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Presenter
Presentation Notes
We may still be wanting to reach out and touch someone like we did in the olden days, but we new ways of doing this.  Why do we need to worry about social media? The following can all be achieved by engaging with our virtual patrons.  Improved awareness of the library and how we help the communityWord-of-mouth advertising of services, programs and materialsIncreased customer loyalty and trustImproved audience reach and influence



What We’ll Cover 
 Getting Started 
 Social Media Platforms 
 Content Creation 
 Monitoring 
 Earned Media Value 
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Presentation Notes
Why are you investing time in social media?  We frequently refer back to goals because it is easy to get off track.  Yes, facebook is “free” but your time is not.  Decide on an amount of time and stick to it.  You could ignore your account and it would stagnate and no one would discuss it and it would not get pushed up in feeds when you *do* post.  You could stay on it 16 hours a day and then your loved ones would miss you! Find your happy medium of checking it 3 times a day, for about 5-10 minutes.  Decide that you cannot surf the internet for two hours for that perfect picture of the book with the heart in the pages.  Pick a platform.  Here are platforms and here are pros and cons



Getting Started 
 Setting up accounts 
 How much time do you want to spend? 
 Build a team/ find content creators  
 Be careful when switching between your personal and 

organizational accounts 
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RACINEWhen you make a page in facebook, you have to be careful to set things up right.  Don’t create the page as it’s own account.  Create it connected to another person because then you will have issues with keeping statistics (as well as other issues that will make it not work properly).  Demonstrate how to switch between the user and the organization.  



Goal Setting 
 If you are having trouble setting realistic measurable 

goals, check out how similar pages are performing 
 Followers 
 Reach 
 Frequency 
 Engagement 



Facebook 
• Largest platform with 71% of adults online using it 
• Easy to use 
• It’s like a dinner party where you know the guests 

really well 
• Many say it has lost its cachet 
 

 



Facebook 
 Posts with images get the highest amount of engagement. 

The perfect size is 800×600 pixels. 
 Use Ow.ly and Bit.ly to shorten links track how many 

people are clicking through 
 Don’t make images too detailed. Simple imagery can be 

easily seen on mobile devices — more than 70% of fans 
read posts on their phone. 

 Posts aren’t the only activities that grab attention — 
comments and responses do, too. Engage with people and 
build relationships through conversation. 

 Post when the audience is listening, not just when the 
Library is open.  



Twitter 
• Users check frequently 
• Good place to check for news and timely information  
• Users more likely to follow others who are not friends 

in real life 
 

 



Twitter 
 Give a clear call to action so your readers know what 

you want them to do. 
 Punctuation: don’t sacrifice grammar because you only 

have 140 characters. 
 Use questions, facts, and figures to engage your 

audience and drive retweets. 
 Use @ mentions to prompt influencers to engage with 

you and make sure you respond. 
 Retweet relevant content for your audience. Leave 20 

characters so people can add content or comments. 



Pinterest 
• The world’s largest bulletin board 
• Women are the biggest demographic– especially 

affluent women 
• Don’t just pin book covers. Try: 

• Anything art-related 
• Library Displays 
• Quotes 
• Humorous items 

 
 

 



Pinterest 
 Images with no human faces are shared 23% more than 

those with them. 
 Images with dominant colors — red, dark green, pink — 

are shared 3x more than images that don’t contain them. 
 Use a background that doesn’t take up more than 40% of 

your image, otherwise your repins will decrease by 50%. 
 Red or orange images are repinned twice as often 
 Vertically oriented images perform better than those that 

are horizontally oriented; the perfect ratios are 2:3 and 4:5 
 



Tumblr 
• Microblog  
• Post pictures/videos and write about them   
• A mix between Twitter and a blog 
• http://librarianproblems.com/ 

 

http://librarianproblems.com/


Vine 
 Social video application lets you create and share 6-

second videos that loop. 
 http://oedb.org/ilibrarian/10-cool-ways-libraries-can-

use-vine/ 
 

http://oedb.org/ilibrarian/10-cool-ways-libraries-can-use-vine/
http://oedb.org/ilibrarian/10-cool-ways-libraries-can-use-vine/


Instagram 
 Photo sharing app that’s used by over 80 million 

people 
 Materials 
 Events 
 Promotional print pieces  



Creating Content 
 Keep an eye on peer pages to get ideas or things to 

share 
 Use the same content for several platforms 
 Use an application like HootSuite to schedule posts 

http://www.google.com/url?q=http://hootsuite.com.br/&sa=U&ei=rSozU_zcLsGe2AX3q4CICQ&ved=0CDgQ9QEwBQ&sig2=Hs3i9KMkz9cmjEYQoW15SA&usg=AFQjCNF4olwiJ81jepq7fYsqy4jwRwwkEA


Voice 
 Know your audiences  
 Keep a positive tone and use active voice 
 Who do you want to talk to at a party? 
 Mix it up with posts that are:  

 Funny/Clever 
 Educational 
 Conversational 
 Promotional 

 Call to action 

 
 
 



Greatest Hits 
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Why this worked:Staff tagged themselves, shared– the reach was awesome!



Greatest Hits 



Greatest Hits 



You Can’t 
Win ‘Em All 



Monitoring 
 Important to give timely responses 
 Negative feedback 

 Do not delete unless it’s an extreme circumstance such 
as inappropriate language or lewd comments 

 Problems, constructive criticism, merited attack (true) 
 Respond- keep it positive! Don’t be defensive and make sure to 

thank them for feedback. 

 Partially true/untrue complaints 
 Gently offer correct info and take the conversation offline 
 



 
 The Earned Media Value Index 
 Earned media (or free media) refers to publicity 

gained through promotional efforts other than 
advertising 

 A guide to the value of social endorsements 
 www.socialchorus.com/resources/earned-media-

value-index/ 



THANK YOU! 
 Abigail Crouse acrouse@wichita.gov 
 Racine Zackula rzackula@wichita.gov 
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