership by 200 people by 2011 and increasing efficiency of all board members through social media by end of 2010. 
KEY MESSAGES
1. A strong community center like the YMCA can improve the morale of the surrounding community.
- The YMCA provides youth with activities in order to help keep them out of 
   trouble
- The YMCA helps promote a more active lifestyle that in turn improves personal 
   health.

2. Help the community become healthier and more active by donating to the YMCA.
- The Fulton YMCA doesn't turn anyone away who wants to participate in YMCA 
  activities; consequently the YMCA needs help from those who can afford to give 
  donations.
3. By donating you help to advance youth activities in order to keep youth in healthy, safe activities.
- By supporting the YMCA and becoming a member you also help yourself to 
   become healthier and active.
      
 
 

THE CAMPAIGN

Tagline 

Healthy kids, Healthy community. 

See APPENDIX B for the Communication Confirmation Table.
OBJECTIVES
1. Increase donations by 6.4% so it constitutes 10% of overall revenue by 2011

2. Once objective 1 is met, encourage all members to workout at least 30 minutes every day.

3. Increase efficiency of all board members through social media by end of 2010

(source: Fulton YMCA Strategic Plan) 
OBJECTIVE ONE

Strategy One:
Build and maintain relationships with influential members of the Fulton community and surrounding areas through ongoing, interactive dialogue and discussion. This relationship will provide a better incentive for community leaders to donate because it creates a link between both publics.

Public: Community leaders
 Tactics:

1. Blog: invite a member from the community to guest blog every week about health related issues, especially childhood obesity and how that affects communities. See APPENDIX C for how-to-guide on blogging.
2. Blog: Have a member of the YMCA board blog once a week about childhood health problems. See APPENDIX D for blog post examples and ideas.
3. Encourage community leaders to use this blog to make them feel as though they are part of the Fulton YMCA family.

4. Use guest blog posts, especially by health professionals, to build credibility.
Strategy Two:
Use social media outlets that are targeted toward an older, more affluent demographic. This outreach will encourage empathetic philanthropists to donate to the YMCA to help conquer community health problems.

Public: Philanthropists

Tactics:
1. Create a Facebook fan page titled “Fulton YMCA: Healthy kids, health community.”

2. On this fan page, update status daily with facts and statistics regarding childhood health problems and its affect on communities.

3. Link to interesting health articles on the Facebook page.

4. Create a LinkedIn profile to target more affluent members.

5. Create a twitter account for Fulton YMCA. YMCA should update daily with the same statistics as the fan page. See APPENDIX E for information on Twitter. See APPENDIX F for how-to-guide on twitter. See APPENDIX G for Twitter examples.

Strategy Three:
Instead of creating social media sites, the YMCA should reach out to established online groups, blogs, Facebook pages, etc. to connect with potential donors.

Public: Health nuts 
Tactics:
1. Reach out to running clubs and other intramural programs on Facebook, Twitter, and blogs.

2. Comment on stories, posts, and links that the YMCA deems relevant to its cause.

3. Try to engage in conversation with members of that particular online community.

4. After establishing a relationship or ongoing dialogue (and be sure to fully identify as the Fulton YMCA), encourage “friends” to visit their website, and donate to the “Healthy kids, healthy community” campaign.
OBJECTIVE 2 

This objective does not only apply to the social media strategic plan but to the Fulton Family YMCA organization as a whole.  Its purpose is to create a unique program aimed at encouraging community members to adopt healthy lifestyles. It will also directly provide the key publics with a reason and an incentive to donate to the YMCA.  Such a campaign will provide proof to the public that the Fulton YMCA is currently, actively promoting a healthy lifestyle, which will in turn make for a better community. Most importantly for this social media strategic plan though, the fitness campaign will provide the YMCA with something specific to promote using their newly adopted social media techniques. The idea behind this objective is that if we want the YMCA to start blogging, Tweeting, and Facebooking, then we should give them something to show off and talk about right off the bat. It’s the same concept as sending a movie star on a press tour when they have a new film coming out – if you don’t have a current, interesting reason to start promoting yourself, why should people listen and respond?

 
Strategy One:

Hold a fitness competition for all Fulton YMCA members to promote the tagline “Healthy Kids, Healthy Community.” The competition will be the centerpiece of the YMCA’s donation campaign.

Public: YMCA members

Tactics:
1. Create an exercise competition that uses a point system in relation to how much time is spent exercising, or what type of activity a member engages in. Not a weight loss competition; the contest will put the focus on participating in the activity, rather than the result.  For example:
     - Running on the treadmill for 30 minutes= 10 points
     - Riding the bicycle for one hour=20 points
     - Shooting hoops in the gym for one hour =25 points
At the end of each month, the member with the most points wins a prize.
See APPENDIX H for an explanation of the competition.

2. The winners will be asked to write a blog entry about their fitness experience and what being recognized means to them.
3. The YMCA can then use this competition to show community leaders, philanthropists, and health nuts that it is actively taking a stand against obesity and other health problems.
4. Use newly adapted social media habits (blogging, Facebook, Twitter, videos) to document the competition in real time to key publics, which will be incremental to developing relationships with them that could then lead to eventual donations.  

OBJECTIVE 3

Strategy One: 

To train the YMCA board members to be more social media savvy, comfortable and engaged. Also, increase proficiency of the Fulton YMCA Web site.

Public: YMCA employees
Tactics: 
1. Have employees attend free webinars on the Web about social media (ie: search engine optimization, twitter, Facebook, blogging). Web sites that hold free social media webinars: 
- http://www.hubspot.com/marketing-webinars 
- http://us.cision.com/events/social_media_webinars.asp
2. Use search engine optimization to make the Fulton YMCA Web site visible in Google searches. See APPENDIX I for information on SEO.
3. Strongly encourage each YMCA employee and board member to weekly do one of the following: update the Facebook status, update the YMCA Twitter account, find interesting blog posts regarding health issues, etc.

4. Redesign the Web site to make it more user friendly.

5. Place social media widgets on the Web site

6. Place a fundraising/donation link in the forefront of the homepage for the “Healthy Kids, Healthy Community” campaign. This will make donations more user friendly and will most likely help to increase donations.

 

TIMELINE

(See Appendix J)

BUDGET

TOTAL COST: $630

OBJECTIVE 1, STRATEGY 1
	Item
	Monetary Cost
	Human Capital
	Narrative
	Prioritization

	Fulton Family YMCA Blog
	$10/year for Wordpress domain name
	1 YMCA Employee to set up blog
	This site allows users to own personal domain names and post written content, photos, and videos to their sites, as well as create a custom layout and design
	HIGH: The blog needs to be created in order to put the rest of the plan in motion


OBJECTIVE 1, STRATEGY 1 TOTAL COST: $10/year
OBJECTIVE 1, STRATEGY 2
	Item
	Monetary Cost
	Human Capital
	Narrative
	Prioritization

	Fulton Family YMCA Facebook Fan Page
	$0
	1 YMCA employee to create page
	The social networking page will be used to connect with YMCA members as well as others who are interested in health and fitness
	HIGH: The Facebook page is one of the main pillars of the social media campaign

	Fulton Family YMCA LinkedIn Profile
	$0
	1 YMCA

employee to create profile
	The professional networking site will be used to connect primarily with people to work in health or fitness related fields
	HIGH: LinkedIn is also one of the main pillars of the social media campaign

	Fulton Family YMCA Twitter account
	$0
	1 YMCA employee to create account
	The micro-blogging site will be used to connect to people beyond Fulton County who “tweet” about issues related to health and fitness issues
	HIGH: The twitter account is the third main pillar of the social media campaign


OBJECTIVE 1, STRATEGY 2 TOTAL COST: $0
OBJECTIVE 1, STRATEGY 3
	Item
	Monetary Cost
	Human Capital
	Narrative
	Prioritization

	Reach out, converse, and engage with online communities
	$0
	1-2 YMCA employees to work at it a little each day 
	In order to get the most out of the new online communities, the YMCA staff must make a daily habit of doing so 
	HIGH: The social media campaign will not play out as this plan intends without regular engagement with the online publics


OBJECTIVE 1, STRATEGY 3 TOTAL COST: $0
OBJECTIVE 2, STRATEGY 1
	Item
	Monetary Cost
	Human Capital
	Narrative
	Prioritization

	Banners to promote and competition inside YMCA building
	$119.99
	2 employees to hang posters
	The competition needs internal promotion within the YMCA
	MEDIUM: This is a supplement to the rest of the plan, but not an integral step


OBJECTIVE 2, STRATGEY 1 TOTAL COST: $119.99

OBJECTIVE 3, STRATEGY 1
	Item
	Monetary Cost
	Human Capital
	Narrative
	Prioritization

	Webinars
	$0
	All YMCA employees and board members need to participate 
	Webinars are online seminars that will help explain blogging and tweeting to YMCA employees in an easy way
	MEDIUM: The webinars will help to improve the YMCA’s blogging and tweeting practices, but these can easily be done without the webinars for some time 

	Search Engine Optimization
	
$0
	1 YMCA employee to learn basic SEO skills and apply them to the YMCA website
	Search engine optimization helps make the website easier to find when searching for the Fulton Family YMCA in online search engines, i.e. Google
	HIGH: The Fulton Family YMCA’s website is not currently among the first results when searching for it. 

	Redesigning website
	$500
	No YMCA Employees – this job will be contracted out.  While some services can cost upwards of $1000, the YMCA should preferably hire a freelancer or college student, who could do the job at a lesser cost.  
	The Fulton Family website should be redesigned in order to create easier surfing for its visitors
	HIGH: The website needs to the be the “home base” of the campaign, making it easy to find information and donate  

	Social Media widgets
	$0
	1 YMCA employee to download the Facebook and Twitter widgets to the newly designed website 
	Social media widgets allow visitors to a website to see what that organization is currently saying on Facebook and Twitter
	LOW: This would supplement the rest of the campaign

	Insert donation link
	$0
	1 YMCA employee to research how to add Pay Pal to a website and to do this to the website
	Donation links, such as Pay Pal, allow website visitors to donate to 
	MEDIUM: Since one of the goals of the campaign is to increase donations, it needs to be easy for people to do so


OBJECTIVE 3, STRATEGY 1 TOTAL COST: $500

EVALUATION

OBJECTIVE ONE
Strategy One

The primary evaluation of this strategy will be whether or not the YMCA has been updating the blog weekly with guest bloggers dispersed intermittently. By mid-January 2011 there should be at least 12 guest bloggers who have contributed. Using Google Analytics, the YMCA can monitor the amount of traffic the blog receives and having ten visitors a day will be considered a success.
Strategy Two

This evaluation encompasses three social media outlets: Facebook, LinkedIn and Twitter. When evaluating the Facebook fan page the YMCA should have been updating daily since mid-June. As well, 50% of invitations to join the fan page should have been accepted and there should be at least 300 fans.
The LinkedIn profile needs to be completed by the end of June. The profile needs to promote the new social media tools the YMCA is using as well as link to the Web site. The profile should have 100 connections by mid-January.
Twitter will be considered a success if it is updated daily with new posts and information about health, fitness and the YMCA. By mid-January the YMCA should be following 750 people and should have accumulated 200 followers. 
Strategy Three

This strategy revolves around the YMCA using social media to reach out to others and start conversations. The YMCA should comment on two different blogs a week and should aim to comment on a wide variety by January. As well, the YMCA blog should be receiving five comments a week by January. To be successful with Twitter, the YMCA needs to retweet others posts and/or reply to others tweets at least twice a week. 

OBJECTIVE TWO
Strategy One

When evaluating the YMCA exercise competition there are two main components to be looked at. First, at least 10% of the YMCA members should have participated in the event. Second, the average amount of exercise done by each participant should have been two hours a week. In further evaluation, the YMCA should have frequently blogged about the event and had three to four event participants guest blog by January. The YMCA should also analyze if donations increased during the time period of the event, by comparing the donations given during the same time period in the previous year.
OBJECTIVE THREE
Strategy One

This evaluation is two fold. The first thing to look at is training the board member in social media. Every board member needed to participate in some form of social media at least three times a week during the training period in June. The free webinars on social media should have been attended by all employees. To further evaluate this strategy, the YMCA needs to analyze if each employee is still using social media weekly and actively updating the YMCA social media outlets.
The Fulton Family YMCA Web site should be redesigned by the end of July and the Web site should stress the “Healthy Kids, Healthy Community” campaign. The Web site should have used SEO effectively and consequently would easily be found from a Google search. Using Google Analytics, the YMCA should evaluate how many visitors they receive a day and by January should be up to 100 visitors per day. Finally, the organization should analyze whether or not donations increased after the Web site is done being redesigned – the YMCA should compare donations to the previous year's.
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