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Social MediaSocial Media
Social media enables easy ways for people to share 
information

Social Media Social Media 

information

“Unmarketing”g

Use web-based and mobile technologies to turn 
communication into interactive dialogue.



Top four social media tools used by marketers:

Facebook, Twitter, LinkedIn and Blogs 

Facebook: 600 million users worldwide 

T i   illi  Li k dI   illiTwitter: 200 million; LinkedIn: 100 million

Number one activity of social media users o Number-one activity of social media users 
(online or offline) is reading blogs – even above 
TV!  (Ketchum study)

o Other interactive social media tools: Flickr, 
Y T bYouTube

o Social bookmarking:o Social bookmarking:

Delicious, Digg, Reddit



Get StartedGet StartedGet Started Get Started 
What’s right for your institution? 

O  i  d   fi  llOne size does not fit all.

Facebook vs  TwitterFacebook vs. Twitter

Facebook ceboo

◦ new to social media

◦ build off of current website content

◦ interactive, multi-media, photos

◦ largest reach



Get StartedGet Started

Twitter 

Get Started Get Started 

◦ create desire, sense of urgency

◦ Text only ◦ Text only 

◦ Visitors can ask specific questions s o s c s spec c q es o s

◦ Q and A., i.e. “Ask A Curator.” 



Get StartedGet Started

Build a rapport with other museums and 
b i  b  “f ll i ” h   T i   

Get Started Get Started 

businesses by “following” them on Twitter or 
“liking” them on FB

Watch out for spammers or shameless self-
promotions!

Determine if social media guidelines are needed 

S i l di  h   d t b  f - Socialmediagovernance.com has a database of 
sample policies



Develop a StrategyDevelop a StrategyDevelop a Strategy Develop a Strategy 
Establish an account on a top social media website such 
as Facebook or Twitteras Facebook or Twitter

Establish and update brand identity across  social media p y
sites and your website. 

i k ff d hBring key staff across departments together to 
participate and share ideas.



Develop a StrategyDevelop a Strategy

Plan your message frequency and publishing 
h d l  D i  h  i i  f   

Develop a Strategy Develop a Strategy 

schedule. Determine the minimum frequency to 
message such as three times a week, daily, weekly, etc.

◦ Develop a social media editorial calendar  Identify Develop a social media editorial calendar. Identify 
all your platforms, themes, and schedule it.

◦ Use a social media dashboard such as Hootsuite
to schedule updates in advance.





Spread the word!Spread the word!

• Ask your employees to join and invite their friends 
d ll  

Spread the word! Spread the word! 

and colleagues 

• Promote social media sites across the board: • Promote social media sites across the board: 
websites, print communications, e-mail 
communications/e-newsletters, employee 
i i l d i d l dsignatures, include in ads, calendars

• Develop interactive content meant to engage • Develop interactive content meant to engage 
visitors to your page. Ask questions, develop 
themes (i.e. family-related posts, artwork of the 
day, this date in history, visitor spotlight)



Spread the word!Spread the word!

• Share your positive press!

Spread the word! Spread the word! 

• Encourage users to visit your museum and 
participate in your programs  but don’t overwhelm participate in your programs, but don t overwhelm 
them by posting more than once a day, at the most

• Utilize incentives or giveaways 

• Tie into special events 



Develop Content  Develop Content  
• Share your Collection on Facebook: upload via 

ArtShare  the app developed by the Brooklyn 

pp

ArtShare, the app developed by the Brooklyn 
Museum 

• Share your videos on YouTube. Post  content such 
as concerts,  video tours, and interviews.  Build 
your own YouTube channelyour own YouTube channel.

• Post interactive video on your own website and 
share with social media (i.e. The Met’s 
Connections)



Develop ContentDevelop Content

• Go behind the scenes with a Blog and promote 
 l f

Develop Content  Develop Content  

across platforms

Solicit blog posts across departments • Solicit blog posts across departments 

• Share photos and chat with the community on S e p o os d c e co y o
Flickr 

• Develop podcasts and promote across platforms

• Repurpose pieces of content into different formats • Repurpose pieces of content into different formats 













Measuring Social MediaMeasuring Social MediaMeasuring Social MediaMeasuring Social Media

Surveys 

Monitor your PR reach into the blog-o-sphere

Google alerts 

Use simple excel spreadsheets

Measure your audience numbers (fans, followers, 
subscribers, readers, etc. depending on the 
platform)platform)



Measuring Social MediaMeasuring Social Media

Track Activity (what you’ve done – posts, 
 l d   )

Measuring Social MediaMeasuring Social Media

comments, uploads, etc. )

Track Engagement (such as user comments  likes  Track Engagement (such as user comments, likes, 
links, shares, conversations)

Analyze Web Traffic (using a tracking system such 
as Google Analytics – How many visitors to your 
website came from each platform?)website came from each platform?)



ResourcesResourcesResources Resources 
Beth Kantor’s Blog for Networked NonProfits 

http://www.bethkanter.org/

PRAM’s Social Media information page: http://www.aam-

us org/museumresources/ic/mpr/pr/sm cfmus.org/museumresources/ic/mpr/pr/sm.cfm

Content Rules: How to Create Killer Blogs, Podcasts, Videos, 

Ebooks, Webinars (and More) That Engage Customers and Ignite 

Your Business (New Rules Social Media Series) by Ann Hadley

Success Secrets of Social Media Marketing Superstars by Mitch 

 Meyerson 

Engage, Revised and Updated: The Complete Guide for Brands and 

Businesses to Build, Cultivate, and Measure Success in the New Businesses to Build, Cultivate, and Measure Success in the New 

Web by Brian Solis;  blog: www.briansolis.com


