
Anthony Veerkamp 

International Conference of National Trusts Conference 

13 October 2011 
 

Social Media 



Social media by the (really big) numbers 

2 



 

 

 

 

Social media by the (really big) numbers 

3 

thefiscaltimes.com 

750 million Number of Facebook users worldwide 

 

100 million Number of Twitter users worldwide 

 

230 million Number of tweets sent per day 

 

80%  Increase in Tweets since 1 January 2011 

 

82%  Members of the U.S. House of Reps 

  who have Twitter accounts 



 

 

 

 

What is social media? 
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Social media are the websites and applications that 

enable people to interact and share information 

online: 

 

• Social networking 

• Social news 

• Geo-social 

• Video and photo sharing 

• Online forums 

• Social bookmarking sites 

• User reviews  

• Crowdsourcing 

• Content aggregators 
dailyblogtips.com 
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Onion News Network: Al Qaeda Attacks 

Internet With Adorable Piglet Photo 

 



Social Networking by Age 
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Social Media 
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“While seniors are testing the waters, many 

Baby Boomers are beginning to make a trip 

to the social media pool part of their daily 

routine.” 

Mary Madden, Senior Research Specialist 

 



Social Media & Groups 
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46% of internet users who are active in groups 

say that the internet has helped them be active in 

more groups than would otherwise be the case. 

24% of those active in groups say that the 

discovered at least some of their groups on the 

internet. 

23% of internet users say the technology allows 

them to spend more time with their groups. 



Social Media & Groups 

14 

Impact of the internet on “my” groups participation: 

 

Find groups:   33% major   28% minor 

Volunteer time:   24% major   40% minor 

Contribute money:  24% major   34% minor 



Up & downsides of Social Media 
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Upsides: 

 

• “Shareable”   

• Transparent 

• Time 

• Cost 

• Engagement  

• Humanizing  

 

 

 

Downsides: 

 

• “Shareable” 

• Transparent 

• Time 

• Cost 

• Engagement 

• Humanizing  

 



Social PreservationNation 
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Platform/Channel Network 

Facebook 21,163 fans 

Twitter @PresNation 4,251 followers 

YouTube Channel 306 subscribers; 28,602 channel views 

Flickr Stream 559,440 views 

Foursquare Brand 3,316 followers 

Gowalla 205 friends 

LinkedIn Group 2,950 members 

Blog 775 RSS subscribers 



Blogs: PreservationNation 
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Comment 

Share 

RSS 



 

 

Facebook: NPS 
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News Broadcasting 

 

• Easy to automate with 

any RSS feed 

• No interaction with 

followers 

• Only NPS can post to 

the Wall 



 

 

Facebook 
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Cause Marketing 

and Customer 

Service 

 

• Custom welcome 

screen 

• Join form 

• Newsletter signup 

form 
 



 

 

Facebook: National Trust 
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Cause Marketing and 

Customer Service 

 

• Builds brand value and 

loyalty 

• Community 

• Interactive 

• Human posting to optimize 

for Facebook 
 





 

 

Facebook 
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Resonates with Local Preservationists 
 
77% are highly interested in voting for which historic site will receive 

funding. 

 

62%  are highly likely to promote a historic place they love on Facebook 

 

48% are highly likely to download a smart phone app that will provide 

local historic site information  

 

30% want to find out about historic preservation issues on Facebook. 

 

14,274 new “likes” to the PIP Facebook page in the first week of voting. 

 



Geosocial 
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Elements of Social Media Plan  
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Audience:  

•Who do you want to reach? 

•Where can you find them? 

 

Goals + Metrics: 

•What are you trying to achieve 

•How will you know if you are successful? 

 

Content: 

•Who will create or identify your content? 

•How often will you post? 

 

Resources: 

•Do your resources match your ambitions? 
 



Social Media Policy 
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1. Participate in conversations about our content, and take responsibility 

for the conversations you start. 

2. Focus on the constructive by recognising and rewarding intelligent 

contributions. 

3. Don't reward disruptive behaviour with attention, but report it when you 

find it. 

4. Link to sources for facts or statements you reference, and encourage 

others to do likewise. 

5. Declare personal interest when applicable. Be transparent about your 

affiliations, perspectives or previous coverage of a particular topic or 

individual. 

6. Be careful about blurring fact and opinion and consider carefully how 

your words could be (mis)interpreted or (mis)represented. 

7. Encourage readers to contribute perspective, additional knowledge and 

expertise. Acknowledge their additions. 

8. Exemplify our community standards in your contributions above and 

below the line. 



  

Merci, gracias, thank you. 

 
Anthony Veerkamp 

National Trust for Historic Preservation 
anthony_veerkamp@nthp.org 


