NJHC

Social Media Workshops

customized for the

New Jersey Historical Commission

Presented by
Rachel Dukeman

www.rrcreativegroup.com P:215-271-0864
CREATIVE Rdukeman@rrcreativegroup.com

7 am)
Twitter.com/rrcreative f Facebook.com/rrcreativellc

Agenda

Introduction: Social Media and Nonprofits ;
From Facebook to Pinterest: An Overview of Social Media Sites
Determining Which Social Media Site is Right for You

LUNCH BREAK
Digital Marketing Best Practices
Content Generation
Measuring Impact and Implementing Metrics

Questions and Conclusion

It’s Opposite Day

More Mandates

Write down 2-3 things you want to
get out of today.

Or.... Tweet it using hashtag
#NJHist2016

Or to me at @RRCreative

WWW. rrcreativegrou p.com
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My Mandates / Goals

1. Change the way we think about digital media.

2. Customize a social media / digital media
foundation for you.

3. Prove that digital media marketing is ideal for
historic nonprofit sites.

What is marketing?

Let’s change the way we think about
digital media marketing...

And, if you planned the whole thing, that's Marketing!

WWW. rrcreativegrou p.com

Public
Relations

Promotions Publicity

Marketing

Retention
Strategy

@RRCreative #NJHist2016

Advertising

4/6/16
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Traditional Marketing Involves....

Newspapers

Billboards

@RRCreative #NJHist2016

Social media is a form of

communication.

WWW. rrcreativegrou p.com

The operative word in Social Media
is SOCIAL

i
t/ﬂ\»

@RRCre

4/6/16
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My audience doesn’t

use social media.

Facebook — 72% of adult internet users
62% of entire adult population

Usage continues to be especially popular among
online women, 77% of whom are users.

In addition:

* 82% of online adults ages 18 to 29 use Facebook

* 79% of those ages 30 to 49
* 64% of those ages 50 to 64
* 48% of those 65 and older

29

It’s not worth it.

6

People
March 1 - March 7

Women 35-44

Largest Audience (32%)

Mobile Devices

Most Common Device (82%)

Actions on Page
March 1 - March 7

0

Total Actions on Page 4 0%

Reach
March 1 - March 7

727

People Reached a 110%

86

Post Engagement v 35%

Videos
March 1 - March 7

3

Total Video Views v25%

VNI

WWW. rrcreativegrou p.com
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We don’t have
the budget.

I’ll have an
intern do it.

06

WWW. rrcreativegrou p.com

Get More Likes See Likes

n Boost Your Page for $5
L (3 N

Reach even more people in
Philadelphia

o

* Social media is NOT ENTIRELY free...
but it's not expensive.

* How do you communicate with your donors,
participants, board members? How are they
communicating with each other?

Are you sure you have the budget not to?

Social media is a FORM of communication.

‘lLoI, wuzgr82cu?2
- but omg gtg ttyl!

4/6/16
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The technology is
too difficult.

But what if | get
negative responses?

06

www.rrcreativegroup.com 6
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“By failing to
prepare, you are

preparing to fail.”

~Benjamin Franklin

@RRCreative #NJHist2016

Introduction
to Social Media and Nonprofits

Definitions

27] o age
s "*1:?"”. ’I’i’?‘o,l'lil;f; Deﬁ nitions

« Digital Media: Digitized content (text, graphics, audio,
and video) that can be transmitted over internet,
computer networks and digital devices such as tablets,
laptops, smart phones, etc.

* Social Media: Internet-based applications that share
information amongst users, |IE: Facebook, Twitter,
LinkedIn, etc.

@RRCreative #NJHist2016

€
enmiy Lg. - Definitions

* Blog — A “web-log” of chronological entries by a
company or individual, in the fashion of an online
journal.

* Meme is "an idea, behavior, or style that spreads from
person to person within a culture". Often mimicry. An
Internet meme may take the form of and image,
hyperlink, video, or hashtag.  IE: Planking.

IE: The Ice Bucket Challenge

@RRCreative #NJHist2016

WWW. rrcreativegrou p.com
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NWHP @officiaNWHP - Mar 4 /

#onthisday, #JeannetteRankin (R- #Montana) took her seat as the first female
member of #Congress #womeninpolitics

Hey girl,

You should come

FOURISCOREAND
SEVENMEARS AGO

Are you the Great War? Because you
must leave men my age devastated.

AWFULMEMESEVERYWHERE

From Facebook to Pinterest:
An Overview of Social Media Sites

WWW. rrcreativegrou p.com

CEaNAB RS
@ﬁ m oe
~INESY <) t e fu=l®

4/6/16
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Review the following sites:

1. Facebook
2. Twitter

3. Pinterest
4. Instagram

5. YouTube

You 6. LinkedIN

Facebook

72 % of adult internet users / 62% of the entire population.

Facebook Demographics Courtenay Wilson and Margaret Chew Barringer shared The Huffngton Posts
Among internetusers, the % whouse Facebook video.

Intemet users
Total 72%
Men E
Women jad 3 5 )
it Nor apanic 7 H
L o 1S ATON OF TRASH
o il ING IN THE PACIFIC OCEMNG
1829 82 V > g s
3049 79
5064 [
65+ 48
High school gred or less 71 prpep—
Some callege 72
College 2 T sen Fest s Paoy
Lessthen $30,000/yr i e lagest ocean cleanup n istory will begin by 2020, and a 21-year-old isleading
$30,000-549,999 72 the way.
$50,000574,999 &6
575,000+ 78 H Courtenay Wilson shared The Huffington Post's video.
Troan 7 2hws- 20
Suburben = &k W Comment 4 Share
Rurel 67

- ©0s
PEWRESEARCH CENTER By v acommen

Pinterest

31% of adult internet users / 26% of the entire population.

Pinterest Demographics

Among internetusers, the % whouse Pinterest

Intemet users @ | search
Total 5%
Men =
Women 44
White, Non-Hispanic E3
Black, Non-Hispanic (1-55 23
Hispanic 32
129 37
3049 36
5064 2
65+ 5
High school gred or less % Folow board
Some college: 37 Mo o rends 3
College+ 31 [y ——
Lessthen $30,000/yr 2% Invt rionds o Pntarsst o ime?
$30,000-54,999 37 = ‘ ’
$50,000.874,999 4 Qe
$75,000+ 30
Urben %
Suburbsn 34
Rurel 31

PEWRESEARCH CENTER

WWW. rrcreativegrou p.com

Instagram

28 % of adult internet users / 24% of the entire population.

Instagram Demographics

Among infernetusers, the % whouse Instagram steelponywear [Frouon
Interet users =8

Total 2o Ty e

Wen 24 S2poss  ZGlolowers O foloving

Women 31

White, Non-Hispenic 21

Black, Non-Hispanic (155 a7

Hispanic 38

1829 55

3049 28 4 {

5064 1 ;

65+ 4 ~

R = 4_3, .

Some college 32

College+ 26

Less than 530,000/ 26

$30,000-849,999 27

$50,000674,999 30

75,000+ 26

Urben 32

Suburben 28

Rurel 18

ch Center, March 17-April 12,

PEW RESEARCH CENTER
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Twitter

23 % of adult internet users / 20% of the entire population.

“Qrhomo b Momanis 4 Notiiosions | Messagos v Seen T

Twitter Demographics

[l wnarsnappening? a
Among internetusers, the % whouse Twitter i e

Intemet users [———
Tt 2% RAR Creative, LLC @ Foxo s
o [se—
e 2% e QR e pescotee oo e s ey s
Women 21 sa7
White, Non-Hispanic 2 s
Bleck, Non-Hispanic. (1-55 . . [ e
Hispanic 28 S dpoeg Losa i rd Wason. $SH b ea/1RC53
29 2
3049 29 i
s084 IBM@SXSW
65+ 6
Figh school gred or less »
Some college 23 )
College 27
Lessthan $30,000/%r 21
$30,000549,998 1
$50,000674,999 2
$75000+ 26 -
Urben e
Suburban 2 =
Rural 5 -
ce:Pew Merch 17+ 25K o .
PEWRESEARCH CENTER
& Pt X

LinkedIn

25 % of adult internet users / 22% of the entire population.

LinkedIn Demographics
Among internetusers, the % whouse LinkedIn

Internet users.

2] £ —
Men 26 @ Rachel Dukeman 5 EPar IO 5 v ke i
e o = pr— g
Sl N Hipaic 2
1829 22 Fom Gl d on h
e = E S——— iy e
e 2 SR = [
65+ 12 #unghotofriday. The bas caplion wins a Line Up pen! Good huck and have an amazing -
High school grad or less 9 — i
Somecoleee »
coeger w -
e = B =
ss0000845359 2
$50,000-574,999 32 About Help Fesdback Privacy & Terms -
s7s000- “ Tt
s =
Nt empioss M
Ui =
suten o psr————
el M emm——
i =
T .

PEWRESEARCH CENTER

Social Media = Social Networking

Sara Cureton 2

Director, New Jersey Historical Commission at NJ Department of State

Greater iphia Area
m Send Sara InMail | ~ How You're Connected
[ https:/mwww.linkedin.com/in/sara-cureton-8932b83b You

a Matthew Pisarski, AICP, PP

and 2 more connections in
common
Get introduced »

Matthew Pisarski, AICP, PP Type a name

Matthew, can you introduce me to Sara?
Sara Cureton

B & [E O pressentertosend

WWW. rrcreativegrou p.com

Pinterest and Instagram Usage Doubles Since 2012, Growth on Other Platforms is
Slower
% of online adults whosay they use the following social media platform, by year

Facebook Pinterest Instagram Linkedin Twitter

28
23 23
|

13 14 '15 12 ‘13 '14 '15 ‘12 '13 '14 ‘15

4/6/16
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Hardware Requirements

Software Requirements

Photoshop 8[6

CS6 /0

l'

How do you know how
much or often to post?

WWW. rrcreativegrou p.com

Activity
Step One Step Two
* On a piece of paper, write * Stand up! And we’re going
down the number of social to line up in order of
media posts per day you highest to lowest guesses.

think are appropriate for
the given site.

2

2A

(o @

4/6/16
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5 e RESPONSE BY TWEET FREQUENCY
,,,, — 0:08 a.m. and 3:04 p.m- St
ot r day, seven days a week, 1 '
F.aceb;o‘(_ 12ﬁtr1nr2e;eﬁeday, 8:14 a.m., N0 weekends o weekends i
LGmke‘er; Zﬁmesperday,9:03a4m.and7:04p.m., !
e
°%8 AU E 25001
S S =
ol o
=
E 1,5004
GoOGLE+ @ 1,000
Bledict ¢ 1 2 3 45 67 810 11-15 1620 21-30 31-50 51+
NUMBER OF TWEETS PER DAY
e 2 ;ACEBOOK Retweets Per Day 1 Retweets Per Tweet M Response Score i—
Repeat. FACEBOOK 7 i
o H V24
That seems like a lot...
* Small organizations post much less frequently.
* Consider a specific campaign.
* Use a social media management tool. Social media is a form of

communication.

PLAN. PLAN. PLAN.

(Grumpy Cat Pop-up)

www.rrcreativegroup.com 12
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Determining Which Social Media
Site is Right for You

Checklist

AUDIENCE
Donors, Program participants, neighbors
“ Text amount, photos, video, custom graphics
W Frequency, response time, equipment

Who will write, on what, which photos, video, etc.
@RRCreative #NJHist2016

Brainstorm...

| run a historical society.

* Looking to reach Parents of School Aged kids
* Have mostly text and photos to use

* Can only post 3-5 times per week

* Has 1 full-time staff member

A‘a BE C

Brainstorm...

| run a historic house and grounds

* Target audience is Millennials

* Am extremely photogenic

* Very little capacity for creating content
* Run by retired volunteers

An B C

WWW. rrcreativegrou p.com

4/6/16
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Brainstorm...

| run a county office of culture & heritage
* Need to cultivate new board members
* Have mostly text and photos to use

* Can only post 3-5 times per week

* Has 1 full-time and 1 part-time staff

‘6 'm 8

Checklist

U Core / target audience:
U Format of content available:

U Content Plan
U Who:
U How often:
U Message / tone / content:

U Capacity for creating / sending content:

@RRCreative

#NJHist2016

Return from Lunch

Write a brief thank-you to someone
who enabled you to attend today.

WWW.rrc reativegrou p.com

THE INTERNET IS FOR
THE INTERNET IS FOR

4/6/16
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Agenda

¢ Introduction: Social Media and Nonprofits

* From Facebook to Pinterest: An Overview of Social Media Sites
* Determining Which Social Media Site is Right for You

LUNCH BREAK

* Digital Marketing Best Practices _

¢ Content Generation

* Measuring Impact and Implementing Metrics

* Questions and Conclusion

Activity

Step One Step Two

There’s someone at the door. ¢ What did you write? What if
that person was vegan?
What if they didn’t have
access to a store where that
food is available?

On a piece of paper, write two
reasons why that person
should try your favorite food.

Talk to them...

Which was easier: Writing the Thank You note to someone specific or....
convincing the stranger at the door to try your favorite food?

@RRCreative #NJHist2016

WWW. rrcreativegrou p.com

Buyer Personas 101

What you need to know.

4/6/16

15
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b ex:"ﬂl; ”lb'o)l'gi Definitions

* Stereotype

a widely held but fixed and oversimplified image or idea
of a particular type of person or thing.

* Archetype

a very typical example of a certain person or thing.

#NJHist2016

@RRCreative

@RRCreative #NJHist2016

@RRCreative #NJHist2016

WWW. rrcreativegrou p.com

Profile

* a concise biographical sketch

4/6/16

16
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Buyer Persona

: a semi-fictional profile representing your target

Audience (s) based on real data from your existing

and potential audiences.

@RRCreative #NJHist2016

Gather Data
» Search online for completed research.

* What questions do you have? What do you
need to know?

* Interview different people who fit the profile.
— Talk to them. What makes them tick?
— What are their barriers to participation?
— What do they do with their time? Money?

p

WWW. rrcreativegrou p.com

How Do | Build a Buyer Persona?

Pick a specific Find census data,
demographic / Interview people
psychographic who fit profile

Combine
research to
create “Persona”

@RRCreative #NJHist2016

Psychographics Demographics

PERSONA

Geographics

Behaviors

@RRCreative

#NJHist2016

4/6/16
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Demographics
* Age

* Occupation

* Education

* Marital Status
* HHI

@RRCreative

e Children (#, ages)

Interview Questions

Psychographics

What does a typical day look
like for you?

How much time do you spend
at work and at home?

What do you do for fun?

Who are the people in your life
that are most important?

What type of vehicles do you
own and why?

What do you watch on TV?

#NJHist2016

Interview Questions

Behawors

Where do you get
information?

What social media
platforms do you use?

Do you read media?
Where do you prefer to go
shopping?

What is the deciding factor
when making a decision?
(Price, convenience, etc.)

@RRCreative

Barriers / Pain Points

g\/hat is the most frustrating part of your
ay?

What regular activity do you find stressful?
What makes you nervous?

What is your least favorite part of your job?
What is the worst job you can imagine?
What do you worry about?

V\Qat accomplishments are you most proud
of?

What are the top three things on your
bucket list?

#NJHist2016

the interview.

you just chat.)

@RRCreative

* Pick someone you feel
comfortable talking to...

— Or have someone who is
comfortable with them do

* Use the questions as a
guide, but have it be a
conversation. (People are
more willing to open up if

Tips for Interviews

* Do a practice interview.
For real.

* Talk to someone who is
not a current user.

* Find them on Social
Media or by Board
Recommendation. 7~
R

COMBINE DATA

@RRCreative

* What was consistent?
* What surprised you? Were there outliers?
* What real quote piqued your interest?

Real
Data

Build
Persona

#NJHist2016

WWW. rrcreativegrou p.com

4/6/16
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Finished Persona

Persona name: Artsy Anna (Young Urban Creative)

Background: Anna is a 24 y/o single gal, living in a city or near one. She’s finished college and
commutes to an entry-level job. In her spare time, she’s busy planning her life and life’s adventures.

Demographics: Female, early twenties to thirties, earns $30-$40,000 per year. She’s single, perhaps
dating, but hasn’t started a family (yet).

Identifiers: Anna has an adventurous spirit. She enjoys travel, art and music. She thinks of herself as
carefree, but likes to plan and make lists. She likes being organized, which balances her personality
when she gets anxious and flaky. She’s still very connected to her family (sometimes even receives
financial assistance), but is ardently asserting her independence. She was raised in the comfort of
the suburbs but is enjoying a creative urban lifestyle. It is more important to her to make a
difference than a ton of money. Her looks and appearance are important to her. She does yoga.
She’s dating. She goes to art openings and concerts. She wants to look trendy, but original and in
achieving originality she adds vintage and one of a kind pieces to her wardrobe. She uses Twitter and
Instagram, and uses a tablet.

Goals: She wants to “live clean” by eating well, exercising, and using sustainable products. Being
socially and environmentally conscious is important to her. She wants to find a life partner — unsure
about kids at the moment — priorities are focused on living life to its fullest.

Con’t

*  Challenges: Money is a big challenge for Anna. While she doesn’t have many responsibilities (kids,
mortgage, etc.) She still has student loans and she pays a lot in rent so she can have the
apartment that affords her a chic lifestyle. Another major challenge is depression. A child of the
90s, Anna grew up being bombarded with images of very thin supermodels and holds herself to
high ideals. Aiming for perfection, Anna can only come up short. Because of this she suffers from
depression, which she channels into her art as both a form of expression and therapy. It also
means she also thrives in doing things / buying things that make her feel good about herself.

*  What we can do: Appeal to her sense of fashion and desire for unique pieces to add to her
wardrobe. Accentuate the figure flattering aspects of the clothing. Also talk up the movement-
friendly aspects (straight from yoga to happy hour, etc.)

*  Real Quotes: “I do own a lot of XYZ Brand, but much of it | got at Buffalo Exchange [second
hand].”

*  Common objections: Price. She’ll spend money on quality pieces for a special occasion, but looks
for deals for everyday clothes.

*  Marketing messaging: Quality and versatility.

*  Elevator pitch: Boho chic apparel that is sustainably made will be great investment pieces no one
else has.

Potential Buyer Personas

For New Jersey Historic Sites

etire Hispanic
Volunteer Family Leader

Gen X Hipster
Entrepreneur Student

WWW. rrcreativegrou p.com

Brainstorm...

Create a Persona
1. Think of someone who

represents your target Psychographics Demographics
audience.
PERSONA
2. Addafew

characteristics in each
category that describe
that person.

Geographics Behaviors

@RRCreative #NJHist2016

4/6/16
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Now you know WHO to talk to...

Let’s figure out what to say!

Use your “Buyer Personas”

Viothers w

school-aged kids

upurba DADYV
Boomer

* 18-34y/o * 30’s -40’s two e Listens to NPR

¢ Practicing working ® Appreciates
Artists parents quality and

« Self-discovery * Family value
focus Education « Challenge is

e Challenge is focus “Small town”
money ¢ Challenge is perception

time
@RRCreative #NJHist2016

Use your “Buyer Personas”

oung Uroad VIO e W ubDuroDa DADVY
school-aged kids Boomer

Communication Strategy

Audience

Young Mothersw/  Suburban
Urban school-aged Baby
Creatives kids Boomer

@RRCreative

® Tone is artsy, e Tone is e Tone is
DIY, hip. informative, professional,
e Slang is ok. authoritative. formal.
* Content can be ¢ Content can be ¢ Content
trendy, edgy. funny, stress- should be
relieving. classic.
* Create how- ¢ Write articles.
to’s.

#NJHist2016

Channel Instagram Facebook Email
N Twitter Blogs Facebook

Creativity
Drama. for the
Unscripted. whole
family.

Message

@RRCreative

Talent at
your
doorstep.

#NJHist2016

WWW. rrcreativegrou p.com

4/6/16
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2. Incorporate your social media

into your strategic plan.

Into Fundraising.

Into ALL Marketing.

Into Programming.

#NJHist2016

www.rrcreativegrou p.com

1. Be Consistent.

Consistent tone.

Consistent messaging.

Consistent timing.

#NJHist2016

3. Brand your material.

So it leads back to you.
So you can track it.

So it’s consistent.

#NJHist2016

4/6/16
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4. Implement Metrics.

Track.
Measure.

Adapt.

#NJHist2016

5. Be Relevant.

Relevant to your mission
Relevant to trends.

Relevant to your audience.

#NJHist2016

Remember that Social Media
is a form of communication.

How people are communicating.
Socializing.
Gathering information.

#NJHist2016

Agenda

Introduction: Social Media and Nonprofits
From Facebook to Pinterest: An Overview of Social Media Sites

Determining Which Social Media Site is Right for You

LUNCH BREAK

Digital Marketing Best Practices
Content Generation ‘_J
Measuring Impact and Implementing Metrics

Questions and Conclusion

www.rrcreat‘ivegrou p.com

4/6/16
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Create Content for People to SEE

“S.E.E.”

0O ..

Entertain

Engage

@RRCreative #NJHist2016

v’ Let them PICTURE it: Graphics, Photos,
Images, Infographics

v NUMBERS: Statistics, Lists

v/ QUESTIONS: Easy to answer, Engaging

v SHARE and be shared; spread the love

@RRCreative #NJHist2016

v/ TRENDS: Hashtags, Holidays, Memes

v/ QUOTES: Like getting a famous person to be
your spokesperson.

v TIMELINESS: You can’t force something to
“go viral,” but you can pick the best times to
post the most relevant content.

@RRCreative #NJHist2016

WWW. rrcreativegrou p.com

WHAT’S ON THE INTERNET?

(Besides cat videos)

4/6/16
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Comedy

TELLMEHOW'T'M SUPPOSEDTO.

A

LOL

How _to do anything...

on 6 .
Lose Hip Fat

Choose a Tablegloth Size

Price Yol Jewelry: o B
Designs Write 4 Diary

WWW. rrcreativegrou p.com

Breaking News

TRENDING @

~ Quincy Amarikwa: San Jose
Earthquakes Forward Scores Goal With
Long-Distance Chip-Shot

A7 NASA: US Space Agency Successfully
Tests RS-25 Rocket Engine for Potential
Mars Travel

A Brené Brown: Researcher and Author
Discusses Vulnerability in South by
Southwest Keynote Speech

7 Manchester City vs. Norwich City
Clubs Play to Scoreless Draw in Premier
League Match

~* New York City FC vs Toronto FC:
MLS Clubs Play to 2-2 Draw in Game at
Yankee Stadium

7 Sony: Company Introduces New
Concept Devices at SXSW Festival in
Austin, Texas

7 Department of Health and Human

Services: $94 Million Granted to Aid Drug

Epidemic in 45 US States

Timurlengia Euotica: Partial Skull

Could Explain Increasing Size of

Tyrannosaurus Rex, Study Says

A7 Clésico Naclonal: Club América
Defeats Guadalajara, 2-1, in Liga MX
Matchup at Estadio Chivas

7 #NationalNappingDay: March 14
Marks Annual Celebration of the Benefits
of Naps

X

Trends - change
#BringBackTheBees
Bees are disappearing. Lose the b's and
use this hashtag to save them.
€ Promoted by urt's ees
#PiDay

234K Tweets
#nationalnappingday
57.8K Tweets
#BestFirstDateQuestions
16.9K Tweets
#crybabymusicvideo
23K Tweets
#mondaymotivation

125K Tweets

44 Abrams

Just started trending
Russian

106K Tweets

Sarah Palin

22.6K Tweets

London

230K Tweets

Kalamazoo

3,030 Tweets

4/6/16
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“Be Like Bill” Stick Figure

This is JEVS Human Services.
JEVS improves the quality-of-life of our
area’s most vulnerable citizens.

Bill is on the internet.

Questo & Bill.

Bill sees something
that offends him.

Bill moves on.
Bill is smart.

Be like Bill.

Bill si lava sempre i denti dopo i pasti.

Bill non vuole ritrovarsi con
la dentiera a 40 anni.

Bill & intelligente.

Sii come Bill.

’ )

WWW. rrcreativegrou p.com

#NoSavesies

31 ) TF

JEVS cares about the community.

At JEVS, we Make Hope Happen.

Be like JEVS. Donate today.

Philadelphia Police Department
March 221 201pm - @&
Wanted: Suspect for Rebhary in the 6th Distriet [VIDFO!
a Philadelphia Police Department

"Yeah, yoan, matam. Tel it o the judget”
Pictured hero i Officer Walter Nejman from the 8
while keeping our roads safe. Apparontly, this mo
posted Stop Sign was only a suggestion, anda"s
ol Also, "ot being able {0 read” eally isn' an ox
Fortunataly, PIO Nejman let her oftwith a warning
Tharks to mom, Oiivia, or the picture evidoncel.

see you guys in courtl &

AN

Philly Police Bl
6th District [VI
Wanted: Suspect o R
Tags: 61 D, Nord
[——"

6 Lke W comn

o

4 shares

Uk W Comment A Share

©O Cinay Spio, MaryFush and 5K overs

1,062 shares.

@RRCreative

Consistency

Philadelphia Police Department
March 3 at 130pm - @

A small snow storm has appeared!
And f wetre lucky, tomorrow's storm will be the last one of the season. But
please, don't use this potential last-hurrah as an excuse to getin one final
game of Parkemon.

Reserving parking spots with ¢
10.call 911 rather than move th Philadelphia Police Department
share - Spring will be here bet January 23

Bob really captured the moment. Unless there are no other options, check
| RTLES  Loli Outthe snow through your window and not your windshield. Stay off the
‘ ) (=== road - we don't want anyone to have a happy little accident. #PHLsnow
|

1 CALL THIS PRINTING

Foe SQUIRTLE
It may be u|

W Lke W Comment

Sl BROADAND'CHESTNUT

267 shares
e Lke W Comment 4 Share [¢hd
a-
© Jayme Adams, Elen Owens and 69K oers Top Comments~
Top Comments -
3262 shares

#NJHist2016
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Relevance % I GRANTWRITER

WhylIStayed You had pizza.

w View image on Twitter
Keosha Varela
d’?‘i B So many courageous ppl sharing their
p 4 stories re: #whyistayed and
#whyileft. Domestic violence is often a
hidden issue, bring it to light!

‘What my friends think I do ‘What my mom thinks I do ‘What program staff think I do

- Microsoft Word

"W Adrienne Airhart » : — PrEEp——
| couldn't face the fact that | was a 3 | of 6 Research.. AeCick
textbook statistic: if (step)daddy hurts ’ Y, 3 *E

you, so will hubby. #whyistayed

A autosimmarize.
spesch

Hieu Truong W Follow
@TruongCampaign
#tweetfails RT @JayScottSmith: So ummm...DiGiorno will be in
need of a new social media manager.
6:11 AM - 9 Sep 2014

Shared Workspace...

‘What my boss thinks I do ‘What I think I do ‘What I really do

Social Media Matrix

Ca” tO . 9 “We try to measure what we value.
Purpose A tl Medla Metrlc We come to value what we measure.”
caon
Donella Meadows
Brand Like or Share Photo Trackable Link
Awareness
Join Mailing Increased
. Text
prmrie List Engagement
Program .
T Video Call to Action MEASURING IMPACT
completed
Sell Tickets Preview of
Donate e Hashtag
@RRCreative #NJHist2016
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Why is this Important?

* Prove your importance.
* Are you doing what you say you’re doing?
* How do funders know their money went to
the right cause?
* How do you know you were successful?
— How do you measure success?
* What is your return on investment (ROI)?

Why is this Important?

* Grant applications ask for it

* Helps you evaluate programming

Builds loyalty

* Improves future programming

2] . g
e e“';ga]p blqo,l'f(ff Deﬁnltlons

* Benchmark
— A standard by which something can
be measured or judged.

* Metrics
— A measure of an organization’s
performance or activities.

@RRCreative #NJHist2016

2] . g
e e“';ga]p blqo,l'f(ff Deﬁnltlons

* Quantitative Data
— Expressed or expressible as a quantity.
— Of, relating to, or susceptible of measurement.
— Of or relating to a number or quantity.

@RRCreative #NJHist2016

WWW. rrcreativegrou p.com
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* Qualitative
— Of, relating to, or concerning quality

* Quality
— An inherent or distinguishing characteristic

@RRCreative #NJHist2016

Why we love to hate it.

QUANTITATIVE DATA

Quantitative versus Qualitative

Quantitative Qualitative
* Measurable, i.e. a number * Open ended
— Attendance * Personalized

— Demographics

* Feelings
— Xamount of people...

¢ Testimonials
[—— * Motives

com
h‘FHéQM kS
e orrcoie
= i nowncom
7S o s faMilies €5
o miiesE
7% economy right £*
E wages public

\\\\\

less,

Quantitative versus Qualitative

Quantitative Qualitative

* Survey * Survey

* Census * Interviews
* Web analytics * Photographs
* Sales reports * Video

* Financials * Social Media

—_—

9\‘“@'\\.‘&1\

X <

et Coog .3\‘\
Qo

WWW. rrcreativegrou p.com
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Survey Questions

Quantitative

* How did you hear about
tonight’s event?

* 33% heard about the
event through the weekly
E-Newsletter.

Qualitative

* How did you feel about
tonight’s event?

* Many participants felt
satisfied with the event.
One commented, “Tonight
was an awesome
experience!”

Survey Questions

* How did you hear about * How did you feel about
tonight’s event? tonight’s event?

* We decided to stop mailing ¢ 87% of respondents felt
postcards. A frequent “inspired” after leaving the
participant noted, “We event.
always throw away junk
mail without reading it.”

TIP

Remember: Funders are people.

Make it fun and easy to read.

@RRCreative

#NJHist2016

How to start

* What kind of data are you looking to collect?
— What do you want to know?
— What does your funder want to know?

* What is the best way to collect the
information?
* Do you have volunteers / staff available?
* Do you have email addresses?
* Do you have mailing addresses?
* Is there a budget for it?

@RRCreative #NJHist2016

WWW. rrcreativegrou p.com
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L]

Benchmarks

What do other organizations measure?
How does that compare to your organization?

How is your organization doing in comparison
to a previous year / program?

Does your Strategic Plan outline objectives or
goals you can measure the progress of?

Benchmarks

When we started the season, 3% of our
audience lived in “underserved areas.” After
your foundation generously sponsored our
ticket subsidy program, we now reach four
times as many underserved audience members!

Benchmarks

Last year, we produced one political-themed play.
After reviewing our survey results, we realize that
40% of our audience likes to be “politically-
engaged” and will therefore decide to produce
more political or politically-relevant shows.

WWW. rrcreativegrou p.com

4/6/16
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* Intercept surveys
* Exit surveys

* Visitor Mapping

* Online survey

* Questionnaire

* Mobile App survey
* Facebook Insights
* Twitter Analytics

How to get results

¢ Text to answer

* Interview

e Written testimony

* Video testimony

* Demographic analysis
* Post-activity survey

* Google Analytics

* Google Surveys

Feb 13,2016 - Mar 14, 2016

Audience Overview Google Ana |yt| CS

1 Come QIEETT -
o All Users + Add Segment
100.00% Sessions
Overview
Sossons ~ | V8. Selecta mtic Hourly | Day | Week | Month
® Sessions
®
s
Foo 15 Fev22 ooz ar?
M New Visitor M Returning Visitor
Sessions Users Pageviews
208 184 392
AN AN AN
Pages  Session Avg. Session Duration Bounce Rate
1.88 00:01:10 58.65%
PRSIV RPN S

% New Sessions

87.02%

Acquisition
Default Channel Grouping

60.61% #

Benchmarking

Sessions ¥ % New Sessions

16.91% »

-50.27% ¥ 17.31%

1. Direct 91vs 183 462 13
79.23% ¥ 13

2. Organic Search R a1
-80.62% ¥

3. Referal s
-82.68% ¥

4. Social 22vs 127

® Sessions Benchmark Sessions
30
15
Feb 15 Feb 22 Feb 29

WWW. rrcreativegrou p.com

Facebook Insights

The people who like your Page

%
25% 2%
Women
10%
W 67% 4% 4% 9/
Your Fans 0.0196% 2%
- - _ _ A
347

134 18.24 2604 as.a4 e 5564 e5-
Men oosee% - - ] T —
m 30% 0% v %
Your Fans
Reach i City Your Fans
March § - March 14 Philadelphia, PA 2,445

6 ] 247 New York, NY 154

People Reached 4 403%

Kensington, PA 64
Camden, NJ 62
Post Engagement A 191% amaen
Washington, DC 61

Videos i

4/6/16
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#CreativeBizPHL

Facebook o e s e e s

O Creative Phila lied

9%5 ADHD Aware i ;l Lindsay T. So @lindsaytso - 14 Dec 2015

Work of Art: Bt Skills for Artist:
Share to support the ADHD community.
ADHD commun ,
Learn how you can take action at ADHDaware.com,

Al Jamaine Smith o, Ter -5 Do 2015
spread the word about the 2nd National ADHD ‘That moment when you realize you are exactly where you need to be, doing

Youth Leadership Summit what you are doing, for such a time as this. freativebizPHL
 § o oudrety et o o i Track with
ADHD myths, and more! @ Arts + Biz Council liked
Jamaine Smith .Teri3 -8 Dec 2015
~ Too oo o At Losaton | 528 BB 2k sz e s s s s a hashta g
il Like W Comment 4 Share /-0
Herberger Institute ©ASUHIDA - 3h
© 288 Top Comments ~ Hey #artists & #designers Uncle Henry Is Wrong, There's A Lot You Can Do
w/That Degree youtu.be/XGgCENSCR_s #art #arts #design #highered
1 A
272 shares 14 comments Uncle Henry Is Wrong — There's A Lot You Can Do...
ﬂ Tammy L Clayton | have a child with ADHD o Youtube.com
£ & inattentive type. He is in a school with teachers P
‘where the majority of teachers think he is just not 25 "ﬂ
trying hard enough, he doesnt want o do the work, —
or hiding behind his diagnoses. All of which are
untrue. I have spent the .. See More
Unlike - Reply - Message - 5 10 - April 30, 2013 at & Promoted
2y 9:50am
B L Jamaine Smith o.Ters -9 Dso 2015
A D H D Qe asap. Example:A freelance CFO.-@Kiipcollective #creativebizPHL.
WWw. aware.org o —
. What does a plan look like?
Tweet Activity
Impressions 953
R&R Creative, LLC @RRCreative ¢ Plan. Plan. Plan
The economic impact of the film industry, the appeal of Total engagements 6
secret sweaters, and fabrication spaces in Philly... all
*C C C
at #creativebizphl Aetwects 4 reate. Create. Create.

Les ’ * Schedule.

Tweet Activity
* Automate. Automate. Automate.
Impressions 312
R&R Creative, LLC @RRCreative
Seconded RT @ArtsBusinessPHL: Total engagements 6 a . ool
Thank you Helen Haynes +
@CreativePHL for relfxunching the Likes 3 m artseasonal Y
#CreativeBizPHL series! B
pic.twitter.com/pPCfvFozrt Retweets 1 'ty didonaicom *
Detail expands 1 m groupmotiondanc *
Promote your Tweet Profile cicks ! ﬁ NeneyMosesiiA ol & Addalink o B9 @ a
Your Tweet has 6 total engagements so far. $y PhilaCulturati *
Get more engagements on this Tweet! [ 2] > Clear | Save v m

www.rrcreativegroup.com 32
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What does a plan look like?

|. Goal: Increase brand awareness

[l. Objective: Grow Facebook audience from
123 to 456 by June 30, 2017.
I.  Strategy: Find ‘influencers’ and ask them to ask
their friends to like our page.
Il. Strategy: Use a hashtag at our upcoming holiday
party for members to use.

Ill. Strategy: Create a photo album on our Facebook
page from the holiday party and get people to
tag themselves and their friends.

@RRCreative #NJHist2016

What does a plan look like?

Objective: Grow Facebook audience from 123 to 456 by June 30, 2017
Strategy: Create engaging content that will attract Millennials.

Task Assigned to Consult with Deadline Metric

Copywriting Board Member | Board Chair /ED | Next Meeting <12 posts

@RRCreative #NJHist2016

What does a plan look like?
Objective: Grow Facebook audience from 123 to 456 by June 30, 2017
Strategy: Create engaging content that will attract new audiences.
Audience Channel Tone / Message Content Metric
Millennials | Twitter OMG. LOL. Photos of Owl #NJOwlsLoveHi

nest in attic. story
Donors LinkedIn How to Article How to make a Track # shares /
wreath from likes
rosemary sprigs
Busy moms | Facebook Register your kids | Marketing Sign up sheet.
for Harry Potter collateral Registration.
Day now!
@RRCreative #NJHist2016

WWW. rrcreativegrou p.com

What does a plan look like?

Objective: Grow Facebook audience from 123 to 456 by June 30, 2017
Strategy: Create engaging content that will attract new audiences.

Facebook Twitter

Caption this #TBT photo! Did you see how awesome our Founder

Winner receives a signed copy | looked in this #TBT photo from 1987?

of the Declaration of
Independence or 2 tickets to...

#80sHair #NowThislsHistory

@RRCreative #NJHist2016

4/6/16

33



NJHC

Remember: Quality not quantity

@RRCreative #NJHist2016

Brainstorm

My historic house’s operating budget is $50,000.

If the average business spends 15% of their
budget on marketing... the historic house
would be spending on average $7,500 / year.

The average radio campaign is $5,000 minimum.
The average full page magazine ad is $2,000+.

A social media ad campaign can get tens of
thousands of impressions for $500.

@RRCreative #NJHist2016

ROl is not formulaic.

= (net profit / investment) x 100
OR = gain from investment / cost of investment
Or = What you got / what you used to get it

* What is the lifetime impact?

* Weigh the importance of quality versus
quantity.

@RRCreative #NJHist2016

WWW. rrcreativegrou p.com

TLLIPIS

LET’S TALK TIPS AND TRENDS...

4/6/16
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TIP

* Have staff and board member take the
survey.
—Test
— Build loyalty
— Demonstrate expectations to benchmark

TIP

» Always try to collect physical addresses.

NEW AUDIENCE v

Audience Definition

Custom Audiences O Browse

Create New Custom Audience Your audienco
solocton s faity
[/ broad

Locations © | Everyone in this location +
Specttc Broad
Audience Details:
= Location:
o United States
- Age:
© 18-65+

@ United States
@ Include ~
Add Bulk Locations,

Potential Reach: 190,000,000 people
Age® | 18v |- 65+v

contr o [R ven | woren

Languages ©

TIP

* Offer an incentive

— Coupon
* Welcome back
¢ Small prize

— Raffle for larger prize
— Take-away / swag

* Easy way to ask for an
address...

Take-Aways

* Have your Board of Directors and staff take
your next survey.

* Have photo and/or video at every event.

¢ Use evaluation methods as an audience
engagement tactic.

WWW. rrcreativegrou p.com
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Word Clouds
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Back

Mobile Survey Technology

How did you feel during the performance?

i How did you feel about the level of artistry and skill on
stage?

sivemmss = m

Back [

Next

* Online Surveys

— Check your email
marketing platform

— SurveyMonkey.com
— Google Forms

@RRCreative

| want it!
* Quick Graphics * Word Cloud tech
— Canva — Wordle.net
— Meme generator — Google “Word Cloud
— GIMP Generator”

* Counting New Beans

— theatrebayarea.org/
Programs/Intrinsic-
Impact.cfm

#NJHist2016

WWW. rrcreativegrou p.com

Let’s Stay in Touch!
RDukeman@RRCreativeGroup.com

* Facebook
Facebook.com/rrcreativellc

* LinkedIn

LinkedIn.com/in/
RachelDukeman

* Twitter

g0 ® @

Twitter.com/rrcreative
Twitter.com/philaculturati

@RRCreative

4/6/16
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