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Polls
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1. | have defined goals for social media

2. | regularly report on progress towards my goals

3. | use data to decide future activity
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Should NOT be All About You

74 % LL ABOUT MOT:

When asked how nonprofits engage their

communities with social media, most (74%)

report using social networks as a

megaphone-announcing events and activities
and sharing organization-centric info.

Only 53% however, actually follow the best
practice of posting issue-centric content to
establish thought leadership in their nonprofit's
areafs) of focus.
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Social Media Tips

It’s a Conversation

30 % about you
70 % about topic, clients, etc.

Ask Questions: ? vs. . = 2x engagement
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A PROBLEM SOLUTION IMPACT COLLABORATORS ACTION

Tips
Slum: (’slem) - n:
A place of hope,
opportunity & action

Get Visual

Watch for FB 20% text rule

Share Pair

One Improvement
To Our

Website or

Social Media
Basics

www.johnkenyon.org



Measuring Social Media Success
John Kenyon
May, 2014

Data Focus

How can |
define and create
measurable outcomes?

How can | make
data-informed decisions?

Measurable

Set

Define OBJECTIVE

Try STRATEGIES
& TACTICS

MEASURE progress

ADJUST

Goal

Mission - #EndHomelessness

Strategic Goal - Keep The Conversation Going

Comm Goal - Participate in existing conversations
Focus on sharing client stories
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Strategies | Tactics

Client-centered storytelling

Mine data on past activity for what works,
do more of that

Focus content - Content theme by month

Include visuals, request to share

Audience Activity

URE

1=
[emn | ee] [ [ @]

Analysis Categories ;t ""

Applause Rate - FB Likes, Twitter Favorites

Conversation Rate - FB Comments, Tw Replies

Amplification Rate - FB Shares, Tw Retweets
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Activity

Which Are You Measuring?
What’s One Measure You Could Add?

Define Audiences !‘frww ==

Primary/Highest Value q

Secondary T

Tertiary

Other

Measureable Objective

By X date:

X Number of Posts with Comments

X Number of Comments per Post

X Number of Posts Shared

Can be number, % increase, other
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Toolbox

Monthly Report
Quarterly Review
Editorial Calendar

Culture of Content Generation

Flickr photo: See-ming Lee

Monthly Report

Top Content:
Unique Website Visits
Email Clicks

Social Media Engagement

Review Trends Quarterly

Flickr photo: See-ming Lee
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Content

LIGHTBOX ABOUT WEWORK WE

Become Your Own Publishing Powerhouse with LightBox
Collaborative's 2014 Editorial Calendar

Tho 2014 LightBox Collaborative Editorial
Calendar has arrved!

we first launched ou

Editorial Calendar
http://www.lightboxcollaborative.com/2014-editorial-calendar
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Content

Give

wan DD
Inspire s M

Content Generation Culture

Management Support

Coaching & Feedback

Clear Assignments - Tie to Editorial Calendar

Nagging
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Track website, email + social media metrics

Metrics -

Focus on what content is popular/not

Review quarterly, adjust strategy & goals

Set benchmarks, try tactics to get there

Website

a4 Ce - 9
Audience Overview Feb 3, 2013 -Mar 5, 2014
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eNonprofit
Benchmarks

Your Own Metrics are More Important
Interesting to Compare
No True Industry-Wide Benchmark

Share Pair

Your Objective & Audience

How Will You Measure That?

Review

Website

Integration

Tracking

Trends not Snapshots

Flickr photo: LeoL30

Learning Loop
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Resources
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A suotegic Guide
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Analytics

Social Mention

Sprout Social

Sparkwise

Simply Measured ‘

Question & Discussion
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