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1. Social Media Marketing
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MARKUS ANGERMEIER @ AFERTO.DE

A group of web services characterized by
participation and communication.



Features involved in Web 2.0

Collective intelligence r . ]w
Cloud computing CQF\
cloud

Smartphones

O O'Reilly, Tim (2005). What is Web 2.0: Design Patterns and Business Models for the Next

Generation of Software
http://www.oreilly.com/pub/a/web2/archive/what-is-web-20.html
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Things happens on Social Media

ﬁ Barack Obama Seguir " Ellen DeGeneres Seguir

Four more years. pic.twitter.com/bAJE6Vom If only Bradley's arm was longer. Best photo

4 Responder €3 Retwittear % Favorito & Pocket s+ Mas ever. OSCarS DICTWITTG!’COFT]/CQUF)NOTGBD
4 Responder t3% Retwittear % Favorito &F Pocket ««= Mas
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The Web is a blog

= SECTIONS & HOME  Q SEARCH

POLITICS

€he New Dork Times

Downing North Korean Missiles Is
Hard. So the U.S. Is Experimenting.

Buried in an emergency funding request to
Congress lie hints of new ways to confront
Pyongyang, like cyberweapons and armed drones.

By DAVID E. SANGER and WILLIAM J. BROAD NOV. 16, 2017

0000 |[]

WASHINGTON — Concerned that the missile defense system designed to
protect American cities is insufficient by itself to deter a North Korean
attack, the Trump administration is expanding its strategy to also try to stop

Thrneasrnsmnto meatnailan hafasn dhoosr oot Fom Fanes Wananes atwoen s

Get The New York Times for just €1.75 a week.

I 145 COMMENTS

Click here o read the best Times comments from the past week.

All Readers’ Picks NYT Picks

arun

Mational Railway ? Nope ! National Heaithcare | Absolutely Not ! Universal
Basic Income 7 Are you out of your mind ! Raytheon, Boeing, GE,
Lockheed....YES | YES ! YES !

NYCLAW
The 4,000,000,000 is to prevent a very very unlikely scenario that
North Koreans would commit suicide.

GladF7

About darn time | mean they are finally making sense.

‘We got two choices try to hit a warhead maybe & ft long tops going about
1500 fps or shoot a missile 80 ft long trailing 500 of fire, Just shoot down
every missile they launch from steaith neither confirm or deny. That we never
have to worry. Same with their subs sink them and keep quiet about it

Ic
! don't see why any East Ceaster's comments are relevant here. Enjoy your
safety 3000 miles further to the East.

Joe B.
As a lover of Brie, stupid is wasting billions and billions of "cheddar” on
parancia-driven fantasy defense shields.

https://nyti.ms/2hFEkw4




Libraries are on Social Media
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Spanish University Libraries on Social Media
Source: Martin Marichal (2014). Las bibliotecas universitarias en las redes sociales. Rebiun http://bit.ly/2f4u0Lk




The challenge of interaction

Comments 90,5%
Likes 24,6% 50,4% 13,3%

0 B Until 5 m6-10 B More than 10

Interactions received by publications

(264 publications analyzed)

Source: 44 Facebook pages of Spanish academic libraries, february 2016.



Basic Concepts about Marketing



Marketing

«The action of presenting something to someone.»
Michael Miller

«The role of marketing is to make unnecessary the task
of selling. Its goal is to know customers so perfectly that

what is offered is sold by itself.»
Peter Ducker

4
Google amazon @ zArA



Marketing

«Function of the organization that keeps it in
constant contact with its customers, reads its needs,
develops products that meet those needs and builds
a communication program to express the purposes
of the organization.»

Philip Kotler y Sidney Levy

Kotler, Philip; Levy, Sidney J. (1969). Broadening the concept of Marketing. Journal of
Marketing, vol. 33, niam. 1, pp. 10-15. http://www.jstor.org/stable/1248740




Marketing In libraries

1. Detecting needs
2. Creation or improvement of services

3. Widespreading of the product.

The success or failure of a service depends on the entire chain.

The promotion is only a part of the marketing process.



Marketing mix o 4Ps

= Product or service offered.
= Price of the service.

= Place, determined by the points of service and the opening
hours.

= Promotion, which refers to all actions aimed at favoring the
use of services.



Marketing Stages

HERE'S COKE ... THE

1.0 2.0 3.0

The product The client The values



Digital Marketing

Digital Marketing employs digital media to connect with
potential users and to open a channel of communication
with them.

Techniques:

= Web Analytics: analyzing data to obtain conclusions.
= Search Engine Optimization (SEO).

= Search Engine Marketing (SEM).

= E-mail marketing: sending e-mails.

= Social Media.

= Viral Marketing: mouth to mouth to send a message.

= Mobile Marketing: based on mobile devices.



Social Media Marketing

Social Media Marketing is just a kind of digital marketing that
employs social media.

@ Unlike traditional marketing (press, TV, radio...), digital -

marketing and social media, provide a large amount of :
data about users and acts as a communication channel
with users, to know their interests and needs.



Social Media Marketing Techniques



Inbound marketing

Techniques aimed at increasing the number of visits to a web
site, a blog or a profile on social networks, in order to become

them into leads and, finally, users of a service, even into
persons who recommends.

Unlike other marketing tactics, the customer is attracted
without pressing him.

HALLIGAN, Brian; SHAH, Dharmesh; ScoTT, David Meerman (2009). Inbound Marketing:
Get Found Using Google, Social Media and Blogs. Hoboken: Wiley & Sons.



Conversion Funnel

W VSITORS 75

LEADS 30

USERS 10
RE(OMMENDERS Conversion rate: 10%



Inbound Marketing Stages

Traditional marketing

1. Atraction: directing the customer
to the web page.

2. Conversion: the customer

chase the client
provides his contact data to the
brand.

3. Education: to send information

to the client. Inbound marketing
attract them

4. Loyelty: keep the customer
satisfied.

{7 Inbound Marketing: ;Qué es? Origen, metodologia y filosofia
http://www.inboundcycle.com/inbound-marketing-que-es




Content Marketing

A way to get new customers and to boost your business is to
share relevant content.

Content marketing is a part of inbound marketing, it is a way to
attract customers.



Brand-generated content

| IDEAS Y CONSEJOS

Decoideas | Renueva tu casa | Eco Opciones

Nuestras Guias | Camo hacerio

fr
buscar en ideas y consejos. O
Categorias
= Armarios
= Azulejos y suelos de ceramica
= Banos

Calefaccion y agua caliente
sanitaria

Climatizacion

Cocinas

Construccién

Decoracién

Domética y seguridad

Drogueria
Electricidad

I '—-‘{E = > Estanterias y mobiliario auxiliar

mf“’ 1_

Fontaneria

Herramientas

lluminacién
Jardin
Madera

www.leroymerlin.es




User-generated content

Todos los I ) ali \is
departamentos - Amazon.es de Natalia  Ofertas  Cheques regalo  Vender  Ayuda =/ Cesta

Kindle paperwhite
Nuestro e-reader mas >

vendido, ain mejor

P L

< Un tablet potente a un

precio increible

desde 5 9 ’99€

i Pedidos en curso Amazon Premium Saldo del cheque regalo Cliente desde
. Hola, Natalia ?

0 articulos Suscribete a Premium » 0,00€ > 2013

Amazon uliliza cockies, ¢ Qué san las
cookies?

AERO 360° ?

BIENVENIDOS A UN ==

MARKETING ~ —ASB :
c_v_r~Jur~.1E2.-$’ § HOGAR SANO

Basado en tu Lista de deseos vermas

BGARNE R : P—
_ Fundamentos de e ELARTEDE )
Marketing R EMPEZARs /|

I

59

El mejor deshumidificader
e RN e

WWwWWw.amazon.es




What is the Goal of Contents?

To educate: tutorials,
webinars...

To inform: interviews,
news, inphographies...

To entertain: lip dubs,
videos, quotes...

M El Profesional de la Informacidn

Papel socioeducativo de las bibliotecas publicas: nuevos perfiles
profesionales para nuevos tiempos.

Un articulo de Sandra Sanchez-Garcia y Santiago Cubero publicado en
acceso abierto en El profesional de la informacién.
http./frecyt.fecyl.esfindex..../.. farticle/view/epl.2016.mar.09

l h. hl H t deben trabajar
as l In ecas para evitar que
las circunstancias econémicas y sociales

SEAN UNA BARRERA ™° "P%Grcs coectvos

acceder a la cultura,

a la informacién y a la formacion.

Sandra Sénchez Garcia y Santiago Yubero

X sanagustin, Eva (2013). Marketing de contenidos. Madrid: Anaya Multimedia.



Blended marketing

Combination of both online and offline strategies within a
campaign.

For example, in addition to social media advertising, we can
post posters in strategic areas of the library.



Social Media Optimization (SMO)

= ELPAIS 0!

Set of techniques and '
actions to facilitate La buena letra del empollon

. El punzanlc St. Aubyn no arriesga nada en 'Sin palabras": la satira enc
users to easily share

¢ la sociedad en esta ficcion sobre los premios lite

contents of our o

website on social ——
media.

protagonizada por Patrick Melry s del gusto de paladares exquisitos. Con
razon. Por eso, mis expectativas al afrontar la lectura de Sin palabras, una satira
sobre el mundo de los premios literarios anglosajones, son grandes. Me dispongo
adisfrutar de los puntos fuertes del texto, un diagnastico de los tics del mundo
gue rodea y a la vez forma parte de |a literatura. El escritor es consciente de que
el contexto literario, sus bambalinas, presentaciones, premios, repercusion en

J A St. Aubyn su fama lo precede. Saphuena fama. La serie de novelas,




SMO techniques

= [nclude buttons to share on our websites.

= Place the links to the brand's profiles in a visible place.
= Adaptability of the contents to each medium.

= Follow a periodicity in the publications.

= Participation, allowing content to be shared easily.

= Reward those who help to share your content.

Moreno, Manuel (2014). El gran libro del community manager: técnicas y herramientas para
sacarle partido a las redes sociales y triunfar en social media. Barcelona: Planeta.



Social Media...

Doesn’t bring magical solutions
You have to invest time
You can’t improvise
You get long-term results
Have risks



What can we expect from Social Media?

Social Media are a channel of recommendation, not of direct
conversion.

They should be used as a step to lead our users to the website
so that they can obtain more information there and finally

become customers.

Only a percentage of our followers will end up being users.

http://tristanelosequi.com/2016/01/25/la-realidad-de-las-estrategias-en-redes-sociales/




2. Social Media Planning



Social Media Planning

WHAT COULD | DO TODAY?

We must plan our strategy in Social Media
to obtain good results.



Planning tools

1. Social media plan

2. Style guide

3. Comments policy

4. Protocol for online reputation crisis

5. Marketing campaign



Social Media Plan

General document that defines the strategy of the library on
Social Media and specifies the goals on social media. It must
be aligned with the strategic plan of the library.

MORENO, Manuel (2014). El gran libro del community manager: técnicas y herramientas para
sacarle partido a las redes sociales y triunfar en social media. Barcelona: Planeta.



Style guide

«Document that unifies the voice and the identity of the
library in social media.»

It outlines specific aspects such as the logos and graphic
identity, the structure of publications, the voice or the
language.

i
| It is especially useful when there are several people who publish on Social

i Media and to establish a common framework in large institutions.

b 3

\ @10 Jackson, Dominique (2017). How to Create a Social Media Style Guide: 10 things to include.
SproutSocial, June 13t, https://sproutsocial.com/insights/social-media-style-guide/

New York University Style Guide

http://www.nyu.edu/content/dam/nyu/cmsTeam/documents/socialmedia/
NYU SocialMedia StyleGuide 092914.pdf




Comments Policy

We should define a comments policy and publishing itin a
visible place on our website.

We should avoid:

* Obscene, racist, sexist or homophobic language.

Offtopics: comments that don’t have to do with the topic of the webpage.

Spam: advertising or promotional messages.

Trolls: people who publish irrelevant and provocative messages.

Capital letters: they are considered shouts.

Marketing Zen (2017). 16 Invaluable Guidelines for Managing Your Social Media Comments.
Marketing Zen, April 12th,
http://marketingzen.com/16-invaluable-guidelines-managing-social-media-comments




POLICY &
TRAVEL REAL ESTATE ACQUISITION TECHNOLOGY ABOUT US
GSA Q REGULATIONS

Home = Reference > G5A Social Media Comments Policy =

i GSA Social Media Comments Policy coNTACTS

Overview Ori Hoffer

Execiifive Drelors We encourage the public to share thoughts as they relate to the topic being discussed on ® View Contact Details

any of our social media sites such as Facebook, Twitter, YouTube, or GSA blogs.
For GSA Employees

We review and post comments in accordance with GSA’s Social Media Policy [PDF- 42 KB].
{Also see GSA's Social Media Navigator for specific social media guidance.)

Forms
Freedom of Infermation Act (FOIA)
The views expressed in visitor comments reflect those of the comment’s author and do not

CROEIAPhIK Locaint Codes necessarily reflect the official views of the U.S. General Services Administration or the

GSA Bulletins federal government.
GSA Logo Policy We reserve the discretion to delete or not allow comments that contain:
GSA Privacy Program e Vulgar or abusive language;

> GSA Social Media Comments Policy » Personal or obscene attacks of any kind;

o Offensive terms targeting individuals or groups;

GSA Social Media Navigator
e Threats or defamatory statements;

No FEAR Act Library e Linksto any site;

Public Comment s Sugpestions or encouragement of illegal activity;

Reports s Multiple successive off-topic posts by a single user or repetitive posts copied and
pasted by multiple users, or spam;

Statutes

» Unsolicited proposals or other business ideas or inquiries; or

e Promotion or endorsement of commercial services, products, or entities. (Note that
non-commercial links that are relevant to the topic or another comment are
acceptable.)

To protect your privacy, please do not include information that identifies you (an email
address or phone number) in the text of your comment.

General Services Administration (GSA). Social Media Comments Policy
https://www.gsa.gov/reference/gsa-social-media-comments-policy




Protocol in case of a reputation crisis

This protocol defines all the steps on how to act if the negative
comments received affect the reputation of our brand.

Reputation: The opinion that people have about someone or something.

Reputation crisis: a situation in which negative comments about a brand
produce a deterioration of its reputation.

Who is criticizing? At what point is the criticism produced?
s it educated, aggressive...? What repercussions is that
criticism having? Is it based?



32104 My
8y} 03 pejejas
$8]|S pesn }sowW
8y} Uo SN0

SON3M4AN]

‘22104 A1y
auy) jo ab=y

Juopnjos

ojqeuoseods e uodn
JoB pue uonenjis auy)
Anoau o] ysim nof o

NOLLVHO1S3d

4PIBOY JUBLWIWOD
ayj uo fpoaap
UORBULIOJU] [eMjoR)
i puodsads
0] |sim nofk oq

S10V4d 3HL XId

iojays i
‘sy1sod 2ij10ads 0)
Buipuodsal pioay

ATNO HOLINOW

‘sadualajel
yend juoq 1330 JO O3PIA
‘sasuodsal ‘safew 'syujediy
poob ajesso Buipnpou Ag
O] 8lul) 8ye] S02.N0S AN0A a1

UoosSuULOD
82404 JIy
INoA asojasig

SSIANMIWIL ONIDJENOS

2puodsas nok i
"A|UO S3DURISLUNDIID JUALIND
10} asuodsal ajUAA

NOLVNTVYAI TVNIL

Jaoualadxa aanebau e jo
jinsas e Busod oyl S|

«HIWOLSND AddVHNN

S)08) SNOAU0LIS 2JaU} a1y

«a3aaINosIA-

S 10 Yol
abe. ‘yues e Bunsod ay) s

«HIOVH,.

peifap pue Buiyseq
Pap 8}is e Syl 5|

«ST110d Ly

— B N

Jpasue|eq Jo aapisod )i s)
 uoneziuefio ayy noge ysod
£ PAISA0ISIP SUOAOS SBH

ONILSOd 83M

Juoissiui ok pue A10)s noA
aieys Ajpanoeosd 0] ysim nok og

SSHOONS FHVHS

"@suodsas ou
—pueys jsod
ay e

ANVLS 1371

‘MaIAB aalisod e epiacsd 10 pueis
38} 180d B} YHM INDUOD UBD NOA
aJmeu Ul salebs
Bupyseq ‘abed Jo jJuel € ‘snosuoua
Ajjenioe; jou sy 3eh 4sod e
yum aeubesip 10 aasbe A 1)
‘asuodsal pajio-j|am pue [ernoe} v

FONIFIHINONOD

A1LVNIVA3

 ¥3A0DSIa

NOISIAIQ ADOTONHOAL ONIDHIWE — ADNIADY SHIVA4Y OIN8nNd 30404 dIY

ANIWSSISSY ASNOLSIY DNILSOd S3aAA 3030 dlY




Avoid conflictive topics

) NYPD NEWS Segts !-% Stop The Wars Seguir

Do you have a photo w/ a member of the
NYPD? Tweet us & tag it #myNYPD. It may
be featured on our Facebook.
pic.twitter.com/mE2c30Smm6

4 Responder 43 Retwittear % Favorito & Pocket +es Mas

NYPD officers are known worldwide for their

timely and hands-on response to citizen

grievances. pic.twitter.com/wuJ8uicGgE
myNYPD

4 Responder t3 Retwittear % Favorito &F Pocket s+ Mas
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3. Social Media Campaign



Social Media Campaign

«Action or actions that are carried out during a certain period
of time and that focus on a particular subject with very
elaborate own characteristics.

They are associated with promotional activities and contests
on social networks, and are usually focused on a very specific
audience.»

\ @10 Rojas, Pedro (2012). jCuidado! No te confundas al hablar sobre: Metas, Objetivos, Estrategia,
Tactica y Acciones en Social Media. En: El blog de Pedro Rojas, 26 septiembre.
http://www.seniorm.com/confundir-metas-objetivos-estrategia-tactica-acciones-campanas-

social-media-redes-sociales-plan-marketing-digital-red/




Steps in a Social Media Campaign

/ | Objeclives \'

%) Me/afure A Oudience
D Strateqy \'

\ 3 Took
Social Media /



SMART objectives

= Specific
= Measurable

= Achievable

= Relevant

= Time-based



SMART objectives examples

= Toincrease a 2% the number of visits to the website in a
month.

= Toreach 1.000 followers in Twitter in 15 days.
= To get 10% more interactions in the next month.

= Toincrease the number of loans of the audiovisuals in the
next week by 30%.

= To improve the reach of publications by 25%.



Not SMART objectives

* To be on Social Media.
* To open a communication channel with patrons.

= Position ourselves as a cultural reference within the
community.

= Promote the library website.

= Attract new users.



2. Audience

= What group of users is the campaign targeting?
Remember: they do not have to match the users of the
library.

= Segmentation of the public in groups with certain
characteristics.

= Geographical and sociodemographic characteristics, age,
gender, personal interests.

= Buyer persona.
= [dentify influential people.



Buyer persona

A detailed description of a group of users to help us to
understand their needs.

Data for a buyer persona description:

= Fictitious name = What can we do to help you?

= Professional and personal situation = Insights or thoughts

= Demographics = Complaints and worries

= Behaviour = Description of the product or service.
= Objectives and challenges that it = Elevator pitch.

faces.

OO https://digitalmarketinginstitute.com/blog/2017-4-27-the-beqginners-quide-to-
defining-buyer-personas




Buyer persona

Zo@ia Mamadoémoulog
Mother of a girl and a boy of 6 and 8 years old.

Challenge: To help their children to improve their
reading skills.

How to help her: to send information about activities
for 6-8 children; to select readings for children.

Insights: «;How could I help my children to improve
their reading skills?»

Complains and concerns: «There are no activities for
families about reading in my city.»

Product or services: reading activities for families and
reading selection for children.



Knowing our audience

Tus fans Personas alcanzadas Personas que interactuaron

Nimero de personas que vieron tu publicacién en los Gltimos 28 dias.

21%
i 18%
Mujeres o
W 63% 68% 7% =
4% d
Personas Tus fans 0.5508, - 2%
aleanzadas L, e
13-17 18-24 25-34 35-44 45-54 55-64 B5+
Hombres 0,187% _ - 29, 1%
4% 5
m 35% 30% 9 1%
(+]
Personas Tus fans
alcanzadas
Pais Personas alca... Cludad Personas alca... Idioma Personas alca...
Espaia 6448 Bogota, Colombia 2145 Espafiol 14 373
México 5ar2 Ciudad de México, M&... 2111 Espafiol (Espafia) 6232

You can analyze periodically the profile of
your followers in social media.




3. Resources

= Economic: budget for paid advertising, logos, designs,
videos or impressions.

= Materials: photo and video equipment or other resources
that will help us maintain our social media.

= Human: the people who are going to collaborate in the
social media plan.

4. Social Media

Select the social media profiles to launch the campaign based on
our audience and the characteristics of each one.



5. Strategy

It consists of defining actions that will drive us to achieve the
objectives of the Social Media campaign.

The actions have to be related to the objectives and must be
limited in time.

A calendar of actions is a good help.

@ The strategy is a mix of planning and creativity. E



Branding actions

Create an easily identifiable logo. & -
| Imaluninge

- Buenos dias. ¢ Por quién doblan las campanas?

Customize the header and other graphic

e I e m e ntS. - Pues es viernes y trabajo hasta las nueve, o sea que supongo que por mi.

Define your own language.
Generate your own contents...
... and include your logo.
Create viral actions.

Participate in collective actions.

Define keywords of the brand.
Contests with products of the brand.

O=0 7o Orden cronolbgico

Intervene in other forums about brand

148 veces compartido

contents.

Show our work, bring it closer.



Actions to increase the number of followers

= Link our profiles in social media on the website.

* Include the URLs to our profiles in posters and brochures.
= (Create specific contests among followers.

= Generate own and original contents.

= (Create content that generates interaction.

= Become areference on a subject.



Actions to promote services and contents

Make selections of contents about a topic.
Publish posts or content explaining services.
Take advantage of the ephemeris.

Extract interesting content.

Make infographics.

Use hashtags.

Show pictures and images.
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INFORIME SOBRE
SISTCMAS 2N

BIBLIOTECARIOS
U a,rtlwfn do
Marshalf Breeding

El i rofesional de la

= DATOS €CONOmMICcos

805 mill. $ de beneficios @
m‘/“' 2% mas que en 2013

1.850 mill. $§ en ventas CQ

| profesional de la
* Datos correspondTentas akUA yCanndé. 2014. Fuente: Marshall Brecling‘.
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Actions to increase the
number of visits to a website

Include links in all publications on social media.
Generate new content frequently and regularly.
Promote the new contents of the website in social media.
Send newsletters with the contents of the website.

Include the URL in posters, brochures and other
publications.



Actions to promote contents

Make selections of content with a thread on a topic.
Publish posts or promotional content.

Take advantage of the ephemeris.

Extract interesting content.

Make infographics.



Actions to increase interaction

Empathy: contents with which people identify.
Topics of local interest.

Launch questions, encourage debate.

Contact people according to their interests.
Own, original contents.

Review the statistics to check which are the most
interesting content to our followers.



Publications that generate interaction

2 Biblioteca Puablica de Zamora con Virginia Bollo v 3 personas 5‘ Biblioteca Publica de Ourense
mas +1

Forman un gran equipo pero hoy més gue nunca son...
Uno para todas, todas para uno (2

Peliflibro. #BoasLecturas

Librarians, people




Publications that generate interaction

4 Biblioteca Publica del Estado en Albacete agregt 2 fotos y, = Biblioteca Piblica de Ourense compartic | foto de EI Tiempo
nuevas 5‘ en TVE.
de febrero a las 22:50 8 de febrero a las 10:07
iJueves Lardero! También llamado Dia de la Mona en Albacete, aungue de C mar hoxe en Valdovifio,

manera muy similar se celebra en zonas de Andalucia, Castilla y Leén,
Aragon, Navarra... En esencia, consiste en pasar el dia al aire libre
comiendo todo lo que en Cuaresma (a partir del miércoles préxime) no
estaba permitido, de ahl que tengan especial presencia en las meriendas
los chaorizos, longanizas o lomos; al fin y al cabo, lardero deriva del latin
lardarius que significa tocinero. jDisfrutad del dia que da comienzo al
Carnaval!

Local traditions The weather



Publications that generate interaction

Hoy, 4 de febrero, Dia Mundial contra el Cancer.
Para todos los que luchan contra el cancer y los que nos dejaron su

T
&

Biblioteca Plblica de Palencia

, | 4defebrero alas 7:13

ejemplo y fuerza.

>3

Me gusta

b

Sarcoma Ovarnos Pancreas Cerebro  Seno

) N\'ﬁ.

Prostata Pulmon Melanoma Colon

5

A l‘ A,

Linfora Infantil

14 veces compartido

Social compromise

. Biblioteca Piblica Provincial de Cérdoba

4 de febrero a las 6:57

El ICAA pondra a disposicidn de todos los ciudadanos el buscador
«verpeliculasonline.mecd.gob.es», que relne a los principales videoclubs
online y gue ofrece al espectador la posibilidad de elegir entre miles de
titulos.

[T

T hrasdios b #lits i Chiall CARI3Y L cmmdry by irosssal han {2015

S 1 i Vaiige pami (Y R
ri‘,lf Expinai | : S | b g_m.. s a ek D

" "
Saggunido oligan [ = W Yo, ol y Hageel L agorn i o I i i |
" ety [ Basiduas |J018) u.mu.q (R
[ — Pawsr e Estite ] =
man P | ¥ . - ey
w Bios

1 appaatiin (00 % rtv T bt e b B ai

[TV —— (iR oy

Commom muedn o | b . Baverten S
u..-.. — . Svwen | B
rA -

El Ministerio de Cultura lanza un buscador con més de
14.000 peliculas para ver «on-line»

La web verpeliculasonline. mecd.gob.es recogera los catalogos completos de los
principales videoclubs online de Espafna para comparar faciimente precios v calidad

1 III‘L!_:!-\IHI

HOYCINEMAABC.ES | DE HOYCINEMA

37 Me gusia 43 veces compartido

Free resources




Viral contents

i} Canal Lector

E Biblioteca Nacional de Espaia e

ais ) Hoy, dia internacional de la mujer, deseamos a todas las mujeres un feliz
#taldiacomohoy (1888) nacia Clara Campoamor, impulsora del derecho al dia, y a las mas pequefas que disfruten de la lectura durante toda su vida.
sufragio femenino en Espana sirallEebL G

Las muieres o= ol | amiree

Fldebutde Cla-
ra Campoamor,
la primera mu=
jer espanola que
hnl!’n anie Unas
Cortes |=1n|r-.
legalmente con=

vocadas.

£
La lectura convierte a las [0
Me gusta Comentar Compartir nlﬁas e€n mu_]eres més fuertES-
Hjo;ﬁ i N coaces ™ Me gusta = Comentar Compartir
4260 veces compartido
ﬂb 455 Mejores comentarios ™

1362 veces compartido



Contents that generate conversation

1 Canal Lector
Me gusta esta pagina

r r
u [ ] c u a n o e e s www.canallector.com
' & .
i Megusta B Comentar Compartir -

ADébora Nifez y 79 personas mas  Mejores comentarios |
les qusta esto

1745 veces compartido

.@ I Steven Ramirez jajajaj yo no leo xD
Me gusta - Responder - 2 z

2 Pilar Pasadas En especial por la tarde. pero podria
38 leer en cualquier momento de no tener ofras
obligacicnes.

e gusta - Responder

E Sonia Tavarez Fernandez A todas horas.
Me gusta  Responder - =

gl . Paola Francisca Oyola Guillen Siempre antes de
| darmir y muy de madrugada

Me gusta - Responder

iA todas
horas!

En el bus,
tronco

Los fines
de semana

Antes de
dormir

= Por la mafiana,
[ desayunando
Después

J“e Bibliolibre Bibliotecas Escolares A casi odas
‘ horas...

Me gusta - Respander - 2

de merendar || Otalé tuvi
 § ) | En el cuarto Cuando iUJala tuviera
N de bart puedo... jay! mas tiempo! @ Germinal Emilio Maggiani Por suerte SIEMPRE.
Me gusta - Responder - (91 )
l En los momentos §| # o . o
l de espera | I_eo toda |a tarde lar 3 comentarios mas
L ’ | Imagen: Caterina SM BY NC “ et

Respond to comments, intervene in the conversation.
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Don’t loose your identity



Conversion

= Attract visitors: include links to your own contents.

= Attract leads: use calls to action, rewards when leaving
your data.

= Attract offline actions: use an intermediate step online
(Eventbrite for entries, for example).

@ Create contests, use a blog to publicize the services, use
influential brands, create e-mail marketing campaigns.



Avoid invasiveness

We have to respect the space of our users in social media.
We should avoid:

= Sending private messages.

= Writing on their walls.

= Mentionig them in the tweets to get their attention.
= Toinvite them to events.

= Any other action that involves intrusion.

H IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII :

o, Spam are unsolicited messages that usually contain advertising.
Every day we receive hundreds of messages and notifications.



How to measure the results



How to define indicators

The indicators must be as simple as possible.

We don't need indicators that do not say anything about
our objectives.

The objectives must be measurable: take it into account
when preparing the plan.

Attention to the measurement of physical actions, more
complicated.



Indicators

Following: the number of followers.
Publishing: number of publications/posts.

Reach: It is the real number of people our publications
have reached.

Engagement: number of interactions received (likes,
shared and comments).

Web traffic: number of the visits to the website from social
media.



Examples of social media campaigns



ThinkEPI reports

o El Profesional de la Informacion

Me gusta esta pagina

Inked open data acceso abierto

con un ejemplar de los Informes ThinkEP1 2015
sobre Documentacion y Comunicacion.
Contiene catorce informes sobre temas de gran
actualidad en Bibliotecas, Documentacian,

profesion web semintico [

Consiguelos aqui: http:www.thinkepl.net/informes-
thinkepi-2015

avtomatizacion altmelrics i ——

= -

ebooks b o Ol asoCiaciones

tecnologia movil  SEMNEEeoN,  moocs

comunicacion medios sociales

Corsiguelo en wwwthinkepinet/informes-thinkepi-20 15

Objective: to increase the sales of this publication.
Actions: posts in Facebook and Twitter. Contents promotion.
Advantages: well-known and reputed brand in an specific field. A huge number of followers.
Results: sales increased a 72.7%.



'. #3’4
#vivalabiblio as & Yy

®
(Long live to the library!) I'O E‘

Del 19 al 25 de &5
octubre de 2015 g
jdeclara tu amor &,

Contest to celebrate the Library pof S iltseecas ) €

Day in 2015.

24 de octubre
Dia de |la Biblioteca

They awarded the best tweets
containing a declaration of love to

;Cudal es esa biblioteca en la P, iri a travéa
. o que pasaste las horas rodeado 7
libraries. iy apunis, e de Tiwitler en_
encontraste con tus amigos? nueslra campana
ien qué actividad participaste # > ® *
PSR L vivalabiblio
Objective: to encourage Tario? squé itiotecariote
fecouiendy cmet Bisv e jy declara tu amor
participation. e ? ‘ por laa bibliotecas!
Para porli(.:ipur solo tendras jPodras g:onor ug lote dle libros y
Gobservalibro- e

v "decl e L Biblioteca Nacional de Espanal
u "declaracion” a través de una :
ilustracion, fotografia, video, Tendrds del 19 al 25 de octubre

Rules: http://bit.ly/1X989Pm SEEaECh ST, tedo 8 B vidies inclok en &1 ia etqueta

cualquier otro medio que se te

Results: http://bit.ly/1XJBxfn oo #vivalabiblio




t23diasdelibro

(23 days of books)

[N ]

23 Dias ‘de libro’

Contest to celebrate the
International Book Day in 2016.

It proposes to publish tweets with
everyday objects that are related
to books.

Objective: to encourage
participation.

23 de abril de 2016, Dia Mundial del Libro

g —

http://bit.ly/23hxih2



#BookFaceFriday

This campaign launched by
the New York Public Library
proposes to share pictures
that mix the cover of a
book with reality on
Instagram.

It has become a viral
campaign.

http://bit.ly/23hxih2

Fi L= .
i" carlosg.miranda

155 Me gusta

carlosg.miranda Alternativa al ¢
@anosinmibarba @csuneg @alfo
alunwerg #hookface

lunwerg &= & & @carlosg.mir

diazfaes Jaja, sigues siendo tu
dcariosg.miranda!

marilu_cuadernos.artesanales
vos! @lvcascistilustrador

irenegarrcia @javiersempere
nosinmibarba . ALY

sebaquila @cotebinimelis ya 5a
regalarme jeje



#biblioteca #library

Tendencias: Espana - cambiar

Every August 10th, since 2009
Spanish speaking librarians wbibliote

collaborate to put the #library I
hashtag between Twitter R
trending topics.

http://bit.ly/25RfFn9




4. Tools for Social Media
Campaigns



Social Media Elements



Cover picture

1.500 px.

500 px.

400 x 400 p

X

El profesional de la

Foruuiy poeo ~(informacion -

4
SUSCRIBETE ==
innovadora
en informacion y

Piensa...

. . . comunicacion
www.elprofesionaldelainformacion.com
Factor de impacto JCR 2015: 0,710 epi.iolea@gmail.com
TWEETS SIGUIENDO SEGUIDORES ME GUSTA LISTAS o]
3.817 581 7.786 2.260 6 =
; Tweets Tweets y respuestas Multimedia A QUIEn Segulir - Actualizar - Ver todos
Revista EPI
El profesional de la informacién (EPI), Revista EPI
revista cientifica de Informacidn, #Biblioteca publica en #Colombia: territoric de #paz. Un articulo de

Orlanda Jaramillo en @revista_EPI
elprofesionaldelainfermacion.com/contenidos/201...

Documentacion y Gomunicacion.

J Barcelona
7 elprofesionaldelainformacion.com

£] Se unié en marzo de 2009
Revista EPI

+ H " f " :
ﬂ Eslud.co Fje las bel\a_s durm\enles. desde Ia.perspec:twa del Encontrar amigos
solucionismo, un articulo de Sergio D'Antonio-Maceiras

elorofesionaldelainformacion.com/contenidos/201

The cover picture is a branding and promotion tool.




Posts

Publish high
quality pictures.

Control the size of
the picture.

Include your logo.

EEEE NN SN EEEEEEEEEEE

Revista EPI = revista EPL - 13 oot

Nuevo numero de El profesional de la
text == informacion, con 9 articulos en acceso
abierto recyt.fecyt.es/index.php/EPV/...

Observatorio

I I n k Bualuarion de fa ciencia: 1an necesasia como
penbienalitn
Liuts Codina

Arliculos

Transpareney Snd BECES 19 inlormabae s research
mojects in Sganish public universities

ICtU re ' AR, Pacioz, M. ViaeeBo and B. Redrigeer Bravo
p Presance ol sleged predatody journaks in bibikographie
Exnhazes Aeabysin ol Bepil's st
M. Semoza, J M. Radrigiee-Gairin and C. Urbano
Indicacmaes tucat on lay revistas de edetanide
indevadas en b Wal
lesiiz Manr-Camps y Frasciseo Sagnto-fin)
[rtuflis de laz *delleras durmisnies” degde 5
perspectvg dal sehicionizmo
Grrgie D'Astonin Maceiras
Poliicas cinnisficss pahlbicas sa Latinoansdnca o tase
e Fruntor y Colonshin
Patricio Ahvarez-Mudoz ¢ Mario Pérez-Monkoen
Corporste social responsibility and corporate
Inuntatioes in balding respangible brands
Ehel Moalor) and Mufs Villsgis
(Fan de by aieligencia competidive &0 ot processs ga
colaboracion e of secior larmactuico espanol
WLE Fornindez. B Ouevedo y A, Hidalgo

[Film coment snabyti ol s majer Spanizh (il librries

| 31 redes 1ocialen comn ety BE iflio e ma
perindisticn motivoe pars la desconfiansa enire ke
ptrinisiey expafobts

o tieipaEion def pubisen 2 1EEvne et pubieds
BwiDAOMICES. sfl i OpuRTIE N Bod by B2 iN rElImE
M8 de b RBT

INiblisiecay publica &n Colombia- iermincio de par

Eliibro-neie Mo de gritsin ex 3o demeniss digial
& Rbe o anhe y ol hepixi@eo anic




Hashtags and mentions

Hashtags #
Participate in collective actions.
Keywords.

Mentions @

They make reference to
someone.

You can tag people in the
images.

Use with caution in
promotions.

ﬁ Natalia Arroyo

@MdJbibliotecaria sobre la cultura maker en
#bibliotecas, en #bibliotecasocial

TERSIREER




Optimize pictures on your website

I canal Lector

1 e febrer
e by o Tea .

Barbara Fiore y Francisco Delgado modelan nuevas publicaciones con el
mimo con el que los panaderos hornean el pan cada dia. Desde su refugio
secreto en |a profundidad de Granada, sacan a la luz pequenas y grandes
historias editadas con carifo y delicadeza.
http:/\www.canallector.com/docs/ 1393/

CANAL LECTO
Barbara Fiore y Francisco Delgado modelan nuevas publicaciones con el mime con

el gue los panaderos hornean el pan cada dia. Desde su refugio secreto en la
profundidad de Granada, sacan a la luz pequerfias y grandes historias editadas. ..

o] Fota/videa  [E) Album de fotosivi...

| Congreso Internacional de Transparencia

transparencia

I Congreso Internacional de Transp
Blog

La Seccion Departamental de Derecho Constituciona
Ciencias de la Informacién de la Universidad Complu

Non-optimized picture

Optimized picture

A http:/blog.sedic.es/2016/10/18/i-congreso-internacional-

Imagen destacada

Haz clic en la imagen para editarla o
actualizarla

Quitar la imagen destacada

(470 x 246 px)




Twitter cards

antonio.adsuar

When someone shares
the contents of our
website or blog on
Twitter they can be
viewed in rich format if
we previously
configure it.

iﬂh

El Estado propone que la Blbnoteca mownmal d Barcelnna se llame Carmen
Balcells cocaa.aly ] 2016/02/ ec B0arm f Fitaeyelre

remrT | i ERHnr
= T '

O
- R TTTATTIT Hﬂmml

El Estado propone gue la Biblioteca de Barcelona se llame Carmen B...
Acuerdo entre el Ministerio y el Ayuntamiento para desbloguear el proyecto

https://dev.twitter.com/cards/overview




Twitter cards in practice

= Sitio web: insert on the web pages the code provided by Twitter.

= Blogger: http://bit.ly/2eurx)p

= WordPress.org: plugins like Jetpack, JM Twitter Cards and
WordPress SEO by Yoast.

= WordPress.com: authorize your Twitter account.

= Tumblr: http://bit.ly/2f4u0Lk

=  Twitter cards validator: https://cards-dev.twitter.com/validator

https://dev.twitter.com/cards/cms-integration




Schedule posts

# Estado [8] Fotoivideo [Z) Oferta, Evento +

Escribe algo...

|‘.-:_.-| =y <3
; Promocionar publicacion IR Publicar
Programar publicacion
: Programar

Calendario de publicacion 0a
< Publicagién Asignar fecha anterior

Seleccicna una fecha y hora futuras en las Que quieras que se re etu Guardar borrador

23M0/2016 [ 12:08 UTC+02
Calendario de distribucidn

Detener distribucion en la seccion de noticias

Selecclona la fecha v hora en gue guieres gue W publicacia

A 3 publicacian bie
1810 BLCIoN de N 5




Segmentation

# Estado [ Fotoivideo (& Oferta, Evento +

-1 S
Escribe algo

Promecionar publicacion

If you have more than 5.000
followers you can segment
the publication.

Segmentacion de la seccion de noticias Restricciones de plblico

Elige quién puede ver esta publicacion en la seccion de noticias. Si alguien

interactda con la publicacion, sus amigos también podran verla.

Intereses

Edad

13v - 65+~

Sexo

Hombres  Mujeres

Lugares

Cancelar




Analytics

Page Inbox Motifications B3 Insights Publishing Tools Page feed Help »
Overview
Page summary Lasl 7 days = Export Data &
Promotions
Followers Results from 22 November 2017-28 November 2017
Note: Does not include today's data, Insights activity is reported in the Pacific time zone. Ads activity is reported in B Organic Paid
Likes the time zone of vour ad account
Reach P . ; . ; ;
Actions on PEQE k Page Views ¥ PEQE previews k
Page views 21 November — 27 Movember 21 Movember — 27 November 21 Movember — 27 November
Page previews
o=h bt 43 6
Actions on Page Total Page views a19% Page previews v B7%
Posts
We don't have data to show you this
Events WeRK \’//\/,/
Videos
People Page Likes i Reach i Recommendations i
21 November — 27 November 21 Movember - 27 November 21 November — 27 November
Shop
MESSEQES 2 2 37 L I
Page likes & 22% Paople reached v B9%

‘/\ _/f’—\/ We don't have data to show you this
;__-__,.-"'-'-—_- WeESk.

www.facebook.com/insights

analytics.twitter.com




Promotions

n = Ads Manager
Natalia Arroyo (26307972) « " 5t "
Create new campaign Use existing campaign
Campaign Campaign: Choose your objective. Help: Choosing an objective

I— Objective

A Adaccount What's your marketing objective?

Awareness Consideration Conversion
55 Ad set Brand Awareness Traffic Conversions
— Placement Reach Engagement Product Catalogue Sales
App Installs Store Visits Li ]
B ad
Video Views

Lead Generation

Messages

Close

www.facebook.com/ads/create




Tools for Creating Contents



Pixabay

pl)(obog Explorar - Registrarse Iniciar sesién

Imagenes gratmtas de alta calldad

G {0 e

Imagenes y videos gratuitos que puedes usar desde cualquier lugar

Todas las imagenes y videos en Pixabay son publicadas libres de derechos de autor bajo la licencia Creative Commons CCO. Puedes
descargarlas, modificarlas, distribuirlas y usarlas libres de pago para cualquier uso, aln para aplicaciones comerciales. No es necesaria
atribucién. Aprenda mas ...

Fotos llustraciones Vectores Videos

Quality pictures under Creative Commons license in the public domain.

pixabay.com




Flickr & The Commons

Muestras dEl Patrimnniﬂ pﬁbllﬂﬂ Blusqueda en el Patrimonio pablico BUSCAR

Sandymount, Dublin Fancy a Cuppa? The Boys of Ballydehob

from Mational Library of Ireland on The fram Mational Library of Ireland on The from Mational Library of ireland on The
Commons Commons Commons

Pictures under Creative Commons license in the public domain.

www.flickr.com www.flickr.com/commons




Shutterstock

Shutterstl:'ck Buscar imagenes, veciores y videos Todas las Imagenes ﬁ Haga su bisgueda mas especifica

Resumen del plan Imégenes vistas hace poco  Sus blsguedas recientes Borrar imégenss

En este momento usted esta
usando una
Cuenta Gratuita.

510 1 e
x: i L
. Lk e -t 3

Imagenes A a partir de &;_l_:{ _f'i‘ pa 3 §?1?
Demanda 39 € 1 ‘!@:? [
Descargue imdgenes 2 7
cuando las necesite 5 descargas
Suscripciones a partir de
Cientos de imagenes
al mes 125 €

per month

ey s —

& Mecesita ayuda?

iPodemos ayudane! Pingase en
contacto con nosotres Hamando al
S00-866409 o envienos una nota.
Uno de nuestres representantes le

Cinco de Mayo All About Mom Queen Elizabeth Book Cover Ideas Lers Eat!

Payment pictures, exclusive and quality.

www.shutterstock.com




More pictures

Unsplash unsplash.com

Database with free images in high resolution. It promotes discovery.

Wikimedia Commons commons.wikimedia.org

Repository of images, audio and videos in public domain and free use
in education.

Pond5 www.pond5.com/es/free

Images, videos and other resources from historical archives and in the
public domain.

Google www.google.es/imghp

Search for images with CC license.



Creative Common Licenses

L__J@mmm

Others can copy, distribute, display, perform and remix

@ @ @ your work if they credit your name as requested by you

- No Derivative Works
@ @ @ Others can only copy, distribute, display or perform
[@NOIoN

ND  verbatim copies of vour work
@ Share Alike

@O0

@080

Others can distribute your work only under a license
identical to the one you have chosen for your work

@ Non-Commereial

Others can copy, distribute, display, perform or remix
your work but for non-commercial purposes only.

creativecommons.org



Creative Common Licenses

=,

. imagen:«firma» (@ f- -

El desarrollo de la lectura en el ambito universitario se
hace hoy si cabe mas imprescindible que nunca.

Santiago Yubero y Elisa Larranaga htto:/bitv/1Saikks




S . And shook her yellow head,

R And whispered to her neighbor:

. " - o 1
Winter is dead.

A.A Milne

Joshua [~
&
Kristie

Service to design pictures for social media, posters, brochures, etc.

www.Canva.com




More online design tools

PixIr pixlr.com

Free online image editor that offers retouching.

Piktochart piktochart.com

Design infographics, presentations, posters and reports.

PicMonkey www.picmonkey.com

Web service to retouch and edit pictures, design images and make
collages..

Quotes Cover www.quotescover.com

Create images based on famous quotes..



Edition software

Camtasia Studio www.techsmith.com/camtasia.html

Capture image or video from the computer screen, video editing. Free version 30 days,
educational sector discounts..

Gimp www.gimp.orqg

Free image editing program. It works on different operating systems.

iMovie www.apple.com/es/mac/imovie

Mac video editing software.

PhotoShop www.adobe.com/es/products/photoshop.html
Professional image edition software.

Windows Movie Maker windows.microsoft.com/es-es/windows/movie-maker

Edit movies and add sound to presentations in ppt.



URL tracking

SHORTEN. SHARE. MEASURE.

Join Bitly, the world's leading link management platform.

elprofesionaldelainformacion.com/
elprofesionaldelainformacion.com/

http://bit Iy INGIFf 483l

URL shortener that tracks the number of visits of a webpage.

https://bitly.com
http://goo.gl




Mailchimp

Los bibliotecarios académicos y el apoyo a la investigacion ¥ & s Template Save And Exit v

Content Design Comments

VigW TS amall in your Srowssr

Drag any of the blocks below into the
campaign preview on the left. Go
ahead, try dragging a text block to
the top of your campaign.

Skip

Los bibliotecarios
académicos y el apoyo a la
investigacion

Por Antonio Luis Galan Gall, Director del area de

bibliotecas de la Universidad de Castilla-La
Mancha Text Boxed Text Divider Image Image Group

Estoy seguro de gue nadie pone en duda la enorme
evolucion (¢ revolucion?) que las bibliotecas
universitarias has desarrollado en las Oltimas décadas.
Evolucion en cuanto a su conceplo (pensemaos si no en
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la asuncion no solo de modelo, sino también del término
CRAI), en cuanto a las tareas que asumen, a sus
objetivos y, muy en especial. en cuanto a sus servicios
sequir leyenda
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