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The objective of the thesis is to improve the communication of Plan Finland’s volunteer Area 
Managers in social media by creating a communication package that focuses specifically on 
social media.  
 
This thesis is a product-oriented study and the commissioning party is non-profit organization 
Plan Finland. The idea for the thesis came to mind when contacting Plan Finland, and dis-
cussing possible thesis topics in the area of communication. There was a clear need for 
guidelines to unify the Area Managers’ communication as there are no guidelines at the mo-
ment. The Area Managers have various educational and professional backgrounds, which 
mean that they have varying social media and communication skills.  
 
The thesis consists of introductory, theoretical and empirical parts. The introductory describes 
the topic in general and explains the background for the thesis. The theoretical part consists 
of research on voluntary work, social media and a case study of another organization’s com-
munication in social media. The empirical part includes describing and evaluating the results 
of questionnaires and interviews, as well as, planning and implementing the communication 
package. The questionnaires and interviews conducted are done using qualitative research 
method. 
 
The main result of the thesis is a communication package for Plan Finland Area Managers 
that includes specific guidelines for using social media in voluntary work at Plan Finland. The 
package explains what social media is, why to use it and how to get started. The package is 
easy to use and covers all the major parts of communicating in social media. The package 
will be given to the Area Managers early 2015 and it gives a chance for them all to use social 
media as a communication tool regarding their background or skills.  
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1 Introduction 

The use of social media as a communication tool for non-profit organizations is rapidly 

growing at the moment. There is a high demand to contact as many new readers and 

possible new volunteers as an organization possibly can, in order to keep the organization 

succeeding today. As social media is taking the role of face-to-face promotion and recruit-

ing, one must have the tools and knowledge to successfully communicate in social media.  

 

Area Managers of Plan Finland are volunteer workers who are in charge of the communi-

cation between Plan Finland and volunteers in individual areas all around Finland. Every 

area has its own Area Manager, who works in co-operation with Volunteer Coordinators of 

Plan Finland main office in Pasila, Helsinki.  

 

This thesis will offer proper guidelines; ideas and instructions for using social media as an 

efficient communication tool, and helping the Area Managers succeed in their tasks. The 

communication package (appendix 1) will serve as a guideline for individual Area Manag-

ers, giving them the tools and professional aspect of the communication between them 

and volunteers in their own local areas.  

 

The package is done in a way, that it is coherent for the new starting Area Managers as 

well as the existing experienced ones. The content of the thesis itself as well as the com-

munication package has been done according to the ideas and preferences of Plan Fin-

land Volunteer Coordinators and Area Managers. The questionnaires conducted for this 

thesis also included questions about other media as it was Plan Finland’s wish, but the 

focus in this work is only on social media. 

 

The package will be explaining number of useful interesting topics, including the list of 

different communication channels such as Facebook and Twitter, and the guidelines how 

to utilize them properly. 

 
 

1.1 Plan Finland as part of Plan International 

Plan International is a development organization that was founded in 1937 and is one of 

the oldest and largest children’s development organizations in the world (Plan Internation-

al 2014). Plan International works in more than 50 countries promoting the interests of 

children and helping children specifically in third-world countries.  
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In this thesis we focus on Plan Finland which is a Finnish non-profit organization that pro-

motes children’s development and is a part of Plan International. The organization has 

been operating since 1998. The organizations’ vision is a world where every person is 

respected and every child has a full right to live a complete life. Their mission is to help 

children in third-world countries. Plan International and Plan Finland are politically and 

religiously independent organizations. (Plan Finland 2014.) 

 

Plan Finland has six primary values which include working in an ethical and honest way, 

being responsible and productive, creating circumstances in which every person uses 

their own strengths in the best suitable way, respecting the value of every single person, 

using only respectful resources and pursuing continuous learning and development. The 

organization works in eight core areas which are water and sanitation, health, economic 

security, sexual health, protection, child participation, education and emergencies. (Plan 

Finland 2014.) 

 

At the moment the Plan Finland has one office which is in Pasila, Helsinki and there are 

around 60 employees. The Area Managers work from their home and mainly in their own 

local area, at the time being there are local groups in Helsinki metropolitan area, Joensuu, 

Jyväskylä, Kemi, Kuopio, Lahti, Lappeenranta, Liperi, Oulu, Pori, Tampere, Tornio, Turku 

and Vaasa. The groups in Kemi and Tornio mainly work together in various events and 

other campaigns. (Plan Finland 2014.) 

 

Plan Finland works under Plan International which has also 19 other national organiza-

tions, for example in Australia, Colombia and Sweden. All the national organizations work 

for the same objectives and follow the same guidelines which all come from Plan Interna-

tional. (Plan Finland 2014.) 
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Figure  1. Plan Finland organization structure 

 

Plan Finland’s organization structure is visible in the figure above in which Plan Finland 

has been divided into four categories. All Plan’s national organizations follow the same 

structure.  

 

Employees: Employees include everyone who has an employment contract with Plan 

Finland. The employees work in Pasila, Helsinki at the main office of Plan and there are 

62 people working there. Employees’ target groups vary a lot as they all work in different 

fields and different departments. Examples of target groups are, for instance, sponsors, 

donators and volunteers. 

 

Sponsors: Sponsors are people who sponsor a child in a developing country. Every 

sponsor gets their own child to sponsor, and will follow the child’s growth by sending and 

receiving letters. This way the sponsor will also get to know more about the work Plan 

does in that specific country and in the child’s community. The most important part of 

sponsoring is that with the sponsor’s donations children are able to go to school and live a 

better life. The money does not only help the children who have their own sponsor, but 
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their communities equally. 43.2% of Plan Finland’s revenue in 2012–2013 came from the 

sponsors, which is a quite a big portion as can be seen in figure 2. The sponsors’ target 

group is of course the children in third-world countries. (Plan Finland 2014.) 

 

Donators: Donators are people who give monetary donations to the organization. There 

are four kinds of donators: monthly donators, one-off donators, anniversary donators and 

bequest donators. Monthly donators have chosen a specific amount which they donate 

each month. The one-off donators are people who give one, usually, larger donation. If 

someone has a birthday party or some other celebration, one can ask people to give do-

nations to Plan instead of presents for one’s own use. It is also possible to bequeath 

property to Plan Finland.  

 

All these donations were 7.2% of Plan Finland’s revenue in 2012-2013 as can be seen in 

figure 2. The donators’ target group is wide and may vary a lot as the donations go to 

many places. Donator’s target group could be thought as all the children in need in third-

world countries. (Plan Finland 2014.) 

 

Plan Finland is active in various social media channels which include Facebook, Twitter, 

Instagram and YouTube. 
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Figure  2. Plan Finland’s revenue and cost structure 2012-2013 (Plan Finland 2014) 

 

Volunteers: The fourth category is volunteers and this is the category where the Area 

Managers belong to, as they are volunteers. There are many different kinds of voluntary 

tasks for people who are interested in voluntary work at Plan Finland. Here is a list of the 

most common ways to volunteer: one can take part in the events Plan organizes, be the 

one to organize these events, join street fundraising, help out at Plan’s office, translate 

reports and letters, give professional expertise, organize a photography exhibition, collect 

funds with one’s school or request someone from Plan to speak in a school or at an event.  

 

Volunteers include the Area Managers who work in a specific area in Finland. The main 

task of the Area Managers is to promote Plan, raise awareness and keep volunteers in 

their area active. The idea is that the Area Managers take care of the volunteers near 
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them and keep them interested in voluntary work. The Area Managers’ target group in-

cludes volunteers near their own local area and possible new volunteers.  

 

1.2 Research question 

The objective of this thesis is to create a communication package for Plan Finland Area 

Managers to use when using social media as a communication tool in their voluntary 

work.  

 

The research question: 

- How to use social media as a communication tool in voluntary work? 

 

The research question is answered by doing research regarding voluntary work, social 

media and Plan Finland as an organization. The research answers are collected by back-

ground literature, qualitative questionnaires and interviews. 

 

1.3 Research method and implementation of the research 

We chose to use a qualitative research method for this study. We had two questionnaires, 

one to the Area Managers and one to the Volunteer Coordinators at Plan Finland. We also 

did an interview with the Area Managers when collecting the questionnaires. Qualitative 

research can be seen as more subjective than quantitative research (Doing qualitative 

research 2009, 6).  

 

The reason we chose to use qualitative research method was the fact that we needed 

ideas and opinions from our thesis’ target group, which is the Area Managers and the Vol-

unteer Coordinators at Plan Finland. The ideas were needed to produce the communica-

tion package to our target group so we needed to see the real situation of the Area Man-

agers and Volunteer Coordinators at Plan Finland. It was especially important to hear their 

own ideas as the purpose of qualitative research is to describe real life (Hirsjärvi, Remes 

& Sajavaara 2009, 161).  

 

Our idea was to understand exactly how much the Area Managers know about social me-

dia, do they use it already, how they feel about using it in the future and what is important 

to them when communicating with their own target group. This was the reason why it was 

important for us to actually meet the Area Managers in person, hear their point of view 

and fully understand what their own ideas are regarding the communication package. We 

also needed to know what Plan Finland expects of the Area Managers regarding their 
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communication in social media and with their target group, and for this reason we sent a 

questionnaire to Plan Finland’s Volunteer Coordinators.  

 

1.3.1 Conducting a questionnaire to Plan Finland Area Managers 

Most of Plan Finland’s Area Managers were in Helsinki in September 2014 as there was a 

training weekend for Plan Finland’s Area Managers and for other volunteers. A couple of 

weeks before the training weekend we decided to make a questionnaire for the Area 

Managers. We discussed this with Plan Finland’s Volunteer Coordinators and they rec-

ommended us to hand out the questionnaire during the training weekend, and to also 

conduct interviews with the respondents. The training weekend was held in Iiris - The Ser-

vice and Activity Centre for the Visually Impaired in Itäkeskus, Helsinki, Finland on 6 Sep-

tember 2014. 

 

We sent the questionnaire (appendix 2) to Plan Finland’s Volunteer Coordinators on Fri-

day 5 September 2014 and they printed out the questionnaire forms, as well as handed 

them out on Saturday 6 September 2014. The questionnaire form was handed out early 

on because the objective was to get as honest answers as possible and that gave people 

enough time to answer the questions with thought. On Sunday 7 September 2014 we col-

lected the questionnaire forms and went through the questions in person with each indi-

vidual, completing the answers to make sure everyone had understood the questions 

completely. We had reserved half an hour for each Area Manager to ensure there was 

enough time to get through all the questions without haste. 

 

In the questionnaire we informed all the Area Managers that the questionnaire itself and 

the interview will be anonymous for the public, and there will be no names or locations 

mentioned in this study. We also explained the purpose of this study to make sure every-

one was aware of the outcome and that they have an opportunity to influence their social 

media communication package. 

 

Of sixteen Area Managers, nine answered the questionnaire. The remaining seven we 

decided to exclude from this study because interviewing them in person was not an option 

because of the limited time that we had. We wanted to make sure that every respondent 

understood the questions correctly and that the research data was unaffected by answers 

which were not completely understood.  
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The 9 answers were sufficient for us in this study as all the respondents, the Area Manag-

ers, represented various locations in Finland. The answers were consistent with each oth-

er, which implies the study group size was sufficient. 

 

In qualitative research the researcher prefers people as an instrument when collecting 

information, and the researcher trusts his or her own observations and discussions more 

than other measuring instruments (Hirsjärvi, Remes & Sajavaara 2009, 164). After we 

received the nine filled questionnaires and conducted the interviews, we summarized all 

the answers and decided we had enough information from the Area Managers, to make 

the communication package for them and for Plan Finland.   

 

The questionnaire was divided into three sections; local area objectives, skills and inter-

ests and hopes and wishes. Likert scale was used in the question about how the Area 

Managers feel about communication in specific channels as this scale measures attitudes 

and behavior well (SurveyMonkey 2014.)  

 

Figure  3. Likert scale (SurveyMonkey 2014) 

 

The figure above demonstrates what a Likert scale looks like. It is better to use words as 

the values instead of only numbers as numbers seem to be more abstract for the re-

spondents. It is also wise to have odd number of values in the scale so that the respond-

ents have one neutral value, if they genuinely do not know or are not able to answer a 

specific question. (SurveyMonkey 2014.) 

 

1.3.2 Conducting a questionnaire to Plan Finland Volunteer Coordinators 

We sent a questionnaire to Plan Finland’s Volunteer Coordinators (appendix 3) by email 

on Friday 12 September 2014, and got their answer in one document on Friday 10 Octo-

ber 2014. The questionnaire was much like the questionnaire to the Area Managers, but 

was modified to answer how they felt about the Area Managers’ communication in social 
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media, and what Plan Finland would hope to gain from the social media package. The 

questionnaire form can be read in the attachments. 

 

The questionnaire was divided into the same three parts as the Area Managers’ question-

naire: local area objectives, skills and interests and hopes and wishes. There was also a 

Likert scale to answer a question about how Plan Finland’s Volunteer Coordinators think 

the Area Managers manage certain communication channels. The Likert scale was good 

for this particular question as we could compare the answers with the Area Managers’ 

answers. 

 

1.3.3 Conducting a questionnaire to Plan Finland Communication Department 

When we sent the questionnaire to Plan Finland’s Volunteer Coordinators on Friday 12 

September 2014, we asked them to forward the questionnaire to their Communication 

Department. We received the Communication Department’s answer in one document on 

Tuesday 28 October 2014. The Communication Department has different kinds of point of 

views as they do not work closely with the Area Managers but they were able to give ide-

as to the communication package from the point of view of communication professionals. 

 

As already mentioned, the questionnaire to Plan Finland’s Communication Department 

was the same we sent to the Volunteer Coordinators. There were many questions not 

answered as the Communication Department does not work with the Area Managers, and 

therefore they are not able to answer to questions about CSA of the Area Managers’ 

communication. The Communication Department then again was able to give professional 

ideas for the actual communication package. 

 

1.4 Terminology  

Here is a list of the most common terms we use in this thesis. The terms have various 

purposes and this list explains what purposes we use to outline this work. 

 

Non-profit organization. An organization not conducted primarily to make a profit (Ox-

ford Dictionaries 2014). A non-profit organization promotes initiatives for the public good 

and raises money to help the ones in need of it. These organizations also make it easier 

for everyone else to take action. 

 

Volunteer. A person who works for an organization, without being paid (Oxford Dictionar-

ies 2014). A volunteer is a person who has made a choice to help or support an organiza-
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tion on his or her own time and is willing to do this without any compensation except 

knowing he or she has done something for the public good. 

 

Voluntary work. Work that is done by the aid of volunteers (Collins Dictionary 2014). Vol-

untary work is the act of doing something beneficial to others in need of help, without get-

ting paid. 

 

Area Manager. A manager of a business, organization, etc. who has a responsibility for a 

specific geographical area (Collins Dictionary 2014). Area Managers have many different 

kinds of duties which vary according to the organization. They mainly work promoting the 

organization and coordinating other members of the organization in their own areas. At 

Plan Finland the Area Managers are volunteers who are responsible for specific cities and 

municipalities in Finland usually according to where they live. The Area Managers work on 

their own time and the volunteering is quite independent.  

 

Volunteer Coordinator: Volunteer Coordinators at Plan Finland work with its volunteers. 

The Volunteer Coordinators are the contact persons for the Area Managers and for other 

volunteers at Plan Finland. 

 

1.5 Voluntary work 

Voluntary work is defined as an act of doing something that is beneficial to ones in need of 

help. Voluntary work gives value to life especially when one finds an organization or an 

objective that suite their preferences and own ideology.  

 

More than every third of Finnish citizens have conducted voluntary work at least once in 

their lifetimes, and this only includes work done for an organization, movement or party. 

There are even more Finnish citizens who would do voluntary work if they were asked 

directly. This is very positive for non-profit organizations. When trying to find new volun-

teers or keep the old volunteers interested, an organization should focus on developing 

their activities and functions to make the voluntary work more appealing, and this way 

become a successful organization. (Karreinen, Halonen & Tennilä 2010, 5.) 

 

Lari Karreinen, Maria Halonen and Meri Tennilä (2010) give ten steps towards better vol-

untary work, which are explained in this chapter. An organization should define every vol-

untary task well. Every volunteer should have a specific and clear work description, and 

there should be more specially tailored tasks according to a volunteer’s skills. Voluntary 
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tasks could be made into small packages so that a person can pick a suitable package 

based on one’s preferences. (Karreinen, Halonen & Tennilä 2010, 9-22.) 

 

When an organization is recruiting new volunteers, its main target group is the current 

volunteers. The current volunteers spread information about the organization, and in vari-

ous situations act as the face of the organization. Some ways to get new volunteers and 

new members to an organization is one’s own social network, rousing discussion, market-

ing in social media and networking anytime anywhere. (Karreinen, Halonen & Tennilä 

2010, 23-33.) 

 

The main reason for Finnish people to volunteer is pure motivation to do something good 

for others. An organization definitely should use this and create more different kinds of 

voluntary tasks to get more people interested in the actual voluntary work. Usually a vol-

unteer’s motivation decreases after the recruitment. It is vital for an organization to keep 

the volunteer interested in the work or then even motivation does not make the volunteer 

to stay as a volunteer. (Karreinen, Halonen & Tennilä 2010, 34-41.) 

 

It is important to make sure every volunteer is working in a task suitable to one’s prefer-

ences and skills. There are usually also volunteers who are extremely active, and could 

be suitable to have a career as a volunteer. These kinds of volunteers often become key 

persons; they organize events, fundraising and recruit new volunteers. As explained there 

are various types of volunteers, and it is important to know how to unite these different 

kinds of skills and personalities. When working in groups, there should always be divided 

roles so that everyone knows what to do. (Karreinen, Halonen & Tennilä 2010, 42-43, 51, 

62.) 

 

After all of these aspects, an organization should remember to thank the volunteers and 

ask feedback from them. Volunteers usually are prompt to give feedback which is excel-

lent for an organization as it enables the organization to improve its voluntary work and 

specific tasks. An organization should remember to report every little aspect of its activi-

ties, for example feedback from the volunteers, to be effective in the long run. (Karreinen, 

Halonen & Tennilä 2010, 79, 81, 88.) 

 

Leadership is a key word for every organization. It is important to lead an organization and 

its employees and volunteers consistently and with clear goals. It is also important for an 

organization to be exited and dream of achieving all of its goals. This way an organization 
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is able to inspire volunteers and recruit new volunteers. (Karreinen, Halonen & Tennilä 

2010, 93, 104.) 

 

Motivation is extremely important for a volunteer to have, as without motivation, voluntary 

work might feel to be an obligation. A volunteer might feel exhausted especially in situa-

tions where the voluntary work takes up all of one’s free time, and there are not enough 

motivational factors to keep the interest up. Usually it is easy to notice one’s own exhaus-

tion as a person becomes reluctant to learn new things, do the old work as before and 

there is a distinct lack of interest in the work. It might be harder to notice someone else’s 

exhaustion, and because of this an organization should monitor its volunteers to avoid this 

situation. (Karreinen, Halonen & Tennilä 2010, 114-117.) 

 

A volunteer should also have the possibility to separate oneself from the voluntary work 

occasionally. Life situations and conditions in general change, and it should be possible 

for a volunteer to stop doing the voluntary work, but also to come back to it later when 

there again is more time. (Karreinen, Halonen & Tennilä 2010, 114-117.) 

 

1.6 Social media  

This chapter defines social media in general, and explain what social media is and how 

it’s utilized in Finland. It was necessary to investigate social media for this thesis as the 

outcome is a communication package which specifically deals with social media and how 

to act there while presenting an organization. Social media is defined in various ways, and 

there is not yet one specific definition for it. In this thesis social media is defined as a 

combination of various sites for social interaction on the internet.  

 

There are various social media sites for different purposes, and an organization should 

research which one to use to serve the purpose at hand. It is not only important to be ac-

tive in social media, but to use the correct and suitable sites to gain the most value (Sano 

se someksi 2 2014, 36). Social media includes, for example, blogs, social networking sites 

such as Facebook, communities such as YouTube and information networks such as 

Twitter.  

 

Social media sites are popular among individuals and organizations and at the moment 

there are almost 2 billion users of social media worldwide (eMarketer 2013). There are so 

many users of social media that when an organization has a good campaign, it can 

spread to millions of people in less than a day. A good example of a social media cam-
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paign on Facebook is UNICEF’s donation campaign in 2013 (Hrabik 2013). The campaign 

included one photo shared on Facebook with a powerful message, and the photo can be 

seen in the figure below. These kinds of campaigns spread easily even though there is not 

much text or information. It captures attention and is easy to share onwards. 

 

 

Figure  4. UNICEF campaign in 2013 (Hrabik 2013) 

 

Blogging has also been a part of social media since the end of the 1990s. A blog, original-

ly weblog, is a site on which a blogger publishes posts about any current subjects. Blogs 

always have a date on them and readers are able to comment the posts. Since the early 

2000s blogging has gotten much easier for everyone, as there are now actual blogging 
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sites where one can create a blog with readymade templates. Organizations’ blogging is 

wise and an easy way to reach the right target groups, when an organization has the right 

person to write and maintain the blog. (Kilpi 2006, 3-5.) 

 

 

Figure  5. Seven most popular social networking sites in October 2014 (eBizMBA 2014) 

 

In the figure above can be seen the top seven most popular social networking sites at the 

moment. Facebook is clearly the leading social networking site with around 900,000,000 

users. Twitter is second with around 310,000,000 users and LinkedIn third with around 

255,000,000 users. Instagram, launched in 2010, is a social network site where one can 

share photographs and short videos and is seventh on the list of most popular social net-

working sites with around 100,000,000 users. (eBizMBA 2014.) 

 

1.6.1 Social media in Finland 

This part defines and explains four social media sites and some blogging sites that could 

be useful to Plan Finland’s Area Managers’ when communicating with their target groups 

and with each other. The main focus in this chapter is on Finland as the Area Managers 

do their voluntary work there and mainly with people who live there. Every nation seems 
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to have its own preferences with social media and how it is used. This is also the reason 

for giving direct examples of which social media is popular in Finland and how it is com-

monly used. 

 

Social media is very popular in Finland but it has some of its own characteristics, which 

will be addressed here. In 2013 Finland's most popular social networking site was Face-

book with around 2,100,000 users and around 38% of all Finnish citizens, the second was 

Suomi24 with around 1,700,000 users and the third IRC-Galleria with around 451,000 

users (Pönkä 2013). Suomi24 is a Finnish social networking site where one can start con-

versations and discuss various topics. IRC-Galleria is a Finnish social networking site and 

is actually quite similar to Facebook and was even more popular before in the early 

2000s, but after Facebook was launched, IRC-Galleria lost users to it. Twitter has not yet 

become that popular in Finland even though it had over 500,000 users in 2013 (Pönkä 

2013).  

 

1.6.2 Facebook and Twitter 

Facebook, launched in 2004, is the most popular social networking site in the world (eB-

izMBA 2014) and is obviously an ideal place to communicate through for any organization 

just because of its amount of users. Around 38% of all Finnish citizens were using Face-

book in 2013 (Pönkä 2013). Facebook is a social networking site which is quite personal 

and users want to interact with other users, and organizations should try and interact with 

users on their own level. An organization should avoid corporate language on Facebook, 

which means they should be more personal, avoid long sentences with complicated words 

and preferably use spoken language (Sano se someksi 2 2014, 25).  

 

Facebook is definitely not only for marketing when talking about organizations. Facebook 

is considered more personal and for that reason people want to be able to contact organi-

zations, and to connect with them on a personal level. On Facebook, organizations use 

pages or groups; pages mainly for bigger audiences, and then groups for smaller target 

groups. 

 

Twitter was launched in 2006, and it is the second most popular social networking site in 

the world (eBizMBA 2014) though not yet that popular in Finland. Twitter is a lot more 

popular in other countries, especially the United States. In Finland at the moment Twitter 

is mainly used by journalists, politicians, IT-professionals and the media (Sano se someksi 

1 2014, 70). Twitter can be both casual or personal and professional, and on the site one 
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can tweet, alias post short messages or photographs. Many assume Twitter is similar to 

Facebook, but actually it is a very different kind of social media. Twitter is like a mi-

croblogging site where people share their tweets for everyone to see. Users do not add 

each other friends on the site, but they follow each other, which mean that a person does 

not have to follow everyone that follows her or him.  

 

1.6.3 LinkedIn, Instagram and blogs 

LinkedIn launched in 2002 has around 450,000 registered users in Finland (Pönkä 2013). 

LinkedIn is somewhat as a professional Facebook, which means that it works very similar-

ly as Facebook, but everyone’s profile is their curriculum vitae, and all the posts usually 

have something to do with work life. An important aspect of LinkedIn is that it is not a site 

for customer service, but a place in which to connect with professionals and recruit new 

people (Sano se someksi 2 2014, 38).  

 

When considering non-profit organizations, LinkedIn is used by many of these organiza-

tions such as Plan International, Plan Finland, WWF Finland and Save the Children. In 

2014 LinkedIn launched a new function which is a possibility to write a blog on the site 

(Sano se someksi 2 2014, 39). On LinkedIn the main language used is English, so most of 

the Finnish and other countries’ profiles are filled in English. Almost all of the company 

pages are also in English regardless of the country of origin. 

 

Instagram was launched in 2010 and in 2012 it was bought by Facebook. Instagram is a 

social networking site where one can share photographs and short video clips. In Finland 

Instgram is used by some organizations such as Plan Finland, WWF Finland and The 

Finnish Association for Nature Conservation (FANC). One function that makes Instagram 

unique is its own photograph filter that makes it able to modify the style of the photograph 

before publishing it. When sharing a photo on Instagram, an organization should include 

links and a short description on the comments, so that it is easy for the viewer to continue 

to the organization’s website, and get more information on the subject. 

 

Blogs are quite common in Finland and they seem to fit into its culture well. Blogs came to 

Finland in the end of the 1990s and it did not take a long time for them to be a part of the 

communication of many organizations. In Finland, for example, almost all magazines have 

blogs nowadays, and many other organizations and big companies have blogs too. Popu-

lar blogging sites in Finland are, for example Blogger.com owned by Google launched in 

1999, Blog.com launched in 2004 and Finnish Vuodatus.com launched in 2004.  
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2 Case: RASMUS organization using social media as a communication tool 

The main idea of this chapter is to give an example of another Finnish organization’s good 

use of social media. The group chosen to use as an example is RASMUS, which is Fin-

land's league against racism and xenophobia, and their open Facebook group which has 

a bit over 6000 members.  

 

 

Figure  6. Screenshot of RASMUS Facebook group’s front page (RASMUS 2014) 

 

Even though RASMUS is an open group, a person still has to join the group to be able to 

post and comment on the wall of the group. A wall means the front page of a group, in 

which the administrator and the members share posts and discuss. The group members 

are fairly active and post on the group many times during the day. This makes it easy for 

the administrator as he or she does not have to post something every week. 
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2.1 Examples of the use of Facebook group functions 

 

Figure  7. Screenshot of the information box (RASMUS 2014) 

 

First good aspect on RASMUS’ Facebook group is the fact that they have clearly men-

tioned on the information box of the group, what is the aim of the group and what are its 

rules. It is important to clearly define the rules of a group as can be seen in the figure 

above. There must be specific rules so that in worst case scenario, the administrator is 

able to appeal to the rules. It is also a positive factor that there is an email address of the 

administrator, so that the members are able to contact him or her personally and not only 

by posting on the group’s wall.  

 

 

Figure  8. Screenshot of events section (RASMUS 2014) 
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Another important aspect is the possibility to add all possible events on the group’s events 

section. If the administrator only markets the events with various posts, and does not add 

them to the events section, they easily get lost and mixed with older posts. RASMUS has 

posted about the event, which can be seen in the figure above, and still has it also in the 

events section. In an imaginary situation a member sees a post about an event and is 

looking for it after a couple of days, it might be hard to find the post, if it cannot be found in 

the events section.  

 

 

Figure  9. Screenshot of photos section (RASMUS 2014) 

 

The figure above is a screenshot of RASMUS group’s photo section, which has 14 albums 

at the moment. The albums are named clearly and they are organized, which makes them 

easier to find to the members. It is also easy to find an album when looking for one, as the 

names say clearly where the photos were taken from.  
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2.2 Examples of Facebook group posts 

 

Figure  10. Screenshot of a post (RASMUS 2014) 

 

The figure above is a video that was posted on the RASMUS Facebook group. This is a 

good example of how a short humorous video clip gets comments and likes immediately 

after posting it. Members of a group will easily watch a short video as it does not take 

much time, and at the same time it is easy to comment on it. A funny video clip, with a 

good cause behind it, makes people think, and this way raises awareness. 
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Figure  11. Screenshot of a post (RASMUS 2014) 

 

The figure above is an example of a good post on a group. Short, visual and makes mem-

bers comment on it as it does not take time to read it, but still makes people think about 

the issue at hand.  
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Figure  12. Screenshot of a post (RASMUS 2014) 

 

There are some types of posts that might not get the attention of a member, and one type 

is a post that has a link to another text with a long introduction text to it, as seen in the 

figure above. In this specific post, the one who posted it could have left only the translated 

text as an introduction. It might seem too long and confusing for a member to read, as 

nowadays people scroll down their Facebook front page quite quickly. People in general 

only read the ones that catch their eye. This seems to be a problem for many individual 

people and for organizations. There are so many organizations that post on Facebook as 

if their posts were press releases, and that does not catch anyone’s eye, in addition it 

might even make members to leave a group or at least block the notifications from their 

own front page. 

 

Here were some examples of posts on RASMUS Facebook group’s wall. Many members 

of RASMUS group are active and comment on the posts. It is so easy to just press the like 

button on posts and it is especially good if posts get comments. People tend to like a post 

much more easily than they comment on it. When people like a post, it might mean that 
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they have not even read it well, but if they comment on a post, it means that they have at 

least read a part of it and are willing to engage on it. 
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3 Plan Finland communication 

Plan Finland’s internal communication between the Area Managers and Communication 

Department is fairly low at the moment. The communication department wished that there 

would be more dialogue between the Area Managers and the communication department, 

specifically about the organized events, pictures of the events, and details in what areas 

of communication the Area Managers might need help from the communication depart-

ment (Plan Finland Communication Department 2014). 

 

The Area Managers do not have access to the materials the employees of Plan Finland 

can use via Plan Finland’s extranet. Volunteers and Area Managers have their own sec-

tion included in Plan Finland extranet, where they can have access to the rules, tips and 

some forms about voluntary work. The remake of the extranet, which is being implement-

ed at the moment, will include PowerPoint bases, poster bases for events and video links 

for common use to be posted in social media (Plan Finland Volunteer Coordinators 2014). 

 

Some of the communication tools used at Plan Finland right now are Plan Finland’s official 

Facebook page, different volunteer pages in their local areas, email and print media. Area 

Managers have an extranet page which includes guidelines for the communication and job 

description. Internal communication is done mainly through the communication depart-

ment to the Volunteer Coordinators and through them to the Area Managers.  

 

The problem at the moment is the poor knowledge of different tools in social media, which 

are not used to their full potential. Facebook pages and groups are unmaintained, different 

with each other as well as hard to come by for people who do not know what to look for. It 

also came clear through the interviews, that the Area Managers are not completely satis-

fied with the internal communication, as the information does not reach everyone in the 

end. (Plan Finland Area Managers 2014.) 

 

As all the Area Managers are volunteers, the level of communication is fairly low, and 

does not serve the purpose needed in this time of social media usage done by similar 

organizations. It is of course not expected that the Area Managers would know how to use 

social media as a communication tool, as they are volunteers, but there should be some 

sort of guidelines for them to use. 

 

As the Area Managers live in various locations in Finland, the organization’s training pos-

sibilities are hard to organize. For this reason the idea of this thesis is to give the Area 
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Managers tools and a complete guideline package to make communication more effective 

and encouraging. 

 

 

3.1 Purpose of the Area Managers at Plan Finland 

When contributing to voluntary work, the support of professional individuals, in this case 

the Volunteer Coordinators is important. As Plan Finland is a rather big organization, with 

thousands of volunteers, the resources of professional help are scares. This is where the 

Area Managers come in. Area Managers can be seen as team leaders divided by the 

place of business. Each Area Manager has an area or a town where he or she manages a 

group of volunteers, helping them with communication, recruiting and arranging events for 

Plan Finland.  

 

Area Managers in charge are all volunteer workers, so the professionalism comes from 

their own experiences and previous studies and interests. This might cause communica-

tion troubles in the long run, if the training and guidelines of these leaders is not done 

properly and with clear information. The reason behind these suspected troubles is simply 

the fact that without a specific communication plan and guidelines the Area Managers can 

rely on, the level of communication is not balanced as some of them are communication 

professionals, and some are just starting to use social media as a communication chan-

nel. Inconsistent communication eats away the credibility of the organization itself, and 

this might make it harder to recruit new volunteers.  

 

Area Managers are people who are or have been involved with Plan Finland and voluntary 

work itself for a long period of time, and who have felt that they could offer more to the 

organization. These people take care of the daily/weekly information flow to keep volun-

teers in check of the upcoming events, as well as the situations in hand, as the main office 

at Helsinki is usually taking care of their own area.  

 

The information flow to the Area Manager always comes from the main office, and it is 

being delivered all over Finland by the Area Managers. Communication in these cases is 

usually done by email, but as the purpose of the Area Managers is to recruit new volun-

teers as they are keeping the working volunteers informed, this channel falls short and it is 

hard to reach new people with only email. 
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The main purpose of Area Managers and the main purpose of this thesis is to give the 

Area Managers the knowledge, confidence and ideas on how to maintain and balance 

these two important tasks, how to recruit new volunteers and keep the working volunteers 

engaged and motivated.  

 

When thinking of the aspect of voluntary work, the feeling of satisfaction and contributing 

to something important is usually what the workers are drawn to. Without motivational 

skills or people to turn to when one is feeling that he or she is not contributing enough, 

can cause the engaged volunteers to quit as well as the new potential volunteers to seek 

another channel or way to fulfill this need of contributing. This is why it is important to 

have a team leader, and in Plan Finland’s case, the Area Managers, are the voice and 

face of the organization to the volunteers. Personalization in this case is mandatory and 

helpful to make the volunteers feel respected and proud of their work on behalf of people 

in need. 

 

 Innovating ideas and the passion for helping are the key things to look and hope for from 

the Area Managers, to get the full potential and outcome from them. 

  

Other task the Area Managers face is spreading the word on behalf of Plan Finland. 

These individuals are in charge of reposting adds, news and personal posts to keep Plan 

Finland visible at all times. This is important as there are so many non-profit organizations 

that are very active in social media. This “competition” might seem wrong in a sense since 

all these organizations are working on behalf of needy and worthy causes, but the truth is, 

that today when there is so many different options to get involved in, the recruitment of 

new volunteers and donors is very important. With the right amount of activity in social 

media, the chances to get more people involved in Plan’s cause are better.  

 

3.2 Plan communication objectives for the Area Managers 

The first thing that came clear conducting the interviews with Plan Finland Area Manag-

ers, was the short come of mutual communication and guidelines given in order to make 

the work efficient and productive. 

 

Keeping in mind that the Area Managers are volunteers as well, and some lack the basic 

knowledge of using social media in communication, clear instructions were needed and 

needed badly. The main issues that were on hand, were the know how to use Facebook 

as a channel of information as well as communication tool between volunteers and people 
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who were seeking a way to contribute. The Area Managers were in need of instructions on 

how to manage a Facebook profile, how to set up an open group, where whoever could 

read the news and contact the administrators for more information.  

 

The objectives consisted of the knowledge of the proper language in social media, the 

lawful aspect of sharing pictures, and to learn how to reach people in general through dif-

ferent social media channels. Vocabulary and information usage was one of the main 

hopes as an objective, to learn what catches reader’s eye in a split second to engage the 

reader to seek more information of the post in hand.  

 

One of the main objectives was to use social media channels although one is not used to 

them, or does not care to use them in their own time. This aspect is very important, as in 

today’s world we mainly communicate in social media. Personal preferences must not 

affect the usage of the channel; it must be done in a professional point of view, as it is the 

channel to gain the most attention.  

 

Some of the objectives were focused on co-operation with the other Area Managers to 

give and get new ideas and more support to make the workload easier for all. This would 

be done through Facebook, as a closed group, without the fear of someone stumbling in 

to the conversation by accident. The workload that the Area Managers have is quite signif-

icant considering the Area Manager’s duties are usually maintained while having a full 

time job simultaneously. This co-operation would be a helpful way to give and get ideas 

for gatherings, recruiting and planning the big nationwide events. This would also include 

the objective of picture use, word use and the lawful aspect of sharing in social media, as 

all the Area Managers were able to mirror their own actions to other Area Managers. 

 

One of the main objectives was to get more people involved in Plan Finland’s voluntary 

work. The hopes were to learn more ways to do this, and a good base of knowledge on 

how it is done in other non-profit organizations in Finland. Area Managers hoped that they 

would be able to use their own innovated ideas more freely and to be able to include their 

personal experiences in arranging these events and social media transactions. (Plan Fin-

land Area Managers 2014.) 

 

3.3 CSA of the Area Managers’ communication  

 



 

28 

 

 

The communication between the Area Managers and the volunteers varies a lot. Some of 

the Area Managers use mainly emails as a contact channel, some use social media, for 

example Facebook to reach out and share news and upcoming events. All in all, there is a 

lot to improve in their communication.  

 

Conducting the interviews with the Area Managers, it was noticed that many of Area Man-

agers did not have a clear view of the possibilities in social media. There was plenty of 

wants and interests, but the way of conducting these were unknown. The current state, in 

other words the lack of knowledge and “know how” minimizes the efforts and results of the 

communication. As the main objective would be to maximize the amount of contacted 

people, and to gain much more new volunteers, the social media package is badly need-

ed. 

 

Problems we faced in these personal interviews were the lack of interest to learn how to 

use social media, and the feeling that that particular channel is not important while recruit-

ing new volunteers. Without the acceptance of the fact that social media is today’s number 

one channel to reach people, the communication does not get any better. Most of the Ar-

ea Managers were however thrilled to have this kind of support, as they felt insecure in 

the world of social media at the moment. The other problem we heard of was the time 

management issues, as almost all of the Area Managers were working a full time job and 

taking care of their voluntary work on their spare time. This problem would also be tackled 

with the basic knowledge of how to maximize the value of one’s communication while min-

imizing the time one use in conducting it. (Plan Finland Area Managers 2014.) 

 

We all know that when one has the knowledge of how to make things happen and the 

trust that one can handle it, it will take less time to actually contemplate and conduct the 

matter at hand. One more problem faced was the freedom of choosing whether to use 

these important channels or not. As an example, communication in Facebook was volun-

tary for the Area Managers, as in all the other social media channels. This basically 

means that if the Area Manager decides not to use these helpful and functional channels 

in communication, all of the possible future volunteers are lost, and the maintaining of 

interest of the extant volunteers is only done through email information every now and 

then. In the long run, this is not functional nor a smart choice when thinking of the benefits 

of the organization.  

 

All in all the current situation could be much better, with little work and help in making the 

Area Managers feel like professionals in what is expected of them.  
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3.4 SWOT analysis of the Area Managers’ communication 

SWOT analysis is described in Business Dictionary (2014) as situation analysis in which 

internal strengths and weaknesses of an organization, and external opportunities and 

threats faced by it are closely examined to chart a strategy. SWOT analysis was ideal to 

do before developing the communication package for the Area Managers as it shows all 

their main strengths, weaknesses, opportunities and threads in one figure. This SWOT is 

based on the Area Managers’ interviews and questionnaires (2014). 

 

 

Figure  13. SWOT analysis of Plan Finland’s Area Managers’ communication 

 

The strengths of Plan Finland’s Area Managers’ are interest in learning communication 

and the commitment to voluntary work. Almost every Area Manager was interested in 

learning new ways to communicate, and for this reason it will be a definite advantage to 

have clear instructions for them to use conducting their daily communication tasks. It was 

also clear that they were all committed to their work as Area Managers. All of the recipi-

ents were willing to act in social media if there were better instructions on how to maxim-

ize the advantage of social media as a communication tool. (Plan Finland Area Managers 

2014.) 

 

The biggest weakness of the Area Managers is the lack of interest in social media. Many 

of the Area Managers do not use social media in the own time, and this is the main reason 
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why they are not that eager to use it in their voluntary work either. The Area Managers 

come from various professional backgrounds and therefore their communication skills also 

vary a lot. The package will give them all the possibility to communicate in social media as 

equals concerning communication skills. (Plan Finland Area Managers 2014.) 

 

Opportunities for Plan Finland’s Area Managers is the amount of different backgrounds, 

skills and interests which could be utilized better while communicating in social media. 

With the communication package everyone is given an opportunity to use social media to 

it’s full to communicate better in their own local areas. The Area Managers can then com-

plement it with their own interests and skills. Many of the Area Managers were creative, 

but needed more guidelines on what kind of posts they are allowed or expected to share 

on social media. The Area Managers also need guidelines to know the effects of different 

kinds of post shared on social media. (Plan Finland Area Managers 2014.) 

 

Threats are the lack of guidelines to communicate efficiently and the knowledge of how to 

raise enough interest in social media for Plan Finland’s operations. Lack of guidelines will 

be fixed using the communication package, and it will also give all the Area Managers a 

possibility to communicate in social media on a certain level or above it. The communica-

tion package will give everyone an equal possibility to act in social media, and the pack-

age will make the communication much easier and enjoyable for everyone. Raising inter-

est in social media can be quite hard sometimes, as there are so many channels and 

groups already used to that purpose. It is important to be active and interact with followers 

to keep them interested (Sano se someksi 2014, 30). 
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4 Plan Finland Area Managers’ questionnaire results 

The Area Managers received a questionnaire (appendix 2) elaborating questions about 

their objectives, skills, interests and hopes for the communication package we conducted.  

The answers were clear, simple and cohesive with one another. The reason behind this 

survey was to get a clear picture of what is needed and hoped by the Area Managers 

themselves to make their communication skills more efficient and cohesive.  

 
4.1 Local area objectives 

Q1: What are your area’s objectives considering external communication?  

 

Main objective of the Area Managers’ is to make Plan Finland generally more visible in 

their own local area. Two other most common objectives for the Area Managers are to 

improve the marketing of Plan Finland, events in their local area as well as to reach new 

and old volunteers. Many of the Area Managers want to improve their communication 

skills in social media, but have some difficulties in doing so, such as how to make the 

marketing more efficient for the upcoming events, what to share on social media in order 

to make the events and news more noticeable, and how to make their own communication 

through social media more efficient (Plan Finland Area Managers 2014). 

 

Q2: What would be an ideal situation for your local area, considering external 

communication? 

 

In an ideal situation the different areas would have more visibility through Plan Finland. In 

the internet pages of Plan Finland, there could be links to the social media groups of the 

different areas to increase and help smaller towns and areas gain visibility. Plan Finland 

could also share the updates of the volunteer groups in their own social media channels to 

make the areas more visible and seen by more individuals. (Plan Finland Area Managers 

2014.) 

 

More than half of the Area Managers wished to have some place to have access to where 

Plan Finland’s’ commonly used marketing material and other visual material would be 

available for them to use in their own daily communication. Examples of this material were 

photos, videos, templates and e-cards. (Plan Finland Area Managers 2014.) 
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Also in an ideal situation there would be more co-operations between the Area Managers 

and other media channels. The events would be marketed through Plan Finland so the 

outcomes would be more consistent and coherent. (Plan Finland Area Managers 2014.) 

 

4.2 Skills and interests 

Q3: What media channels are the most natural and sensible for you to communi-

cate in? For example Facebook, Twitter, contacting local newspapers/opinion pag-

es, blog, contacting local radio station, photos. 

 

Six out of nine Area Managers feel as Facebook and local newspapers are the most natu-

ral channels to communicate to people. Local radio and email were mentioned after these. 

Many of the areas are small in population, so it makes contacting local media channels 

easier. Even though many feel as Facebook is the most natural communication tool, they 

still feel as they need more guidelines to know the proper usage of suitable vocabulary, 

sharing and posting in social media.  Some of the Area Managers do not use Facebook or 

other social media sites on their own time, so the guidelines must be made accordingly. 

Email is one of the tools the Area Managers use the most and it is a good way to com-

municate with people who are already volunteering, but it is hard to reach new possible 

volunteers through email. (Plan Finland Area Managers 2014.) 

 

A good point that came up was that most are willing to write longer posts and stories, but 

are unaware of the places to promote these stories as well as the guidelines of what kind 

of stories they can actually write and share to public. (Plan Finland Area Managers 2014.) 

 

Q4: Do you need support in some aspects of communication or are there some 

specific skills which you would like to develop considering communication?  

 

There were various answers to this question. What came clearly to our knowledge is that 

it is important to concentrate on making a very basic, easily relatable and easily under-

standable guideline package to the Area Managers as they are so different in their needs 

of help and wants.  

 

A lot of respondents need support in interviews, spreading the publications and messag-

es, knowing the difference between social media channels and coming up with new ideas. 

(Plan Finland Area Managers 2014.) 
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Q5: What are you strengths and interests in communication? 

 

Contacting different media channels seems to be quite easy for many of the respondents. 

All the respondents seem to be very interested in learning new ways of communication. 

(Plan Finland Area Managers 2014.) This is very beneficial to Plan Finland, as the com-

munication package can really make a difference in both recruiting more supporters for 

their cause, as well as make the communication more visible in the organization overall.  

 

Q6: How do you feel about the following aspects of communication? Circle you 

opinion. (1= hard, 5= easy): 

 

 

Figure  14. Area Managers’ answers to how they feel about the following aspects of com-

munication. (Plan Finland Area Managers 2014) 

 

Comments to open up an answer: 

 

It feels as many of the Area Managers want more support from Plan Finland on how to get 

the target group interested and how to create new ideas. (Plan Finland Area Managers 

2014.) 

 

Q7: Time you normally use on communication as an Area Manager (average time 

per month) 
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Time used in communication varies from an hour per month to 30 hours per month, 

though many would communicate more if they knew what and how to do it. (Plan Finland 

Area Managers 2014.) 

 

4.1 Benefits from the communication package 

 

Q8: How do you hope to benefit from the communication package? What should it 

include?  

 

Most common wish is to get clear and coherent guidelines from the organization, which 

would cover everything from how to use social media to how to make their posts and 

news updates interesting and viral. Many might not know which photos they can share in 

public or what kind of stories they are allowed to publish. This leads to non-efficient com-

munication to make it easier, not so time consuming and legal. (Plan Finland Area Man-

agers 2014.) 

 

The Area Managers have a huge interest in a material bank where Plan would upload 

basic material and campaign material, templates, photos, videos that the Area Managers 

could use. There is a possibility that Plan already has something like this and it could be 

shared to those who market the organization in social media as well as other media. (Plan 

Finland Area Managers 2014.) 

 

Q9: What kind of helpful material, templates and visual elements would you need in 

your local activities?  

 

Templates, photos and videos got the most interest from the Area Managers (Plan Finland 

Area Managers 2014). 

 

Q10: Other regards: 

 

Internal and external communication within the organization, as well as to the Area Man-

agers, is linked together and affects each other. This is why it is important to focus on and 

better the internal communication; it is more likely that the external communication gets 

better as well. There are also many innovative ideas unused at the moment for the lack of 

communication tools and chances to be heard. (Plan Finland Area Managers 2014.) 
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Summary of the interview answers by the Area Managers  

 

The Area Managers’ hopes in a nutshell were to get clear guidelines and instructions to 

make the communication more effective and consistent in order to make Plan Finland 

more visible, and to be able to improve the Area Managers’ communication skills. The 

outcome of this improvement would be to maximize the recruitment of new volunteers, to 

get the knowledge of what to share in social media and how to share it.  

The Area Managers hoped to get an easier communication path to be able to change ide-

as with each other and to share ideas and experiences with one another. 

 

Nine out of nine of the interviewed Area Managers hoped to get access to a so called 

“material bank” which would include photos, videos, templates and e-card for common 

use.   

 

For the preference of communication channels, it is clear that all of the Area Managers 

are the most comfortable in using Facebook as their primary communication channel. 

However eight out of nine of the Area Managers needed more guidelines on how to use 

Facebook properly as a communication channel. 

 

As email is used as one of the Area Managers’ main communication channels, it would be 

important to make the email addresses coherent. It would give a more professional image 

to the recipients who are contacted by the Area Managers. 

 

All in all the Area Managers are all very motivated and enthusiastic to improve their com-

munication skills, and hoped to get more support in order to succeed better in their tasks 

as Area Managers.  
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5 Plan Finland Volunteer Coordinators’ questionnaire results 

Our thesis contacts, Plan Volunteer Coordinators received almost the same questionnaire 

(appendix 3) that was conducted to the Area Managers to gain little more information of 

the hopes and dreams of Plan Finland itself.  The answers were quite short, but came to 

the same conclusions as the answers from the Area Managers. The reason behind this 

questionnaire was of course to get a good base for the social media package, to be able 

to make it as useful and clear as we possibly can.  

 

 

5.1 Local area objectives 

The main objectives for the local Area Managers were to gain visibility for Plan Finland as 

well as maintain the positive image of the organization itself as well as the work Plan Fin-

land is conducting. This would include the recruitment of new motivated volunteers and 

make sure that the volunteer chapter would continue as one of the strongest in Finland.  

One of the main objectives was to get more viral in social media, using different channels 

and this way spread the image and work of Plan Finland. This way people would get a 

clear picture of the work Plan is doing on behalf of the people in need all over the world, 

and get motivation to help and contribute to this cause. (Plan Finland Volunteer Coordina-

tors 2014.) 

 

5.2 Skills and interests 

Plan Finland Volunteer Coordinators agreed that Facebook, Twitter and blogs would be 

the most effortless channels for the Area Managers to communicate in, and wished the 

information package would elaborate on these specifically. As the knowhow of communi-

cating in social media seems to be the biggest issue for the Area Managers, concentrating 

on already familiar channels would be most efficient and easy to adapt to. The Plan Vol-

unteer Coordinators agreed that through different channels one can reach very different 

kind of people, and this maximizes the amount of gathered new contacts. (Plan Finland 

Volunteer Coordinators 2014.) 

 

One of the main goals was to get people excited of Plan Finland’s events. These events 

are the main activity to get new volunteers as well as utilize the existing volunteers, so the 

importance of marketing the events in social media is tremendous. This was also one of 



 

37 

 

 

the biggest hopes from the Plan Finland Volunteer Coordinators to get help to from the 

package that is being conducted. (Plan Finland Volunteer Coordinators 2014.) 

 

Plan Finland Volunteer Coordinators were otherwise very happy with the Area Managers’ 

motivation and commitment towards Plan Finland. This commitment supports the main-

taining and recruiting new motivated volunteers, as well as planning and conducting effi-

cient and functional events. The Area Managers are very competent in spreading Plan 

Finland’s main news and functions, information on upcoming events and happenings. The 

time used on communication within a month was estimated to be somewhere between 0 

hours per month to max 5 hours per month. The time used on communication will hopeful-

ly increase when the communication package is being utilized properly. New communica-

tion channels are being introduced to the Area Managers through the communication 

package to make the communication more efficient. (Plan Finland Volunteer Coordinators 

2014.) 

 

 

Figure  15. How do you think the Area Managers manage in the following aspects of 

communication? (Plan Finland Volunteer Coordinators 2014). 

 

Comments to open up an answer: 

 

The answer line in the figure above is a combination of the answers from Plan Finland 

Volunteer Coordinators (2014).  
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5.1 Benefits from the communication package 

Plan Finland Volunteer Coordinators listed some of the hopes which would be included in 

the communication package. The main hopes were tips for good communication in social 

media, how to make people enthusiastic to get involved in voluntary work, technical tips 

for social media use, for example how to conduct a page/group, how to contact people, 

what kind of security settings there is to know about, what would be the best channel for a 

specific use, for example when spreading information about events vs blogging. Other 

hopes were how to get other media channels interested while communicating in social 

media, what is an interesting topic in communication to catch as much of attention as pos-

sible and finally the visual aspect of communication in social media, done in co-operation 

with Plan Helsinki office. (Plan Finland Volunteer Coordinators 2014.) 

 

One of the wishes on behalf of the Area Managers was to get access to different kinds of 

materials and photos used in Plan Finland’s communication. Plan Volunteer Coordinators 

however only provide poster bases for upcoming events. (Plan Finland Area Managers 

2014.) 

 

One of the questions was to list the noticed troubles in Area Manager’s communication, 

and the hopes for the package to concentrate on regarding this. Some of the main issues 

were as follows; the Facebook pages or groups for volunteers are mostly unilateral due of 

the lack of training and guidelines to utilize the channels properly. As social media as a 

communication channel keeps on growing, Plan Finland would hope to utilize it to its full 

power to commit and engage volunteers, and make Plan more visible as a non-profit or-

ganization. The last hope was to help the volunteers use their personal knowledge and 

experiences in a better way by the use of proper language and channels to help them 

gather more viewers and followers. The hopes were also to help the Area Managers to be 

able to pick the right point of views better, and this way catch the attention of other local 

media channels. (Plan Finland Volunteer Coordinators 2014.) 

 

The reason behind the need of this kind of package right now became very clear conduct-

ing the interviews. It is mainly because of the growing effect of social media use, and the 

somewhat inadequate resources to actually train the volunteers to be the needed profes-

sionals in communication. (Plan Finland Volunteer Coordinators 2014.) 

 

Plan Finland will be taking the package to use in the next upcoming training occasion held 

in the beginning of 2015. This way the content will be gone through properly and efficiently 
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in groups and with the help of the Plan Volunteer Coordinators. After the training the Area 

Managers will receive the material, which will be primarily online in Plan Finland’s Intranet 

with all the other guidelines for the Area Managers.  If it is required, Plan Volunteer Coor-

dinators will hand out printed versions to the Area Managers in need. (Plan Finland Volun-

teer Coordinators 2014.) 

 

Summary of the interview answers by Plan Volunteer Coordinators 

 

The outcome of this interview was well balanced with the answers of the Area Managers. 

All in all, the wishes for the communication package were quite similar, with a few excep-

tions. Plan Finland Volunteer Coordinators’ answers were mirrored of the hopes of the 

organization, and not so much from the perspective of the Coordinators themselves. Plan 

Volunteer Coordinators hoped that the Area Managers would maintain Plan Finland’s pos-

itive image more and of course this way recruit more volunteers.  

 

One of the main hopes was also to maintain Plan Finland as one the strongest non-profit 

organizations in Finland. Hopes about the Area Managers’ usage of different social media 

channels was mentioned, and through this to get more visibility for the organization. Plan 

Finland Volunteer Coordinators wished, that the channels were kept simple, and agreed 

that the concentrated channels in the communication package should be mainly Facebook 

and Twitter. One of the main issues Plan Volunteer Coordinators wanted a clear im-

provement to, was to learn how to promote and market Plan Finland’s events more effi-

cient.  

 

Motivation wise, Plan Volunteer Coordinators were very happy with the Area Managers, 

and felt like they are conducting their work well and according to the criteria.  

Main points to the actual package were listed as such; tips for different kinds of communi-

cation in social media, marketing skills to promote events in a better way, how to utilize 

different channels in social media, and how to gather the most attention of people who are 

not yet familiar with Plan Finland’s work.  
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6 Discussion 

This chapter explains what we have learned from the research we have made, the ques-

tionnaires and the interviews we have conducted. These are the ideas for the communica-

tion package, and discussion on whether to include all these topics into the actual pack-

age. 

 

Based on the information and feedback we got from the interviews with the Area Manag-

ers, it became clear that specific rules and guidelines are important when working as a 

volunteer or as an Area Manager. Plan Finland’s Area Managers wished to get more indi-

vidual feedback and communication between them and the Volunteer Coordinators. (Plan 

Finland Area Managers 2014.)  

 

Plan Finland’s Volunteer Coordinators and the Communication Department wished to 

have coherent communication in social media which signifies there is an actual need for 

the communication package to unify everyone’s communication at Plan Finland (Plan Fin-

land Volunteer Coordinators & Communication Department 2014.) 

 

Specific hopes were a clear simple package, including tips and ways to communicate in 

social media, the channels to use in different kinds of situation for example promoting 

events, posting news, gathering information and so forth (Plan Finland Area Managers 

2014). The information package, for the use of Plan Finland and for the Area Managers at 

Plan Finland, concentrates solely on their wishes and specific needs for improving the 

communication skills, and to get more assurance that their work is done in good profes-

sional manner efficiently. 

 

6.1 Major ideas for the communication package 

Why is the written language different in social media than in printed media? How do I do 

it? The changes in written language have made the discussions more like a dialogue than 

a monologue, as communication is nowadays everyone’s right and privilege. Written lan-

guage in social media is hoped to be easily readable, short and easy to understand. When 

the text is short and readable, people have the time and interest to read the texts, and not 

jump right over it. The text will leave room for interaction and a possibility to reply to the 

author’s views and ideas. (Sano se someksi 1 2014, 27.) 
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6.2 Different approaches in communication 

Here are some of the ideas, which would make the interaction effective and professional. 

There are a lot of non-profit organizations with the same cause. Make Plan’s views no-

ticeable and the posts one writes interesting and engaging. The post should always leave 

room for comments.  

 

When the post’s point is to get more volunteers to Plan Finland, it is important to keep an 

open and positive atmosphere while conducting the posts. One should not scare viewers 

away with being too strict in one’s views. It is important to know which approach to use 

when conducting a post in social media, whether it is to raise awareness or conversation 

of the matter at hand. Interaction is important when dealing with people open for voluntary 

work. Joining the cause is after all done only because of the person want and need to 

help.  

 

Using positive and constructive language helps to keep viewers interested. It would be a 

shame to lose possible new volunteers just by using argumentative language. It is im-

portant to avoid difficult words, phrases and using too official language which new volun-

teers cannot understand. One should know what to write about and when to post it. Infor-

mation in social media has to be up to date, as it is updated all the time. There is no use in 

posting week old news in social media. If Plan Finland has an event coming up, one 

should remember to post the information in advance, there is no use to post the infor-

mation after the event has already been held. (Sano se someksi 1 2014, 28.) 

 

Humorous post can attract more viewers and readers to one’s posts as the information 

flow can be quite depressing when dealing with voluntary work. Using humor at times 

does not take the seriousness away from the actual situations, but it can capture an inter-

est of an otherwise uninterested person. Believe in your own posts and the cause one is 

working for: There is a lot of competition in social media, especially when recruiting volun-

teers to different charity causes. When the comments and posts are enthusiastic, believa-

ble and catchy, readers are drawn to read them and perhaps join the cause.  

 

One should always remember to market the cause keeping in mind, that these new read-

ers may not understand what one is so enthusiastic about and market the cause so that 

new readers understand it too. (Sano se someksi 1 2014, 29.) 
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6.3 How to be precise, current and efficient at communication 

This chapter includes a few things to keep in mind when posting in social media. 

 

One should remember to link sources used in the posts. This way one can guide the 

readers to other interesting posts done by Plan Finland for more current information.  If 

one is writing in a blog, it is wise to check its workability from time to time. Also one should 

check the workability of the links posted in that blog. There is no use in posting unworka-

ble links, this way causing frustration in readers when they would be willing to find out 

more through the posted links. If one gets comments to previous posts, it is good to take 

part in them while remembering the correct language use while doing so.  

 

One should avoid dismissiveness and hard language. Readers are easily scared off if they 

feel dismissed or unimportant. When one gets more interested viewers, notice their com-

ments. This will give a personal feeling to the viewers and keep them engaged to the 

cause. Volunteers can feel unappreciated sometimes, and need a positive feedback to 

feel noticed.  

 

The viewer’s name should be mentioned when commenting on their posts, or comments 

made by them in one’s posts. The amount of comments can get rather high sometimes, 

and this way the comments are seen by the right person. One should never delete old 

posts since it is not the way to behave in social media. Old posts are an important infor-

mation channel to the new voluntary workers to have access to, when deciding whether to 

join Plan Finland or not.  

 

 
6.4 Publicity and information security in social media 

When posting pictures or comments in social media, it should be remembered that even 

when deleted, they might leave a mark in the search engines. This way people who were 

tagged “marked” to the posts, can find unwanted information of them as easily as doing a 

simple Google search by name. When the author has pictures with clear faces on them, it 

is advised to ask permission from the people in that picture before sharing them in social 

media.  

 

If Plan Finland is holding a meeting or a training session to only few people, one should 

not post that information for everyone to see, as it can cause the feeling of jealousy or 

anger to those not invited. One should only use information from sources which are trust-
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ed, in this case mainly from Plan Finland. If one wants to use information from Plan Inter-

national, one should run this idea through the Volunteer Coordinators of Plan Finland first. 

Plan Finland’s volunteers are considered to be employees of the organization by outsid-

ers. It should be remembered, that the posts are therefore considered to be not only one’s 

own point of views, but also the point of views of Plan Finland. 

 

6.5 Appreciation and personality in posting and replying to volunteers 

Making the post and comments personal will give the viewers a feel, that they know the 

writer, and possibly think much alike. This feeling can add the interest of joining Plan Fin-

land in some way, and will make one a successful communicator through Plan Finland. 

Feeling of appreciation and getting personal feedback or comments can be the key in re-

cruiting new members as well as keeping the existing volunteers engaged. Giving con-

structive criticism and positive feedback will balance each other, and help the Area Man-

agers expand and develop their skills.  
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Figure  16. How people act in social media (Sano se someksi 1 2014, 57) 

 

The figure above demonstrates how people act in social media. In the ideal situation a 

person or an organization is in either of the two boxes above, which means they are active 

on their own part and read and engage in others’ posts. Social media is a great way to 

market an organization and its events, and when wanting people to interact with oneself, 

one should also interact with others on their posts. The boxes below demonstrate people 

or organizations that are only active on their own side but do not engage in others’ posts 

or then they are not using social media at all. Social media is for interaction and it should 

not be only about one’s posts or one’s own ideas, this is a way to easily drive people away 

from a channel.  
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6.6 Different channels in social media 

In the communication package, the concentration is more on the following channels. 

 

Blogs: Blogs are the best way to write longer story like posts, as people are used to read 

longer posts in blogs. These are the channels to really concentrate on specific topics, go 

through one’s own views on these topics, and include links to other important information 

channels like Plan Finland’s homepage. 

 

Blogs are also good channels to promote upcoming events, and tell more details of these, 

for example possible entertainers, funding possibilities and new ways to contribute to Plan 

Finland’s cause. Blogs are recommended to have a communication field after the post, so 

this is a good way to collect ideas and opinions of one’s information and/or ideas. As it is 

possible to include links to one’s posts on a blog, one could for example link Local area 

volunteer page to the end of the post. This way the new interested readers have an easy 

way to get access to the information they need.  

 

Facebook: Facebook is probably the easiest way to gain the most readers in short time. 

One’s current area volunteers probably share one’s posts, and this way not only their 

friends, but also their friend’s friends will see the posts. Facebook postings can be used to 

raise awareness, market events and give channels to get more information from. It is a 

very versatile channel as using only short and concise posting can get more views than 

with a whole blog posting. Things to keep in mind when conducting posts on Facebook, is 

the amount of postings per day to use. People block unwanted posts from their daily 

newsfeed if the amount of information is getting out of hand. Keep this in mind when un-

sure whether to post something or not. We will also be concentrating in whether to use “a 

page” or “a group” on Facebook to reach the wanted goal. 

 

Twitter: Twitter is used as a promotion channel, posting links and webpages to get more 

information from. In Twitter it is important to know how to use short sentences, which are 

both interested and engaging enough for the readers to take time to open the link one has 

shared. Twitter would be a good way to promote ones’ blog, Facebook page or a group or 

Plan Finland’s event pages. Twitter as its own is not an efficient channel to use when try-

ing to reach more volunteers, but as a side channel, it is very efficient.  
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Figure  17. Feedback from social media (Sano se someksi 2 2014, 70) 

 

Feedback is extremely important for an organization and social media is an especially 

good way to collect it, without even asking for it.  

 

The figure above demonstrates feedback one gets through social media. The boxes 

above are quantitative feedback, in other words the amount of clicks and comments one 

gets. The quantitative feedback is also divided into feedback activated by the organiza-

tion, amount of likes on posts with often a prompt to engage, and spontaneous feedback, 

what is posted in social media in general at the moment and what kind of tweets are re-

tweeted. The boxes below are about qualitative feedback. They are also divisible to two 

groups. The other is feedback that is activated by the organization, which includes, for 

example comments of one’s posts in social media, forms which can be filled on internet 

pages and feedback questionnaires. The other is spontaneous feedback, which includes 

following different forums, blogs, Facebook and spontaneous posts on one’s wall in social 

media. (Sano se someksi 2 2014, 70.) 
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This is a good way for an organization to get free feedback. This type of feedback is usu-

ally the best as it is received in a natural way, without asking for it. 

 

When in social media, one has to decide whether to take part in a discussion about one’s 

organization. Social media has many advantages for organizations as good feedback 

spreads fast, but it also can be a very dangerous place if bad feedback starts to spread. It 

is good for an organization to decide on when to take part in a discussion about itself in 

various situations in advance to be prepared for the future. 

 

 

Figure  18. Should one take part in a discussion about one’s organization? (Sano se 

someksi 2 2014, 73.) 

 

The figure above is an example of how an organization could prepare in advance and give 

its employees a model on how to act in situations where someone discusses the organiza-

tion in social media. The figure above is also good as it gives very clear guidelines on 



 

48 

 

 

what to do in this kind of situation. This way everyone knows exactly what to do in various 

situations, and it is not always needed to turn to a superior on what to do.  

 

6.7 Promoting and marketing an organization in social media 

Social media is a wonderful channel for promoting and organization. Plan Finland’s Area 

Managers will get more ideas and knowledge on how to actually conduct proper market-

ing, including recruitment and event marketing. In the book “Sano se someksi 2, Organ-

isaation käsikirja sosiaaliseen mediaan” (2014, 29), social media as a marketing tool is 

summarized perfectly for the use of Plan Finland: “In content marketing, the idea is not 

“we are cheap or the best”. The main message in content marketing is “Read our txt’s, 

watch our videos, and decide for yourself”. This is the line Plan Finland’s Area Managers 

must take as a goal for themselves. To make such dynamic communication that volun-

teers will pick Plan Finland as the organization they want to work for over any other non-

profit organization. 

 

In the final information package, the concentration is specifically on content marketing, 

story marketing and campaign marketing. 
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7 Implementation of the communication package 

The package will be introduced to the Area Managers early next year 2015 during the 

training for new and existing Area Managers. Plan Finland Volunteer Coordinators will be 

introducing the PDF file of the package, as well as hand out printed versions of it. (Plan 

Finland Volunteer Coordinators 2014.) 

 

After the package itself is introduced and gone through with the help of the Volunteer Co-

ordinators, it will be posted on Plan Finland’s extranet, for the Area Managers to find when 

in need of assistance in communicating in social media. (Plan Finland Volunteer Coordi-

nators 2014.) 

 

For further questions of the communication package, the Area Managers are being di-

rected to the Volunteer Coordinators, as well as to the Communication Department of 

Plan Finland. (Plan Finland Volunteer Coordinators 2014.) 
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8 Recommendations 

Based on the questionnaire answers from Plan Finland Area Managers, Volunteer Coor-

dinators and its Communication department, it became clear that specific guidelines for 

communication in social media were extremely necessary for Plan Finland Area Manag-

ers.  

 

The Area Managers are volunteers and especially because of this, they need to have 

good guidelines to do voluntary work. Precise guidelines make the voluntary work easier, 

and keep the volunteers interested, as they know what to do in various situations. There 

should also be someone to contact in the organization, in case they need help in some-

thing concerning the voluntary work. When doing research about voluntary work in gen-

eral, it became quite obvious that volunteers need a lot of motivation at all times. There 

should be continuous support from the main organization, and voluntary work should nev-

er feel as an obligation. When volunteers get the feeling that they have to do the work, 

rather than that they want to do it, they usually loose motivation, which might result as 

them quitting or avoiding the work.  

 

Social media is a great way for an organization to communicate with its volunteers, spread 

information and recruit new volunteers, but there should be some guidelines for the one’s 

using social media. It is important to know how to utilize social media before starting to 

actually use it. Early on an organization should decide what social media channels to use, 

based on what is the main focus of it. An organization should know what the aim of the 

communication is in social media and who their target group is.  

 

There are various different kinds of social media sites and often organizations make the 

mistake of using, for example Twitter, Facebook and Instagram the same way even 

though all of these channels are for different purposes. Social media is for interaction, and 

that is what an organization should focus on after doing the research, deciding suitable 

social media sites and starting to use the chosen channels. 

 

After the questionnaires were conducted, it became clear that an organization’s internal 

communication has a large effect on its external communication. An organization in gen-

eral should have some sort of questionnaires to its volunteers after certain points, such as 

first three months, organized events or at least an annual questionnaire to get feedback. 

Questionnaires could be anonymous, if possible to get genuine feedback, but there could 
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also be some sort of way for a volunteer to give feedback any time they feel the need to 

do it. 

 

This thesis and the communication package (appendix 1) will be useful to Plan Finland as 

the package will be implemented in a couple of months. This communication package will 

hopefully be useful to other non-profit organizations also, when starting to use social me-

dia as a communication tool. 
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Appendices 

Appendix 1. Communication package to Plan Finland Area Managers 
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Appendix 2. Questionnaire template Plan Finland Area Managers 
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Appendix 3. Questionnaire template Plan Finland Volunteer Coordinators  

 



 

82 

 

 

 



 

83 

 

 

 



 

84 

 

 

 



 

85 

 

 

 



 

86 

 

 

Appendix 4. Timeline of the thesis 

Thesis timeline  
Week / 2014 37 38 39 40 41 42 43 44 45 46 

Subject Proposal & Thesis Plan                     

Research                     

Draft different parts of the thesis                     

Compile and collect the parts to-
gether                     

Check the flow of the thesis                     

Check the lenght of the thesis                     

Editing and additional research                     

Check for errors                     

Prepare for submission                     

Final proof read                     

Submission                     

 


