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Flash Flood for Good

Raising awareness and membership

Their Goal

Create a swell of awareness for safe drinking water, and convert people into members and donors.

Their Solution
People were directed on Facebook to flashfloodforgood.org, where they were asked to connect to
Facebook to pledge their support for clean water. By connecting to Facebook, people agreed to allow
Flash Flood for Good to post the pledge on their Timeline. Flash Flood for Good posted at the same
time for all supporters, which created a swell of Facebook Posts at once.

Their Success

e 377M total people reached on Facebook (69% of total reach)
e 11X return on 2013 ad spend from Facebook
e More than 83k Facebook interactions

e Membership grew by over 200% during the Flood with the majority of accounts (62%) coming

through Facebook

e Facebook was a top 3 traffic source, accounting for 9% of total site visits, 10% of total donations

(highest of all social media traffic sources), and 12% of new memberships

Post that was shared on People’s Profiles Celebrities supported the Flood on Facebook

Join Flash Flood for Good

www.flashfloodforgood.org | FlazHiFlosd Eér.Gaad
__ September 23, 2013 @

. Join us and help provide clean drinking
water to one million children who need it The ever awesome LL Cool ) is going to help us flood the
internet on September 24. Wanna get on this?
FLASHPLOODFOROGOD™ www.flashfloodfergood.org

Learn more about technical integration:

developers.facebook.com/products/sharing

Learn more about the cause:

facebook.com/FlashFloodForGood

flashfloodforgood.org

Additional case studies: on.fb.me/1kAMWfY



Make-A-Wish & Rob Dyrdek

Raising money for kids with a hashtag

Professional skateboarder Rob Dyrdek worked with Make-A-Wish® America to visit a group of
children whose wish it was to meet him. The children spent a day with Rob on the set of his TV show
Fantasy Factory and Rob shared photos throughout the day, both on Instagram and Facebook. He
tagged relevant Make-A-Wish® America accounts and used the hashtag: #dayinthelife.

Their Goal
The goal of this #dayinthelife was to increase awareness for Make-A-Wish® by leveraging Rob’s large
fan base (1.1M on Instagram, 5M on Facebook) and give them content to kick start their Instagram

account. For Rob Dyrdek, the goal was to introduce his fans to his work with Make-A-Wish®.

Their Solution
Make-A-Wish® and Rob Dyrdek both posted 11 photos on their respective Instagram accounts
and included #dayinthelife on each post. Make-A-Wish® shared each individual photo on Facebook,
again using #dayinthelife, and tagged Rob’s Facebook account.

Rob posted one individual photo on Facebook and tagged it with Make-A-Wish® and
#dayinthelife. He then followed this up with a photo collage thanking Make-A-Wish® and
shared a photo album of the day.

Their Success

Both participants saw an increase in average new page Likes.

Rob Dyrdek

e 7% increase of new fans

e High engagement on #dayinthelife post (21,504 Likes, 459 comments, 349 shares), and photo album
(19,810 Likes, 510 comments, 219 shares)

Make-A-Wish®

Eﬁ# Rob Dyrdek
October 12
e 46% increase of new fans than

Make-A-Wish America #DayInTheLife @ The What an amazing #DayInTheLife with @RobDyrdek at

ave rage day #FantasyFactory! (10 photos) #FantasyFactory!

Make-A-Wish America
pAelall October 12

e Promoted post received highest

engagement of all individual posts.

Results on Instagram
o Make-A-Wish® grew its followers by

111% on the day of the event.

Rob Dyrdek

e 1,589 total comments and 385.2k

Additional case studies: on.fb.me/1ikAMWfY



Likes on #dayinthelife posts

h America
12

e 144 comments per post, and 35k Likes per post

Thank you Rob Dyrdek for an amazing day at
#FantasyFactory. #DayinTheLife — with Jay Kizer.

Unike - Comment - Share
& You and 8,989 others like this Top Comments -
B 225 shares

Make-A-Wish®

XA Nina Mitehell You have to be the craziest

l person on tvl We have watched you, with my 25
year old daughter, over the years! Love all your
have no idea what it means to make a wish
families to have the time away from

e Grew from 27 to 2700 followers in 24 hours

e 40 total comments and 2,498 Likes on #dayinthelife
posts

Kevin Skateordie Scott | remember when |
met Rob, thanks make a wish foundation. | have:
icey gear naw

Like - Reply - 7 - October 15 at 4:24pm via
mobie

%

Kavin Harmner Fob Dyrelsk s wihout & doubt
ol Tl and amazing person.
Like - Reply - €4 - October 15 at 11:24am
ﬁ Jules Bhelps Tammy Levens Nichols

Like - Reply - €31 October 19 at 10:23am via
mobile

EJ Rob Dyrdek
INExg October 12 - Edited

Today was Make-A-Wish America day at the factory. |
recently met someone who's life was completely changed
by a wish and it really gave me a greater appreciation for
how special the foundation is. Each one of these amazing
kids is fighting & battle and | am glad they were able to
spend a day having fun and getting crazy at the Fantasy
Factory. #dayinthelife

Additional case studies: on.fb.me/1ikAMWfY



No Makeup Selfie and Cancer Research UK

A grass-roots idea raises funds for cancer

Their Goal
People began sharing photos of themselves wearing no makeup on Facebook and Instagram marked
by #nomakeupselfie to support cancer awareness. Although Cancer Research UK didn’t start the trend,

it responded to an audience call to get involved and had 3 major goals for the campaign.

e Reach large numbers of people with the message that they could use their “selfie” for good.
e Drive donations by using text to donate to keep the process simple and mobile.

e Increase engagement with the campaign by creating content to thank, inform and assist people who
wanted to take part/had taken part.
Their Solution

e The creator of the No Makeup Selfie Facebook Page prompted people to post no makeup selfies in
support of cancer awareness, as well as to donate to Cancer Research UK via JustGiving (a UK-based

platform that enables donations).

e Cancer Research UK directed people to its website for details on how to get involved as

well as donate.

o Cancer Research UK also created its own “selfie” with a text to donate code and posted that to its

Facebook page.
e The organization also thanked people for their donations by posting more selfies on Facebook.
e They promoted two of these thank you posts.

Their Success

e Over £8M raised for Cancer Research UK in less than 1 week
e 41M #nomakeupselfie Posts in News Feed

e 1 million mentions of

Cancer Ressarch UK
Mamch30 @&

#nomakeupselfie on Facebook and

Over a wask after tha #nomakeupssfie trend firs! explodad, wa'ra stil in aws of the

incredible generosily from all over the courtry. It's come frorm people ke May and

Birenda, who wers Inapined by May's qranddaughter.Jamma The tus horolk great-
sisiar te stomach cancar, donaied 55 sach and posiad

e Instagram in 2 weeks

e More than 210,000 new Cancer
Research UK Page Likes

Additional case studies: on.fb.me/1kAMWfY



Over 3 main campaign days, Cancer Research UK Site

traffic up
370%, 289% and 187%
10 new clinical trials funded

Promoted Posts:
e Total Reach: 10M
o Total Clicks: 405K (4% CTR)
e Total actions: 958K (9.6% CTR)

e Generated 75,000 direct landings to website

No Makeup Selfie Campaign Page

NMUSFCA - No make up selfies for Cancer Awareness

AR A

onations coming, thank you everyone :-)

cebook.com/OfficialNMUSFCA

No Make Up Selfie For Cancer = Follow
Awareness

262,020 likes - 14,303 talking about this

Additional case studies: on.fb.me/1kAMWfY



Movember

Mustaches and awareness for men’s health

In 2012, Movember raised $141.5 million USD, with over one million Mo Bros and Mo Sistas
participating around the world. Through Facebook, participants raised more than $17.6 million

USD and drove awareness for Movember and men’s health issues.

Their Goal
Movember is a grassroots advocacy movement that challenges men to grow - and women to support -
moustaches every November. The movement raises awareness and funds for men’s health, specifically
prostate and testicular cancer initiatives. Facebook empowers Movember participants (Mo Bros and Mo
Sistas) to become ambassadors for Movember by spreading awareness and sharing information about
their commitment to the cause. This helps the movement raise more funds, but more importantly, gets
more people talking about the topic of men’s health. In 2012, more than 1.1 million Mo Bros and Mo Sistas
participated in the movement, raising $141.5 million USD worldwide. Movember used Facebook to

encourage participants to share photos, videos, and details about their individual Movember journey.

Overall Goals:

e Increase year-over-year campaign participation and funds raised
e Encourage Movember “chatter” on Facebook
o Use Pages - and get Mo Bros and Mo Sistas to use Timeline- to bring the community

Their Solution
In 2011, Movember employed lightweight tactics and launched apps like “Recruit-A-Mo” and “Adopt-
A-Mo” with the specific objective of encouraging fundraising. In 2012, Movember used individual
Pages in different regions around the world to share

Y
information, spread the word about the movement, and i
- p— [ . B
spotlight 2012 participants. Movember also launched the m M E m E E H

E L) =4 [
“Leaderboard App”, which allowed participants to track Bup it HONG 8

KNOWLEDGE IS POWER  MOUSTACHE IS KING

progress at the country- and team-level.

Movember Australia
33315 lkes - 47 tlking sbout his

e Movember Leaderboard App gave participants a

boost of confidence as they tracked themselves

against other fundraisers and watched teams rise in

GLOBAL SUMMARY
the rankings — T ——

CANADA 173,430 AUD §32,745,983

UNIZED EINGDOM 265,415 AUD §32,649,892

e Movember 2011’s Recruit-A-Mo helped to socialize

219,043 AUD $25,032,395

4 122,852 AUD $24,008,510

the process of encouraging friends to join the

Movember movement by posting on their Facebook wo st

MEW_ZEALAND 13,739 AUD §1,338,352

Timelines aossssizn
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Mo Bros and Mo Sistas used Facebook Pages to spark authentic conversations about men’s health and, on
average, posted 12 times on Facebook during Movember (e.g., photos, status updates and videos). On average,

Movember participants had 258 friends on Facebook.

Their Success

$17.6 million USD raised through Facebook in 2012 - a year-over-year increase of 26% in funds raised
The average donation amount was $27, a 13% increase over the 2011 average donation amount
60% of Mo Bros and Mo Sistas used Facebook to tell people about their involvement with Movember

On average, participants posted 12 times on Facebook during Movember, most commonly a photo, status
update, or video

Facebook drove over 10M visits to Movember.com during the month, a 37% increase year-over-year

Facebook drove 30% of traffic to Movember.com (2nd-highest referrer)

“In 2012, 1.1 million Movember participants raised $141.5 mil-lion to change
the face of men’s health. Our integration with Facebook enabled our community
to easily share their Mo-vember journey, raise awareness about the health issues

men face and request donations resulting in $17.6 million raised through the
platform. Continuing to integrate Facebook with the Movember technology
platform remains an essential part of our future strategy.”

—Adam Garone, CEO & Co-Founder, Movember

Additional case studies: on.fb.me/1kAMWfY



