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So many choices



Social Media is used for…

• Research

• Crisis 
communications

• Customer service

• Brand awareness 

• Education 

• Photo, video sharing

• Recruiting 

• Networking 

• Volunteer support

• Special 
offers/notices

• Fun, humor 

• Contests



Goals & Objectives

Goals

 Listen

 Communicate

 Engage

Objectives

 Build awareness of Clean 
Water Services

 Influence behavior change

 Build partnerships

 Engage media



Where we are

• Website 

• eNewsletters

• Wikipedia

• YouTube 

• twitter 

• OregonLive

• Google News

• Google Analytics

And aren’t yet…

• facebook

• iPhone apps



Website



Enewsletters



twitter by the numbers

• 77% of Fortune 100 companies are on Twitter:

 News updates (94%)

 Customer service (67%)

 Marketing & Promotions (57%)

 Employee recruitment (11%)

• As of March 2011:

 200 million accounts

 140 million tweets a day

 460,000 new accounts a day

 Twitter 8 employees in January 2008, 400 employees today



Why/how we use twitter



TweetDeck



The good, the bad & the bubbly

• Harvard article 

 Send to news media

 Separate group 
champion cause 

• Clean Water Services/USGS 
event Tweet 

 Event posted on 
Riverkeepers Facebook 

 Bigger turnout

• Tweet/photo of “suds” in 
Tualatin River

 Respond directly

 Timely

• Canines for Clean Water

 Too viral



Flow of communication

• Enewsletter

• twitter

• OregonLive



twitter tools & tips

• Single point of contact 

• Follow those you want to follow you

• Followers: not how many, who

• Be interesting, funny, relevant

• Don’t tweet too often, never or w/out a link

• Do retweet and give credit

• Do use applications to manage, track

• Embed links on website, newsletters

• Learn from others

• Timing matters



Measuring results

• twitter

 bit.ly

 TweetBackup

• Enewsletter

 What Counts

 Google Analytics

• Websites

 Google Analytics



Considerations

• Not reaching all audience

• Open to criticism

• Limitations on content

• No schedule or time limit

• No filtering

• Time commitment

• Trust

• Security

• Where to start

• Content is recorded, permanent



Resources

• WOMMA Word Daily – www.womma.org/word

• PR Daily Newsfeed – www.prdaily.com

• Grist – www.grist.org

• Portland Water Blog 

• Red Cross Oregon Tail Chapter

• ODOT on YouTube

• twitter.com/CleanWaterNews

• twitter.com/RiverRanger 

http://www.womma.org/word
http://www.prdaily.com/
http://www.grist.org/


Questions? 

Ely Teragli

Public Information Specialist

Clean Water Services

teraglie@cleanwaterservices.org

(503) 681-4463

Thank you! 

mailto:teraglie@cleanwaterservices.org

