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Landscape Discussion
Mobile and Visual

The New Buyer’s Journey
Content Strategies

Web Team Conversation
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Presenter
Presentation Notes
The world has committed to being mobile.  Smartphone adoption is up worldwide, and internet bandwidth density is increasing both in the US and globally.  

Alongside that growth, mobile search is exploding, and people are living in apps much of their day, jumping in and out of search to find what they need.

Making your content compelling and more easily found is vital to stay in front of customers.


THE LANDSCAPE — GONE MOBILE

24/7 Device Lifestyle
Mobile search is exploding
People are living in apps

In a push/pull world how will
people find your company?

Content being mobile friendly is
at a premium

@dwlyons SHIFT #powerofPR
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Presenter
Presentation Notes
The world has committed to being mobile.  Smartphone adoption is up worldwide, and internet bandwidth density is increasing both in the US and globally.  

Alongside that growth, mobile search is exploding, and people are living in apps much of their day, jumping in and out of search to find what they need.

Making your content compelling and more easily found is vital to stay in front of customers.


Hours per Day
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MOBILE IS THE PLATFORM

Time Spent per Adult User per Day with Digital Media, USA,

2008 — 2015YTD
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*Source: Internet Trends 2015-Code
Conference, Mary Meeker, Kliener
Perkins Caufield Byers,
www.kpcb.com/InternetTrends
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Presentation Notes
Adults are spending more time than ever interacting with digital media, and the majority of that time is on mobile or “other” connected devices

http://www.kpcb.com/InternetTrends

MOBILE USAGE — NEED DRIVEN

% of Cell Phone Owners Who Used Phones to Perform
At Least One of Following Activities, USA

Get turn-by-turn
navigation while driving

Follow along with
breaking news events *Source: Internet Trends 2015-Code
Conference, Mary Meeker, Kleiner
Perkins Caufield Byers,

www.kpcb.com/InternetTrends

Learn about events
or activities in
one's community

Get help in an
emergency situation

Get public transit information

0% 20% 40% 60% 80% 100%
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Presentation Notes
With the move to mobile, people have become much able to filter out information according to their needs – the context of how that information fits in their lives.  The monoculture is gone, and brands 
can’t rely on interruption strategies.  

However there are opportunities to create content that matches user activity, especially tying into news and trends or making content “local”

http://www.kpcb.com/InternetTrends

Billions of Video Views per Day

VIDEO CONTENT

Video Views per Day for Facebook, .
Global, Q3:14 - Q1:15 Facebook Video Stats

+ 50%+ Facebook DAUs =
Watch 1 or More Videos
Daily, USA

+ 53% of Views = from Shares

+ 75% =on Mobiles

Q3:14

Q4:14 Q1:15
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RISING

*Source: Internet Trends 2015-Code
Conference, Mary Meeker, Kleiner
Perkins Caufield Byers,
www.kpcb.com/InternetTrends
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Presentation Notes
Video and visual content overall is on the rise and is how more and more of the social platforms are engaging users and making money.  Look at the rise in Facebook video viewing.  Look at the interest in Periscope and Meerkat.  The rise of Instagram.  Visual content is much more compelling to the user.

http://www.kpcb.com/InternetTrends

Visual = Engagement

Most Shared Posts from Facebook Pages Worldwide,
March 2014
% of total

Photo

Link

| [

Album

[ [
Video
[ E3
Status
=

Note: among the top 10% of pasts in raw interachions fram 30,000+

Facebook pages o )
Source: Socialbakers.com as cited in company blag, April & 2014
172116 s ellarketer. com

Tweets with images received 150% more retweets.

40

Retweets
o
S

With images

Without images

£ buffer

The effect on retweets of...

% change in retweets. So photos give verified users a 35% bump in retweets,
compared to what they would get anyway. Click dropdown to see different
areas

All areas
35%
28%
19%
16% 17%
Hashtag Digit Quote Video URL Photo URL
’ Source: Twitter Media Blog, Get the data, Embed this chart

Source: 17 Stats You Should Know About Visual Content Marketing
in 2015, Jesse Mawhinney, 1/22/15,
http://blog.hubspot.com/marketing/visual-content-marketing-strategy
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Presentation Notes
In fact, when you look at both Facebook and Twitter, the most engaged content by far is that with images.  When you’re repurposing content across platforms, whenever possible you should be including an image or video.

http://blog.hubspot.com/marketing/author/jesse-mawhinney
http://blog.hubspot.com/marketing/visual-content-marketing-strategy

THE NEW BUYER'S JOURNEY

EPTJ

n

[n many countries,
including the U.S,,
more Google searches
take place on
mobile devices
than on computers.

VIEW THE INFOGRAPHIC

Source: Google
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Purchase = multiple screens and
times

Search starts on the desktop

Moves to a phone while
waiting in line

Finalizes on a tablet in a
mobile friendly browser

Across each channel, content can
make an impact

Your content must work on all
platforms at all times

#powerofPR
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Presentation Notes
This all matters in the context of the buyers journey.  People use multiple screens to research, narrow down choices, and make buying decisions.  Consider a typical 21st century purchase where multiple screens and timeframes are involved.  Making sure you have content that is easily found and digestible on all these platforms needs to be a regular discipline in PR.


CONTENT STRATEGIES

Design Considerations

Audience/Trend Research

@dwlyons SHIFT #powerofPR
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CONTEXT MATTERS

Timeliness
Time of day, time of week

Your audience vs. global/local trends

Length
Can’t just grab a tweet and drop it on Facebook

LinkedIn posts might not be right for your company
blog post

Color/tone
Hashtags, images, context matter
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Presentation Notes
When you’re considering creating content, also think about where and how you will distribute it.  The same Tweet you used that ties to a trend in the morning may have evolved.  


DEANDRE JORDAN FREE AGENCY
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g Paul Pierce
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3:12 PM - 8 Jul 2015

4« 313851 K 12,336

W8 Kobe Bryant
@kobebryant
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Blake Griffin W Follow

‘ @blakegrifiin32

Don't agree with the furniture layout but I'm not an interior
designer.

9:49 PM - 8 Jul 2015

1354752 -k 56694
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Presentation Notes
A great recent example is the “emoji” battle that took place over the DeAndre Jordan contract signing in the NBA.  The NBA is a global brand, and the one North American sports league that has embraced the idea of their stars being thought leaders.  

Jordan was reconsidering signing with his old team the Clippers vs. the Dallas Mavericks.  Word got out that he was reconsidering, however the new sites decided it was story based on this content, which was all visual in nature.  

Blake Griffin’s tweet on the right is the most interesting – everyone assumed that was a picture from inside Jordan’s house – turns out he googled the image.  


LENGTH MATTERS

6

WORDS

BLOG HEADLINES

Only the first 3 words and the
last 3 words of a headline tend
to be read. Rather than worrying

about length, you should focus
on making every word count.

25

WORDS

LINKEDIN POSTS

If you're marketing to businesses,
write a 16-25 word post . If you're
marketing to consumers, though,
a 21-25 word post would get the
most shares.

1,600

WORDS
BLOG POSTS

Overall, 74% of posts that are read
are under 3 minutes long and 94%
are under 6 minutes long.

Source: The Internet is a Zoo, Social Media Today, via SumAll and Bugger, http://www.socialmediatoday.com/marketing/carianneking/2015-07-
07/what-ideal-length-everything-online-infographic
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Presentation Notes
When designing a content strategy, beyond images length is a key ingredient to consider.  In the next two slides are some valuable guidelines from an infographic recently published on Social Media Today.

Take a look at these numbers for blog and LinkedIn posts – shorter headlines and shorter posts are the ones that gain most engagement.  

http://www.socialmediatoday.com/marketing/carianneking/2015-07-07/what-ideal-length-everything-online-infographic
http://www.socialmediatoday.com/marketing/carianneking/2015-07-07/what-ideal-length-everything-online-infographic

LENGTH MATTERS

THE IDEAL CHARACTER COUNT

o TWEETS

71-100 '

f rosTs

40

et 3
8+ PosTs o

Source: The Internetis a Zoo, Social Media Today, via SumAll and Bugger,

TWITTER

Tweets shorter than 100
characters have o 7%
higher engagement rate.

FACEBOOK

Posts with 40 characters
receive 86% more
engagement than posts
with @ higher character

count.

{ GOOGLE PLUS

If your Google+ headline

can't be contained inone  :
- line, your first sentence

¢ must be a gripping teaser
: to get people to read

more.

40-55

URL DOMAINS

8

# HASHTAGS

6

Opening paragraphs with ¢

larger fonts and fewer
characters per line make
it easier for the reader to
focus and jump quickly
from one line to the next

DOMAIN NAMES

The best domain
names are shart, easy
to remember and spell,
don't contain hyphens
or numbers, and have a
.com extension.

| HASHTAGS

Don't use spaces or
special characters, don’t

i start with or only use

numbers, and be careful

i with using slang

http://www.socialmediatoday.com/marketing/carianneking/2015-07-07/what-ideal-length-everything-online-infographic
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Presentation Notes
Length is relevant for posts on every social channel.  Again, a good rule of thumb is shorter is better both for engagement and sharing.

http://www.socialmediatoday.com/marketing/carianneking/2015-07-07/what-ideal-length-everything-online-infographic

TRENDING/SEARCH TOOLS

Google Trends

June 2015 update, real
time searches

Followerwonk (part of Moz)
Social Platform Analytics
Sysomos

Google Search

Google News Lab

@dwlyons SHIFT #powerofPR
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Presenter
Presentation Notes
Tailoring your content to what your audience wants to hear and is interested in is just as valuable as making it shorter and more visual.

There are a variety of tools you can use to find out conversations are taking place and the keywords that will more likely catch the eye of your audience.

Three key ones we like to use at SHIFT are Google Trends, Followerwonk and Sysomos.

Google Trends has just recently updated the service to be much for real time in nature

Followerwonk, which is part of the Moz platform, is a great tool to find out what both your Twitter audience and your competitors audiences care about

Sysomos is a great tool to understand what keywords are working for your brand and competitors brands.

You can also use regular old Google search to see what google sees as the most relevant phrases for content creation signals


Compare h terms v

Grateful Dead

Interest over time

GOOGLE TRENDS

Regional interest

Worldwide » United States

Vermont
inocis

' Maine
Colorado
Rhode Island
Connecticut

N New Hampshire
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Presentation Notes
This is a quick snapshot of Google Trends relating to the Grateful Dead, who conducted a two city multi-night farewell tour in late June/early July.  

What’s interesting is the dip between the run up shows and the July 4th weekend shows in Chicago.  Taking a look at the trend could show an opportunity to plan content ahead of the event since there was a peak in interested right before the final shows.  

Also interesting is the regional interest of Vermont.  Why?  Trey Anastasio of the group Phish was part of the farewell tour.  A little research into the June conversations would have uncovered that fact and any content could have been tailored to include both his name and Phish’s to make it more relevant.


FOLLOWERWONK

Bio word cloud of SHIFTcomm's followers

To help make sense of the "biography” field of each Twitter user, we've assembled this word cloud
which shows you the most frequently occuring words

marketing — media - social - digital - iover - o

communications — business - love - tor wabtE = diacion Siinag wiilar = piibkic — i S -

Two word bio cloud

social media — ....uom-..

Location word cloud of SHIFTcomm's followers

Similar to the above word cloud, here we show you the relative frequency of words used in the
“location” field of SHIFTcomm's followers

bOStOﬂ — IMa — CAa — new york - san francisco - ny - usa -

@dwlyons
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Christopher Penn [ Bosto
VP Marketing Technology @shiftcomm, ninja, Marketing Over
Coftee cohost, speaker, Buddhist. More: hitp://cspenn.com/w
Latest book: hitp://marketingbluebelt.com

Chel Wolverton

Marketing Tech, Account Manager @shiftcomm. Productivity
hacker. Thinking doer. Runner. Gamer. Loves @DavidsTea, 4A
Cofiee, and Sherlock, obvs.

Amanda Grinavich ‘ag an Diego, CA via Boston & PA
| have red hair and a tendency to swear while watching hockey
Marketing // Social at @5HIFTecomm; #BU alum. Member of the

church of @Beyonce

KT McGraw TMecGr 3 oston, MA

Proud to be part of the @SHIFTComm Team. Healthcare/Health IT
PR/social ninja with 10+ years of experience. Deeply passionate
about, you guessed it, robots.

Stephanie Epstein ©Siep Ep Dracut, MA = Bosto
Future PR pro | Lover of all things Boston | Account Coordinator
at @SHIFTecomm | Boston University @comugrad alum

Ty Achilles -t e San Francisco, CA
PR dude @SHIFTcomm working on cybersecurity, marketing tech,
solar energy, & big data/analytics. #GoDubs #Paleo #SFGSL
#EDM Instagram: tyachilles

#powerofPR

39,482

28,155

28,605

13.449

6,835


Presenter
Presentation Notes
Follower wonk is great in two ways when considering content development.  First, it allows you to look at bios of followers of any Twitter handle.  You can see on the right the bios of SHIFT’s followers.  No surprise on the strength of media and social, however interesting to see the size of marketing – this would certainly influence what type of content we would plan and our keyword selections.

The second is seeing the individual bios of the top influencers at a company.  Say you wanted to target SHIFT – what are the top influencers at SHIFT interesting in BESIDES working at SHIFT?


SOCIAL PLATFORM RESEARCH

Interests

Techmology so%
Tech nevs oo
Business news and general info 7% [N
Entrepreneurship 7% [
Business and news 74%

Marketing T0%

Politics and current events 0%

Startups 68%

Business and finance 66%

Comedy (Movies and television) 549,

@dwlyons SHIFT #powerofPR
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Presentation Notes
Beyond those tools you can also look at interests of both your and general geographic audiences via the Twitter and Facebook platforms. 

Here you can see from Twitter Analytics the interests of my personal twitter handle followers.  Not surprising given my role that technology ranks highly.  Interesting to see that politics and current events is pretty high on the list.  This leads me to consider how I might tie to current events more regularly in my posts for more shares and engagement.


n
35

busi

Sy

SYSOMOS

a#di nceI
ecnnoloc
3 J‘r’

Ed
t ng bestlooklng

Tketi ng
%encyd thlnk

ﬁr ficat |0ns
£ Pls hlft
ostonai?{d
2 york Kigy

clients

“francisco
ompany times
google

dd'F.’

S sbuiy

s
=X
mdnadﬁworkmg
BpaJ ea

accuunt
< pliom
A jiom

m

austm

netw

=]

rk
C

@dwlyons

SHIFT

COMMUNICATIONS

Twitter Trends

Trends for:

United States/Boston

#PlutoFlyby

#lranDeal

#HarryBeCareful

#rickychat
#ThingsEveryGirlWantsToHear

Obama's Iran
Bill Kristol
Mideast

#powerofPR


Presenter
Presentation Notes
Sysomos is a great tool for gathering and understanding your earned media and social content.  One of the best ways to use Sysomos for keyword and content optimization is the word could that lives on the main dashboard when you conduct a company search.

You can see we’ve been talking a good deal recently about our office locations – we’re growing and recruiting in all of our main cities.  We’re also talking a good deal about our Google Certified Partner status, and that’s showing up as well.

Beyond Twitter itself, you can also use Sysomos to see what’s trending in specific geographic markets.  You can see on the day I ran this search it was the day of the Pluto Fly By and the Iran arms deal.


Google

Google

Google

GOOGLE SEARCH

disaster recovery

©

disaster recovery

disaster recovery plan

disaster recovery plan template
disaster recovery journal

Press Enter to search.

disaster recovery software

disaster recovery software
disaster recovery software reviews
disaster recovery software vendors

disaster recovery software comparison
About 16,100,000 results (0.30 seconds)

disaster recovery with|

disaster recovery with aws
disaster recovery with azure
disaster recovery with veeam
disaster recovery with vmware
Press Enter to search.

@dwilyons SHIFT
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Presenter
Presentation Notes
You can see by just changing the phrasing of my search I can see some potential content signals.  And what’s most impactful with this type of research is that you see what google is prioritizing in search regarding these keywords and what people are actually looking for.  Doing this on a regular basis can help you adjust content and phrasing to match what exactly people most want to see regarding any topic.


GOOGLE NEWS LAB & PUBLIC
DATA EXPLORER

GReS:a;Ch Report Distribute Optimize
et the data
Create better Get the content Measure the
your content content in
. seen by performance of
needs to many different audiences tent
<hine formats your conten
@dwlyons SHIFT
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Create Visual Content with
Google’s Supporting Data
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Presenter
Presentation Notes
Great content is many times about stories.  Google has launched Google News Lab to help journalists tell better stories, however the same tools can be used by PR folks.  Things like Public Data Explorer, which can help find data and create the visual aspects that you can use in pitching, could be strong content generators. Tying these data driven visuals to strong keywords will resonate on social, on your own blogs and when pitching stories to reporters since the data sets are public and validated by Google.


FOR YOUR WEB TEAM

Per 4/21 Google announcement, use HTML5 not Flash Free testing tool:
Eliminate Flash from your website https://www.google.com/webm
Including your newsroom asters/tools/mobile-friendly/
Ensuring you use viewports for any videos

Migrate to cloud based video if possible or use HTML5
player

Making fonts are big enough to read

Effects forms and landing pages created through marketing
automation software

Ensure clickable/touchable elements are not too close to

each other Source: 4 Mobile SEO Problems That
Elements like podcasts must be non-flash based ﬁR Pr(;,slzl\//llu;t Conquer, Christopher
. . enn, s
Be careful accepting content for your website http:/Avww. shiftcomm.com/2015/03/4-
Earned media endorsements like award badges, news mobile-seo-problems-that-pr-pros-
clippings, and other copy & paste content must be must-conquer/
compliant

@dwlyons SHIFT #powerofPR
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http://www.shiftcomm.com/2015/03/4-mobile-seo-problems-that-pr-pros-must-conquer/
http://www.shiftcomm.com/2015/03/4-mobile-seo-problems-that-pr-pros-must-conquer/
http://www.shiftcomm.com/2015/03/4-mobile-seo-problems-that-pr-pros-must-conquer/

KEY TAKEAWAYS

Global mobile search is exploding
Buyer Journey = multiple devices
Make content shorter, more visual

Make content more personal and
findable

Leverage real-time trends and
audience interests

Ensure your site is mobile friendly
and your content can be read on any
device

@dwlyons SHIFT #powerofPR
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RESOURCES

Followerwonk — www.moz.com

Google News Lab —
https://newslab.withgoogle.com/

Google Mobile Testing Tool —
https://www.google.com/webmast
ers/tools/mobile-tfriendly/

Google Trends —
https://www.google.com/trends/

Sysomos — WWW.SYyS0mos.com

Think with Google —
https://www.thinkwithgoogle.com/

Twitter Analytics —
https://analytics.twitter.com

@dwlyons SHIFT #powerofPR
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http://www.moz.com/
https://newslab.withgoogle.com/
https://www.google.com/webmasters/tools/mobile-friendly/
https://www.google.com/webmasters/tools/mobile-friendly/
https://www.google.com/trends/
http://www.sysomos.com/
https://www.thinkwithgoogle.com/
https://analytics.twitter.com/

THANK YQOU!
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