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COMMUNICATION
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PUSH
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INTERUPTIVE
PEOPLE NOT INTERESTED IN ACTION



50% of all mobile ads are not clicked on purpose. (sourc: GoldSpot Media) 



PULL
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PROVIDES HELP WHEN PEOPLE ARE IN SEARCH OF
IT
PEOPLE ARE MOTIVATED TO FIND ANSWERS
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WHERE DO YOU GO TO
ASK QUESTIONS,
LOOK FOR INFO & 
SOLUTIONS?
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DON’T PUSH
YOUR MESSAGES TO USERS
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PULL THEM
WHEN THEY NEED YOU
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USE
SOCIAL
MEDIA TO 
SPARK
INTEREST



BUT 
SOCIAL PAGES
ARE GETTING
WEAKER AND
WEAKER
FOCUS ON BUILDING COMMUNITIES , SHARING
CONTENT THAT WILL IGNITE AUDIENCES
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AND OUT
ATTENTION
IS SHORTER AND SHORTER
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WE SCROLL ON 
AVERAGE 80 METERS
A DAY ON OUR
PHONE



source: facebook.com

„In News Feed on Facebook, 
we’re seeing people spend, 

on average, 1.7 seconds 
with a piece of content on 
mobile compared to 2.5 

seconds on desktop.”

https://www.facebook.com/business/news/insights/capturing-attention-feed-video-creative


Let’s count
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“Creating compelling and useful 
content will likely influence your 

website more than any of the other 
factors.” 

Google, 2017





„But we already have a Facebook page”









Put at least 3x amount
of time to produce SEO 
content than you spend
producing social media
posts



LET’S 
CREATE
CONTENT
THAT LIVES
LONGER THAN 2 SECONDS
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AND GETS
SHARED
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WEB COMMUNICATION
CHECK LIST

1. Identity & current situation (where do you start at?)

2. Goals (what exactly you want to achieve?)

3. Mission (how to help people? Choosing a problem to address)

4. Profiles (who is your audience?)

5. Creating content (how? Which?)

6. Community and distribution (how? Where??)

7. Metrics (what have we achieved?)



1. WHERE
ARE WE
KNOW
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1. Define current situation in every single country



32

2. Create an issue-focused webpage



DO PEOPLE
REALLY
KNOW
WHAT WE
DO
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AND HOW 
TO REACH
US?
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2. GOAL-
CHANGE 
ONE THING
AT THE
TIME
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YOU CAN
ANYTHING, 
BUT NOT
EVERYTHING



CHOOSE
ONE ISSUE
TO ADDRESS
The more options we have in front of us, the harder it becomes to 

choose one. In many cases, even if a decision is made, decision

paralysis exhausts the decision-maker so much that they don't have

any energy left to carry out the action itself.    

when we're supposed to do two important

things, but we don't know which to start first, 

we often don't do either. 



3. HOW
CAN WE
HELP
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REFUGEES AND MIGRANTS
The warm welcome given to Ukrainian refugees

fleeing the war has been very positive,

but is a far cry from the cold reception given to refugee

s from other countries. 

How do we address this double standard.
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EXPLAIN- BUILD AN 
EMOTIONAL CONNECTION–
DETERMINE THE “WHY”

People are afraid

of the unknown.

They need and

explanation to help them

cope with the new

situation
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MAKE STORIES Relatable to your audience
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MAKE IT ABOUT THEM
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Help your citizens see migrants as a solution, 
not a problem
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WHAT’S THE INFO HERE?

And talk to 

people like

you’re talking to 

you grandma

about internet
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BUT DON’T FORGET THE
REAL WORLD

We tend to create more 

understanding towards a 

whole new group of

people if we manage to 

connect with just one 

person from that group
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PEOPLE LEARN BY DOING

Show, don’t tell



4. DEFINE 
YOUR 
TARGET 
AUDIENCE
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FOCUS ON 
PROBLEMS
AND
INTERESTS
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CRAFT YOUR 
COMMUNICATION

TO THOSE IN 
THE MIDDLE
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1. this is where the majority of 
your current and potential 
audience is. 
2. this type of communication will 
also be accessible to people on 
the edges of the bell curve.
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If you craft your 
communication for 
the very aware you 
will under 
communicate.

You will falsely 
assume that your 
audience knows what 
you know. "No reason 
to tell them about 
XYZ cause they 
already know about 
it". 

if you craft your 
communication for 
the unaware you will 
over communicate.

You will waste 
valuable resources 
on the disinterested 
and unengaged. 
You’ll spend more 
time communicating 
and less time taking 
action.
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YOUNG VS. 
OLDER PEOPLE

Compared with younger adults older 

adults are more likely to delegate, 

defer, or avoid making decisions. 

They are less likely to exhaustively 

search for information



5. CREATE RIGHT
MESSAGES IN
THE RIGHT FORM
FOR THE RIGHT
PEOPLE
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TYPES OF CONTENT
1. Listicles
2. How- to articles
3. Other questions
4. FAQ
5. Predictions
6. Case studies
7. Testimonials
8. News
9. Infographics
10.Video



MAKE THINGS
EASY TO 
UNDERSTAND
AND DO
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SPECIFY A 
LOCATION
WHEN
WRITING IN
ENGLISH
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GET
EMOTIONAL
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SHOW PEOPLE
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People connect with people. 

Studies repeatedly confirm that posts with pictures of 
people in them tend to receive more engagement. 



https://www.youtube.com/watch?v=V6-0kYhqoRo
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GET
PERSONAL
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NOT EVERYONE, BUT YOURS
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NOT WE, BUT 
YOU
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DROP THE „WE”
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GET YOUR WEBSITE
ABOUT THEM
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USE ACTIVE VOICE
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USE DETAILS FROM
THE NEWS

only a third (38%) of respondents agreed with the 
statement that fathers should take the parental leave of 
equal duration with mothers.

Men (32%) more than women (23%) fear that taking 
parental leave would negatively affect their careers.
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MENTION TARGET GROUPS IN
YOUR HEADLINES

Do men and women need to stop working and care for the
baby eually? 38% of people don’t this so.

only a third (38%) of respondents agreed with the 
statement that fathers should take the parental leave of 
equal duration with mothers.

Having a child and a successful career? 32% of men are 
afraid it’s not possible.

Men (32%) more than women (23%) fear that taking 
parental leave would negatively affect their careers.
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use neutral words related to gender, sexual orientation, 
and other distinguishing qualities. 

replace “hi guys” with “hi folks,” “hi everyone,” “hi y’all”.

(pay attention: HI GUYS is super popular with young people
on tiktok)

avoid gender-biased expressions or expressions that 
reinforce gender stereotypes.
For example, “a woman’s touch.”
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BE SPECIFIC

What do you
expect from reader
to do after reading
this piece?
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TEACH OTHERS
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PHOTOS > ILLUSTRATION



GET
CONTROVERSIAL
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Controversy ignites conversations.

For a reason, user attention
is still directed to new headlines. 

They're attractive and debatable.
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MAKE 
MESSAGES
SOCIAL
MEDIA
FRIENDLY
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OK, LET’S 
WRITE
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DON’T
JUST WRITE.
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*91% OF ALL 
CONTENT 
PUBLISHED IS….

*91% of online content receives no organic 
traffic from Google search (source:Ahrefs)



SEO!

Make something edible



FIND OUT
WHAT PEOPLE
WANT
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HELP PEOPLE,
ANWER THEIR QUESTIONS
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HELP PEOPLE LIVE 
WITHOUT HELP
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WRITE  SEO
OPTIMISED
CONTENT
TO BE FOUND

Be there when people are motivated to 

solve their issues



92

YOU WANT
TO BE HERE
AMONG TOP 3 NON PAID
ORGANIC RESULTS
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FIND OUT HOW THEY
SEARCH And optimise your content accordingly

TOO VAGUE
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USE SEO TOOLS



CREATE
GREAT
USEFUL
CONTENT
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for immigrants in Finland

7 ways to battle
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6. SOCIAL MEDIA

How to create posts

that spark interest

amid millions of

other posts
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FACEBOOK
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Organic reach is almost 0 
without little help of ads
Or controversy
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Especially with „boring” political topics
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CREATE A COMMUNITY, 
NOT A HERD
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GROUPS GET
ORGANIC VISIBILTY
IN NEWS FEED
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FACEBOOK GROUPS 
ARE GREAT

When you make

them for specific

target audiences
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FACEBOOK
Here are platform-specific links for nonprofits:

Facebook

See if you’re eligible for Facebook fundraising

Sign up for Facebook’s Charitable Giving Tools

Enroll as a charitable organization Facebook Payments

Sign up to accept donations from personal fundraisers

https://www.facebook.com/help/1251484118194936
https://socialgood.fb.com/charitable-giving/
https://www.facebook.com/help/442078379905129
https://facebook.com/donate/signup.
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INSTAGRAM
Talk to 20-30 years old population

Create a movement
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INSTAGRAM
Don’t use politicians in photos
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INSTAGRAM
Don’t use stock material

A person can tell this in a reel
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INSTAGRAM
Create reels for visibility
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INSTAGRAM
Present examples
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Bold and concise copy
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SHOW FACES

Photos that contain 
faces are 38% more 
likely to receive likes 
and 32% more 
comments

Source:Georgia Institute of Technology and Yahoo Labs
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INSTAGRAM
Create something offline that will

be noticed
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TWITTER
When you want news to 

spread fast
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NON FORMAL
LANGUAGE

Use language constructions

people actually use
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I, NOT WE
Get personal
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BE ACTIVE

, engange with others
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RETWEETING IS NOT
GIVING VALUE
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IGNITE DISCUSSION

REFUGEE- go to the neighboring country, need

pshysical safety and temporary material support, stay

for shorter amount of time

MIGRANT- travel thousands of miles from home, 

the average length of a refugee’s stay abroad is 10 

years
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DISCUSS HOT
TOPICS
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SHOW OTHERS
Let your profile be controlled by a 

different person each week/or month.
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TWITTER

CREATE VIDEOS WITH PEOPLE

video that includes people in the first 

few frames leads to 2X higher 

retention. 

https://view.highspot.com/viewer/5ef4f120f7794d3b4d81f04f
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LINKEDIN
Communicate as a 

personal profile,

not a page
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LINKEDIN
Create a profile that everybody

can follow and understand what

you’re doing
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LINKEDIN
Create a profile that everybody

can follow and understand what

you’re doing



125

LINKEDIN
Talk about problems

from your own 

perspective
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LINKEDIN
Put your target group

and tell their story (and

embed your help in the

story)
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LINKEDIN

Create emotional posts

that tell stories



128

LINKEDIN
Help people pronounce

your name

Help people find your

posts
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LINKEDIN
Featured your posts
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LINKEDIN
#hashtags
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Engage in other people’s post by commenting
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LINKEDIN

Don’t share, REPOST
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LINKEDIN PRACTICE
canva.com/linkedin-banners/templates/
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LINKEDIN PRACTICE 2
Write an active about you section
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YOUTUBE – GET EMOTIONAL
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YouTube

DO PEOPLE SEARCH FOR THESE TITLES?
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HOW-TO VIDEO
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YOUTUBE
YouTube

Check if you’re eligible for YouTube’s Nonprofits Program

Enroll your channel for the Nonprofits Program

https://www.google.com/nonprofits/eligibility/
https://support.google.com/nonprofits/answer/3367463
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TIKTOK
Choose a subject

Talk to 10-20 years old population



141

TIKTOK
Be active every single

day for 30 days
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TIKTOK
TikTok

Join hashtags,

Put them in your video
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6. METRICS
• Number of website visits (organic traffic)
• More time on site (visible in Google Analytics)
• Number of phone calls
• Number of social media hashtag posts
• Nuber of youtube and tiktok views
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GOOGLE ANALYTICS
• What content gets most organic traffic
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GOOGLE ANALYTICS
• What search queries drive most organic traffic
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GOOGLE ANALYTICS
• What drives most social traffic
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GOOGLE ANALYTICS
• Where is your audience
• How long people stay on your website
• Where do they find your content
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GOOGLE ANALYTICS
Older content that is driving content continuosly
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QUESTIONS?
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