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Presenter
Presentation Notes
So Social Media, some are sick of hearing about it, some of you are using it, some want to run and hide when you hear about, some can’t get the go ahead to do it. 

If I was true to form this presentation should only be 140 characters long…but you aren’t getting off that easy! 

How many of you use SM personally? At work? Not at all? 

Today going to 
Define it
How it fit into overall communications
What we are doing, not doing 
Some specifics highlighting Twitter 
Success, considerations
Questions at anytime




What is Social Media? 
• Media created to be shared freely
• Sites based on user participation and user-generated 

content
• PR is about positioning, and social media is about 

becoming, being and improving
• Umbrella term for digital tools that let you share 

information and network with others
• A complete waste of time!
• Social Media is about the people, not your business
• You are the tool for Social Media, Twitter is just an 

app for you to grow and influence your society
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Define Social media: As many definitions as users on Facebook 
A few people’s definitions
Looked on Wikipedia






So many choices
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Blogs
Micro-blogging: Twitter
Social networking: Facebook, LinkedIn, MySpace, 
Collaboration Wikis: Wikipedia
Social bookmarking (tagging): Delicious
Social news: Digg
Photography and art sharing: Flickr, Photobucket
Video sharing: YouTube, Vimeo
Product reviews: epinions.com, MouthShut.com
Business reviews: Customer Lobby, yelp.com
Community Q&A: Yahoo! Answers, WikiAnswers, Askville, Google Answers
Brand monitoring Social media monitoring: Sysomos Heartbeat
Social media analytics: Sysomos MAP



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
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If you don’t do any of these things, you don’t need social media



Goals & Objectives
Goals

Listen
Communicate
Engage

Objectives
Build awareness of Clean 
Water Services
Influence behavior change
Build partnerships
Engage media
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How does this fit into your overall communication strategy?
Comm strategy MUST be driven by a clear set of organizational goals and objectives
This is just a new tactic
Stay true to your G & Os
Social media is not an island. It’s a high-power engine on the larger marketing ship.�– Matt Dickman
We haven’t eliminated events, traditional media relations, billing inserts



Why Social Media?

• 52% of adults age 18-64 use social media
• Social networking now accounts for 11% of all time 

spent online in the US
• Decline of traditional media
• Engage new audiences 
• Be the media, no message filter
• Instant communication
• Quick and easy (relatively)
• People trust other people
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Why Social Media:

“People don’t believe what you tell them. They rarely believe what you show them. They often believe what their friends tell them. They always believe what they tell themelves.”  – Seth Godin (marketing guru/author)

“Informal conversation is probably the oldest mechanism by which opinions on products and brands are developed, expressed, and spread.”  - Johan Arndt

 Decline of traditional media, fewer and fewer read newspapers (our recent survey data show 35%)
 Fewer and fewer reporters, less time
 communication needs to be shorter
 Engaging customers where they are engaged (more than 400 million active users on Facebook, 5.5 million on Twitter) 
 Capitalizing on peer—to-peer communication, good things said by other have more impact that good we say about ourselves
 No moderator, facilitator or filter between you and your audience
Innovation and leadership
Painless & cheap (cost effective)
More and more mobile devices
Humanizing, conversational (utilities too much jargon) 

 [3]

A total of 234 million people age 13 and older in the U.S. used mobile devices in December 2009. [4]
�
Twitter is as of December processing more than one billion tweets per month. January passed 1.2 billion, averaging almost 40 million tweets per day. [5]




Where we are
• Website 
• eNewsletters
• Wikipedia
• YouTube 
• Twitter 
• Google News
• Google Analytics

And aren’t yet…
• Facebook
• iPhone apps
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Website – launched July 2009, embedded video, e-news sign up, Twitter follow, RSS feeds
	Site visited 9,300 times by 6,100 unique visitors each month 
	Base of all other Social Media, traffic driven to website
eNews – CWM = 430 subscribers CWC = 3,000 subscribers
Wikipedia - http://en.wikipedia.org/wiki/Clean_Water_Services (posted in 2008)
	3th search return when Googled, manage your ID, brand
YouTube – www.youtube.com/user/CleanWaterServices (2007; Channel in 2008)
Twitter – 2 accounts 
Google News – news alerts set up
Google Analytics – reporting, web traffic FREE


Facebook – not using yet, content from FB to Twitter then a website? 
	Useful for events, contests, not quite sold
	But # fastest growing demographic is 55 and older 
	There are 200+ million accounts (if FB was a country it would be the 5th most populated about size of Brazil) 





Website
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Base for other social media
Traffic from Twitter, �eNewsletter, YouTube �to website
Twitter follow, �RSS and �eNewsletter sign-up �on website




E-newsletters
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eNews – Clean Water Matters 430 subscribers 
Bi monthly basis for elected officials, opinion leaders


Clean Water Connection = 3,000 subscribers
General public

Use WhatCounts
Costs $30 per month for 5,000 subscribers

Built in tracking
Set up w/ help from out IT department
Content created on our website and imported into WhatCounts to send
Can schedule time sent (5 am on first Tuesday of every month) 
Open rate goal is 30% think of 8% being direct mail marketing goal 



YouTube
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Clean Water Services channel
http://www.youtube.com/user/CleanWaterServices

Host videos on our website but another place people might search for us, don’t use it a lot but easy to use 

ODOT uses their YouTube channel a lot – instructional videos

PSA, ads, project videos
Additional video library
Free, easy to use
Takes any video format
10 min limit
Embed videos on site
Have to search channels
1 way communication




Twitter by the numbers

• 54% of Fortune 100 companies are on Twitter for:
News updates (94%)
Customer service (67%)
Marketing & Promotions (57%)
Employee recruitment (11%)

• As of January 2010:
23.5 million accounts
50 million tweets a day 
Growth of 1,100% in 2009
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Info comes from a Mashable article August 3, 2009

Spend a little more time talking about Twitter since this is what we currently focus on and have determined most valuable. 
Technology
Tactics
Ideas
Success/faliures
Consideration
Users: As of January 23.5 million accounts, 50 million tweets a day, growth of 1,100% in 2009
Twitter is as of December processing more than one billion tweets per month. January passed 1.2 billion, averaging almost 40 million tweets per day. [5]

Read a lot – rules like 1/3, 1/3, 1/3 retweets, questions, info 





Why/how we use Twitter
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Low cost
Minimal effort 
Immediate 
Viral
Ear to the ground
Manage brand, ID
Reach new audiences
Two accounts
Many applications
Mini press release
First followers were media outlets all our local news sources are online

Clean Water News
	Hard news, news releases, national/international news
	Tweet 3 or 4 times per week
	594 followers
	Following 243

River Ranger
	Events, watershed news, local 
	Tweet daily
	186 followers
	Following 70 

Clean Water News – less frequent, less advertising = more followers
River Ranger – more frequent, on the website and e-newsletter = fewer followers






TweetDeck

Presenter
Presentation Notes
Why:  Agrigator
Twitter application--free
Track mentions 
reTweets
Direct messages
Multiple accounts
Set up searches
Send messages
Doesn’t log Tweets
Other applications
	Twirl
	Twitterrific
	Twittscoop
	Spaz




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
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Good: Viral—electronic newsletter; tweets—hardly using traditional news releases any longer. 
Google News notification of a Harvard article mentioning us, sent Tweet build credibility for District, no other appropriate channel for this

USGS event, we Tweeted but Riverkeepers posted on FB (friends) much larger turnout than expected 

Bad:  Search set up for Tualatin River – saw tweet about ‘suds in the river’ responded directly to poster, sent out staff to check, sent photo of sign and document attached (wasn’t sent to us, we were just watching and responded) 

Ability to respond to or correct an issue, have to be watching, See when people are talking about us and allow us to respond if necessary

Accounts got hacked – direct messages to followers, reset password and message saying we were hacked
	
Canines for Clean Water—too viral
	Others posted offer of FREE bandanna on their site (freebies.com)
	Requests came from outside district, ineligible for program—Brazil, Russia
	Manage emails, respond to webpostings
	Too far reaching from intended audience




Flow of communication
• E-newsletter
• Twitter
• Oregonlive
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Sent Feb 9th, 9 a.m. 

 Viral—electronic newsletter; tweets—hardly using traditional news releases any longer. 
            e.g.: February enewsletter picked up 1. daily newspaper and posted on line; 2) Retweeted by newspaper and picked up by 6 other accounts effectively reaching more than 5,000 additional followers. 

ReTweet - 
Showing love for the Tualatin River in our Feb. e-newsletter - http://bit.ly/9tij2f Get news sent to your inbox - http://bit.ly/kiUKR 8:45 AM Feb 9th via TweetDeck 

Topics leap quickly from 
Content to Social Media to Traditional Press
E-newsletter to Twitter to Oregonian

Lessons learned:
Name matters
Time matters
Frequency matters




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
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 Coordinate social media through a single point of contact
 Want ideas from other departments—but want to speak with a single voice. 
Started w/ media outlets, did a search for utilities, water, wastewater
Don’t have to follow those that follow you, but it’s good ettiquite
Customers? Non-profits? Media? 150 followers is the bottom line but it they are the tweeps you want # not as impt
Humor!!!!!
Guiding them to your FB page? Why not website? 
Don’t steal ideas, give credit
TweetDeck saves a lot of time
Media clippings, I don’t feel like I have to read the paper anymore
Get them there from website, enews
 Guidance: learning from social media experts, such as successful bloggers, podcasters, or viral video producers
Track reTweets, mentions and direct messages
Timing: Tuesdays, 9 am
Be organized, set up calendar reminders 

Followers: Aim for 150





Measuring Results

• Twitter
bit.ly
TweetBackup

• E-newsletter
What Counts
Google Analytics

• Websites
Google Analytics
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Einstein – really was smart, not only common sense, having said that  these are the tools we use to give us a general idea of how our efforts are doing

“Everything that can be counted does not necessarily count; everything that counts cannot necessarily be counted.” - Albert Einstein


bit.ly
	URL shortener
	Use with Twitter applications (TweetDeck is automatic) 
	Sign up for account then tracks the url, referring site doesn’t matter
	in web browser link url+ shows statistics for that shortened link

TweetBackup
	Keeps track of all Tweets sent 
	Multiple accounts
	Free, easy
	Doesn’t track reTweets, mentions or direct messages

Google Analytics
	Already tracking website, didn’t have to add Twitter
	Good start
	Only tracks referrals directly from Twitter, not other applications (Twirl, TweetDeck)
	Looking at relationship between Twitter/Enews/Website how they influence each other
	Up to interpretation
	Not completely accurate




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
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“You can’t take something off the Internet – it’s like taking pee out of a pool.”

The currency of social media is time since the tools and technology is free.
I spend about 15 min a day on Twitter, 4 hours a month on our e-newsletter
 
Twitter site was hacked, just had to change my password but need to monitor to be quick and avoid damage

(blog, newsletter, FB or Twitter)



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 
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THPRD – Twitter
Riverkeepers – Twitter
OEC – Enews

Think like a private company or fortune 500 company – adapt ideas to suit your goals
Think big, start small 


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
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