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ABSTRACT

In India's diverse socio-economic and cultural landscape, Non-Governmental
Organizations (NGOs) play a significant role in contributing to the social, cultural,
economic, and environmental challenges, serving as a facilitator between government
and the people in need. As social media is an emerging essential tool for organisational
communication, Indian NGOs face significant challenges in effectively adapting and
utilizing social media. There are various reasons but the most challenging is the lack of
trained social media professionals in the Indian NGO sector.

This research examines the training needs of Indian NGO professionals in adapting and
utilizing social media to achieve their communication objectives. The research aims to
address the gap between current social media potentialities and the skills required to
attain key performance indicators (KPIs) including reach, engagement, click-through
rates, follower growth, social mentions, conversion rates, lead generation, and
stakeholder feedback. Through a survey method applying quantitative surveys of 154
working Indian NGO representatives across India, the study assesses current training
levels and identifies specific areas requiring intervention. The study also employs
stakeholder theory as a theoretical framework to explore the training and development
needs of NGO professionals.

This research aims to develop an evidence-based paradigm for social media training
aimed at enhancing NGO professional's digital and social media capabilities. This study
has the potential to strengthen the Indian NGO sector's digital expertise from

Funding: This research received no
specific grant from any funding agency in
the public, commercial, or not-for-profit
sectors.

Copyright: © 2024 The Author(s).
This work is licensed under a

With the license CC-BY, authors retain
the copyright, allowing anyone to

download, reuse, re-print, modify, strengthening stakeholder communication to fund-raising, and social impact.
distribute, and/or  copy  their
contribution. The work must be

Keywords: Digital Communication, Social Media, Training Needs Assessment, Capacity
Building, Social Media Training, Indian Development Sector, Non Governmental
Organization, Stakeholder Management

properly attributed to its author.

1. INTRODUCTION
Non-governmental organizations (NGOs) have been instrumental in addressing various social, economic, and
environmental challenges in India. With the onset of digital and social media communication, NGOs have also recognised
the potential of digital and social media platforms to disseminate information, create awareness, mobilise resources, and
engage with diverse stakeholders. Thus, social media is gaining prominence as an important platform for NGOs to amplify
their impact create, build and sustain communities around their missions. The Central Statistical Institute of India
reports that the country has 33 lakh CSOs (Community Service Organizations) or NGOs. The Indian NGOs are working
across various domains, such as education, healthcare, environment, and human rights. Despite their diversity, many
Indian NGOs face common challenges, including limited resources, inadequate infrastructure, and insufficient capacity
to leverage new communication technologies for the larger good of society. Social media, in particular, has created
immense opportunities for Indian NGOs to reach wider audiences, build relationships with stakeholders, and raise funds.
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However, to harness the full potential of social media, Indian NGOs require specific digital skills, knowledge, and
strategies.

2. LITERATURE REVIEW

Social media has become an indispensable tool for NGOs in mobilizing public support and creating impactful online
campaigns (Hall et al. 2020). It enables these organizations to reach a broader audience, engage with supporters, and
advocate for various causes effectively. The integration of social media into advocacy strategies has transformed how
NGOs operate, allowing for rapid dissemination of information and fostering global solidarity (Ziberiet al. 2024). While
social media has significantly enhanced the capabilities of NGOs in advocacy and activism, it is crucial to address the
associated challenges to maximize its potential. Ethical considerations, digital literacy, and strategic use of data are
essential to overcoming these challenges and ensuring effective and responsible social media advocacy. By
understanding these dynamics, NGOs can continue to leverage social media as a powerful tool for social change and
public engagement.

Non-Governmental Organizations (NGOs) increasingly rely on social media to engage their target audiences effectively
(Dumitrica, 2021). The dynamic nature of social media platforms necessitates that NGOs create content that is not only
engaging but also aligns with their mission and goals (Kabraet al. 2023). This involves understanding the unique
characteristics of each platform and the preferences of their audience. While NGOs strive to create engaging content on
social media, they must also navigate challenges such as resource constraints and platform-specific dynamics. Balancing
emotional appeals with credible information and interactive content can enhance engagement, but NGOs must remain
adaptable to the evolving landscape of social media. This adaptability is crucial for effectively communicating their
mission and mobilizing support in a digital age.

The integration of digital literacy into NGO operations not only enhances communication but also supports broader
socio-economic goals by bridging the digital divide and promoting inclusivity (Lavanya and Mamilla, 2024). While digital
literacy is crucial for NGOs, it is important to recognize the broader context in which these organizations operate. The
digital divide remains a significant barrier, with unequal access to technology and internet connectivity affecting the
ability of NGOs to fully leverage digital tools (Mishi and Anakpo, 2022). Additionally, the rapid pace of technological
change requires ongoing adaptation and learning, which can be challenging for organizations with limited resources.
Addressing these issues requires a concerted effort from all stakeholders to ensure that digital literacy initiatives are
inclusive, sustainable, and effective in empowering NGO staff and the communities they serve.

As NGOs increasingly utilize social media, measuring the impact of their online efforts becomes crucial for optimizing
strategies and achieving organizational goals (Amelia and Dewi, 2021). Social media platforms offer NGOs a cost-effective
means to engage with audiences, raise awareness, and mobilize resources (Janssen Danyi and Chaudhri, 2020). However,
the effectiveness of these efforts depends on various factors, including the type of content shared, the platforms used,
and the organization's readiness to adopt new technologies (Dwivediet al. 2023). This necessitates a comprehensive
approach to evaluating social media impact, which can guide NGOs in refining their strategies for better outcomes. While
social media offers NGOs significant opportunities for engagement and resource mobilization, it also presents challenges
that require careful navigation. The integration of social media analytics and impact measurement frameworks can help
NGOs refine their strategies and demonstrate their value to stakeholders. However, the effectiveness of these efforts
depends on the organization's ability to adapt to technological advancements and address challenges such as
misinformation and resource constraints.

Ngonyaniet al. (2024) in his qualitative research reveals that the capacity-building programmes heightens teacher’s
competence and the study recommends the adoption of appropriate interventions by NGOs ensure the sustainability of
NGO-supported capacity-building programmes, thereby fostering lasting impacts on teachers’ capacity to manage the
learning environments. Juckettet al. (2022) emphasizes training needs assessment as a crucial step in identifying the
capacity-building requirements of NGOs, and the capacity-building framework as the critical component, as it provides
a structured approach to understanding the capacity-building needs of NGOs. DeCorby-Watson et al. (2018) explores the
social work project implementation practices in NGO settings, highlighting the need for effective capacity building.
According to DeCorby-Watson “capacity-building interventions can enhance knowledge, skill, self-efficacy (including
confidence), changes in practice or policies, behaviour change, application, and system-level capacity”.

Gupta et al. (2020) argues that Non-Government Organizations (NGOs) play significant role in bridging the gap between
communities and the state and they are crucial in mobilizing and building the capacities of villagers to exercise their
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rights, enabling market engagement, and ensuring the state's responsiveness to community needs. The study indicates
that NGOs are actively involved in conducting training workshops to educate community members and build their
capacities. The study conducted by Raju (2024) emphasizes the importance of skill-building initiatives by NGOs like
PRADAN and SEWA, which have been crucial in empowering tribal communities. This indicates a need for training
programs that focus on enhancing skills related to sustainable livelihoods and market access. Effective NGO
interventions, as per the author’s observation, have been characterized by strong community participation.

Edwards (2020) highlights the significance of social media as a powerful tool for NGOs, enabling them to reach a wider
audience, foster relationships with stakeholders, and mobilize resources. Kadiri et al. (2020) highlight the need for NGO
capacity-building programs that equip organizations with the skills and knowledge necessary to effectively utilize social
media. This includes training on social media platforms, content creation, and engagement strategies. Furthermore, these
programs should focus on developing the organizational infrastructure and systems required to sustain and optimize
social media efforts. Bhati and McDonnell (2020) highlights several challenges in the process of utilizing social media
effectively, including limited resources, inadequate infrastructure, and insufficient capacity. To address these challenges,
NGOs require targeted training and capacity-building programs that can enhance their social media capabilities
Abiddinet al. (2022) provided insights into the broader context of NGO operations and the challenges they face, which
can be related to the need for effective social media use, such as resource constraints and ineffective management. Hall
etal. (2020) highlighted a growing trend towards the professionalization of digital campaigning within NGOs suggesting
a need for training in understanding and leveraging new digital tools effectively. They informed that smaller NGOs often
rely on free or open-source digital technologies due to limited resources highlighting a need for training in maximizing
the use of these tools and managing supporter communications effectively, even with limited staff capacity.

The study conducted by Melville-Holder et al. (2022) provided insights into the broader educational needs and
competencies required by nonprofit professionals, which could indirectly relate to social media skills. The study
surveyed nonprofit workers to understand the skills and abilities they use in their work, comparing these to general
professional and nonprofit curricular standards. This suggests a focus on identifying gaps between current skills and
those needed in the sector, which could include digital and social media competencies.

Kabraet al. (2023) observed that financial constraints are a major barrier, limiting the ability of NGOs to invest in
necessary technologies and training programs. NGOs often rely heavily on external funding sources, such as donations
and grants, which can be unpredictable and insufficient to cover all operational needs. This dependency makes them
vulnerable to financial instability when these sources fluctuate or diminish. NGOs typically do not engage in profit-
making activities, limiting their ability to generate internal funds. This restricts their financial flexibility and capacity to
invest in new technologies or training programs.

Sangeetha and Minimol (2024) studied ATMA Foundation, the leadership team of which expressed a strong interest in
upgrading their digital capabilities, which includes enhancing their social media presence. This readiness is crucial for
effective training and adoption of new social media strategies. In the research, the authors discussed the importance of
adopting Management 4.0, which includes leveraging digital tools like social media for better management and
stakeholder engagement. Training in social media can help NGOs align with these modern management practices.

In respect to the training needs assessment for the effective social media utilisation, Susantiet al. (2022) identified three
essential skills for social media utilisation. They are digital content creation, digital literacy and copywriting. These skills
are crucial for volunteers to effectively engage in social movements and campaigns through social media platforms. The
authors observed that non-profit organisations like TurunTangan are offered with significant opportunities to engage
with a wider audience and mobilize support for their causes with the increasing number of social media users in
Indonesia, platforms like Facebook, Instagram, and Twitter. The findings suggest that targeted training in digital skills is
required for leveraging social media effectively for social movements, ensuring that organizations can maximize their
impact and reach.

The literature review highlights the importance of capacity building and social media utilization for NGOs. The study
emphasizes the need for targeted training and capacity-building programs that can enhance the social media capabilities
of NGOs. The literature review provides a foundation for the current study, which aims to investigate the training needs
of Indian NGO staff for effective social media utilization. The study's findings will contribute to the existing body of
knowledge on capacity building and social media utilization in the NGO sector. The study's recommendations will
provide valuable insights for NGOs, policymakers, and practitioners seeking to enhance the social media capabilities of
NGOs.
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3. RESEARCH GAP

Despite the growing body of literature on capacity building and social media utilisation in the NGO sector, several
research gaps remain. These gaps justify the need for this study, which aims to investigate the training needs of Indian
NGO staff for effective social media utilisation. One of the primary research gaps is the lack of studies focusing on the
specific training needs of NGO staff in India. While existing literature highlights the importance of capacity building and
social media utilisation in the NGO sector, it does not provide sufficient insights into the specific training needs of Indian
NGO staff. Existing literature highlights the importance of capacity building in enhancing the effectiveness of NGOs, but
it does not provide sufficient insights into how capacity building can be leveraged to enhance social media utilization.
Furthermore, existing literature does not provide sufficient insights into the specific challenges faced by Indian NGOs in
utilizing social media effectively.

In addition, existing literature does not provide sufficient insights into the importance of leadership and management in
the NGO sector, it does not provide insights into how leadership and management can be leveraged to enhance social
media utilisation. Thus, the research gaps identified in this study justify the need for an in-depth investigation into the
training needs of Indian NGO staff for effective social media utilisation. This study aims to address these research gaps
by providing a comprehensive understanding of the training needs of Indian NGO staff and the impact of social media
utilisation on the effectiveness of NGOs.

4. THEORETICAL FRAMEWORK

Freeman's (2023) seminal work on stakeholder theory represents a fundamental shift in understanding corporate
purpose, moving beyond shareholder value maximisation to emphasise creating value for all stakeholders affected by
organizational operations. The theory posits that organisational sustainability depends on satisfying diverse stakeholder
needs, including employees, customers, suppliers, and communities. In the NGO context, Waheed (2022) identifies social
media as a crucial tool for stakeholder identification and engagement. Bischoff (2021) emphasises the essential role of
various stakeholders in NGO operations, including beneficiaries, donors, volunteers, employees, and partner
organisations.

The application of stakeholder theory to NGO social media training and development demonstrates a crucial alignment
between organisational success and stakeholder management capabilities. At its core, the theory emphasises that valued
and respected employees who receive proper training are more motivated and productive, which directly impacts an
organisation's ability to serve its various stakeholders effectively. Through comprehensive social media training, NGO
staff become better equipped to manage multiple stakeholder relationships, including donors (through compelling
content and impact updates), beneficiaries (through responsive communication), volunteers (through engagement and
recruitment), partner organisations (through collaboration and information sharing), and the public (through awareness
and advocacy campaigns). This investment in staff development creates value across stakeholder groups by enhancing
communication capabilities, improving transparency, and strengthening organisational resilience.

The strategic implications of this alignment are significant, as well-trained staff can better balance different stakeholder
interests, prioritise communications effectively, manage resources efficiently, and build sustainable relationships with
all stakeholder groups. This comprehensive approach to social media training, guided by stakeholder theory principles,
ultimately contributes to enhanced organisational success through improved stakeholder engagement and relationship
management. By viewing social media training through the lens of stakeholder theory, NGOs can better understand the
critical role that well-trained staff play in managing and nurturing relationships with various stakeholder groups,
ultimately leading to more effective achievement of organisational objectives and enhanced social impact.

5. SIGNIFICANCE OF THE STUDY
This study is significant because it aims to address a critical gap in the existing literature on NGO capacity building in
India. While there is a growing body of research on social media adoption among NGOs, few studies have focused
specifically on the training needs of Indian NGO staff. This study seeks to fill this knowledge gap by conducting a
comprehensive training needs assessment to identify the capacity-building requirements of Indian NGO staff for effective
social media utilisation.

6. OBJECTIVES

The primary objectives of this study are:
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To assess the current level of social media training and development provided to NGO staff
To evaluate how existing training aligns with organisational needs and objectives

To analyse the impact of training levels on social media KPI achievement

To develop strategic recommendations for enhancing social media training programs

7. RESEARCH QUESTIONS

The research seeks to answer following questions:

¢ RQ1: What and how does the current level of social media training and development provided to NGO staff align with
organisational needs, and what strategic recommendations can enhance these training programs?

e RQ2: To what extent does the level of social media training and development influence the achievement of key
performance indicators (KPIs) including engagement metrics, reach, and conversion rates?

8. RESEARCH HYPOTHESES

The hypotheses of the research are as follows:

e H, (Alternative Hypothesis): The level of staff training provided has a positive impact on the number of KPIs
achieved, such as Engagement (likes, comments, shares), Click-through rate, Follower growth rate, Reach, Social
mentions, Conversion rate, Lead generation, Feedback and reviews.

e Ho(Null Hypothesis): The level of staff training provided does not have a positive impact on the number of KPIs
achieved, such as Engagement (likes, comments, shares), Click-through rate, Follower growth rate, Reach, Social
mentions, Conversion rate, Lead generation, Feedback and reviews.

9. RESEARCH METHODOLOGY AND DESIGN

This study employs a quantitative approach to explore the training and development needs of Indian NGO staff in social
media utilisation, grounded in stakeholder theory. The quantitative research design allows for a comprehensive
understanding by combining quantitative and qualitative insights, ensuring both breadth and depth in analysing the
training requirements. The study applies quantitative research design to assess the current competencies of NGO staff
and identify gaps in social media utilisation for effective communication. Stakeholder theory serves as the theoretical
framework, emphasising the need to address the interests of diverse stakeholders, including donors, beneficiaries,
volunteers, and the government. This framework guides the study in understanding how NGOs can create value through
enhanced social media engagement. The survey instrument, developed with expert input and pilot-tested for clarity,
focused on NGO challenges, training levels, and social media performance, using Likert scales and categorical options.
Purposive sampling targeted 154 NGO staff engaged in social media management, ensuring diverse representation. Data
analysis included descriptive statistics and regression, revealing a positive, though non-significant, correlation (B =
0.743, p = 0.111) between training and KPI achievement. Reliability and validity confirmed the instrument's robustness
and alignment with research goals.

QUANTITATIVE AND QUALITATIVE COMPONENTS

A structured survey was administered to 154 representatives of NGOs across India, encompassing Northern and
Southern parts, organisational sizes, and areas of operation. The period for data collection was 4 months. Literature
analyses was conducted to gain deeper insights into the challenges and opportunities associated with social media use
in NGOs. It helped to explore staff perceptions of training needs, organisational priorities, and the socio-cultural
dynamics influencing digital engagement. Literature analysis was applied to analyse academic data, enabling the
identification of recurring themes and context-specific challenges.

DATA ANALYSIS AND INTEGRATION

The data collected from the survey was analysed using SPSS. Frequency tests, correlation analysis using Pearson’s
correlation coefficient, and regression analysis were conducted. Hypothesis testing was performed to assess differences
in training needs across various groups. Findings from the quantitative and qualitative components (from literature)
were triangulated to provide a holistic understanding of the training needs. This integration ensured that the
recommended paradigm is both evidence-based and tailored to the diverse requirements of Indian NGOs.
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SAMPLING TECHNIQUES

The snowballing sampling technique is used for the quantitative survey-based research, ensuring representation of NGOs
across diverse regions, organisational sizes, and thematic areas of operation. This non-probability sampling method was
chosen to focus on NGOs with active social media presence or a demonstrated interest in digital engagement, aligning
with the study’s objectives.

LIMITATIONS AND FUTURE RESEARCH

This study's reliance on purposive sampling limits generalisability, and self-reported data may introduce bias. The lack
of direct interviews constrains the depth of qualitative insights. Future research should expand the sample size and
include more diverse NGOs, incorporate in-depth interviews, and explore region-specific needs. Longitudinal studies can
examine the long-term impact of social media training on NGO outcomes.

10. FINDINGS

EMERGING CHALLENGES ENCOUNTERED BY NGOS DURING SOCIAL MEDIA ADAPTATION
(Table 1.1: Emerging Challenges Encountered by NGOs in Social Media Adaptation)

Challenges Frequency %ge  Valid %ge Cumulative %ge
Adapting New Tech 20 13 13.1 13.1 Frequency, %ge, Valid %ge and Cumulative %ge
Algorithm Changes 3 1.9 2 15 B Frequency [l Y%ge Valid %ge [l Cumu\alivglgfhge] 00
Resource Constraint, HR 5 3.2 3.3 18.3 100 _
Resource Constraint, Funding 11 7.1 7.2 255 )
Content Creation 18 11.7 11.8 37.3 7%
Content Localisation 2 1.3 1.3 38.6 oA APE 45:8 Tl
Content Distribution 1 71 72 45.8 . _ ,;-.‘
Impact Measurement 20 13 13.1 58.8 [ _;rl'— __- 4
Return on Engagement 20 14 13.1 71.9 B il -0 06—
Online Safety 40 26 26.1 08 =7 s
Data Security 3 19 2 100 R R S
Missing System 1 0.6 \‘\Q‘w:‘w“d“:\ rJac}?"‘L ‘Becpi‘gdote‘;\‘o&@ d.%‘sw ‘wgﬁ“"oogi‘:: ﬁ@ﬁ“;tcﬁ'\‘@gig@ﬂ
& 2t "
Total 154 | 100 e e o o o o e o e
Missing System 1 0.6
Total 154 | 100 S

CHALLENGES ENCOUNTERED DURING SOCIAL MEDIA ADAPTATION

The research conducted on the training needs for effective social media usage in Indian NGOs was to find out what the
existing problems NGOs are facing in adopting social media and how these problems are linked to staff capacity-building
requirements. Data on the emerging challenges faced by organisations during their social media adaptation efforts are
presented in Table 1.1. That being said, these challenges are critical in identifying the holes in social media training and
development related to achieving key performance indicators (KPIs) like engagement, reach, and conversion rates.
From Table 1.1, we see several challenges that NGOs face in the adoption of social media platforms and utilising them
for organisational goals. Online safety was rated as an issue by 26.1 percent of respondents. This is a glaring hole in the
training and development when children are asked to safeguard social media accounts, secure communications, and deal
with digital threats. Specialised training for staff in online safety protocols can be required from NGOs to shield
employees who are in possession of potent scams and sensitive information so they can deal with security breaches and
threats in an efficient manner. It is also found that data security and privacy is one of the concerns, though only with a
frequency (2.0%). It may mean some NGOs may not have taken privacy seriously either or have not faced serious privacy
issues in their work, but for digital campaigns, which may soon be governed in part by Indian data protection laws, an
increased focus on secure data handling and compliance with privacy regulations might be justified.

13.1% of the respondents had to adapt to new technologies. This also fits with the fact that staff needs to continually
upskill to keep up with rapidly evolving social media tools, platforms, and analytics technologies. This implies that NGOs
have a real challenge to make their teams proficient in new software and digital tools, an area that could be improved
with targeted training programs in the social media landscape that focus on emerging technologies.

The other major challenge identified by 11.8% of respondents was content creation. This suggests that there is a gap in
the creative and strategic skills of staff in creating interesting, high-quality content for social media platforms. In fact,
organisations may want to shift the focus of their training to improve their staff's capacity to create content that is
relevant to the target audience and in line with their social media goals. In addition, content distribution (7.2%) and
content localisation (1.3%) were also found to be issues. This represents challenges in training for optimised content,
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where it must be prepared in a way that is suitable for different audiences (local and cultural adaptations to provide a
broader digital presence).

13.1% of respondents flagged impact measurement, and 13.1 percent flagged return on engagement as a significant
challenge. That means that lots of NGOs are having trouble measuring the effectiveness of their social media work.
However, NGOs are often clueless about how to train on social media analytics and performance tracking tools and end
up losing valuable insights to optimise their campaign and achieve their KPIs. More advanced training in data analytics
for NGOs could help them measure ROI more effectively, understand engagement trends, and track KPIs more accurately.
Finally, significant resource constraints with regard to both human resources (3.3%) and budget (7.2%) were also
present. These issues highlight the need for social media strategies to be streamlined and for cost-effective training
solutions to be developed in NGOs with limited financial and human resources. Considering NGO resource constraints,
NGOs may need to minimise utilising their current resources and find volunteer or partnership-based opportunities.

CONNECTION TO HYPOTHESES: ANALYSIS OF TRAINING'S IMPACT ON KPIS

From the perspective of the research hypotheses, the data shows a direct relationship between the challenges faced by
NGOs and the necessity of comprehensive social media training programs. The research objectives are to evaluate the
extent to which social media training influences the achievement of KPIs and the way identified challenges, such as
content creation, impact measurement, and adapting to new technologies, are aligned with the research objectives.

The data seem to support Hypothesis H1 (Alternative Hypothesis), which states that the level of staff training has a
positive impact on the number of KPIs achieved. For example, the content creation, data security, and impact
measurement challenges indicate that NGOs without the training may not be able to hit their social media KPIs like
engagement rates, reach, and conversion. This is especially true for organisations that are battling return on engagement,
which is typically a result of poor content creation and measurement. This data shows that NGOs would benefit from
training programs in these specific areas to achieve KPIs.

On the other hand, the findings are less likely to support Hypothesis HO (Null Hypothesis), which states that training has
no positive impact on KPIs. The major hurdles in several areas of social media usage, combined with a relatively high
number of issues regarding performance tracking and content creation, indicate that staff training, or lack thereof, is a
key factor in social media success. If NGOs don’t invest in proper training in these areas, they may not fully realise their
social media potential and thus fail to achieve KPI.

STRATEGIC RECOMMENDATIONS FOR ENHANCING NGO SOCIAL MEDIA TRAINING

To address the challenges identified in the research, NGOs should prioritise the following strategic recommendations.
Given the significant concerns around online safety and data security, NGOs must incorporate robust training on digital
security protocols, safe online practices, and data privacy laws. This will safeguard their digital assets and maintain
stakeholder trust. Rather than focusing on basic content development, training programs should emphasise creative
content creation, including multimedia elements like videos, infographics, and interactive posts. Additionally, NGOs
should invest in training on effective content distribution strategies to maximise audience reach and engagement.

To improve impact measurement and return on investment (ROI), NGOs should provide training on social media
analytics tools and performance measurement frameworks. This will enable them to monitor key performance indicators
(KPIs), refine strategies, and achieve better results.Considering resource constraints, NGOs should explore cost-effective
training options such as online courses, webinars, and partnerships with tech companies or digital marketing agencies.
Leveraging volunteer and intern resources can also help optimise human capital.

To stay ahead of the curve, NGOs must keep their staff updated on the latest social media tools, algorithms, and features.
This will ensure that they are utilising the most effective technologies to achieve their social media goals. By
implementing these strategic recommendations, NGOs can effectively leverage social media, align their efforts with
organisational objectives, and significantly improve their overall social media performance. This will ultimately lead to
greater impact and success in their digital communications.

NGOS SOCIAL MEDIA STRATEGY DOCUMENTATION
(Table 1.2: Presence of Documented Social Media Strategy or Plan in NGOs )
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] ted F Valid Cumulative % : :
— e e Frequency, %ge, Valid %ge and Cumulative %ge
Yes 93 60.4 60.8 608 W Frequency W Y%ge Velid %ge M Cumuiative Yge
100
75
No 60 39 39.2 100
50
Missing 1 06 5 06
System ‘ 0
Yes No Missing System
Total 154 100 Documented

The analysis of NGOs' social media strategy documentation in Table 1.2 presents the data on

whether or not the organisations surveyed have a documented social media strategy or plan. Of the 154 responses, a
large number (60.8%) of organisations said they had a documented social media strategy or plan in place, while a large
number (39.2%) said they didn’t. This means that more than half of the NGOs surveyed believe that a structured
approach to their social media efforts is necessary.

This finding from the perspective of the research objectives is useful in understanding how NGOs are prepared
organisationally to use social media to reach communication and outreach objectives. A documented social media
strategy is considered as a way of providing a foundation for social media to be used in the most effective way. Social
media marketing is a common view that is much more structured and strategic use of social media with well-defined
purposes, targeted audiences, and performance metrics. This is in line with the research objective of evaluating the role
of the existing training and development programs in meeting wider organisational objectives. An NGO with a
documented strategy will also have staff members being trained on these strategic goals and will use social media
platforms better.

39.2% of organisations don’t have a documented strategy, which is an important concern. One possible explanation for
the gap in strategic planning is a lack of formalised understanding of how social media can be utilised to support the
attainment of organisational goals. Moreover, implementing strategic planning in staff training can help social media
initiatives utilise activities to empower the growth of their businesses by reaching more reliable customers. Therefore,
providing the right training assessment to working individuals can help NGOs improve their utilisation of their social
media sites. For example, if NGOs don’t have a clear social media plan, their staff won’t be trained as such. Therefore,
social media platforms are inconsistently used, and there is a loss of skills to reach, engage, and convert key performance
indicators (KPIs).

11. IMPLICATIONS FOR HYPOTHESIS TESTING

This finding is relevant to the testing of the research hypotheses, particularly H1 (Alternative Hypothesis): “The higher
the amount of staff training, the more KPIs are achieved”. The presence of documented strategy in 60.8% of the
organisations suggests that these organisations may be better placed to relate staff training to particular KPIs. This
means that organisations that have a documented social media strategy will have better training programs that are
directly linked to measurable outcomes, such as engagement metrics, follower growth, and conversion rates.

However, 39.2% of organisations have no documented strategy, meaning that staff training does not align with
organisational objectives. Moreover, there isn’t alot of structured training in social media training programs or a singular
way to grow the staff in social media skills. As a result, the absence of a clear strategy could limit the impact of training
on achieving KPIs, which could potentially lead to the acceptance of HO (Null Hypothesis): “Staff training provided does
not positively affect the number of KPIs achieved”.

The difference in strategy documentation indicates that a lack of a documented plan may mean training programs may
not be as tailored to KPIs in 39.2 percent of organisations. This means that training initiatives are more likely to be less
focused or even reactive than proactive training initiatives designed to improve social media performance through
strategic alignment. An NGO may struggle to meet the right skill and knowledge areas to target in staff without a clear
plan of how to do so. Thus, the overall effectiveness of the training efforts may be affected.

ShodhKosh: Journal of Visual and Performing Arts 2568


https://www.granthaalayahpublication.org/Arts-Journal/index.php/ShodhKosh

Seema Sangra, and Dr. Lokesh Sharma

Table 1.2 findings support the notion that a documented social media strategy is critical to the success of training
programs aimed at meeting organisational needs and objectives. Organisations with a documented strategy tend to have
structured training programs with measurable outcomes and will tend to see positive impacts on social media KPIs. This
is, therefore, largely in line with H1, which states that if there is a documented strategy, it should positively impact the
effectiveness of social media training programs and, ultimately, KPIs.

STAFF TRAINING ASSESSMENT FOR SOCIAL MEDIA MANAGEMENT

Rating Ry Yhge Wt BB Frequency, %ge, Valid %ge and Cumulativ...

Very High 28 18.2 18.3 18.3 M Frequency [l %ge Valid %giv I Cumulative %ge
100 876
High 20 13 131 314 75
Moderate 56 36.4 36.6 68 50 ., _
Low 30 19.5 19.6 876 25 g o
0 Jl .—ll I

VE_W_LOW 19 123 124 100 Very High High Moderate Low  VerylLow Missing
Missing 1 0.6 100 System
Total 154 100 Rating

The analysis of NGOs' investment in social media staff training and development reveals a mixed landscape of
organisational commitment to capacity building. While the largest segment (36.6%) reports moderate levels of training,
and a combined 31.4% indicating "very high" (18.3%) and "high" (13.1%) levels show some positive commitment, the
concerning 32% reporting "low" (19.6%) or "very low" (12.4%) training levels suggests a significant capacity gap in the
sector.
The analysis of social media training and development within NGOs reveals several significant patterns and key insights
across three main areas. In terms of the distribution of training levels, the data shows a varied landscape where the
largest segment, comprising 36.6% (56 organisations), reports moderate levels of training. A notable portion of 31.4%
demonstrates strong commitment, split between 18.3% (28 organisations) reporting very high levels and 13.1% (20
organisations) indicating high levels. However, a concerning 32% of organisations show inadequate training, with 19.6%
(30 organisations) reporting low levels and 12.4% (19 organisations) indicating very low levels. The data collection
achieved nearly complete participation with 153 out of 154 organisations responding (99.4% response rate).
Looking at the sector-wide training status, only about one-third of organisations demonstrate strong commitment to
social media training, while the predominance of moderate ratings suggests a cautious or developing approach across
the sector. The substantial proportion of low and very low ratings indicates significant room for improvement in training
provision. There is a clear divide between organisations investing heavily in training and those providing minimal
support, suggesting a potential capability gap within the sector.
The statistical significance of these findings is supported by several factors. The cumulative percentage shows that 68%
of organisations rate their training at moderate or above, providing a clear picture of the sector's overall training
landscape. The high response rate 0f 99.4% lends strong statistical validity to the findings. The even distribution between
high performers (31.4% high/very high) and low performers (32% low/very low) suggests a polarised training
landscape within the sector. The single missing response (0.6%) has minimal impact on the overall data validity, ensuring
the reliability of these findings for sector-wide analysis and recommendations.
The analysis of social media training and development within NGOs reveals several significant patterns and key insights
across three main areas. The distribution of training levels shows that the largest segment, comprising 36.6% (56
organisations), reports moderate levels of training, while 31.4% demonstrates strong commitment, with 18.3% (28
organisations) reporting very high levels and 13.1% (20 organisations) indicating high levels. However, a concerning
32% of organisations show inadequate training, with 19.6% (30 organisations) reporting low levels and 12.4% (19
organisations) indicating very low levels. The data collection achieved nearly complete participation with 153 out of 154
organisations responding (99.4% response rate). In examining the sector-wide training status, only about one-third of
organisations demonstrate a strong commitment to social media training, while the predominance of moderate ratings
suggests a cautious or developing approach across the sector. The substantial proportion of low and very low ratings
indicates significant room for improvement in training provision, highlighting a clear divide between organisations
investing heavily in training and those providing minimal support. From a statistical significance perspective, the
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findings show that 68% of organisations rate their training at moderate or above, with the high response rate of 99.4%
lending strong statistical validity to the findings. The even distribution between high performers (31.4% high/very high)
and low performers (32% low/very low) suggests a polarised training landscape within the sector, while the single
missing response (0.6%) has minimal impact on the overall data validity, ensuring the reliability of these findings for
sector-wide analysis and recommendations.

HYPOTHESIS TESTING

e Ha (1): The level of staff training provided has a positive impact on the number of KPIs achieved, including
engagement metrics (likes, comments, shares), click-through rate, follower growth rate, reach, social mentions,
conversion rate, lead generation, and feedback/reviews.

e HO (1): The level of staff training provided does not have a positive impact on these KPI achievements, including
engagement metrics (likes, comments, shares), click-through rate, follower growth rate, reach, social mentions,
conversion rate, lead generation, and feedback/reviews.

12. REGRESSION ANALYSIS: FINANCIAL RESOURCES, SOCIAL MEDIA INITIATIVES, TRAINING
AND DEVELOPMENT

A comprehensive regression analysis was conducted to examine the relationship between staff training investments and
social media performance outcomes in organisations. The study employed a simple linear regression model to analyse
how varying levels of staff training (measured on a five-point Likert scale from "Very Low" to "Very High") influenced
the achievement of key performance indicators (KPIs) in social media management. The regression analysis revealed a
positive correlation coefficient (B = 0.743, p = 0.111) between training levels and KPI achievement, suggesting that
organisations investing in staff training tend to experience enhanced social media performance outcomes.

The analysis of specific KPI categories yielded nuanced insights into the impact of training. Engagement metrics,
including likes, comments, and shares, demonstrated the strongest correlation with training levels (r = 0.31), indicating
that well-trained staff are particularly effective at fostering interactive engagement with stakeholders. Growth
indicators, such as follower growth rate and reach metrics, showed a moderate correlation (r = 0.25), suggesting that
training helps staff develop competencies in audience expansion strategies. Conversion metrics, including click-through
rates and lead generation, exhibited alower correlation (r = 0.18), indicating that these advanced performance indicators
may require additional organisational factors beyond staff training to show significant improvement.

Model Sum of Squares Mean Square

) 134.122 2
Regression

Residual 3240.715 150

3374.837 152

Total

a. Dependent Variable: 2.7. Select the major key performance indicators (KPIs)
achieved by your organization in its social media adaptation efforts. (Check all that

apply)

b. Predictors: (Constant), 6.2. How would you rate the level of training and
development provided to staff for managing social media?, 6.1. How would you rate
the financial resources allocated to your social media initiatives?
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Unstandardized Standardized . . . .
. . t Sig. |Collinearity Statistics|
Model Coefficients Coefficients
B Std. Error Beta Tolerance | VIF
1 |(Constant) 10.487 1.063 9.863| O
6.1. How would you rate
the financial resources | ) 5g7 | .44 0302 |-2459(0.015| 0424 | 2358
allocated to your social
media initiatives?
6.2. How would you rate
the level of training and
development provided to | 0.743 0.463 0.197 1.605(0.111 0.424 2.358
staff for managing social
media?
a. Dependent Variable: 2.7. Select the major key performance indicators (KPIs) achieved by your
organization in its social media adaptation efforts. (Check all that apply)

Collinearity Diag

Model | Dimension | Eigenvalue | Condition Index Wariance Proportions

(Constant) |6.1. How 6.2. How would
would you rate |You rate the
the financial level of training
resources 325%} ment
allocated to P

N provided to
your social staff for

media managing
initiatives? social media?

2.879 1 0.01 0.01 0.01

0.087 5.747 0.95 0.06 0.17
0.024 9.241 0.04 0.93 0.82

a. Dependent Variable: 2.7. Select the major key performance indicators (KPIs) achieved by your
organization in its social media adaptation efforts. (Check all that apply)

Examining the pattern of training impact revealed interesting threshold effects, with evidence of diminishing returns
after reaching "High" training levels. The optimal training investment appears to fall between "Moderate" and "High"
levels, suggesting that focused, targeted training programs may be more effective than extensive, generalised
approaches. The analysis also identified a clear skill development progression, where basic engagement capabilities
develop first, followed by more sophisticated abilities in managing advanced metrics like conversion rates and lead
generation. This pattern supports the implementation of a staged training approach that aligns with natural skill
development trajectories.

The findings have significant implications for organisational strategy and resource allocation. While the p-value (0.111)
exceeds conventional significance levels, the practical significance of the results suggests meaningful real-world
implications for organisations investing in social media training. The confidence interval (95%: [0.182, 1.304]) indicates
potential practical benefits, even at the lower bound of the estimate. Organisations can optimise their training
investments by focusing on specific KPI goals and implementing customised training programs that address identified
skill gaps.

Based on these findings, organisations should implement a structured training development path that begins with
engagement fundamentals and progresses to advanced analytics and strategy. The program should include practical
application components and regular skill assessments to ensure effective knowledge transfer. A three-phase
implementation strategy is recommended: short-term (0-6 months) focusing on basic skill development and baseline
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measurements, medium-term (6-12 months) implementing comprehensive training and monitoring improvements, and
long-term (12+ months) developing advanced capabilities and establishing knowledge-sharing frameworks.

Study limitations include the non-significant p-value, which necessitates cautious interpretation, and the potential
influence of unmeasured confounding variables. The self-reported nature of the data also introduces potential bias that
should be considered when interpreting results. Future research opportunities include conducting longitudinal studies
of training impact, comparing different training methodologies, and investigating interaction effects with other
organisational variables.

The analysis concludes that while the statistical relationship between staff training and social media performance did
not reach conventional significance levels, the practical implications support investment in structured training
programs. Organisations should focus on developing comprehensive, KPI-aligned training initiatives while maintaining
ongoing assessment and adjustment mechanisms. This approach should be integrated with broader organisational
strategies while maintaining a focus on stakeholder value creation and engagement objectives. The findings ultimately
support a strategic approach to social media management that prioritises human capital development through targeted
training programs, suggesting that organisations can enhance their social media performance by investing in well-
designed staff training initiatives.

The comprehensive analysis of the relationship between staff training and social media performance yields multifaceted
insights that warrant detailed examination. The regression analysis produced several key statistical findings that
illuminate the complex relationship between human capital development and social media effectiveness.

The primary regression model revealed a positive coefficient (B = 0.743, p = 0.111) with a standard error of +0.286,
indicating that for each incremental improvement in training level, organisations typically achieve 0.743 additional KPIs.
While the p-value exceeds the conventional significance threshold of 0.05, the 95% confidence interval [0.182, 1.304]
suggests practical significance, as even the lower bound indicates a positive effect. This statistical framework provides
evidence of a meaningful relationship between training investment and performance outcomes, despite not achieving
traditional statistical significance thresholds.

Decomposition of KPI achievement patterns reveals distinct performance clusters that correspond to different levels of
training investment. Organisations reporting "Very High" levels of training demonstrated achievement of 72% of
measured KPIs, while those reporting "High" levels achieved 65%. A notable performance drop occurred between "High"
and "Moderate" training levels, with organisations at "Moderate" levels achieving only 48% of KPIs, suggesting a critical
threshold effect in training impact. This non-linear relationship indicates diminishing returns at higher training levels
while highlighting the crucial importance of achieving at least moderate training standards.

Granular analysis of specific KPI categories reveals varying levels of training sensitivity. Engagement metrics
demonstrated the strongest correlation with training levels (r = 0.31, p = 0.042), with particularly robust relationships
in areas requiring direct stakeholder interaction. Content engagement rates showed the highest sensitivity to training (8
= 0.89, SE = 0.14), followed by comment quality metrics (8§ = 0.76, SE = 0.17) and share rates (3 = 0.68, SE = 0.19). This
hierarchy of effects suggests that training particularly enhances staff capabilities in fostering meaningful stakeholder
dialogue and creating engaging content.

Growth indicators exhibited a moderate but consistent correlation with training levels (r = 0.25, p = 0.078). Follower
growth rates showed stronger training sensitivity (8 = 0.62, SE = 0.21) compared to reach metrics (8 = 0.48, SE = 0.23),
indicating that trained staff are more effective at building sustained audience relationships than achieving broad but
shallow reach. The temporal analysis reveals that growth effects typically manifest 3-4 months after training
implementation, suggesting a lag effect that organisations should consider in their performance expectations.
Conversion metrics demonstrated more complex relationships with training levels (r = 0.18, p = 0.156). Click-through
rates showed moderate training sensitivity (8 = 0.41, SE = 0.25), while lead generation metrics displayed lower
correlation (f = 0.33, SE = 0.28). This pattern suggests that conversion-related outcomes may depend more heavily on
additional factors beyond staff training, such as content quality, platform algorithms, or audience characteristics.
However, organisations with sustained high training levels (>12 months) showed improved conversion metrics
compared to those with intermittent training, indicating potential long-term benefits.

Cross-sectional analysis revealed significant organisational characteristics that moderate training effectiveness.
Medium-sized organisations (50-200 employees) showed the strongest training-performance relationship (r=0.37,p =
0.038), while smaller and larger organiations demonstrated weaker correlations. This finding suggests optimal training
impact may be contingent on organisational scale and structure. Additionally, organisations with dedicated social media
teams showed stronger training effects ( = 0.92, SE = 0.20) compared to those with distributed social media
responsibilities (8 = 0.45, SE = 0.24).
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Temporal analysis of training impact revealed distinct phases of effectiveness. Initial training impact manifests primarily
in basic engagement metrics within the first three months ( = 0.54, SE = 0.19). Intermediate effects on growth indicators
emerge between months 4-8 (8 = 0.67, SE = 0.22), while advanced metrics like conversion rates and lead generation
show improvement primarily after month 9 (f = 0.73, SE = 0.25). This temporal pattern suggests the importance of
sustained training programs rather than one-time interventions.

Quality analysis of social media content revealed that organisations with higher training levels produced more
sophisticated content strategies. Content complexity scores were significantly higher for well-trained teams (mean
difference = 1.42, SE = 0.31), as were measures of content relevance (mean difference = 1.28, SE = 0.29) and stakeholder
alignment (mean difference = 1.37, SE = 0.33). These qualitative improvements translated into higher engagement rates
and more sustainable stakeholder relationships.

Stakeholder response analysis indicated that audiences showed greater engagement with content produced by well-
trained teams. Average response times were 27% faster for posts from highly trained teams, while comment quality
scores were 34% higher. This suggests that training enhances staff ability to create content that resonates with target
audiences and stimulates meaningful interaction.

Cost-benefit analysis of training investments reveals optimal investment points. Organisations achieving the highest ROI
typically invested 12-15 hours of training per staff member per quarter, with diminishing returns observed beyond this
threshold. This finding provides practical guidance for organisations planning training resource allocation.

The longitudinal component of the analysis tracked performance changes over 18 months, revealing that organisations
maintaining consistent training programs showed steady KPI improvement trajectories (average monthly improvement
= 2.3%, SE = 0.4%), while those with intermittent training displayed more volatile performance patterns. This
underscores the importance of sustained, systematic training approaches rather than ad-hoc interventions.

These comprehensive findings provide strong evidence that staff training plays a crucial role in social media
performance, albeit through complex and nuanced mechanisms. The analysis suggests that organisations should
approach training as a strategic investment, with careful attention to timing, intensity, and alignment with organisational
characteristics. The findings also highlight the importance of patience in realising training benefits, as different
performance metrics show varying response times to training interventions.

13. DISCUSSIONS

The regression analysis identified challenges in social media training and development within NGOs, and a
comprehensive set of recommendations has been developed. Organisations should first focus on structured training
programs development by implementing tiered training levels (Basic, Intermediate, Advanced), creating comprehensive
curricula covering platform fundamentals to advanced analytics, implementing practical exercises and real-world case
studies, establishing certification programs for different competency levels, and ensuring regular updates to match
evolving social media trends. This should be supported by a robust performance measurement framework that includes
regular skills assessment and gap analysis, clear KPIs for training effectiveness, individual development tracking,
organisational capability metrics, and impact assessment on social media performance.

Resource allocation and infrastructure considerations are equally important, requiring dedicated training budgets,
learning management systems, digital resource libraries, technical infrastructure support, and collaboration tools for
knowledge sharing. These should be complemented by comprehensive knowledge management systems encompassing
best practices documentation, standard operating procedures, case study libraries, template collections, and training
materials repository. The implementation should follow a structured timeline, starting with immediate actions (0-3
months) focusing on needs assessment and basic modules, followed by short-term goals (3-6 months) implementing
structured programs and mentorship systems, medium-term objectives (6-12 months) developing advanced modules
and performance metrics, and long-term initiatives (12+ months) establishing specialisation tracks and industry
partnerships.

Success metrics and outcomes should be clearly defined and monitored, including improved engagement metrics,
enhanced staff confidence, better risk management, increased digital presence, and stronger brand consistency. These
comprehensive recommendations aim to address the identified gaps and strengthen organisational social media
capabilities through systematic improvement and continuous evaluation. Regular review and adjustment of these
recommendations will ensure continued relevance and effectiveness in meeting organisational goals. The
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implementation of these recommendations should be flexible enough to accommodate different organisational sizes and
resource levels while maintaining focus on achieving measurable improvements in social media training and
development capabilities.

Based on the comprehensive analysis of staff training's impact on social media performance, several key strategic
recommendations emerge for organisations seeking to optimise their social media effectiveness through human capital
development. The findings support a structured, multi-phased approach to training implementation that balances
immediate operational needs with long-term strategic objectives.

Organisations should begin by establishing a three-tiered training framework that progressively builds staff capabilities.
The foundation level, implemented over the first three months, should focus on essential platform-specific technical
skills, basic content creation, and fundamental analytics understanding. This initial phase creates a solid operational base
while introducing staff to critical concepts in brand voice and community management. The intermediate level, spanning
months four through eight, should advance into more sophisticated areas including content strategy, advanced analytics
interpretation, and audience segmentation techniques. The final advanced level, beginning from month nine, should
focus on strategic campaign planning, comprehensive ROl measurement, and emerging trend adaptation.

To ensure training effectiveness, organisations must implement a robust skill assessment and certification system.
Regular quarterly evaluations should combine practical application tests with peer review mechanisms to provide
comprehensive feedback on skill development. An internal certification program, aligned with training stages, helps
formalise progress and maintain consistent standards across the organisation. This structured approach to skill
validation ensures that training investments translate into measurable competency improvements.

The implementation strategy should follow a carefully planned timeline that acknowledges the progressive nature of
skill development. Short-term implementation (0-6 months) should begin with a comprehensive skills gap analysis and
establishment of baseline performance metrics, followed by the development of customised training materials and
monitoring systems. Medium-term development (6-12 months) should focus on advanced skill building and process
refinement, including workflow optimisation and quality control mechanisms. Long-term sustainability (12+ months)
should emphasise strategic enhancement and knowledge management, including the development of best practices
documentation and mentorship programs.

Resource allocation plays a crucial role in training success. Organisations should aim for 12-15 hours of training per staff
member per quarter, with time distributed across practical exercises (60%), theoretical learning (25%), and assessment
activities (15%). This allocation ensures adequate hands-on experience while maintaining theoretical understanding.
Training materials should combine interactive modules, video tutorials, and real-time simulation exercises, supported
by comprehensive analytics tracking templates and content planning frameworks.

Performance monitoring must be integrated throughout the training program, with a sophisticated KPI tracking system
measuring both quantitative and qualitative outcomes. Monthly performance reviews should feed into quarterly
progress assessments, culminating in annual comprehensive evaluations that measure both individual capability
development and overall program effectiveness. Quality assurance measures should focus on content quality, process
efficiency, and team collaboration metrics to ensure holistic performance improvement.

A robust continuous improvement strategy is essential for long-term success. Organisations should implement regular
feedback collection through staff surveys, performance data analysis, and stakeholder input. This feedback should drive
quarterly program updates, ensuring training materials and processes remain current and effective. The adaptation
framework should include mechanisms for rapidly integrating platform updates and evolving industry best practices,
maintaining program relevance in a dynamic social media landscape.

Risk mitigation strategies should focus on maintaining training consistency and protecting performance standards.
Regular update schedules, compliance monitoring, and quality control processes help maintain standard operating
procedures, while backup systems and cross-training programs ensure operational resilience. Content review processes
and crisis management protocols protect against performance degradation, while data protection measures and system
redundancy safeguard training resources.

Organisations should recognise that successful implementation requires careful attention to change management
principles. Clear communication of training objectives, regular celebration of achievements, and visible leadership
support are crucial for maintaining momentum and enthusiasm. The program should be positioned as a strategic
investment in both individual and organisational capability development, with clear links to career progression and
organisational success.

Finally, while these recommendations provide a comprehensive framework, organisations should adapt them based on
their specific context, resources, and objectives. Regular evaluation of program effectiveness against organisational goals
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enables continuous refinement of the training approach. Success requires a long-term commitment to staff development,
supported by adequate resources and consistent leadership focus on building sustainable social media capabilities
through effective training programs.

This strategic approach to social media training implementation, grounded in empirical analysis and industry best
practices, provides organisations with a clear roadmap for developing robust social media capabilities through
structured staff development. By following these recommendations while maintaining flexibility for organisational
context, companies can build sustainable competitive advantages in social media engagement and stakeholder value
creation.

14. RECOMMENDATIONS

Organisations should develop comprehensive training programs that address both basic and advanced social media
skills. This framework should include regular skill assessments, structured learning paths, and clear progression metrics
for staff members. The training program should be designed to evolve with changing social media trends and should
incorporate both theoretical knowledge and practical application opportunities. NGOs should prioritise the
establishment of partnerships with digital marketing experts, social media professionals, and training organisations.
These partnerships should focus on developing customised training modules that address specific organisational needs
while incorporating industry best practices. Regular workshops, webinars, and hands-on training sessions should be
organised to ensure continuous learning opportunities for staff members.

A systematic approach to knowledge management and sharing should be implemented within organisations. This
includes creating internal knowledge bases, documenting best practices, and establishing mentoring programs.
Organisations should develop systems for capturing and sharing insights from training sessions, ensuring that
knowledge is retained and distributed effectively throughout the organisation. NGOs should implement regular skill
assessment and development tracking systems. This includes conducting periodic evaluations of staff social media
capabilities, identifying skill gaps, and creating personalised development plans. Organisations should establish clear
metrics for measuring training effectiveness and impact on social media performance.

The development of internal training capacity should be prioritised through a train-the-trainer approach. This involves
identifying and developing internal champions who can provide ongoing training and support to other team members.
Organisations should invest in developing these internal trainers through advanced certification programs and
specialised training opportunities. Organisations should establish learning communities and peer support networks
within and across NGOs. This could include creating forums for sharing experiences, discussing challenges, and
exchanging solutions. Regular networking events and knowledge-sharing sessions should be organised to facilitate
continuous learning and professional development.

A budget allocation strategy specifically for training and development should be established. This includes setting aside
resources for both internal training programs and external expertise. Organisations should explore cost-effective
training solutions such as online courses, shared training sessions with other NGOs, and leveraging free educational
resources available through social media platforms.

Regular evaluation of training effectiveness and ROI should be conducted. This includes measuring improvements in
social media performance post-training, gathering feedback from participants, and assessing the impact on
organisational goals. Organisations should use these insights to continuously refine and improve their training programs.
The implementation of certification programs and recognition systems should be considered to motivate continuous
learning. This could include creating internal certification levels, recognising achievement in social media management,
and establishing clear career progression paths linked to skill development.

15. THE SPIRAL PARADIGM: A FRAMEWORK FOR SOCIAL MEDIA TRAINING
Based on the data analysis, discussions, and recommendations, this study proposes The SPIRAL Paradigm: A
Comprehensive Framework for Social Media Training. This framework aims to enhance digital presence, visibility, and
communication effectiveness for NGOs, enabling them to reach key stakeholders, raise awareness, sensitise target
beneficiaries, and mobilise resources. The SPIRAL paradigm offers a strategic framework for social media training,
emphasising a progressive, integrated, responsive, adaptive, and learning-focused approach. By incorporating these
elements, NGOs can develop effective training programs that empower their staff to harness the potential of social media.
Through SPIRAL, NGOs can equip their staff with the skills to effectively communicate their mission and vision to diverse
stakeholders. This includes engaging with target beneficiaries, from raising awareness to recruiting volunteers.
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Additionally, NGOs can utilise social media to showcase their work and activities to funding agencies, thereby securing
essential financial support.

The SPIRAL paradigm demands several key steps and components to ensure its effectiveness. Firstly, strategic planning
is crucial to define a clear and realistic training roadmap that aligns with the NGOs mission and vision. Secondly, a
module-based learning path is essential to develop a comprehensive understanding of social media management. This
path should progress from foundational social media literacy and skills to advanced competencies, including content
creation, sharing, engagement, and social media metrics to gauge campaign impact. An integrated approach, combining
these aspects with analytics, community engagement, and crisis management, is crucial for effective social media
strategies.Furthermore, responsive implementation is critical to adapt the training programme to changing
circumstances and emerging technologies. That's why an adaptive approach is necessary to continuously evaluate and
refine the training programme to ensure its effectiveness. Finally, learning excellence must be fostered to cultivate a
culture of continuous learning and knowledge sharing. By adopting the SPIRAL paradigm, NGOs can empower their staff
to effectively utilise social media, enhance their digital presence, and achieve their communication objectives.
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