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Get Smarter about Which Data to Pull and Analyze 

Lisa Adams, PR and Digital Communications Manager, FMC Technologies 
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About FMC Technologies 

FMC Technologies, Inc.is the global market leader in subsea systems and a leading 

provider of technologies and services to the oil and gas industry. We help our customers 

overcome their most difficult challenges, such as improving shale and subsea infrastructures 

and operations to reduce cost, maintain uptime, and maximize oil and gas recovery. Named 

by Forbes® Magazine as one of the World's Most Innovative Companies in 2013, the 

company has approximately 17,400 employees and operates 29 production facilities and 

services bases in 18 countries. 
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FMC Technologies on social 

FMC Technologies is a large B2B company that uses social 

media to promote and protect its brand.  

 

The social media team reports to Corporate Communications, 

and focuses on engagement and company narrative. 
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Select the right analytics tool: basics 

• What are your target 

audiences?  

• Which channels are most 

important?  

• Do you need global reach 

(translated content, stronger 

listening capabilities)? 

• How much time can you 

dedicate to reporting?  

• What is your budget? 
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What matters at FMC Technologies 

FMC Technologies’ key audiences: 

• Employees and their circles of influence 

• Recruits 

• Regional and trade media 

• Industry influencers 

 

Critical social channels for FMC Technologies: 

• Twitter (media, industry influencers) 

• Facebook (employees, recruits) 

• LinkedIn (employees, recruits,  

industry influencers) 

• Instagram (general public) 

• Google+ (industry and search) 

• YouTube (industry and search) 
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Decision makers: get to the facts 

• Small, centralized team 

• Small budget 

• Goals are to engage, promote, 

and protect the brand 

• Need to leverage assets and 

messages across channels 

• Need a powerful listening tool 

with global reach 

• Key audiences found on: 

LinkedIn, Twitter, Facebook, 

and Instagram 

• Not a big demand for detailed 

metrics from executives 

Know before 

you demo!! 
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Tools: tried and use 
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Audiences, channels, and content 

NEW METRIC! 
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Audiences, channels, and content 
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Audiences, channels, and content 
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Audiences, channels, and content 
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It’s all relative — measure what matters! 

• If you’re in Communications, brand story and influence 

are key. 

 

• If you’re in Marketing, pushing followers through the lead 

generation funnel is crucial. 

 

• If you’re in Customer Service, response time and having 

engaged, happy followers are critical.  

Find tools that focus on the channels 

and the metrics you need to be 

successful.  


