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OVERVIEW

* ASSESS: What do we want to do!

* BUILDING CAPACITY:What's needed to get it done!
- PLAN: How do we do 1t?

* IMPLEMENT: How did we differ from our plan?

« EVALUATE: How did we do!



BOOESS

How can you know where to
o0 and how to get there,
unless you first know where
you are!




EUS TOMER PROFIES

A successful social-media
strategy Is all about
targeting the right people
with the right messages.”!

Think beyond
demographics: TED Talk?

Practice: Customer Profile
Template?



https://www.ted.com/talks/johanna_blakley_social_media_and_the_end_of_gender

SOCIAL MEDIA LISTENING

*""The process of finding and
assessing what Is being said about
a company, topic, brand, or person
on social media channels.”

*Social listening vs. Social
monitoring

* [ools:

 [witter's location search

* Hootsuite

* Google Alerts



https://twitter.com/search-advanced?lang=en
https://hootsuite.com
https://www.google.com/alerts

BOCIAL MEDIA AU

Audit Template®



https://blog.hootsuite.com/wp-content/uploads/2014/10/Social-Media-Audit-Template.pdf

BUILDING
CAPACTHS

VWhat human, technical and
financial capacities do we
already have that can help us!

VWhat capacrties do we still
need to develop!



* Formula:

SOCIAL MEDIA MISSION
STATEMENTS/

» Create a unique statement for each
network remembering each
network’s relative strengths.

¢ Cheat Sheet8

* “We will use (social network) for
(purpose of this social network) in
order to help (business objective).’

» Don't be afraid to use what you
learned while listening to Inform
your mission statements.

 Practice


http://www.adweek.com/socialtimes/files/2012/01/social-media-cheat-sheet-infographic.jpg

CAMPAIGN CREATION

* What's the story youre trying
to tell! To what audience!

» Used what you learned while
Istening.

.+ What to learn from Clickbait”:

*  Headlines matter
«  People love numbered lists

«  Pique their curiosity

» Have stakeholders help generate
ORI

s Create content/elReH
fRec e
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CONTENT CURATION

“The act of discovering, compiling, and sharing existing
content with your online followers!"'
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PLAN

T you fall to plan then you're
planning to fall.




BVYRITE SMART. GOALS'" FOIN
YOUR CAMPAIGN

GOALS

- Make sure that your goals align with
your platform mission statements.

JISh S peae
B MM S HREBIE
* A:Achievable
SRR el

 [:Time bound

15

 Jemplate

* Practice


https://www.smartsheet.com/file/smart-goals-template.docx

RULE OF THIRDSHS

B el 5 of the time
promoting yoursel.

B Befich /5 of the time
engaging with others.

B EChic /5 of the time

sharing curated content.

BALANCED
MESSAGE

PROMOTE




CONTENT CALENDARS'S

- Editorial Calendar:

» Helps you organize and/or
delegate tasks across your
platforms.

9
+ [emplate

« Content Calendar:

+ Helps you develop and organize
specific content for each of your

platforms.

20
-+ Jemplate



https://blog.hootsuite.com/wp-content/uploads/2014/12/Editorial-Calendar-Template.xlsx
https://blog.hootsuite.com/wp-content/uploads/2014/12/Social-Media-Content-Calendar-Template-1.xlsx

"It 1s not the strongest of the species that survives, nor
the most Intelligent that survives. It Is the one that Is
most adaptable to change.’

—Charles Darwin
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NIATx CHANGE MODEL#!

* WARNING: Get good baseline data
before using this model!!!

- Orniginally designed for behavioral health
systems, but the principles are portable.
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o Act

* Don't try to change everything at oncell



USE ANALY TICS TO REFINE
TOUR S| RATEGHE

* Remember that everything
you're good at now you were
once really bad at.

* Set checkpoints and
benchmarks.

* Be prepared to adjust your goals
and expectations based on your
initial results.

* Be sure to thoroughly document
any changes you make,



EVALUATE

T you don't measure It, it
didnt happen.




DETERMINE YOUR RETURN
ON INVESTMENT (RON2

« RO formula?:

* ((Gain - Cost)/Cost)* 100

e — - |dentity “Key Performance
R Indicators” (KPI)

MRLLLL ) 22000 L ke tatendion
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+ Ask yourself:"What am |
really trying to measure!”

» Select the analytic that best
fits your goals and mission.




BIETRICS YOU MAY NOT FAS
IOUGHT OF S

Click through with bounce rate: Tells you how much website engagement social media drives to your site
compared to other sources.

«  Click through: Tracks number of clicks on a given link using Bitly (free) or other service.

« Bounce rate: Percentage of users who leave your site using Google Analytics (free) after visiting only one
page.
*  Google Analytics Setup Guide

Gated Content: Requiring users to enter personal information to access content.

Share of traffic: Tells you total traffic coming from a given source using Google Analytics (see Setup Guide above
for more info).

Conversation Rate: Tells you how much your audience is compelled to interact with you using Hootsuite
Analvtics ($) or some other service.

« Ratio of comments/post to overall followers.

Amplification Rate: Tells you how willing your audience is to associate with your brand by sharing your content.
* Average number of shares per post/overall followers.

Applause Rate: Iells you how much your audience likes your content.

* Average umber of likes per post/overall followers.


https://bitly.com
http://www.google.com/analytics/
https://blog.hootsuite.com/tracking-social-media-in-google-analytics/
http://www.google.com/analytics/
https://hootsuite.com/pages/analytics

ADDITIONAL
BOOLS &
EESOURCES

» Social Media Glossary**

» How to set up kEvery Major
Social Media Profile”

» Social Media Template Guide?®

» Social Media Optimization
Periodic Table?’



https://blog.hootsuite.com/the-2015-social-media-glossary-207-essential-definitions/
https://blog.hootsuite.com/how-to-set-up-a-social-media-profile/
http://www.shortstack.com/the-ultimate-social-media-template-guide-2016/
http://blog.marketing.inmotionhosting.com/wp-content/uploads/2012/03/SMO_Periodic_Table.png

QUESTIONS
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