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1. ONLINE COMMUNITIES ���
	






Q:  WHAT IS THE MOST 
IMPORTANT THING TO 

KNOW WHEN ENGAGING 
PEOPLE ON (OR OFF) LINE?���

	
A) What you want them to do	

B) Which tools you will use	

C) Who they are	




WHERE WE’RE HEADED	

	

I.  Audience	

II.  Action ladders	


a.  Content	

b.  Connections	

c.  Action	


	




TO BETTER UNDERSTAND 
WHAT WE MEAN BY 

AUDIENCE LET’S START 
WITH OUR SELVES:  ���

	
Why are you interested in this topic?	

Define “engagement” (for you).	

If someone were trying to engage you 
online where should they find you and 
what should they say? 	




CAN YOU KNOW AN 	

ANONYMOUS AUDIENCE?	




WHAT CAN YOU KNOW 
ABOUT THEM?	


• Interests	

• Education + Language	

• Behavior	

• Goals	


	




3 QUESTIONS TO ASK 
ABOUT ���

YOUR AUDIENCE	

Any Guesses?	




1) WHERE ARE THEY?	




2) WHERE DO  THEY 
EXCHANGE INFORMATION?	




3) AND WHY?	

	




WHAT DOES KNOWING OUR 
AUDIENCE HAVE TO DO WITH 
KNOWING HOW TO ENGAGE PEOPLE 
ON ONLINE COMMUNITIES?	




BY KNOWING AUDIENCES WE 
CAN GET FROM THIS:	




TO THIS:	




HOW DO WE LEARN MORE 
ABOUT OUR AUDIENCE?	


Common Sense	

Research & Analytics	




���
 COMMON SENSE	


I wouldn’t hire me to engage these people J	




���
RESEARCH & ANALYTICS	


•  Observe	

•  Audit Content	

•  Analytics and Insights	

•  Polls	




AUDIENCE SCENARIOS	




Add your answer to the chat box!	


“There is only one audience for each online 
community.”	


REVIEW	


True/False Question:	




•  What don’t we need to know about our audience?	


A)  Where they hang out online	

B)  How they learn about current events and what their 

family/friends are up to	

C)  Their email address	

D)  Why they care about exchanging information online	


REVIEW	


Add your answer to the chat box!	




•  Learn the wheres, whats and whys of the people you 
want to engage online	


•  Never enter an online platform without knowing that 
there is a community there who you want to engage 
with	


•  Any given platform has many overlapping/connected 
communities within it	


REVIEW: TAKEAWAYS	




Question/Answer/Comment Break	




	

I.  Audience	


II. Action ladders	

a.  Content	

b.  Connections	

c.  Action	


	


WHERE WE’RE HEADED:	


WHERE WE’VE BEEN:	




ACTION LADDERS	

•  Foot in the door technique	

•  Content, connections, & action	




CONTENT	


• Targeted 	

• Character driven 	

• Intelligent	


What makes content good or bad?	




• Why all this focus on content?	

• When community members step 
up the ladder...what does it mean for 
your work?	

• Horizontal ties for vertical actions	




CONNECTIONS	




FACILITATE CONVERSATIONS	

	


Communities, unlike teams and other structures, need to 
invite the interaction that makes them alive. For example, a 
park is more appealing to use if its location provides a short 
cut between destinations. It invites people to sit for lunch or 

chat if it has benches set slightly off the main path, visible, 
but just out of earshot, next to something interesting like a 

flower bed or a patch of sunlight	

	




ACTIONS	


• Clear	

• Options	

• Transformable	

	




ACTIONS	


CONNECTIONS	


CONTENT	


	

	


Share	


examples	

of	


actions	


that 
would go 

here	


Likes	

Retweets	


Emails	

Shares	


USG	

SMS	


Attendance	

Endorsement	


Management	




To create a strong action ladder what do you need?	


REVIEW	


A.  AUDIENCE INFORMATION	

B.  GOOD STORIES	

C.  RELATIONSHIPS	

D.  ALL OF THE ABOVE	

	




We Are All Khaled Said	

	

	
 • Content	


• Targeted	

• Storytelling	

• Word of mouth test	

• Crisitunity	

• Connections	

• Actions	


CASE STUDY DEEP DIVE	




WHAT HAPPENED?	




FIRST POST	




VOICE	




PERSON TO PERSON	




CHARACTERS	




CONNECTIONS	






ACTIONS	




ACTION IS SHAPED BY 
COMMUNITY MEMBERS	




COMMUNITY MEMBERS ARE 
THE BEST MARKETERS	




SHARE CONTENT FROM 
ACTIONS	




Text	


FOR ONLINE – OFFLINE 	




OPTIONS FOR 
PARTICIPATION	




ACCELERATED 	




TRUST/ANONYMITY	




COMPLETELY HORIZONTAL ���
BUILDING CONNECTIONS	




MORE CONTENT	




VIRTUOUS CYCLE	


CONTENT	


CONNECTIONS	


ACTIONS	




•  Who was the audience?	

•  Did the community builder know them?	

•  What was the content?	

•  Actions?	


Type answers into the chat area or raise your 
hand!	


REVIEW	




FACEBOOK DEEP DIVE	


EdgeRank	

	
Affinity	

	
Weight	

	
 	
Likes < Statuses < Links < Pictures/Videos	

	
Recency	


Social Ads & Microtargeting	




TWITTER DEEP DIVE	


Part of audience research – find where they 
are on Twitter	


Hashtags? Influentials?	

• @ people (but not too much)	






Links	


•  http://blog.kissmetrics.com/user-personas-for-cro/	

•  http://icanhas.cheezburger.com/	

•  http://blog.kissmetrics.com/guide-to-facebook-insights/	

•  http://www.youtube.com/watch?v=2guKJfvq4uI	

•  http://developer.vodafone.com/	

•  “Revolution 2.0” by Wael Ghonim (Houghton Mifflin 

Harcourt 2012)	



