
By Nicole Wallace
Menlo Park, Calif.

W hen Kiva approached the Draper Richards 
Foundation for a grant in 2006, the fledg-
ling, all-volunteer organization looked very 

different than the Internet giant it is today. 
At the time, the group was working with pastors 

in Kenya, Tanzania, and Uganda who would identify 
candidates for small loans to start businesses in their 
congregations and then post their parishion ers’ infor-
mation on Kiva’s site. During six months of discus-
sions, as the foundation considered whether to make 
the grant, its staff members asked Kiva tough ques-
tions about how the group planned to grow and helped 
the nonprofit connect with traditional microfinance or-
ganizations, says Matt Flannery, Kiva’s co-founder.

“They actually helped us shape our model,” he says. 
“They did a lot of work with us. They were just really, 
really involved and engaged.”

Kiva won the grant —its first—and the group’s de-
cision to work with established microfinance institu-
tions helped the organization take off. To date, people 
from 210 countries have made more than $310-mil-
lion in loans to entrepreneurs in developing countries 
through Kiva’s Web site.

Groundbreaking Growth
Since Draper Richards was founded here 10 years 

ago by two longtime venture capitalists, it has made 

early bets on groups that, like Kiva, have grown quick-
ly and shot to prominence in the nonprofit world, in-
cluding Room to Read and the One Acre Fund. Its rig-
orous process for finding talented social entrepreneurs 
and nurturing them with three-year grants and ex-
tensive coaching is considered among the most suc-
cessful in the United States. 

But for most of the fund’s history, the money and 
attention could be lavished on just a handful of entre-
preneurs.  

Now the foundation has adopted a groundbreaking 
growth strategy of its own, raising nearly $30-million 
from the fund’s founders and 15 new donors, including 
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A growing cache of charitable dollars is up for 
grabs in the nation’s donor-advised funds, which 
have accumulated tens of billions of dollars and 

are now worth more than they were before the reces-
sion. 

The funds have more than made up for the drubbing 
they took in the downturn, and now some are seeking 
new ways to help deserving charities get some of the 
bounty.

According to The Chronicle’s biennial survey of 126 
large donor-advised funds, assets at the biggest funds 
were 10 percent higher than they were in 2007, just 
as the economy began to sour. What’s more, signs of 
growth continue in 2012: Total assets of the top 10 
largest funds are up 16 percent, led by a 25-percent in-
crease in assets at the Fidelity Charitable Gift Fund. 
Other indicators, such as the number of funds, gifts, 

Donor-Advised Funds 
Show Robust Growth, 
Chronicle Study Finds

Continued on Page 7

By Suzanne Perry

When it comes to social media, Planned Par-
enthood is on a roll. Celebrities tweet about 
it. Fans create supportive videos, photos, and 

messages. Today, some 300,000 people are following it 
on Facebook, a steep climb from fewer than 100,000 in 
January 2011. And a photo the group posted on Face-
book of an all-male panel of witnesses at a Congres-
sional hearing on birth control was shared more than 
20,000 times and attracted more than 10,000 com-
ments.

By most accounts, it won the social-media war hands 
down when news broke in January that Susan G. Ko-
men for the Cure planned to stop giving the group 
money for breast-screening services. Planned Par-
enthood acted quickly to take advantage of the anger 
that erupted on Facebook and Twitter—and Komen 
reversed its decision several days later.

The organization was able to respond immediately 

to the Komen controversy partly because it had been 
building its advocacy strategy, including the use of so-
cial media, to respond to earlier crises involving Con-
gressional politics. And the results offer lessons for 
other advocacy organizations.

“They walked away with more supporters and more 
money,” says Kathy Roeder, a consultant who advises 
nonprofits on media strategy. “Those are two criteria 
that would define success.”

Dawn Laguens, an executive vice president who 

Behind Planned 
Parenthood’s  
Social-Media Magic

Planned Parenthood enlists hundreds of 
thousands of supporters to share its message.
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to use its innovative  
popular-music curriculum.

 
When the Draper Rich-
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oversees Planned Parenthood’s advo-
cacy efforts, says the organization has 
been working to strengthen its digi-
tal-advocacy strategy since it faced a 
“wake-up call” at the beginning of last 
year: The House passed an amendment 
proposed by Rep. Mike Pence, Republi-
can of Indiana, to ban all federal spend-
ing for Planned Parenthood services. 

The group has been controversial 
for decades because its clinics perform 

abortions, but Ms. Laguens says that 
vote signaled that critics were ready to 
wage a concerted battle to end federal 
support, which pays for family-plan-
ning and other health services besides 
abortion. The move generated outrage 
among women’s-health advocates, fam-
ily-planning proponents, and others—
and the Senate eventually defeated the 
legislation.

“We were learning a lot during that,” 
says Ms. Laguens. “Part of it was, How 
do you absorb a million new people into 
your activism? People were coming out 
of the woodwork.”

The group created a now-ubiquitous 
“I Stand With Planned Parenthood” 
graphic and sent a pink bus on a “Truth 
Tour” to organize rallies. Its travels 
were publicized on Facebook and Twit-
ter and through videos on YouTube of 
people attending the events.

‘Women Are Watching’
Planned Parenthood Federation of 

America, a charity, and the Planned 
Parenthood Action Fund, its advocacy 
arm, employ 342 people in New York 
and Washington; 40 of them work on 
communications issues, including 18 
who focus on social media and other 
digital projects. 

Since the Pence vote, Planned Par-
enthood has increased from four to 
seven the number of staff members in 
Washington devoted to digital advoca-
cy, fundraising, and engagement, and it 
plans to add three more. 

It started a new Web site and blog 
called Women Are Watching to provide 
daily updates on lawmakers and politi-
cal candidates who are working  to strip 
public aid to the group or curtail access 
to birth control or abortion. It has also 
created two new Facebook pages on 
health issues, with the original page—
whose following has grown rapidly—
focused on advocacy. Its Twitter feeds 
have been similarly separated.

Planned Parenthood has developed 
a sophisticated system of monitoring 
news, getting it out quickly to support-
ers, and asking them for help when 
needed. The group receives daily re-

ports from an outside firm that tracks 
Twitter and Facebook conversations on 
issues like birth control and abortion; 
analyzes whether they generally sup-
port Planned Parenthood’s views; and 
identifies prominent people who are in-
fluencing the debate.  

Giving Direction to Supporters
Such preparation was essential to 

the group’s speedy response when the 
Associated Press reported that Komen 
was cutting off aid to Planned Parent-
hood. It quickly sent a link to the ar-
ticle on Twitter and Facebook, posted a 
statement on its Web site, sent e-mails 
to supporters, and organized a Breast 
Health Emergency Fund to replace the 
roughly $700,000 a year it was set to 
lose from Komen. That fund has now 
raised more than $3-million.

Heather Holdridge, who leads 
Planned Parenthood’s digital-advocacy 
efforts, says the organization decided it 
needed to play several roles for angry 
supporters: uniting them, giving them 
regular updates, and offering them 
“something constructive and meaning-
ful to do,” she says. “For us, that was 
standing with Planned Parenthood, it 
was not criticizing Komen.”

The day after the Komen news broke, 
Planned Parenthood asked people to 
sign an “I Stand With Planned Parent-
hood” open letter that a supporter had 
drafted. The text was shared more than 
99,000 times on Facebook. 

Because Planned Parenthood is a 
health-care provider, it has a built-in 
advantage that not all nonprofits do: 
a core of supporters who have used its 

services, or want them available for 
themselves or others. 

Those include people like Jacob 
Eichengreen, a junior at Wesleyan Uni-
versity, who helped create a video last 
year after he grew angry about the 
Pence amendment. The video features 
shots of young people reading signs 
they are carrying, with statements such 
as “I Have Sex” and “My Friends Have 
Sex” and “I Use Birth Control,” and 
it urges lawmakers to “cut corporate  
welfare” and “save Planned Parent-
hood.”

Mr. Eichengreen, whose video has 
been viewed on YouTube more than 
400,000 times, says he wanted to re-
mind older generations that young peo-
ple would suffer from cuts to Planned 
Parenthood that might limit access to 
contraception and testing for sexually 
transmitted diseases. 

Focus on Health, Not Abortion
Communications experts say Planned 

Parenthood has been smart not only in 
its tactics, but also in the way it has 
shaped its overarching message that it 
is fighting for women’s health—a mis-
sion that moves the discussion beyond 
the sticky realm of abortion politics.

After Komen’s decision came to light, 
“they put the issue of breast-cancer 
screening into the larger context of 
public health, saying public health is 
not meant to be a political issue,” says 
Suzana Grego, a consultant on commu-
nications strategy.

However, some of Planned Parent-
hood’s critics called the group a bully 
during the Komen controversy. Carol 

Tobias, president of National Right to 
Life, says Planned Parenthood likes 
to use social media because it does not 
have to go into detail about its abortion 
activities.  “Quite frankly, all they have 
is sound bites, and social media limits 
what you say,” she says.  

Komen also has a strong social-media 
presence, with more than 500,000 fol-
lowers on Facebook. But people flooded 
the organization’s page with negative 
comments after the Planned Parent-
hood announcement (along with some 
supportive messages), and critics say 
the organization failed to convey its 
message well in response to the crisis. 
Andrea Rader, Komen’s communica-
tions director, says the reaction showed 
that “this is a very active and engaged 
community. There is a high level of in-
terest in women’s health care.”

Now that the controversy has sub-
sided, comments on Komen’s Facebook 
page have grown more positive, she 
says. “As times goes on, people are be-
ginning to feel that trust in us again.” 

Ms. Holdridge of Planned Parenthood 
says her group has learned through re-
cent crises that it is important to build 
relationships with supporters even 
when you’re not asking them to engage 
in traditional advocacy moves, like ex-
pressing support for a bill. 

“It’s about meaningful engagement 
that they connect with,” she says, “so 
when you do need them to send a let-
ter that says ‘I need you to support H.R. 
123,’ they’re there for you.”

Learn more about Planned Parent-
hood’s social-media approach on the fol-
lowing pages. 

How Planned Parenthood Mastered Social-Media Amid Controversy
Continued from Page 1

Derek Lieu, for The ChroniCLe

Heather Holdridge, Jeremy Frisch, Jacqueline Murphy, Amanda Mourant, Aubrey McCullen (standing), 
Stephanie Lauf, and Morgan Shoaff work in Washington to get Planned Parenthood’s messages online.

How do you absorb 
a million new people
into your activism?
People were coming
out of the woodwork.
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Planned Parenthood’s 5 Lessons for Attracting Social-Media Support

Planned Parenthood’s digital-advocacy staff, headed by  
Heather Holdridge, operates almost like a news room. It meets 
every morning to review developments that could hurt or help 
the organization’s goals and decide how to respond to them on 
Facebook, Twitter, and other social media, coordinating with col-
leagues in New York. Even before she gets to work, Morgan 
Shoaff, who is in charge of the group’s advocacy Twitter feed, 
reads news stories on her smartphone while on the bus and 
starts thinking about how to shape the Twitter conversation that 
day.

She and her colleagues consider ways to highlight legislation, 
political activities, or support from prominent people. 

Often the work has a whimsical tone. For example, Reince 
Priebus, chairman of the Republican National Committee, said 
last month that Democrats had created a phony “war on women” 
and compared it to a fictional “war on caterpillars.” Planned Par-
enthood quickly created and distributed a video highlighting “anti-
women’s health measures” that had been introduced or passed 
in state legislatures—and promoted it on Facebook with a logo of 
a caterpillar carrying a sign saying “Women Are Watching.” 

Many of the group’s efforts are highly political. For example, 
April 14 marked the one-year anniversary of a Senate vote to 

reject a House bill that would have ended federal spending for 
Planned Parenthood. The group posted a variety of messages to 
remind supporters of who voted for and against the bill, particu-
larly condemning what it called the “Toxic Ten” House members 
who pushed for it.

At other times, the organization highlights events that  
promote its health mission. When Melinda Gates spoke about 
the importance of access to contraception at a global-health con-
ference in April, it sent numerous tweets encouraging people to 
watch the presentation online and highlighting remarks that she 
made.

STAY ON TOP OF THE NEWS

Planned Parenthood has honed a rapid-response strategy to shape 
the conversation and advise supporters when controversy strikes.

For example, when news broke in January that Susan G. Komen 
for the Cure had decided to end grants to Planned Parenthood for 
breast-cancer screenings, the group quickly sent supporters a link to 
an Associated Press article about the decision, using Twitter, Face-
book, and e-mail. 

Planned Parenthood also posted a statement on its Web site and 
created and promoted a Breast Health Emergency Fund to replace 
the money usually provided by Komen. The resulting uproar prompted 
Komen to reverse its decision.

Shortly after that controversy subsided, Rep. Darrell Issa, a Califor-
nia Republican, chaired a hearing on an Obama administration policy 
designed to ensure that women can get health-insurance coverage 
for contraception even if their employers object on religious grounds.

A Planned Parenthood staff member who attended the hearing took 
a photo on his smartphone showing five men at the witness table. 
He sent it to colleagues, who immediately posted it on Facebook 
and Twitter, asking “What’s wrong with this picture?” The Facebook 
photo was shared more than 20,000 times and attracted more than 
10,000 comments, and the all-male panel was the subject of many 
news reports. 

ACT QUICKLY SO YOU CAN SHAPE  
THE MESSAGE ABOUT KEY ISSUES

Planned Parenthood staff members feed Facebook 
and Twitter with a steady stream of messages, even 
when nothing important is happening. Messages go out 
even in evening and weekend hours. 

Last year the group created a new blog, Women Are 
Watching, to highlight the activities of state and na-
tional lawmakers and political candidates. In April, Jac-
queline Murphy, who compiles the blog, started posting 
a sarcastic feature—“Your daily reminder that the at-
tacks on women’s health are a figment of your imagina-
tion”; it mentions efforts to restrict access to contra-
ception and other health services. Hundreds of people 
share the item every time it is posted on Facebook. 

The group also uses holidays as a peg to spread its 
messages. In February, it joined seven other groups to 
promote a special valentine saying “Congress, Listen 
Up or We’re Breaking Up.” The groups asked support-
ers to sign it on Facebook and tweet it to lawmakers. 

KEEP THE CONVERSATION 
FLOWING ALL THE TIME
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Planned Parenthood’s 5 Lessons for Attracting Social-Media Support

Planned Parenthood 
reaches out to 
celebrities to 
encourage them to 
send tweets like those 
shown here.

Eva Longoria
@EvaLongoria (3,457,747 followers)

How is it 2012 and we’re fighting 
over birth control? Sign this if you 
think all women deserve access to 
bc: bit.ly/And8P9 

Samantha Ronson
@samantharonson 
(1,609,905 followers) 

Think you’ll miss Rick Santorum?  
On women’s health, @MittRomney is 
#JustLikeRick. http://bit.ly/IiUHRL

Planned Parenthood Action Fund
Facebook.com/PlannedParenthood
@ppact

Planned Parenthood Health
Facebook.com/PlannedParenthoodHealth
@ppfaq

Planned Parenthood Info for Teens
Facebook.com/PlannedParenthoodInfoforTeens
@heypp

YouTube
YouTube/PlannedParenthood.com

As both a charity that provides health 
care and an advocacy group, Planned 
Parenthood tries to reach audiences as 
diverse as hardened Capitol Hill watch-
ers and teenagers seeking birth-control 
information. Under tax law, all messag-
es that express opinions about political 
parties or candidates must be sent from 
the group’s advocacy arm, the Planned 
Parenthood Action Fund.

The organization used to try to reach 
everyone with a single Facebook page 
and one Twitter account. As conver-
sations about political issues started 
mounting, however, the group decided 
to create multiple outlets. In February, 
it set up two new Facebook pages fo-
cusing on health issues, one aimed at 
a general audience and another specifi-
cally for teenagers, as well as separate 
Twitter feeds for each group. All of the 
outlets draw on relevant materials from 
the others.

Staff members in New York and Wash-
ington hold a conference call every 
morning to coordinate communications 
efforts (including e-mails, press releas-
es, and media relations).  

They are guided by daily reports that 
track news articles and social-media 
conversations to see which topics that 
affect Planned Parenthood are getting 
the most attention and whether the 
“major sentiment” is positive or nega-
tive.

TAILOR MESSAGES  
TO DIFFERENT AUDIENCES

Planned Parenthood says it has more 
than 6 million supporters, including many 
who have used its health services. They 
include donors, people who have signed 
up to get e-mails or taken action like sign-
ing a petition, and other activists. During 
crises, some of them create art, videos, 
or other features, and the group thanks 
them and shares their work on its own 
Twitter feeds and Facebook pages.

During the Susan G. Komen for the 
Cure controversy, for example, a “Planned 
Parenthood Saved Me” space was cre-
ated on Tumblr inviting people to submit 
stories about how Planned Parenthood’s 
health services “saved or changed” their 
lives. The organization encouraged its 
followers to add their stories. Another 

supporter made a photo of Batman car-
rying signs with the words “I Stand With 
Planned Parenthood,” and a graphic de-
signer, Chris Piascik, created a drawing 
(above) to illustrate how many more Amer-
icans approve of Planned Parenthood 
than they do of Congress.

The group does not promote messages 
that contradict its own positions—for ex-
ample, messages calling for retribution 
against Komen. 

Planned Parenthood is stepping up its 
ties to celebrities, encouraging them to 
tweet or retweet supportive messages. 
Among those who have done so in re-
cent months: the actress Eva Longoria, 
and Samantha Ronson, a singer and disc 
jockey. 

NURTURE SUPPORTERS

Stephen Boitano/everett ColleCtion/newSCom roB riCh/everett ColleCtion/newSCom



MAY 31, 2012 THE CHRONICLE OF PHILANTHROPY  •  19 MANAGING

 

Let’s talk  
not-for-profit. 

Kelly Frank, CPA, Director,  
Not-for-Profit Practice Joe Torre 

New York . New Jersey . Connecticut . Massachusetts .  California

jhcohn.com    
877.704.3500 

W e  t u r n  e x p e r t i s e  i n t o  r e s u l t s .

J.H. Cohn provides specialty teams that understand the needs 
of not-for-profit organizations. Personal, partner-level attention 
and guidance to enhance financial stewardship, protect your 
tax-exempt status, and improve performance—so you can 
stay focused on your mission. If that’s what you’re looking for 
in an accounting firm, talk to J.H. Cohn.

Planned Parenthood has three staff mem-
bers in Washington—Heather Holdridge, 
Jacqueline Murphy, and Morgan Shoaff—
who plan the group’s daily advocacy activi-
ties on Facebook, Twitter, a blog, and other 
social networks. Following is how they spend 
a typical day, with examples of actual Face-
book entries and Twitter updates they post-
ed one day in early May:

7 a.m. Receive news clips about the organization, 
birth control, abortion, and other health issues 
that are sent daily by e-mail to Planned Parent-
hood staff members.

8:30 a.m. Draft initial tweets based on what’s 
happening in the news and a daily “What We’re 
Reading” feature that is posted on the group’s 
Women Are Watching blog, which tracks state 
and federal legislation and statements by politi-
cal figures. 

9:30 a.m. Attend conference call to coordinate  
communications issues, including social media  
and media relations, with colleagues from 
Planned Parenthood’s New York office.

9:31 a.m. 

 
 

10:30 a.m. Meet for a daily planning session.  

10:30 a.m. to 1 p.m. Publish “What We’re Read-
ing,” Facebook entries, and tweets; monitor other 
social media.

10:48 a.m. 

 
 
 

12:26 p.m. 

 
 

1 p.m. Receive a daily report that tracks what 
people are saying on social media about Planned 
Parenthood and the issues it cares about, and 
whether influential supporters are weighing in. 
If an issue is getting a lot of attention, social- 
media responses may be increased.

2:47 p.m. 

 
 

The group posts a 
feature on its blog, 
Facebook, and 
Twitter each day 
highlighting leg-
islation and politi-
cal activities that 
affect women’s 
health issues.

4:03 p.m. 

 
 

4:30 p.m. Afternoon check-in meeting, planning 
for the next day.

4:45 p.m. 

 
 

6 p.m. Afternoon report arrives to show what 
people are talking about on social media.

A Day in the Life of Planned Parenthood’s Digital-Advocacy Staff

New anti-abortion measure in Kansas could  
become one of the most restrictive abortion laws in 
the country http://huff.to/IEOvYK

President Obama speaking to a crowd in  
Columbus, Ohio: Women Should ‘Control  
Their Own Health Choices’ http://bit.ly/IPxbjp 
#women2012

The gender gap is getting bigger; 20-point differ-
ence in the presidential preferences of men and 
women http://usat.ly/IF4UMO @USAtoday

Guest post: #Colorado State Senate stands up 
for women’s access to birth control http://bit.ly/
KQM8ze Good!

Thank you @MelindaGates for making family  
planning a global priority at //bit.ly/IQcU6  
#nocontroversy

What We’re Reading: In Utah, an anti-women’s 
health law will require women to wait 72 hours be-
fore having an abortion http://bit.ly/JMsZeG
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