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» Consume media on multiple devices
» Multiple-source news consumers

» On-demand news consumers

» Demographically diverse

» Growing segment of
YOUR audience






» What does the latest research say about technology use
and digital communications in the U.S.?
o How does that impact our communications strategies and

tactics?

» What’s the real (research-based) scoop on social
media?
o What can we learn when we drill down into the statistics?
o What are the latest research-based best practices?

» How does all this leave us better positions to reach the
growing base of digital omnivores?



» Internet — 235 years old on March 12
» How has 1t changed us?

\



Has the internet been a good thing or a bad
thing?

% of internet users

® Good thing m Bad thing Some of both

For society



Technologies that would be very hard to give up

% of all adults who say these technologies would be very hard or impossible
to give up

60%

Internet Cell phone Television Email Landline Social

telephone  media



Internet use, 1995-2014

% of American adults who use the internet, over time



» Ethnicity

o White — 85%

o Hispanic — 83%

o African American — 81%
» Age Group

o 18-29 - 97%

> 30-49 — 93%

o 50-64 — 88%

o 65+ —57%

» Community Type
o Urban 88% ¢ Suburban 87% * Rural 83%




Computer use, 1990-2014

% of American adults who use computers, over time



» Ethnicity
> White — 83%
o African American — 77%
o Hispanic —71%
» Age Group
o 18-29 — 89%
> 30-49 — 86%
o 50-64 — 84%
o 65+ — 56%

» Community Type
o Urban 81% ¢ Suburban 81% ¢ Rural 79%




Cell phone ownership, 2000-2014

% of American adults who own a cell phone, over time



» Ethnicity
o Hispanic — 92%
o White — 90%
o African American — 90%

» Age Group
o 18-29 — 98%
> 30-49 — 97%
> 50-64 — 88%
° 65+ —74%

» Community Type
o Urban 88% ¢ Suburban 92% * Rural 89%




» 40% of all American homes have only wireless phones
» Half to two-thirds of 18-34-year-olds
» More than half in the state of Idaho

\



Smartphone ownership, over time

% of American adults who own a smartphone, over time



» Ethnicity
o Hispanic — 61%
o African American — 59%
o White — 53%

» Age Group
o 18-29 — 83%
> 30-49 — 74%
o 50-64 — 49%
o 65+ — 19%

» Community Type
o Urban 64% ¢ Suburban 60% ¢ Rural 43%
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» 50% of adults 18 and older own a tablet or e-reader

» 68% of adults connect to the Internet with
mobile devices or smart phones

\









» Ethnicity
o Hispanic — 79%
o African American — 73%
o White — 72%

» Age Group
o 18-29 —90%
> 30-49 — 78%
> 50-64 — 65%
° 65+ —46%

» Community Type
o Urban 76% ¢ Suburban 72% * Rural 70%




» First experience happening
early
> 59% have used at least one
social network by age 10

o 21% of children had posted
negative comments, starting from
an average age of 11

o 26% had ‘hijacked’ another
person’s account and posted
without permission.



» Social media provides the power of a 24/7 connection

» Of customers who complain:
o 42% expect a response within an hour
> 57% feel response time should be the same regardless of day
o 38% report lack of timely response = negative sentiments

» Average response times of top 100 U.S. retailers:

o Facebook: 24 hours
o Twitter: 11 hours, 15 minutes



» Update your plan

> Does it include SM as a component?

» Review tools strategically
o Build followers before you need them

o Expect technology to fail
o Have a Plan B (and Plan C)

» Understand how YOUR community communicates

o Check the research and do your own
o Analytics tools can be very insightful



» Facebook

o 64% of U.S. adults use the site
o Half get their news there

» YouTube
o> 51% of U.S. adults use the site
> One 1n five get their news there

» LinkedIn

> 19% of U.S. adults use the site
> One 1n six get their news there

» Twitter

o 16% of U.S. adults use the site
o Half get their news there







» Ethnicity
o African American — 29%
o Hispanic — 16%
o White — 16%
» Age Group
o 18-29 —31%
o 30-49 — 19%
> 50-64 — 9%
° 65+ - 5%
» Community Type
o Urban 18% * Suburban 19% ¢ Rural 11%




» Young
o Almost half are 18-29-year-olds

» Mobile

o 85% get news from a mobile device

» Educated
o Two 1n five have a bachelor’s degree

» Real-Time News Source
o Boston Marathon bombings






» Why?
o Maturing
user base

» Projected

to slow to
6.4% by
2018

\



» Less 1s more

o Tweets between 100-115 characters
are 34% more likely to be re-tweeted.

» Use #hashtags
> 55% more likely to be re-tweeted

» Use “quotes”
> 30% more likely to be re-tweeted






» Ethnicity
o African American — 76%
o Hispanic — 73%
o White — 71%
» Age Group
o 18-29 — 84%
o 30-49 — 79%
o 50-64 — 60%
o 65+ —45%

» Community Type
o Urban 75% ¢ Suburban 69% e« Rural 71%




» Teens are leaving
» Empty nesters are joining

» Since January 2011
o Adults 55+ increased 80.4%
o Teens 13-17 declined by 25.3%



How People Access Facebook

Percent of Facebook Users

mEver m Most

Desktop / 88%

Laptop

Smartphone

Tablet




» Why do people use FB?
> 68% to keep up with family/friends
° 62% to see friends’ photos/video
o 38% to engage with family/friends
o 28% to share personal photos/videos
> 16% to get news



» FB users get news when browsing for other reasons
o Two-thirds of FB newers see news about their community
o Also as likely to still get news from local TV
» More than one-third engage with news content based
on a friend’s
recommendation

» Only one 1n five engage
with content based on
source



» What 1s reach?
o Number of unique people who saw your content

» Post reach vs. page reach
o Which is more important?

» Organic, viral and paid reach
o Organic — saw it in your news feed

o Viral — saw it b/c a friend liked, commented on or shared your
post
o Paid — saw 1t b/c you paid FB to ensure I did



» New algorithm caused drop in organic
reach

o FB’s effort to encourage paid reach
o Underscores importance of viral reach

» FB users will see about 1,500 posts in
newsteed
o Down from 57% of all possible stories

» Average FB post hits 75% of its reach
within 2.5 hours

» Timing really IS everything



Facebook — between 10 a.m. and 4 p.m. Monday
through Thursday.

Twitter — between 1 p.m. and 3 p.m. Monday
through Thursday.

LinkedIn — focus on posting before and after
business hours, 7-9 a.m. and 5-6 p.m. Tuesday
through Thursday.

Google+ — 9-11 a.m. on workdays.

Pinterest — This is the one social network you
should focus on posting during weekday evenings
and on the weekends, specifically 2-4 p.m. and 8
p.m. to 1 a.m. on weekdays. The best time to pin
items on Pinterest is on Saturday morning.












» Multi-platform, multi-device communication is here to
stay.

» Technology use might be greater within certain
demographics than we thought.

» For all the effort invested in social media, Facebook i1s
still the dominate platform by far.

» Research-based best practices can increase reach to
social media news consumers.















www.claytonschools.net/nspra2014

(handouts and research)

Robin Fultz Chris Tennill, APR
Communications Coordinator Chief Communications Officer
School District of Clayton School District of Clayton

robinfultz@claytonschools.net christennill@claytonschools.net



