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66 The average attention
span has decreased by
4 seconds since 2001 99

-- Microsoft Study, 2013
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HOW HARD IS IT TO PAY ATTENTION?

Average Attention Span in 2000 Average Attention Span in 2013

8s

Attention Span in the Office

_ 7 |®

32.2% tune out long-winded
e-mails in the first co-workers after
30 seconds

43% abandon lengthy

SOURCE: THE BRIEF LAB




FEEDBACK
| For Social Media |
LOOP

By Cynthia Bee, Adapted from “Lean Startup” by Eric Reis
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66 Al fingers are pointing in one direction -- visual
content is growing bigger, and that's where the
future of content marketing is headed. 99

-- Forbes Magazine
Dont

How Often? When? How Long?
Can you have both a
Beautiful Lawn [EEEEELEOY | _Fixed_Rotating
and a Before 8 am T N

or

LOW water Bl'u"? Once every 3 days

' Columbus Day riters
_ {mp wétering]r | Winterize

After 8 pm

Syggested Watering Guide for Central and Northern Utah



Old School Way
Article w/ picture

oe Pictures have become a short fForm way of
communicating lots of information quickly and succinctly.

-- Detavio Samuals

New Expectations
Article IS the picture

Why Storing Water for an
Emergency Is Your Responsibility

A person can only survive a few days without water. The easy
availability of clean drinking water often makes us complacent about
our need to store water. We rarely think about how a major disaster or
other emergency would affect water infrastructure and our ability to
get water.

If the pipes that deliver water to your home are damaged or broken in
a flood, earthquake, or other disaster, it could take days to weeks
before water delivery can start again. Prepare now by storing 14
gallons of water for every person in your home (about 2 weeks’
worth). Don't forget pets!

Use the “S.1.T.” method to remember what to do:

WHY Csuiny Witon FOR
AN EMERGENCY /; Your Responsibilily.

A person can only survive a few days without water. The easy availability of drinking water often makes us complacent
about our need to store water, But storing water is the only way to ensure your family will have enough to drink in an
emergency!

Water is delivered to your home through a series of buried pipes. If these are damaged or broken, it could take days to
weeks before water delivery can start again. Floods or earthquakes can cause such damage, and pollute or disrupt public
water supplies. It is wise to prepare now for such an event by storing appropriate amounts of water for vour family. One
easy way to remember how to prepare is the “S.1.T." method:

£-STORE /-ISOLATE T-TREAT

Stoted water must be pure, treated water  There are several gallons of clean water ~ Depending on the disaster, water may
to prevent microbial growth, and stored in the water heater and piping within still be: available but not safe to drink.

r > 1y fond-gendie sonbainss -t watsr your home at all times, If a natural Contaminated o suspect water can be

stores well). Storags containers should  disaster ocours, you should assume that  treated at home during an emergency to
be airtight, resistant to breakage, and the public water supply is ne longer make it safe for consumption
$ sturdy enough to hold water--each safe to drink and this may be your Assume a boil order is in offect afler an
¢ gallon weighs 8,34 pounds! They should  safest sourcc of drinking water. After  emergency until you hear otherwise

& have a lining that won't rust or affect the ~ securing the safety of your family from an official. In the valleys of Utah,
) flavar. One gallon per persan per day members, isolate your home from the boiling water for 3 to 5 minutes will kill

- should provide cnough for sanitation and ~ public water system by tuming offthe  pathogens (bacteria, protozoa, viruss,
A hydration in an emergency. It is main water valve to your home. Now ete.); longer boil times arc necessary the

recommended that you store at least bwo  You can use this water ven if the public  higher the elovation.

ﬁ ,,4 weeks® worth, or 14 gallons, of water per  Waler system has been contaminated

JORDAN VALLEY WATER - | penn.

CONSERVANCY DISTRICT Want more information? Visit www.jvwed.org/water/emergency




BRAND —

@6 Your brand voice is
the personality and
feeling
communicated on
and offline, and Pul'pose Tone
should align with your Direct
mission & values. 99

-- Jo Saunders

VOICE —




WHY SOCIAL MEDIA

YOU 4 NEED toG I VE

TIMES MORE
than you ASK

least




WHY ARE YOU ON SOCIAL MEDIA?

10 SELL
STUFF

VALUE

GIY E:

- Timely advice
- Solve problems

— Thanks to staff, readers etc.

— Call attention to others
— Humanize your org

- Tell your story!

— Behind the scenes access

ASK:

Any action you want
your readers to take
that benefits

YOUR ORGANIZATION

— Vislit Web, share info.



@e A form of online
advertising that
matches the
form and
function of the
platform on
which it appears 99

-- Wikipedia

Graphic: Leverage New Age Media
Leveragenewagemedia.com
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MIGRO BLOGGING
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CHARACTERS

LARGEST
PENETRATION

W

BUT SPREADING
SLOWLY AND STEADILY

5 700 TWEETS

HAPPEN .
EVERY #
SECOND

v 241

. MILLION

ACTIVE USERS

FACEBOOK

SOCIAL SHARING
SITE THAT HAS

1+BILLION

USERS WORLDWIDE

LARGEST

OPPORTUNITIES

&

COMMUNICATING WITH

CONSUMERS

IN A NOK-OBTRUSIVE WY

USERS
i (2%

| MILLION LINKS

EVERY 20 MINUTES
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BILLION
ACTIVE USERS

INSTAGRAM

SOCIAL SHARING
SITEALL AROUND

PICTURES

ANDNOW 15 SECORD

VIDEOS

MANY BRANDS

ARE PARTICIPATING
THROUGH THE LSE OF

J Hnstmacs
AND POSTING

PICTURES %
CONSUMERS
CAN RELATE T0

MOST FOLLOWED
BRAND IS

MATIONAL
GEIJGIMH‘IIE
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MILLION

ACTIVE USERS

GOOGLE+

SOCIAL NETWORK
BUILT BY GOOGLE
THAT ALLOWS FOR

BRANDS
o USERS

TO BUILD CIRCLES

LINKEDIN

BUSINESS
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SOCIAL RETWORKING SITE
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BRANDS
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GREAT FOLLOWING

26-35 ik

ARETHEMOST @

ACTIVE @

MILLION
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mBRANDS

GIVING POTENTIAL AND
CURRENT ASSOCIATES

APLACE TO NETWORK
& CONNECT
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POWERS
B00 oF THE @

WORLD'S HIRES

in 300

. MILLION
USERS
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@6 The less people want to be at work, the more they are on 99
Facebook.

PINTEREST

POSTS PER DAY

TWITTER

POSTS PER DAY

PINTEREST

Top brands on Pinterest
have experienced rapid
growth by posting
multiple times per day.

TWITTER

Engagment slightly
decreases after
the third tweet.

INSTAGRAM

POSTS

-- Debra Graber

PER DAY

INSTAGRAM

Posting more often
doesn't resultin a drop
in engagement —
provided you can keep
up the rate of posting.

LINKEDIN

Posting once a day
during the work week

GOOGLE+

Post consistently. Some
users have experienced
drops in traffic of up

to 50% when posting
less than normal.

LINKEDIN allows you to reach
POSTS PER DAY 60% of your audience.
@
BLOG
Companies that increase
blogging from 3-5 times
BLOG a month to 6-8 times a
POSTS PER WEEK month almost double
.y their leads
g

FACEBOOK

POSTS PER DAY

FACEBOOK

You can post twice
per day before likes
and comments begin
to drop off.

Data: Buffer app

Graphics: Daniella Franco

Website: Sumall.com



EARNED

6 A quality social media effort can translate into FREE
traditional media- if you play it right. 99 -- Cynthia Bee

Weekly column in the local newspaper Free guest appearances on local lifestyle tv

armis, 2008 2 or WA, COM e et predced fr L WO S
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LORENC, o Seacs:

Ornamental grasses:
A homeowners dream

Eou i Conservation  speing. A the gras beralle oot dsemce
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Landscape Mistakes

August 4th, 2014 @ 1:01pm




MESSAGING

66 |f a brand genuinely wants to make a social contribution,
it should start with who they are, not what they do. 99

-- Simon Mainwaring
HIERARCHY
Non-Peak Sharing: Content from Others

Mini-Campaigns
Seasonally- Content from our
appropriate repeat partners.
messaging

How to/ DIY Videos K o Kel\Y3

Campaigns Weekly Features Related Topics:
#SlowTheFlow Pollinators Promos for our
Urban Wildlife, Blog Posts
Water Quality etc.

Ask Our Experts
Design & Planting
|deas Etc.

Timely Reminders News articles Related local
Our Classes related to media stories
Events Conservation (boost w/ partners)

Current Conditions



6 My goalis to spark something within the reader and
allow it to initiate an idea they then can grow. 99

-- Warren Whitlock P N
& | 1 9™ | = Oy |

Beginning Labor Day, cut landscape
watering to 3x per week or LESS.

Did you know most
WATER WASTE #DialitDov;n‘ .

happens in the Fall2

October- December: #EveryDrop

June-Aug 15: #WaterIinTheDark

OTHER MINI-CAMPAIGNS:




Recurrent Themes

VISUALLY communicated plans

Non-time sensitive info Engagement-creating share ideas

ideas to copy (aka: Intentional Fluff) Educate online.

caoewatwnga:denpark mgfphnts B ’

Easy
PARKSTRIP

- : - Ask Our
Bl PAIRINGS EXPERTS :
\ | ' i
L wendar RGN Low-Maintenance Parkstrip Idea % L Nt ) ' 'Kannah Creek' Your toughest landscape qu&t:om s
I love this blue/purple & , -, ' o T answered by our staff of exper(s«
: Ma‘y nght yellow parkstrip combo. g AN 3 Buckwheat Fy Friday!
Zing provided by the S R A A specially selected
Golden Sage is perfect ™ A ' cultivar of a Utah native
(and delicious as Golden . - \ = plant, this Buckwheat
sage is edible). boast vivid yellow-green
AVER - flowers and evergreen
Most perennial herbs are . : ’ fo!laqe. Inthe winter, the S
waterwise and deer tend to ; ¢ Rige e vy P
i w ; color. Very drought
avoid "smelly" herb plants 5 ‘ tolarant.
like those used here!
A &3 Best Feature:
GfDNSERVA'I'IIJ&'

Evergreen Foliage

FEPARK

L Plant Select Introduction



~ TIMELY MESSAGING

AKA: ENGAGEMENT GOLDMINE

- FREE

LT f._-_._87%Eu'"ll_..-u

WATER

TURN OFF YOUR SPRINKLER SYSTEM FOR THE NEXT 5 DAYS!
#DialltDown '

conservationgardenpark.org/dialitdown

-

Directs to a landing page for more info- enables us to measure



"Coral Canyoh*Diascia ~  Golden Oregano

66 Good content always has an objective; it's created with
intent. It therefore carries triggers to action. 99
-- Ann Handley

Instead of LISTS OF TEXT
Use Photo Collage + Text

“ _ -ltI
-! T

Summer/ Fall Border

conservationgardenpark.org




@@ Social media will help you build up loyalty of your current
customers to the point that they will willingly, and For
free, tell others about you. 99 __ gonnie sainsbury

Most
graphics in
this
presentation
were made
in CANVA!

Start a new design

PicMonkey

“Photo edifing made o win.

YP

EACHI b

slideshare



~

Conservation NOW

W33>0>>>> Means Choices Later
##ChooseYourChange

_— conservationgardenpark.org ~—

-
Rz i

S ———_”

Todd Schultz, Management Analyst



VANITY VS.

@6 Vanity metrics make you FEEL - -
GOOD but they don't tell you AcCtHi Onab ) e Metric

whatto DO. 99  _ Eric Reis Examp les:

ACTIONABLE

Brand Engagement

Post Engagement

Fan Reach

Post “Storytellers”
Click Through Rate
Negative Feedback

Vanity Metric
Examples:

# ofF Likes
# of Followers




Vishk ds
Conservation Garden Park People B ‘w _ )
Punisshad by Cyniea Sea (7] - Soplemiber 15 31 1-Z0pm - Sdied - @ sl i

YESS5S5! | lowe rainy Tall afterncons- who's with me?! To really make this

g Actionable Page Metrics
rain cownt, we need to tern OFF owr home irmigation systems. Let Mother POSt MetriCS &

Survey Verlﬁcatlon

Mature take care of it and save the water in ocur reservairs for next

season! F0izlltDown 1,321 People Checked In Here

7,699 Total Page Likes
A 0.2% from last week

New Page Likes

I PAGE METRICS DATA 1 SURVEY VERIFICATION

,.-"'ﬁ"" AXLUZE

FREE

WATER

FYOUR SPRINKE W FOH THE NEXT 2 DAYS

FDialltDown

Gﬂﬁijﬁﬁ Conservation Garden Park
*PARK 2014 Party in the Park

All information iz confidential and is only used for internal faedback.
Before today, had vou ever visited Conservation Garden Park?

O Yes O Na
conservationgardenpark org/diaBdoswn )
If yes, how many times?
Lz - Comimean - Share [ - 0l ) 024 _D5+
How did vou hear about the Party in the Park? (Check all that apply)
o Kiotz, Cory Colins and 175 olhers e Tis. Top Comments . O Word of O Facebook O Billboards O Website:

mouth
SWEET ORGANIC ENGAGEMENT! H Radio U Valpak O Other:




Page Notifications Insights Publishing Tools Settings Help ~ B RAN D
=y — : — M
! ‘ v ’ ’ o W, - E

1 ENGAGEMENT -

Watch Video

o THIS WEEK ) '

§ Actionable Page Metrics
< (BASIC)

- 801

D Post Engagement

3

o

=

happens in the Fall.

Conservatlon Garden Park

Garden Center Education - Outdoors "

About

Timeline Donate Likes More v

997 Peapl Talking About This People Talking About This
Brand Engagement = ——————————*100
1,321 People Checked In Here Total Page Likes

. Brand Engagement = ( )*100

New Page Likes




ACTIONABLE

Brand Engagement = 12.95% Brand Engagement Benchmarking

Page Notifications Insights Publishing Tools Setlings Help v

OUR NUMBER

SIMILAR PAGE ON FACEBOOK

w
R
o
2
s
o
<
o
=

happens in the Fall.

cAl T Peay Brand Engagement = 1.44%
Conservation’Garden Park
,_;Ggirde'n Center: Education - Outdoors

Timeline About Donate Likes More v

People 337 People Talking About This

997 People Talking About This

1,321 reople Checked In Here

7,699 Total Page Likes
4 0.2% from last week

18

New Page Likes

16,325 People Checked In Here

23,360 Total Page Likes
4 0.3% from last week

LIKES CAN MISLEAD




Rublishing Tools Settings Help v

Page Notifications [ Insights Publishing Tools 2 @ ettings

Overview Likes Reach Visits Posts Videos People

— PAGE —

ACTIONABLE
METRICS:
ADVANCED )

DATA e O\
COLLECTION '

=

Export Insights Data

Select a data type, file format and date range. You can export up to 500 posts at a time.

Date Range

August 26, 2015 - September 23, 20156 ~

gffics for engagement, like sources and audience

File Format
O Post data

Key post metrics for reach, impressions and feedback. Excel (.xIs) *

997 People Talking About

- METRICS - 1,321 People Checked |

7,699 Total Page Likes
A (.2% from last week

O Video data
Key video metrics including views, unique views, paid views and L Export data using the old template @
organic views.

Facebook Page Terms 4 2
L [ e

18

MNew Page Likes




28.00%

26.00%

24 .00%

22 .00%

20.00%

18.00%

16.00%

14 .00%

12.00%

g

10.00%

8.00%

6.00%

4 _00%

2.00%

0.00%

\ First time we ever used
paid advertising on

Facebook

Note Trend Line:

Up & To the Right!

\

:

PAGE —

Actionable
Page Metrics:
Brand
Engagement
Time Series
(Advanced)

METRICS -

Junl, 14 Jull, 14 Aug1l,14 Sep1l,14 Octl,14 Novl, 14 Decl, 14 Jan1,15 Feb1,15Mar1,15 Apri,15 May1,15 Junl,15 Jull,15 Aug1,15 Sepl,1



THIS WEEK

" . . - ‘ . 5‘
Page Notifications ﬂ Insights Publishing Tools ttings

Overview Likes Reach Visits Posts Videos People

POST

Actionable
Post Metric:

Showing data from 09/17/2015 - 09/23/2015

Page Likes > Post Reach > Engagement

7,699 Total Page Likes 57,877 Total Reach

801 People Engaged #

Export Insights Data

(Advanced
Data

Select a data type, file format and date range. You can export up to 500 posts at a time.

Data Type
O Page data

Date Range

W for engagement, like sources and audience ‘ August 26, 2015 - September 23, 2015 ¥

L]
Collection)
File Format
@® Post data
Key post metrics for gfach, impressions and feedback. ‘ Excel (.xls) *

Key video metrics including views, unique views, paid views and [ Export data using the old template &
organic views.

METRICS

Facebook Page Terms



POST

Actionable Post Metrics: Post

Engagement (Advanced)

LT-TR - RN I - BN, B RTINS

o]

C

Post Message Type

When landscaping your yard, Phota
Welcome to fall everyone! Th Photo
Thanks to the expert crew at Fhotao
Trees are an important part ¢ Link

Conservation Garden Park sk Photo
It would be awesome if these Link

Removing lawn in areas wher Photo
Rain breaks record in Salt La Link

Fall means peak season for o Photo
Are you ready? Photo
We need your help! Do you k Photo

Woo Hoo! Let's do this! #Swit SharedVideo

YESSSS! I love rainy fall afte Photo
Here's the correct registratior Link
Enjoying the cooler weather? Link
Hawve you wanted to take a laLink
Enjoying the cooler weather? Photo
Enjoying the cooler weather? Link
There's =0 much amazing prc Link
Don't forget the Tomato Sanc Photo
Still plenty of seats available. Link
The flowers may be smaller t Photo
We'd love to hear what YOU t Link
Here's an awesome gallery o Link
Now is a great time to begin : Photo
Did you know most water wa Photo
Hawve you been noticing the ¢ Photo
Conservation Garden Park sk Photo

Conservation Garden Park sk SharedVideo

Flanting this weekend? Here' Fhoto
Campaign takes on the 'ugly’ Link
Still plenty of seats available- Link

ENGAGEMENT -

Posted

9/23/15 8:29 AM
9/23/15 8:17 AM
9/22/15 3:22 PM
9/22/15 5:24 AM
9/21/15 4:00 PM
9/21/15 7:06 AM
9/18/15 4:34 PM
9/18/15 8:12 AM
9/17/15 3:26 PM
9/17/15 7:04 AM
9/16/15 1:44 PM
9/15/15 11:25 FM
9/15/15 12:48 PM
9/14/15 2:03 PM
9/14/15 12:45 PM
9/14/15 12:39 PM
9/14/15 10:27 AM
9/14/15 9:38 AM
9/13/15 11:01 PM
9/11/15 3:44 PM
9/11/15 8:51 AM
9/11/15 6:12 AM
9/10/15 2:58 PM
9/10/15 8:00 AM
9/10/15 5:41 AM
9/9/15 3:19 FM
9/9/15 7:20 AM
9/8/15 2:42 FM
9/8/15 8:35 AM
9/4/15 10:00 AM
9/4/15 9:37 AM
9/3/15 2:49 FM

Post Engagement =

F G

Lifetime Engaged Users

Lifetime Post Total Reach Lifetime Engaged Users
Lifetime: The total number of Lifetime: The number of peo

115
168
322
379
1124
1010
232
2110
214
569
10554
470
214596
704
52094
1034

10
10
25
22
33
39
47
142
11
51
392
36
1122
39
157
62
13
12
84
8

3
50
223
a8
68
110
46
13
EL)
57
80
iz

Lifetime Post Total Reach *

ur posts. (Unigue Users)



i0d

18.00%

16.00%

14.00%

12.00%

10.00%

8.00%

6.00%

4 _00%

2.00%

0.00%

POST

Actionable Post Metrics: Post
Engagement (Advanced)

ENGAGEMENT -

/

|

Note Trend Line:

STILL Up & To the Right!

Feb 21 Mar 3

Mar 13

Mar 23

Apr 2

Apr 12

Apr 22

May 2 May 12 May 22

Jun 1

Jun 11



ENGAGEMENT

€6 Do not write BS if you
don’t know what to write!
It's as simple as that. 99

-- Lilach Bullock

BY TYPE

iod

13.00%

12.00%

11.00%

10.00%

9.00%

8.00%

7.00%
6.00%
5.00%
4.00%
3.00%
2.00%

1.00%

0.00%

12.16%

- SharedVideo ‘ ‘ Status




SURVEY

Verify results with in
person or online surveys

VERIFICATION -

5% of Ad Budget on Facebook

Nearly 1/3 of the Attendance

80% of Ad Budget on Radio Ads

8% of the Attendance

Facebook
22.el%

Billboards
3.48%

Word of Mouth
26.96%

2014 “Party in the Park”
Attendance Survey
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(Learn)
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6 When we are sharing stories to create
bonds with other like-minded people, we
want to give them social currency with the
highest pass-on value we can 99 -- Jay Oatway

GRAPHIC A: 20%- 176 Post Engagements

Party.ingsae Park

SATURDAY, AUGUST 16™

4 3 8 pm " : F I' = *‘" _..GL_: SERVAT ru
ood |"Butterfly Releases Famlly Event! GARDEN
® Liyg@Music kArt Gallery Augu’st 16" #pARK

m ;




@@ Inspiration is difficult to measure, but the results
driven by that inspiration are powerful. 99

-- Scott Harrison

CRTRgTeT
NEW YORK TIMES BESTSELLING AUTHOR

— GARY VAYNEHEHIJK—
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» . How to Use Yisuals, Videos, and
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E-MAILED

@6 Either write something worth reading or do
something worth writing 99  -- Benjamin Franklin

INSPIRATION

Social Media Examiner (newsletter)
John Haydon

Social Fresh

Ryan Holiday



http://www.socialmediaexaminer.com/
http://www.johnhaydon.com/
http://www.socialfresh.com/
http://ryanholiday.net/

@6 There are always three speeches, for every
one you ACTUALLY gave. The one you

PRACTICED, the one you gave, and the one
you WISH you gave. 89 - pale Carnegie
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