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Digital Skills for German-American Nonprofits - Session One

Workshop overview

Session1 - From Overwhelm to Clarity
September 16, 2026,11 a.m. CDT

Build a simple digital system and identify what your organization should tackle first.

Session 2 — Social Media for Engagement and Visibility
September 30, 2026,11 a.m. CDT

Learn practical ways to use Facebook, Instagram, Canva, events, posts, stories, and reusable content.

Session 3 — Email Communication and Community Building
October 14, 2026,11 a.m. CDT

Create useful newsletters, strengthen your email list, and develop a realistic communication schedule.

Session 4 — Website, Visibility, and Measuring What Matters
November 4, 2026,11 a.m. CST

Improve your website, Google visibility, basic analytics, and long-term digital routine
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e Started my career in journalism

e 15+ years in nonprofit, political and public-sector
communication

e Specialized in digital communication and strategy

e Led communications at the Goethe-Institut San

Francisco

Vanessa von H




BEFORE
WE START

60 minutes
A concise introduction to
digital communication

Questions are welcome
Please use the chat

Recording
This session will be
g=Yololge[=Yo

Y EYCIEELR
Slides and worksheets will
be shared afterward




WHO ARE

YOU?




LEARNING O1 et om
for communication
planning

OBJECTIVES o2

communication efforts
with limited resources

03 Understand how digital
channels work together

04 ldentify opportunities to
improve your

organization's digital
presence



WHAT DO WE MEAN BY

DIGITAL
COMMUNICATION?




Digital communication is how people
find, understand and connect with
your organization online.

e.g.
e Website
e Email & newsletters
e Social media
e Messaging & online communities
e Event pages & community calendars

e Search & discovery



Do we need to be

DIGITAL COMMUNICATION CAN FEEL LIKE A LOT

How often CaSa|

should we post? ; .
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T N How do new

What should e N Qople find us?
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| A 3 our newsletter? /n ®\\\ forall of this?
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Where do we
even start?

How do we know
what works?
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COMMON CHALLENGES

Communication

competes with

many other
responsibilities.
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No clear
owhership

Tasks are spread
across different
volunteers.
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,------

platforms

Keeping
everything up to
date takes time.
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,------

Limited
expertise

Not everyone has
acommunications
background.
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LESS IS MORE

Effective digital communication
isn't about perfection or
omnipresence.

It's about




The key is to make
better choices about
what to focus on.



HOW DO WE MAKE
THOSE CHOICES?




EXAMPLE

-'h:‘;!l-" e W B o
_ _31,.- Small, animal welfare
li‘ -

organization

e Newly founded

l. Basedin Lafayette, CA
\:’“ e Limited Resources
’,?‘ e First adoption event
. ¢ 8 weeks left

 Figure out how to get

" peopletoshowup



EXAMPLE
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We need to promote
our adoption event!



EXAMPLE

Let’s get 10 people
to attend our first
adoption event!




KNOW YOUR
GOAL.




GOAL=
concrete result you
want your
communication to help
achieve.
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GET 10 POTENTIAL AD
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FOUR SIMPLE QUESTIONS

‘ Who do we need to reach? —P Audience

‘ Where do we reach them? —Jp Channel

‘ What do they need to know? ——J Content

When and how should we
communicate? —» Rhythm




ACCR-FRAMEWORK

i WHERE? ; | WHEN
' ; ' V § >

WHO? WHAT?
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LET'S
PRACTICE.




FOUR SIMPLE QUESTIONS

‘ Who do we need to reach? Audience

‘ Where do we reach them?

‘ What do they need to know?

When and how should we
commuhicate?




THREE BROAD (AUDIENCES

Discover & Involve

Current
Community

“or, o

Spread your Message e"tia, Co ooV



WHO IS PT'S (A)JUDIENCE?




WHO IS PT'S (A)JUDIENCE?

PAWS TOGETHERS'’S GOALIS TO
GET 10 POTENTIAL ADOPTERS TO
THEIR FIRST ADOPTION EVENT.

e | i E



WHO IS PT'S(A)UDIENCE?

Current
Community

o3
®Ntial com™"




SIMPLE AUDIENCE PROFILE

1. Location & demographics

Where do they live? What age or life stage are they in?

2. Interests & Values

What do they care about? What matters to them?

3. Lifestyle & Behavior

What does their everyday life look like?
Where do they spend their time - online and offline?

4. Motivation

What might make them interested in what we have to offer?
What might encourage them to take action?




PT'S AUDIENCE PROFILE

1. Location & demographics
2. Interests & Values

3. Lifestyle & Behavior

4. Motivation




PT'S AUDIENCE PROFILE

= WHO IS PAWS TOGETHER’S AUDIENCE’ &
QY ] iy v}

LOCATION ., -~ INTERESTS & VALUES

In and around Lafayette 4 > %  (Care about animal welfare

LIFESTYLE " MOTIVATION

Ready and able ~ S N " Looking to give an animal
to care for a pet . POTENTIAL ADOPTERS ' a loving home
E.. " = v

00
" %‘l‘

o o1 SPECIFIC ENOUGH TO GUIDE OUR CHOICES. X

.2. .
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PT'S AUDIENCE PROFILE

PRIMARY AUDIENCE

LAFAYETTE
ANIMAL WELFARE
ADOPTING A DOG

<



TO ACHIEVE OUR GOAL...

‘ Who do we need to reach?

‘ Where do we reach them? Channels

‘ What do they need to know?

When and how should we
commuhicate?




THREE WAYS TO REACH PEOPLE

1. Contact them directly

e.g. WhatsApp, Email, Newsletter

2. Help them find you

e.g. Google, ChatGPT, Website, Ads, Eventbrite

3. Meet them where they are

e.g. Social Media, Special Interest Groups



WHAT (€)HANNELS FOR WHICH AUDIENCE?

E-Mail, Website,
Facebook, Instagram

Current
Community

Potential
Community

Google, Partners,
Social Media

Supporters
& Donors

Newsletter,
Website, Linkedln

Local Media
& Community

Email, Social Media,
Website

Vv

Partners & Newsletter,
Sponsors Website, LinkedlIn

rupience | cranner .
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PAWS TOGETHERS'S GOALISTO
GET 10 POTENTIAL ADOPTERS TO
THEIR FIRST ADOPTION EVENT.

i

PT'S PRIMARY AUDIENCE IS PEOPLE IN |

AND AROUND LAFAYETTE WHO ARE =
INTERESTED IN ANIMAL WELFARE AND
CONSIDERING ADOPTING A DOG.




HANNELS SHOULD PT USE?
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PAWS TOGETHERS'S GOALISTO
GET 10 POTENTIAL ADOPTERS TO
THEIR FIRST ADOPTION EVENT.

2 2. Help them find you

PT’S PRIMARY AUDIENCE IS PEOPLE IN | S
AND AROUND LAFAYETTE WHO ARE = A

INTERESTED IN ANIMAL WELFARE AND 3. Meet them where they are

CONSIDERING ADOPTING A DOG.




— WHERE CAN PAWS TOGETHER REACH THEM? =

N\
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CONTACT THEM DIRECTLY HELP THEM FIND YOU MEET THEM WHERE THEY ARE

Email « Existing supporters ¢ Direct messages Website » Google « Adoption platforms « Event listings Social media ¢ Local groups « Partners ¢ Local media
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TO ACHIEVE OUR GOAL...

‘ Who do we need to reach?

‘ Where do we reach them?

When and how should we
commuhnicate?




SIMPLE (©)ONTENT RULES

1. Useful

Give them the information they need

2. Relevant

Give them a reason to care

3. Actionable

Make the next step clear




WHAT (©)ONTENT DO THEY NEED?

AUDIENCE | CONTENT |
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1. Useful - Give them the information they need

e Event date, time & location

e Dogs available for adoption

How the adoption process works
What to expect at the event

2. Relevant - Give them a reason to care

e Photos and stories of the dogs

e Their personalities and needs

e Benefits of adopting a rescue dog
e Stories of successful adoptions

3. Actionable - Make the next step clear

e Join us at the adoption event
e Register for the event

e View available dogs

e Contact us with questions



= WHAT CONTENT DO POTENTIAL ADOPTERS NEED? <

6 Paws Together
2h ago
t‘o Paws Together Adopt  Getlnvolved  About Q

e A
PAWS TOGETHER 7 ¢
ADOPTIONDAY 77 a»° we

Meet adoptable animals and
learn how adoption works.

PAWS TOGETHER

Saturday, November 14 « Lafayette jas \ ' ADOPTION DAY
. -~ Saturday, November 14 « 11 AM-3 PM
LEARN MORE > 4 She loves walks, treats and - ’ .
o meeting new people. Q Lafayette Community Park
- — Meet her at our Adoption Day. & Free

fi v

ADOPT CHANGE LIVES STRONGER «§ SHARE W, Q N

TOGETHER




TO ACHIEVE OUR GOAL...

‘ Who do we need to reach?

‘ Where do we reach them?

‘ What do they need to know?

When and how should we Rhythm
communicate?




TIMING VS. FREQUENCY




TIMING

START EARLY ENOUGH TO REACH
YOUR GOAL WITHOUT PRESSURE.

FREQUENCY

CHOOSE ARHYTHM YOUR
ORGANIZATION CAN MAINTAIN.




FIND YOUR OWN ®HYTHM

CONSISTENCY OVER FREQUENCY
DIFFERENT CHANNELS, DIFFERENT RHYTHMS

START SMALL




FIND YOUR OWN ®HYTHM

e.g.
Newsletter >
Social Media »

Website »

Calendar »




FIND PAWS TOGETHER'S ® HYTHM

PAWS TOGETHER’S 8-WEEK COMMUNICATION PLAN

1 START EARLY BUILD MOMENTUM FINAL PUSH
Weeks 1-2 9 Weeks 3-6 »9 Weeks 7-8

Website « Community calendars « Partner newsletters Social media « Email « Partners Social media « Email « Reminders
Event details « Save the date Animals « Adoption stories « How it works Countdown « Practical details « Join us

;-‘],--— ¥

{ '. a ADOPTION EVENT &

PEOPLE
BRIGHTER
TOMORROWS

THE RIGHT INFORMATION AT THE RIGHT MOMENT.




GREAT JOB PAWS TOGETHER!




FROM PLAN
TO EXPERIENCE



ONE POSSIBLE JOURNEY...

[g] Newsletter

She signs up for
the newsletter
to stay
updated.

Event

She attends the
event and has a
great
experience.

Q Google, Chat GPT
She searches for
information about
rescue dogs or

animale welfare
news

Social Media

Her algorithm starts
showing her Animal
Welfare Content.
Maybe she sees a PT
video.

Website

Google helped her
to find the website
and she learns
more about the
organization.

MEET MAYA

lives in lafayette, loves dogs,

interested in animal welfare Calendar
She notices one
of their adoption
ﬁ events on the

calendar.



YOU CAN'T CONTROL WHERE PEOPLE
FIND YOU FIRST.

BUT YOU CAN MAKE SURE THEY ARE
ABLE TO FIND, RECOGNIZE AND ENGAGE

WITH YOU EVERYWHERE.



DIGITAL PRESENCE CHECK

n Findable g . Clear n

o« Connected Active o



DIGITAL PRESENCE CHECK

Findable

e Isyour Google Business Profile claimed
and up to date? (if applicable)

e Isyour contact information easy to
find?

e Does every social media profile link
back to your website?




DIGITAL PRESENCE CHECK

Clear

e |sthere aclear"About Us" description?

e Isitobviouswhat your organization
offers?

e Isthere aclear CTA? (Join, Donate,
Contact Us)

e Isimportant information easy to find?

e Isyour navigation simple and intuitive?




DIGITAL PRESENCE CHECK

Active
03

e Are upcoming events visible?
e Areyour |latest news or social posts
reasonably current?

e |soutdated information removed? @




DIGITAL PRESENCE CHECK

Connected

e Does your website link to social media
and vice versa?

e Can people subscribe to your
newsletter?

o o Bl
e Can visitors easily find the next step? . C
(Register, Join, Donate, Contact) é&
e Are your channels using the same
organization name and branding?




CHOOSE YOUR

HOMEWORK.
)2




TRY THE
ACCR FRAMEWORK.




CHECK YOUR
DIGITAL PRESENCE.



SESSION 2

Social Media for Engagement and Visibility
September 30, 11 a.m. CDT




THANK'Y
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