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Social Media
Media Domain - Annual Work Plan 
March 2011—February 2012

	COI Strategic Plan Goal(s) and Objective(s): 
	 Increase awareness about childhood obesity, environmental change, and the work of the Initiative partners 




	Action Plan Strategies: B

	Media Domain
	Project description & estimated completion date 
	Describe your overall project and identify a timeline for completion of the project.

Social Media: maintain Facebook and Twitter pages and explore and develop other social media opportunities– ongoing project (no completion date)


	
	Lead person & partners involved
	Identify the lead person & any other major partners involved in completing the project.
Leads:  Melanie Cohn, Erica Salcuni

	
	Other domains involved
	Identify any other domains involved in the project.
None

	
	Level of COI Staff Involvement and support activities
	Please check the option that most closely describes the required level of COI staff support:


   Minimal (e.g., domain partners primarily lead and conduct work) 

   Intermediate (e.g., administrative support, technical assistance, resources, etc.)   
   Significant (e.g., COI staff manage  or are highly involved in project implementation)


Please specify anticipated COI staff support activities: 
 Administration of Facebook and Twitter pages and other social media, as developed

	
	Project activities & estimated completion date(s)
	List the specific activities/tasks you will undertake to complete your project and list an estimated completion date for each one.
1. Facebook:
a. Continue to generate content and maintain COI’s Facebook page to increase exposure of the COI and their projects (ongoing)
b. Invite partners, elected officials and interested community members to “become a fan” of the COI on Facebook (ongoing)
c. Communicate with COI “fans” regarding COI events and activities (ongoing)
2. Twitter [This section added in Nov 2011]:
a. Continue to generate content (“tweet”) and share others’ content (“retweet”) to increase exposure of the COI and relevant media content related to obesity prevention, food policy, etc. (ongoing)
3. New social media:
a. Within domain, investigate potential for blogging, Twitter, other social media opportunities; (ongoing)
b. Report recommendation to Leadership Council and seek feedback and support; 
c. Develop new social media platforms and content and track performance.
4. Activities to increase visibility [added November 2011; all to be ongoing]
a. Add column to sign-in sheets at events: “How did you hear about us?”
b. At all meetings, encourage participants to “like” COI on Facebook and follow COI on Twitter

	
	Evaluation
	Specify how you plan to measure your project’s success, including activities.  In this section refer to your project activities to organize your information.
Track the number of “fans” on Facebook and “followers” on Twitter, event attendees, and new partners generated from the COI Facebook and Twitter pages; Track postings / content generated; track similar statistics when other social media is initiated

	
	Updates
	Provide an update on progress towards or completion of project activities and overall project goal. Refer to your project activities to organize your update.  
Current update:
10/11:  Social media is a substantial daily and ongoing activity for COI staff.  It is estimated to require at least one hour per day of staff time.  It has been difficult to know if there is a direct benefit, although web analytics indicate increases in activity, particularly in the fall with the beginning of the new school year.  To try to gain more insight into whether and how people are learning about COI, staff will include a column on the sign-in sheet at events.
1. Facebook:  All of the activities listed above are active and ongoing.  Web analytics for the update period:
June 1-June 30
         New Likes: 18 (down 31% from previous month)
         Lifetime Likes: 228
July 1 – July 31
         New Likes: 20 (up 5.3% from previous month)
         Lifetime Likes: 240
August 1—August 31
         New Likes: 12 (down 40% from previous month)
         Lifetime Likes: 248
September 1-September 30
         New likes: 14 (up 17% from previous month)
         Lifetime likes: 260
October 1-October 31
         New likes: 18 (up 13%)
         Lifetime likes: 273
2. Twitter and other new social media.  Staff created a Twitter page and periodically “tweets” and retweets information of interest.  As of October 10, there were 132 followers (145 on Nov. 8).  The domain is actively interested in the potential for blogging and this is being investigated with the web development team, as is the potential for posting multimedia on the COI’s website.  If a blog is technically possible, the domain will post newsletter content there and potentially other articles.  COI has received several requests for blog opportunities on its site.

3. Overall website analytics: 
June 1-June 30
         Pageviews:  2,891 (down 7.93% from previous month)
         Unique views: 2,133 (down 4.31% from previous month)
July 1 – July 31
         Pageviews: 2,703 (down 6.5% from previous month)
         Unique Views: 2,133 (down 7.13%)
August 1-August 31
         Pageviews: 2,953 (up 9.25% from previous month)
         Unique views: 2,044 (up 3.18% from previous month)
September 1 –September 30
         Pageviews: 3,330 (up 12.77% from previous month)
         Unique views: 2,323 (up 13.65% from previous month)
October 1-October 31
         Pageviews: 3,923 (up 17.81% from previous month)
         Unique views: 2,944 (up 26.73% from previous month)
 
Update of 5/11:  
Website pageviews:  January = 3300, March = 3621
Website unique visitors: January = 600, March = 883
Facebook users:  28 active users in December, 145 active users as of March 28, 2011
April, 169 “likes” (fans); May 207 “likes” (fans)
There was considerable discussion at the COI’s Strategic Retreat in January about the potential for using and promoting COI via Facebook.
Archived updates:
9/10
· Page created on Facebook
· Widget added to link Facebook page to COI website to attract fans

	
	Barriers
	Explain any difficulties/challenges to implementing your project.  Be specific.  If an activity or the overall project was cancelled, explain the circumstances.
Time intensive for staff; may need to explore County government policy considerations because this is new social media that may not have been addressed yet.


	
	Promotion/ PR opportunities
	Identify any promotional or public relations opportunities you see might arise from the project, or might assist the project.
1. Opportunity to communicate with broader audience
2. Opportunity to increase attendance at COI events and awareness of COI activities

	
	Desired recognition
	Identify any specific recognition you would like to see either for the project or the people involved in implementing the project.
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