
Planning and Evaluating Your Social Media Strategy
Presenter:
Michelle Stergio
A webcast originally broadcast on December 10, 2019.

Sponsored by AIR’s Center on Knowledge Translation

Disability and Rehabilitation Research (KTDRR)
https://ktdrr.org/training/webcasts/webcast71/index.html 
Transcript for audio/video file on YouTube:
https://youtu.be/SpUw-cEflF0 

>> ANN OUTLAW: Welcome, everybody.  This is Ann Outlaw.  We'll get started in just a couple of minutes.  Thank you all for joining us early.  


Welcome to our webcast, Planning -- How to Measure your Social Media Success.  We're so pleased that you've joined us today.  I'm your host, Ann Outlaw, from the Center on Knowledge Translation for Disability Research & -- Rehabilitation Research -- excuse me -- at the American Institutes for Research.  We're funded by the Institute for Disability, Independent Living, and Rehabilitation Research or NIDILRR.


Before we launch into the webcast today, allow me to share a few housekeeping tips.  You can access the chat box by clicking Chat in the center of the menu bar located at the bottom of the window.  The chat box will then appear on the right side of your screen.  The chat box is the best way to communicate with our staff, and you can use this space for both questions for our presenter today and for any technical questions you may have.


Please take a moment to introduce yourself in the chat box now.  Please select panelists and attendees before hitting Select so we can all see who's here.


We are recording today's webcast, and an archive of the webcast will be available.  If you prefer not to be identified in the recording, you can go ahead and skip identifying yourself now and when you ask your questions in the chat box later on.


You will listen to the webcast over your computer speakers, and if you need to adjust the volume, you can do that by adjusting the volume on your own computer, and you can also click on the audio settings on the left side of the menu bar at the bottom of your window to adjust your audio in Zoom itself.


So let's go ahead and get started.  We have an exciting webcast today.  This is the second of a two-part series focused on social media.  We're focusing on social media because NIDILRR grantees have identified social media and specifically measuring our social media efforts as a top knowledge translation need.


The first webcast in the series focused on how social media can be useful to researchers for applying and scaling up our work.  It was hosted by our sister center, the Knowledge Translation for Employment Research Center, last week and is now archived on KTER.org.


Today we're taking this conversation a step further.  We'll be talking about how you can use social media analytics and metrics to improve your accounts to better understand your target audience and create a social media strategy that fits your community's needs.


It's now my pleasure to introduce our presenter today, Michelle Stergio.  She is a digital and social marketing consultant and specializes in helping clients understand, shape, and measure their communications efforts.  Michelle, thank you so much for joining us today.  


>> MICHELLE STERGIO: Thank you, Ann.  It's such a pleasure to be asked to come and do the webinar.  


>> ANN OUTLAW: Yes.  We are very excited to have you.  So how would you like to get started?  


>> MICHELLE STERGIO: Perfect.  All right.  


So as Ann mentioned, I'm Michelle Stergio.  I have a very mixed background, and we'll just dive in.  As I'm going through, I'm going to pause on a couple of slides, and we can ask questions then or we can hold them to the end.  So let's dive in.


Much of my career has been spent between large companies, like the newyorktimes.com, condenastportfolio.com, and the New York City Economic Development Corporation and small startups like TACODA, a behaviorally targeted ad network and Krux, a cloud-based platform which helped media companies harness and use their customer data to inform website metrics and strategies.


Regardless of the company size that I've worked in, their status, their mission, one thing always held true, their social media efforts changed.  They changed to match their ever-evolving communication strategies and target audience.  It seems that every year industry-leading thought leaders pull together their best practices and predictions for the upcoming year.  This year has been no different; however, what I'm finding is that something that was old and outdated, outdated measurement, there's a new twist on it now going into 2020.


Every day we hear how public and private companies are making business decisions more quickly, collaboratively because they're using analytic tools.  Just recently I was reading a case study about the British Museum and how they increased social media engagement by 126%.  That's incredible.  Ten years ago, in 2009, the British Museum created its first social accounts on Twitter and Facebook.  Later they added accounts on Instagram and YouTube.


By 2016, demand for content from the museum's global audience was overwhelming their team's resources for creating content and engaging on social media.  In response, the museum drafted a two-year strategic plan for social media to reinforce its brand as a museum of the world for the world, while increasing engagement with its growing international audience.


The strategy set out the following three key goals: One, increase online reach and engagement; two, deliver digital-first customer service to strengthen relationships with customers; and three, identify opportunities for income and revenue generation.  Two million new followers on Twitter, Facebook, and Instagram later, they were achieving their goals.  They uncovered actionable insights and deepened their engagement.


So many platforms, but which work, what don't, and which are evolving?  Do you need to be on all of them, some of them, only one of them?  How do you know?  Social media analytics can be confusing and time-consuming.  One look at the long list of metrics available is enough to overwhelm any seasoned social media manager.


Do you know if your social media content is engaging enough?  What about your website?  Are the correct features enabled to track engagement from social media visits or measure your communication campaign so that you can make optimizations?  Before you go tuning me out and logging in to Google Analytics or Facebook Insights, it's important to know what to measure, determine which key performance indicators or KPIs actually matter to you, your team, and your leadership.


We all have heard the saying "Content is king" in the digital world from social media to websites to blogs.  We push content out to our target audiences in a variety of ways.  Often we blame a shifting and fragmented communications landscape for poor online engagement rates, diminishing growth and other communication ineffectiveness.


Content is written most likely by a single person per channel; however, content touches every department from PR to corporate communications to your social and website development team.  It's a brand asset.  Despite that, we still pursue separate agendas and metric stacks.  It's time to start smashing those silos.  Effect a collaboration across departments and functions, integrated planning, transparency between teams and shared vision for the website is what will bring success.  Take one step towards omni-channel communications by creating an integrated measurement strategy, resulting in higher engagement, higher trust, and an effective social media account and website.


So here we are.  We have all this data coming in from all these sources, our leadership is waiting for strategic recommendations driven from the data that we have available at our fingertips, but what should we track, measure, and report?  What metrics actually matter?  We may know that our E-newsletter open rate average is 6.2%, that we have 550,000 Facebook fans and 200,000 Twitter followers, and our website has 1.2 million pageviews a month.  Great.  But what does that all mean?  What does that prove?  We need a framework to align our communication decisions with metrics which define engagement in order to drive content-creative and budget and organization resource allocations without mastering the metrics that matter, we have no idea what is the most effective communication channel driving engaged users to the website, which messages resonate the best over Twitter, Facebook, or Instagram, which content campaign brought the best return last month, last quarter, or even last year, or, finally, which website features drove the most engagement.  And more importantly, should we share those out on social media or through our partners?  


It's simply not enough to be on Facebook, Twitter, or Instagram.  Followers and social media pass byers create actions that leave a trail of breadcrumbs.  Used correctly, these breadcrumbs can be a window into your target audience, allowing you to create your ideal social media strategy.  With native analytics tools like Facebook Insights and Google Analytics, you're able to get deep insights and make intelligent fact-based strategy based on how visitors arrive to your website, what campaign brought them there, and what they did on your website.  You must use these tools together to inform and draw analysis from the breadcrumbs.  Measuring cross-channel, cross-platform, cross-device, and cross-media gives you a more complete accurate picture of how your audience segment consumes and engages with your website.


I'm sure many of you have read articles or studies on effectiveness of social media and how best to measure the effectiveness of social media, and I'm sure you've walked away scratching your head.  Recently I had a conversation with a small business owner, one of my friends, and he was so confused by all the advice that he had read but more specifically what to do next.  He was trying to decide, with the limited budget and time he has, is social media worth it or does he put his efforts in content development -- into content development for his website, since we all know content is king.  While he was feeling discouraged on the surface, I don't think he was truly thinking social media was no longer worth the investment.  Instead, I think he was grappling with the what do I do first and how and what do I measure to identify the returns on social media efforts to justify the investment?  


So take this first step.  Start mapping out your measurement plan.  At the highest level, starting with No. 1, determine what your communication plan is trying to accomplish, what is the overall goal of your website, and what are the goals that support it.


Identify the ways you can measure progress to that goal, what factors combine to prove a true KPI for that defined goal.  The KPI might be a composite of many factors, but there should be a simple reliable way to track it.  Every KPI needs to be actionable, so think about the correct responses, even as you're defining the numbers.  What story can you tell with that KPI and what does it mean to the overall objective?  What does a sudden drop in that KPI mean and what are the correct steps you can take to rectify that?  And, finally, implement your KPIs, track them, and improve your communications accordingly.


So let's walk through a measurement plan that I developed for one of my clients.  Again, at the very top we see Business Objectives.  This is the main objective of the website, so in this case, it's to support states in their effort to ensure that all students have access to great teachers.


Second is your strategy.  To accomplish this website objective, the team needs to drive traffic to which parts, elements, or content of the site?  So in this case, it's to create an online communications campaign that directs website visitors to engage with the Learning Hub content, tools, and resources.  


Next are the tactics.  What needs to happen to measure success?  These are related specifically to the KPIs, so in this example, on one side you see increase referrals from social media, and on the next side you see increase engagement within Learning Tools area.


So now we look at the KPIs, which are right here, right.  So underneath the tactics, you'll see the KPIs that are related to those tactics.  In this case, we're going to increase referrals from social media, increase average session duration for users referred by social media, and increase pageviews from this audience segment.  In increasing engagement within the learning tools, we pop down and we see increase pages per session to the Learning Tools area, increase returning users to the Learning Tools, and increase resource downloads.  These are all measurements or metrics that you can find within Google Analytics.


Finally, segmenting your data is going to be critical to find those deep insights and turning those insights into actionable comprehension.  So we'll segment the data by campaign, new vs. returning visitors, site content grouping, since we're trying to drive traffic to the Learning Hub, its tools and resources, events, because the campaign is going to be out and we want to measure the downloads, and then sources and mediums.  


One of my favorite examples of vanity metrics can be found in the book and later the movie "Moneyball."  For more than a century, major baseball teams have measured a player's value by batting average, but as Jonah Hill helps Brad Pitt understand, batting average is a vanity metric.  The best KPI for a baseball player is on-base percentage.  A player can get to base either by hitting the ball or by taking a walk when the pitcher delivers four balls, pitches that aren't strikes.  Bating average accounts for only one of those factors, but on-base percentage looks at both.  Because of differences in batting strategy, two players with similar batting averages might have very different on-base percentages, but you can only score if you first get on base, so on-base percentage is a much better predictor of whether a player will score and is, therefore, a much -- much better aligned with the team's top priority, winning.


Likewise, in business, there's always a few top strategic priorities, so what metrics make good KPIs for you?  If you're trying to increase traffic from social media to the website, an obvious choice would be the number of pageviews that are driven from social media.  If you aren't careful, though, that number could really throw you off.  What if the pageviews increase but the visitor never returns or if the visitor only visits that one page and doesn't go on to visit pages beyond the landing page?  By driving pageviews to the website by visitors who aren't going deeper into the website is actually worse than if social media drove fewer pageviews.  In this scenario, it turns out that the choice of a simple pageview count is a vanity metric and not a KPI.  It looks good and sounds good, but in reality, it's doing more harm than good.  A better KPI in this business case might be pages per session that were generated by visitors coming from social media.  This number is a lot better aligned with the strategic priority of increasing traffic from social media to the website.  Don't get fooled into optimizing against numbers that are easy to measure, easy to make go up, and easy to share but not actually well aligned with the objective of the communication strategy.


So I'm going to pause here and see if anybody has any questions.  Okay.  I'm going to go on then.


So almost all social media platforms offer their own analytic platforms, like Facebook Insights, Twitter Analytics.  You can use these platforms free of charge and view metrics such as impressions, shares, likes, followers, and some demographic information; however, relying solely on these native analytics does pose some disadvantages.


Each platform calculates metrics such as reaching impressions differently, which can cause some confusion when you're trying to understand a campaign across platforms.  Years ago I had a client which was running a video campaign.  The main video was on YouTube, but it was promoted on Facebook as well as YouTube.  We wanted to drive views of the video across each platform.  The logical metric to measure against -- success against was total number of views; however, the metric alone was misleading, especially when trying to understand campaign activities across multiple platforms.  Quickly we noticed that Facebook users were viewing the video ten times the amount of YouTube users; however, that was not actually true.


After diving into the insights further, we learned that Facebook counts a view after a user watched a video after three seconds and YouTube counts views after they watch the video for 30 seconds.  The team optimized the measurement plan of the campaign to track total minutes viewed and average watch time.  We felt confident that these two KPIs would be accurate even when pulled from different analytic sources.  We also decided to start using Google Analytics to get a better handle on our KPIs.


Google Analytics is one of the best ways to learn about your website visitors.  When you combine data from your website with social media data, you'll learn exactly what type of content your audience responds to as well as the social network they prefer.  With that knowledge, you could drive more traffic and meaningful engagement while proving the ROI of social campaigns.


Google Analytics can provide you with detailed social reports, which allow you to, say, discover which social media platforms give you the most traffic, calculate the ROI of your social media campaigns, see what content works best with the social media platform, and allows you to make sure that you're pulling traffic from the right demographics with social media and so much more.


Users arrive at your website through a variety of sources, including social networks.  To fully understand which communication efforts are working or not, one of the most reliable methods to track traffic coming in is to add a UTM Tag or campaign tracking to your URLs.  Before configuring campaign tracking, you should probably understand how campaign tracking works in general and how you can best use it to track advertising referrals to your site.


Marketing campaigns are tracked in Google Analytics using UTM Tags or campaign tracking.  UTM Tags are extra bits of information that you add right here to your URL links of your online communication or advertising materials.  These include tracking parameters followed by an equal sign and a single word or hyphenated words that you designate.  When you use -- when a user clicks on the link with added parameters, the Google Analytics tracking code will extract the information from the link and associate that user and their behavior with your communications campaign.  That way you can know which people came to your site through your various communication activities.


Let's look at this example from Fresh Egg.  Fresh Egg has a monthly email newsletter it sends to its clients with links back to their website.  Adding a campaign tag of email right here to these links allows Fresh Egg to easily identify the users that came to the website from their email newsletter.


Here's another example.  This is a post from J.Crew's Facebook page.  It provides a call to action, shop exclusive collabs and more here.  The shortened URL then clicks through to a longer URL, this one here, and you can see the following information.  We see source, which is Facebook Organic, the medium is social, and this campaign tag right here, this means something to them, but all that gets broken down within Google Analytics, and you can filter and sort your data accordingly.


When you align your measurement plan with campaign tracking, you can pinpoint what's working and what's not working.  This allows the team to optimize future marketing campaigns, inform strategy, optimize your tactics, and even help reallocate budgets to campaigns that are delivering the best results.  


Campaign tracking can be confusing to set up, especially if it's your first time.  Google offers a tool that allows you to easily add campaign parameters to URLs so that you can track custom campaigns within Google Analytics.  When you navigate to the URL on the slide, right here, you'll need to fill out the form, all the required information, and Google will automatically generate the campaign URL in this area.  


So all this is great, right, but I haven't answered the question of which KPIs should you track?  Before I do, does anybody have any questions?  


>> ANN OUTLAW: And just a reminder, if you'd like to ask your questions, please chat them in the chat box to All Panelists and Attendees.  We'll give you a couple seconds to start typing.  


We have one question for you, Michelle.  Are Google Analytics available if you don't own a domain?  


>> MICHELLE STERGIO: Yes.  If you have a website and you are running a website, then you will be able to put Google Analytics' tracking code in the HTML portion of your website.  


>> ANN OUTLAW: Okay.  So you don't actually have to own that domain to do that?  


>> MICHELLE STERGIO: You have to have access to the code.  So domain ownership, that's not the important part, it's having access to the back end, to the HTML part of that website.  


>> ANN OUTLAW: I see.  I see.


So kind of related to that question, do you think that these approaches can be done by people without specialized training?  Whenever you get into code, it seems a little tricky for us who don't have technical expertise.  


>> MICHELLE STERGIO: There's aspects that are a little trickier than others.  Implementing the tracking code from Google Analytics, that takes a web developer to do that portion.  In terms of implementing the UTM code, no, you do not need to be super proficient.  If you navigate to that page, it's pretty intuitive.  You walk through and you answer the questions.  


>> ANN OUTLAW: Excellent.  And the -- the slide previous you had the URL -- the UTM Tags through Google link.  Oh, and it looks -- and someone asked for the link to that site, but Mylene was able to share that with us, so --


>> MICHELLE STERGIO: Okay.  Perfect.  


>> ANN OUTLAW: -- thank you, Mylene.  I think that's all the questions that are coming in now, but as questions come up for all the attendees, please feel free to chat them in, and I'll ask Michelle as she's going through her presentation.  Oh, wait, one more.  


(Laughter) 


Using the analytics tool in an app like Buffer, does that accomplish the same goal as doing it in Google?  


>> MICHELLE STERGIO: I am not familiar with Buffer, so I can't really draw any conclusions from that.  


>> ANN OUTLAW: Or something like Hootsuite.  


>> MICHELLE STERGIO: Oh, okay.  So Hootsuite -- that's a great question.  Hootsuite will have very similar insights as Facebook Insights or Twitter Analytics, so what happens with Hootsuite is that they have a call out to the social media platforms and a lot of that data that is just regurgitated into Hootsuite.  It simplifies you from going to Facebook, Twitter, Instagram, it just pulls it into one platform.


Once you plug Google Analytics in with it, that's when you start seeing that cross-platform performance, right, so you start at social media platform and then you start seeing where that traffic is going on your website, so you get the cross-platform insights.  


>> ANN OUTLAW: Got it.  Jean, I think that answers your question there, so if you need any clarification, go ahead and chat it in.  The it looks like those are all the questions that are coming in now, so we can continue, but, again, please, everyone, feel free to chat in and we'll ask Michelle your questions.  


>> MICHELLE STERGIO: Okay.  So now we've got the campaign set up, we're driving traffic to your -- our website, and people -- visitors are converting on assets.  The next step is to dig into some metrics and to see if what you're doing is actually working.


I like to approach the foundation of measurement in stages, first thinking about the journey that I want my audience to progress to to achieve a website's objective.  Essentially, I want to measure the impact of an experience.  Kind of makes -- it kind of sounds made up, right, but it's not.  There's actually some key metrics that you can dig into that will paint a comprehensive picture of how your visitors are consuming and engaging with your content, as well as how those campaigns, social media campaigns, influence your overall business goals.


On the screen here is a measurement funnel.  Using this funnel to begin the process of identifying your KPIs is very helpful when you don't know where to begin.  So at the very top of the funnel we see consumption.  Consumption metrics provide you with that baseline of understanding where people are landing, how long they're spending consuming your content, and what, if anything, they're doing on your website.


The engagement metrics are the key metrics necessary to evaluate how people are engaging with your content and how to improve their experience.


And finally, your conversion.  Most likely it's going to be a soft conversion, but it's still a conversion.  These metrics are your final step or the outcome you want visitors to take before they leave your website.


So let's dive into conversion.  This is a busy slide, so we're going to take a look at bounce rate right here.  These are screenshots from Google Analytics.  Google Analytics has a public demo account that I pulled this information from.


A bounce rate is a metric you want to keep as low as possible.  It indicates the percentage of users or visitors who navigate away from your website after only viewing one page.  The average bounce rate for a B2B website is a bit higher than the typical B2C website and sits around 61%.  That said, a good bounce rate for content sites fall between 40% to 60%, so if your bounce rate is in the average or lower, it's a good indicator that your content experience is doing what it's supposed to do, getting people hooked.


If you're seeing a higher bounce rate, even after optimizing your content experience, don't panic.  It may take some trial and error to determine which call to actions fit where and what copy drives most clicks.  Just make sure you're documenting every change you're making so that you have a detailed picture of what worked and what didn't.  Looking at sources right here will give you some insight into the channels assisting with the consumption of your content so you can optimize for them.


Once you dig in, you may notice people coming from different channels have different browsing habits.  For example, visitors coming to your site through organic Facebook posts may be more likely to spend longer browsing around a section while sitting at their desks enjoying their lunch as compared to visitors coming to your site through organic search and only consuming one or two assets before they bounce.  When you dig into user behavior of visitors coming to each channel, you'll be able to be more strategic about what you're putting out on those channels.  


When it comes to evaluating your content experience, engagement metrics are probably the most telling.  Presenting opportunities for engagement is an essential element of high-converting content experience.  Digging into your engagement metrics allows you to start to piece together a story of how your visitors are interacting with content, the digital assets, and enables you to start taking note of any patterns that you're seeing.  These are key metrics that you want to look at to evaluate how visitors are engaging with your content and how to improve their experience.


Average session duration is probably one of the more important ones.  Looking at the amount of time visitors are spending on your website per session is a good indicator of how compelling your content is, how well organized it is or isn't, and whether or not it answers their questions.  If you're seeing session durations of upwards of two to three minutes but you have high bounce rate, this tells you that your content is compelling, but you're not giving users an appropriate next step to continue engaging with you.


This metric also depends on how much content you have on the page, but for some campaigns I've seen session durations upwards of five minutes.  A good way to ensure that your visitors are staying engaged is by using different media formats.  Don't send people to a curated collection of eight blog posts when you could use videos, podcasts, and infographics to tell your story and keep them interested longer.


Pages per session is another really great metric.  It -- when it comes to content experiences, pages per session is a critical metric.  The whole point is to create binge-worthy experiences that will invite visitors to engage into that infinite scroll and send them through a journey that they can't tear themselves away from, right, so the more pages you're able to give visitors to engage with, the better.


Recently I was working with a client to promote their Recent Trends report.  We created an online experience and filled it with supporting content to help teachers implement strategies to address behavioral challenges in their classrooms.  Five of the assets were one-minute tip videos the team created in-house, and the rest were assets we already had on their blog.  After distributing this particular experience, we found that teachers were engaging with -- with an average of 6.74 pages per session.  Considering anything above two pages per session is classified as a win in the B2B world.  We knew that this experience was particularly impressive.  While the stream of content was very top of the funnel, we included a webinar recording for anyone who was interested in learning more.  We had the call to action linked to more content to help move the visitors further down that funnel.


Calls to action.  It's a fact that most visitors won't make it through an 800-word blog post.  So many times we have placed a video or other call to actions beside and throughout body copy.  If you've used event tracking through Google Analytics for each of these placements, you would be able to identify each asset they're engaging with most from a particular channel.  Looking at call to action clicks vs. actual conversions will give you an idea of if and where your visitors are dropping off before they get to, say, a gated asset.  If you're seeing a low click-through rate, try spicing up your copy and creative.  If you're seeing a high click-through rate but a small number of people actually converting once they've landed on your asset, you'll want to look at the experience on the page.


Is it clear what the user is getting and how they're receiving it?  Are there too many forms or -- yeah, are there too many form fields?  Is your page layout too busy?  Does your landing page have too much information on it?  All of these can be -- could contribute to why someone is clicking on your call to actions but not actually converting.  Determining which one will involve some experimenting.


Conversions.  Ah, conversions.  Everybody wants to see conversions.  Impressions and clicks are great, but driving visitors to complete a goal, that's what we're here for, and isn't that what they're looking for?  Maybe we want people to fill out the form on a gated piece of content, subscribe to emails, register for webinars so that we can continue to communicate with them.  There's a number of factors that could be standing in the way of your content experience and a solid conversion rate, ranging from not having direct enough ask to making the journey between a landing page and filling out the form too complicated.  As communicators, we put in a lot of effort to bring audiences to our site.  We need to focus on providing a content experience to keep them there.


It's a good rule of them to ensure your content and teams are aligned when it comes to expectations around the percentage of ideal visitors you can reach and engaged with via each channel.  With social and organic search as distribution channels, it's likely that you will have a high ratio of unfit visitors because the outreach is less targeted, but for paid channels you should be aiming to reach a more qualified audience.  The purpose of marketing attribution is to tie conversions to channels and engagement with visitors -- with a visitor's journey.  There are a few different types of attribution models, the most common being first touch, last touch, and multitouch.  Your organization may decide go with one or more of these approaches, but it's good to know how each will impact a visitor's conversion and how it's credited to your activities.


First touch attribution is actually what it sounds like.  It provides credit to the first communication or marketing touchpoint.  Applying a first touch attribution model means that top-of-the-funnel activities like social media posts, paid searches, or emails will receive 100% of that communication goal.  This is the most common and most likely the attribution model you're using today.


Last touch is exactly what it sounds like, the opposite of first touch.  Last touch attribution assigns 100% of the communication goal credit to the last marketing touchpoint before the goal was completed.  Say someone is highly engaged with your content, clicks on all the emails, reads all the blog posts, but watching a video is what pushed them over the edge to filling out a form to download an eBook.  The video event will get 100% of the attribution.


Multitouch is different than the other two in that it assigns a share of the credit to multiple touchpoints.  There are countless ways to approach multitouch attribution based on the number of touchpoints along the visitor's journey to complete the goal.


So I'm going to stop here for a quick second.  Any questions before we do the final bit?  


>> ANN OUTLAW: Let's see.  Any questions?  Please chat them into the chat box now.


Kathleen has defined "gated content" for us.


Another participant asked if we will be archiving this webinar, and we will be.  We'll send it to -- the link to all who registered once it's archived.


I had one question for you, Michelle.  It was a few slides back.  When you were talking about some are not direct enough asks, can you define that and maybe give an example of what would not be direct enough and then what would be direct enough?  


>> MICHELLE STERGIO: Sure.  So a lot of times will -- a client will have a communication plan.  Let's take that Learning Hub example from the beginning of the presentation.  We want to drive traffic to a resource -- a particular resource in the Learning Hub.  We put that in the Communications Plan and we put it in the content on social media.  Once they get to the website, we want to make sure that that ask still follows that customer or that visitor to the website.  We want to make sure that if that's going to be the -- if that's what we're promoting at the time that we serve up a video along with the content, or if the video is what's behind a gated ask, right, that there's, like, a click button or a link that takes you to that video.  We want them to know that that's what they're going to do.  That's part of the customer journey.


And then after they complete that video, we're okay with them leaving the website after that point because they've completed what we wanted them to do.  So the direct ask really is all about making sure that as somebody is navigating or taking the journey through your website that they understand what you want them to do, and instead of being passive by not showcasing it, say, on the right side of the website or down at the bottom, as suggested -- other suggested content for them to consume, that right there in the content that they're reading that you say, check out this video, click here.  Be very up front.  


>> ANN OUTLAW: I see.  So it's not like hiding the milk in the back of the grocery store to get you to go through all the other aisles to pick up things you don't want?  


>> MICHELLE STERGIO: Yes.  Yeah.  


>> ANN OUTLAW: Got it.


Another question came in, and it's asking for are there best practices for deciding what content to gate or not?  


>> MICHELLE STERGIO: That's a great question.  I think it does depend on your business and business model and the objective of the website.  Most of the -- most of the folks I've been working with recently are content-specific websites, so, you know, they don't really have anything to sell necessarily, but they have tools and resources that they want to pass along to the visitors.  I would take a look at those tools and resources and find out where you could layer that gate.  Sometimes it's a piece of research that you tease up, but you -- that you wrap around, say, a request for email addresses or a phone number.  Certainly, webinars have that gated content.  Any webinar I would highly suggest putting that around.  Deep research that you feel is super valuable, I would probably do that as well.  


>> ANN OUTLAW: Definitely.  Thank you so much.  


>> MICHELLE STERGIO: Sure.  Okay.  So challenges in measurement.  There's hundreds of social media metrics that can be analyzed.  We've talked about how to narrow down the metrics to make sure that they are KPIs that are specific, measurable, actionable, and relevant, but traditional KPIs alone cannot fully track the tone, perception, and nuances within your social media conversions.


Today we can combine credentialed account insights from Facebook, Twitter, or Instagram along with social listening, and the results can have positive effects on how you make decisions for your target audience.


Social media intelligence goes beyond just listening.  It uncovers your audience's needs and wants and allows you to address them.  So what's the difference?


Social media monitoring refers to the tracking of various owned and credentialed social media accounts, those metrics, conversions, topics, and keywords.


Social listening explores the real discussions related to your owned social media accounts.  It can uncover insights by allowing you to learn who's doing the talking about your account, what they're saying, where they're saying it, what channel, and it allows you to explore the variety of elements related to your engaged audience, whether good or bad.


Social intelligence takes it one step further.  It can combine the knowledge of social monitoring with social listening so that you can listen even more carefully to uncover influencers' overall opinion and sentiment.  Through topic and keyword scans, you can learn what your share of voice is within a particular conversation.  For example, if you are evaluating Twitter and Facebook, trying to figure out which platform is the best one to be on, you might want to learn the total conversation on each of those platforms, the volume of posts, and your share of voice, both volumes and mentions, to determine where you're missing out on conversations and turn that into an opportunity.


Look deeper into your social media analytics and go beyond just vanity metrics of the likes, comments, and shares.  Go beyond the integrated Google Analytics data.


Utilizing social intelligence allows you to perform ecosystem analysis to drive effective strategies.


Conduct topic positioning analysis, which is a scan of the online digital environment using keyword topics -- or excuse me -- keywords key topics.  This might uncover problems, audience pain points, or possibly some underlying challenges that can drive new content development or a new website journey.  You can conduct influencer research and uncover key influencers, emerging issues, topics, terminology driving conversations.  Discover the channels propagating the conversation and explore the endorsers and the critics.


Over time, sentiment and conversations, topics, influencers, they all shift, so past performance analysis is another way to do an evaluation.  With social media intelligence -- with a social media intelligence platform, you're able to see those trends and evaluate if past and current efforts are meeting the objectives and goals.


Traditional KPI analysis focuses on metrics that are specific, measurable, actionable, and relevant, like we've said.  These are just data points.  Historically we've overlooked the feelings and emotions of our target audience simply because it was difficult to quantify.  With so many people sharing their thoughts and feelings on social media, it is time that we took a pulse of how people feel about products and services.  Sentiment analysis is the process of retrieving information about a consumer's perception of a product, service, or brand.  Sentiment analysis looks beyond an audience or demographic that is responding to an issue or a message.  Instead, it evaluates the tone or sentiment associated with that response.  Is it positive, negative, or neutral?  


The human language is complex.  Analyzing the various grammatical nuances, cultural variations, slang, and the spellings, all that that occur in online mentions is a difficult process.  To tackle this, many platforms have turned to artificial intelligence to help decode these nuances.  There are many applications for sentiment analysis.  Utilizing sentiment analysis is beginning to be widely adopted by organizations across sectors and the world.


(Dog barking) 


For example, the Obama administration used sentiment analysis to gauge public opinion to policy announcements and campaign messages ahead of the 2012 Presidential election.  Being able to quickly see the sentiment behind everything from foreign posts to news articles means being better able to develop strategies, optimize tactics, and plan for the future.


While it is difficult to speculate how mature sentiment analysis is and how it might evolve in the future, there is a general assumption that sentiment analysis provides value in truly understanding and capturing a broad range of emotions that a human's -- that humans express in their written words.


The insight that can be gained from large data sets -- think millions of tweets -- overshadows the concerns about reliability at the granular level, a single tweet.


Every year chiefmartec.com releases an updated version of their infamous slide in marketing, The Marketing Technology Landscape, at their spring Martec conference.  Looking at the whole super graphic will make your eyes glaze over and head spin because there are over 7,040 marketing technologies.  For perspective, when Chief Martec released its first marketing technology landscape graphic back in 2011, there was approximately 150 companies.  By 2015 the graphic grew to include approximately 2,000 marketing technology companies.


The marketing technology landscape and super graphic catalogs companies within the advertising promotion space, commerce and sales, content and experience data, data management, and social and relationship.  Within the social and relationship category is where we find social media marketing and monitoring tools.  This graphic here shows 321 different companies in the subcategory landscape, so as I begin to close out 2019 and head towards 2020, it might be a good time to tweak your communications and measurement strategies and arm yourselves with a few new tools.  Choosing the correct tool for your social monitoring, your social listening, and social intelligence efforts can have a positive effect on reach, engagement, and landscape analysis.  I certainly have my favorites, but it truly depends on what you're looking to achieve, your commitment level, and your budget.


So on that note, I thank you for having me here.  I have my contact information on the slide here.  Please feel free to reach out to me with any questions, and I think we can open it up for questions.  


>> ANN OUTLAW: Great.  Thank you so much, Michelle.  You've provided so much information for all of us.


We have one question that's come up.  What would be your top five favorites of the free tools that you mentioned?  


>> MICHELLE STERGIO: So for social intelligence?


>> ANN OUTLAW: Sure.  


>> MICHELLE STERGIO: Okay.  So a lot of the social intelligence tools are paid, so you've got Crimson Hexagon, you have Simply Measured and -- oh, I don't know.  There's so many.  


>> ANN OUTLAW: Putting you on the spot.  


(Laughter) 


>> MICHELLE STERGIO: There really are so many, and honestly, it does very much depend on what you're trying to achieve, so Crimson Hexagon, for example, one of the tools that I use a lot, they have historical data because sometimes my clients want to look at the historic view; whereas, SEMrush is another tool that I use, has social media and it combines your website data together to give you a nice, you know, combined view of what's happening online.  That's a great tool too.  So I use them differently and for different reasons, so it didn't really answer the question, but it really does come down to what is it that you're trying to do.  


>> ANN OUTLAW: Definitely.  Thank you -- thank you so much for this informative presentation.  We have one question.  We just have two minutes left, so I was wondering if you could give a brief answer to this question.  Is there a way you recommend setting your goal KPIs or key performance indicators?  


>> MICHELLE STERGIO: So I would -- I would go back to the Measurement Plan that I showcased here.  I really feel that that -- walking through those questions will drive your key performance indicators because they have to align with the tactics.  You've got to figure out what it is that you're trying to do, and to do that, what elements of your website need to go up?  


>> ANN OUTLAW: Right.  Right.  And as a reminder to the participants, the 508 PDF of the PowerPoint slides was included in the email for you to find the link to today's presentation.  We'll also host it on our website shortly, so if you'd like to have more conversations about that, please go ahead and give us a call or you see Michelle's email's on the screen.  You can email her directly.


Thank you so much, Michelle, for your time today and for preparing for the past few months.  We really appreciate this presentation.  


>> MICHELLE STERGIO: No problem.  Thank you again, and please, any -- you know, feel free to reach out.  I'm always here to help.  


>> ANN OUTLAW: Thank you.  And I'd also like to thank our KTDRR team, specifically Felice Trirogoff and Ariana Hammersmith,  for their hard work in preparing for today.  Thank you both, ladies.


And before we close, I'd like you all to fill out a brief evaluation form for this presentation.  You can find a link in the chat box, and if you registered today, the link should be in your email inbox later this afternoon.


And if we didn't get to your question, you may ask your questions to Michelle on this evaluation or you can email us at the email on the screen at ktdrr@air.org.


And finally, I'd like to thank you all again for listening today, and we appreciate the support of NIDILRR to carry out today's webcast as well as our other centers' activities.  Thank you, everyone, and have a good day.  


(Session concluded at 3:00 p.m. CT) 
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