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There is no secret sauce.
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OHow to create a digital content strategy

O Overview of Facebook, Twitter, and Instagram
O Best practices for each platform

O Analyftics

OResources
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OKeep the social in social media

O Build a community
O80/20 rule

OFeel free to experiment
OHave a personality
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Content: anything you or your brand puts out online

Engagement: whenever people intferact with your content

Followers: people who have actively chosen o
“like" or “follow™” your profile
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0 1: Define your audience

e
tep 2: Dictate platforms you want to focus on
ep 3: Define your goals

e

0 4: Designate content buckets
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tep 5: Develop your online voice é\



O Photos of art or artworks

O Behind-the-scenes images

O Studio Visits

O Interesting facts about your organization

O Community partnerships

O Fun holidays like “National Paintbrush Day”
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But where
will all this
amazing
content
go?
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What
platform(s)
should your
brand be
on?




...make It Facebook.




O Over 2 BILLION active monthly users

O Five new profiles are created every second
O Average time spent per visit is 20 minutes
OOne in five page views in the US occurs on Facebook
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Source: Zephoria Digital Marketing



https://zephoria.com/top-15-valuable-facebook-statistics/

O Use images with little or no text

ODon't use promotional language

O Experiment with different post types and times
O Engage with other pages

OBe responsive to comments and questions
OResearch the algorithm
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Organic reach is slim to none on Facebook.

You must Invest in Facebook ads if you
want 1o reach a wider audience.
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OHave a post that's already doing welle Boost it.

O Use interest targeting:
OArts, Museums, Fine Art, Performing Art, etc

O Use micro-budgets of $10-20 per post
O Create ads for repeating events or series

ODon't worry if it's not perfect—you can learn through
experimenting



O Are visually striking—do not use text on ad images

O Don't have long text captions
O Are relevant to your audience targeting parameters

O Have a clear call to action:
OClick here
OSign up
ORegister now



...make the second one Instagram.




O 400 million daily active users

O 50% of people on Instagram follow at least one brand
O 5% of people take action after being inspired by a post
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Olt's perfect for arts organizations or creatives*



https://www.inc.com/magazine/201709/liz-welch/2017-inc5000-talex.html

O Define your “Instagram Aestheftic”

O Make every image beautiful

O Write enficing captions

O Engage with other users by liking or commenting
O Experiment with Instagram stories
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Example of
a bad
Instagram
feed:



...Think long and hard before starfing a Twitter.
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O 328 million monthly active users

O Skews more male than Facebook or Instagram
O 79% of accounts are based outside the US
O Uncertain future
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O Get to know the Twitter community before diving in

O Experiment with irreverent tone of voice

O Easiest platform to share gifs on—embrace them
ODon't overuse hashtags

O Engage with the community
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Example of
a great

iweet;

-

Smithsonian &
% @smithsonian e
| scream, you scream, we all scream for

screaming hair armadillo pups at our
@NationalZoo

National Zoo @ @NationalZoo

182 screaming hairy armadillo pups were born Aug. 11. They are
the first pups ever born at the Zoo! #WeSaveSpecies
s.si.edu/2wLhNU3

|

1:14 PM - 31 Aug 2017

55 Retweets 185 Likes a . @ @ @ @ * : @.




Alie Cline g
@aliecline

Brands need to stop #hashtagging
everything #in #their tweets to try and #reach

#pleaseretweet

6:54 PM - 31 Aug 2017
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Example of
a bad

iweet:










Analytics are confusing.
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https://zephoria.com/top-15-valuable-facebook-statistics/

Go '31(: Analytics

Make old version default | Ol version

| Settings | My Account | Sign out

Explorer

| pashboards |

Real-Ti

ime (beta) N

Locations

Traffic Sources

Content

Dashb

Help

oards

Real-Time Reports

e

Q

arcn neip center | uu

Search reports and help

CUSTOMIZATION

Reports

[¢]

REAL-TIME

AUDIENCE

ACQUISITION

BEHAVIOR

CONVERSIONS

Ecommerce

Overview

Checkout Behavior
Product Performance
Sales Performance
Product List Performance
Marketing

Multi-Channel Funnels

Attribution

Overview

Pageviews

Right now

32

active visitors on site

MNEW M RETURNING

Top Referrals:

5 min

Top Active Pages:

Summary

@ Sessions

20.000

Source Active Visitors 4
google.com 10

google.com.or 2

google.ca 1

google.com.ar

google.com.tw

google.com.vn

Shopping Behavior Analysis

Email  Export~  Shorteut

All Users
100.00% Sessions
M Sessions

Shopping Progression Ml Abandonments

Al Sessions

945

¥

No Shopping Activity

406

¥

No Cart Addition

400

Sessions  Abandonments % Completion rate

UserType  ~

1 New Visitor

2 Returning Visitor

Sessions with Product Views

Active Page

Igooglesearch.aspx?category=doodles
Ishop.axd/Home
Igooglesearch.aspx?category=kids
IAccessories/Chalk+It+Up+Ceramic+Mug.axd

[Fun/Eco+Droid+Squishable.axd

Active Visitors v
[ 34.38%
[ 21.85%

commerce

Day Week Month

[ 9.38%
I 6.25%
W3.13%

W3.13%

Apr 12,2017 - Apr 21,2017

This reportis based on 100% of sessions. Lear more | Greater precision v

Sessions with Add to Cart Sessions with Check-Out

|
¥

Cart Abandonment Check-Out Abandonment

98 39

Show rows:

Keyword

Sessions with Transactions

(not provided)

January

Primary Dimension: Keyword

onaary dimension ¥

Acquisition

% New

Sessions 4 Sessions

285,535 68.35%

234,251 69.31%

11,449 61.25%
6,733 59.36%
4,702 63.74
2,655

1,587

=

Q, advanced
Behavior

Pages /

Bounce Rate Saxslon

Avg. Session

New Users Duration

3.16

195,169 49.55%

00:02:27

162,368 00:02:26

7,012 00:02:50
3,997 00:02:40
2,997 00:02:51
2,087 00:02:04

987 00:02:48




O Start with easy metrics: likes, comments, shares
OTry and replicate success

O Start a monthly log to track numbers:
O Follower total

ONew followers
OOQOverall reach / impressions

OEngagement rate ém‘cm



ODon't be afraid of Facebook Insights

O Let insights guide your posting strategy
O Use Facebook’s help center if you don’t understand a metric
O Think back to your goals—how can analytics inform you of

sUcCcesse



How
Insights can

help:

/When Your Fans Are Online Post Types Top Posts from Pages You Watch

DAYS

Data shown for a recent 1-week period. Times of day are shown in your computer's local timezone.

215,983 215,513 216,380 217,530 214,892 215,072 215,315

TIMES

100,000

50,000

Wed Thu Fri Sat

3:00am 6:00am 9:00am 3:00pm 6:00pm 9:00pm




Owww.soclalmediaexaminer.com

Owww . jonloomer.com
Owww.canva.com
Owww.buffer.com



Questions?
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