I Who is speaking?

All participants’ microphones have been
muted & cameras have been turned off

Please post any questions in the chat & we
will review them during our Q&A segment P ~ o

Analyst & Project Analyst

This webinar is being recorded & will be :
Coordinator

distributed after the session
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Practical Applications

Next Steps and Q&A
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THE FIVE CONTENT STAGES

PROMOTE > MEASURE — REFINE

Use data to meet Identify most popular Track content during Define and locate Report on the content
audiences where they content formats for promotion period and response metrics to impact to effect
are and match to audience and optimize identify target audience design new tools and internal strategies and
their content content accordingly engagmement frameworks behaviors






What type of content do you (if

applicable) OR your organization

produce the most frequently?







~ . ... .rContent
is hlghly ‘technical and
made for a specific
technical audience where
the expertise of the
audience and the
technicality of the content
matches up

il

.+Content

o

could be hlghly technical
in topic or not, but made
for an audience that are
non-experts in that
content's topic
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Share expert findings among experts. Shift
ideas and approaches (attitudes) within
an in-group to facilitate changes
(behaviors)

e Translate technical topics for a
non-technical audience. Create
on-ramps and entryways for people
to understand the content (Inform)

e Strengthen the audience'’s
support/interest in a topic (Change
attitudes)

e Strengthen the organization’s brand
and support of the topic
(marketing/brand image)

e Callto act on a topic: advocacy,
policy change, donations (Change
behaviors)

Policy
Makers/Other
Technical Experts

Non-expert,
general public
audience

Targeted
audiences
dependent on
content itself

I

Research reports
Articles
Frameworks/Toolsets
Visualizations

Social Media

Creative pieces (quizzes,

interactives)

Videos

Articles/Blog

Public outreach
Virtual events
Media appearances
Talking points
Tools/products for
advocacy
Newsletter/Email

Research
Policy
Program
Fellows

Communications
Content

Publication
Campaign/Advocacy






in topic or not, but made
for an audience that are
non-experts in that
content's topic

Translate technical topics for a
non-technical audience. Create
on-ramps and entryways for people
to understand the content (Inform)
Strengthen the audience’s
support/interest in a topic (Change
attitudes)

Strengthen the organization's brand
and support of the topic
(marketing/brand image)

Call to act on a topic: advocacy,
policy change, donations (Change
behaviors)

Non-expert,
general public
audience

Targeted
audiences
dependent on
content itself

Social Media
Creative pieces (quizzes,
interactives)

Videos

Articles/Blog

Public outreach
Virtual events
Media appearances
Talking points
Tools/products for
advocacy
Newsletter/Email

Communications
Content

Publication
Campaign/Advocacy
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How would you most want data to

inform and improve your content?
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Improve . . campaign..
Strategize Create

Promote

Measure

Refine
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Use a GoogleDoc, Miro Board, etc. GO Sle C
Google Search Console & Google Analytics

(site performance)

®
Microsoft Clarity l | l Ve

Hive (project management)
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Reporting, dashboards and tracking

1. Ut”ize Google Anqut|CS Gnd Google pARSONS|TKO Double Countihg Data Check

Does your bounce rate suggest that your site might be double counting pageviews?

.
D G tG S t U d | O Step 1: G your data = Mar 15,2022 - Jun 13,2022

2. Create a dashboard e

. g sow L~ /google+r. /googlesr.
4. Apply analysis to future content io B

20% jly lo 1-5/236 > 1-5/113 >3

Step 2:
. . See where your website's bounce rate falls on the chart below. Is it Other things we check
o
3 D d t t m t I k t t h d t behaving as we'd expect for the type of site you have, or changed
. e I C G e I e O OO I n g G e 0 G dramatically in recent months as you've made changes to the site? Single pageview pages Double pageview pages
/google+. /googletr... |
H H H 100% /googlesr. /google+r... |
and reviewing it as a team IRECEEE o o

80% /google+. /googletr... |

. 0% rmal content-centric web
& 0% /google+r. /google+r... |
|

This number.

by T e g dang
.

Mar 14,2022 Apr 11,2022 May 9, 2022 Jun 6, 2022 should be blggerthan
S ra eg I e S Mar 28, 2022 Apr 25,2022 May 23,2022 i

is number

Bounce rates of sessions with and without GA events
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alplan for
optimizing:and integratiy
outreach systems



https://parsonstko.com/what-we-do/outreach-technology-roadmapping-workshop/
https://parsonstko.com/what-we-do/outreach-technology-roadmapping-workshop/
https://parsonstko.com/what-we-do/outreach-technology-roadmapping-workshop/
https://parsonstko.com/what-we-do/outreach-technology-roadmapping-workshop/

Describe your project


https://parsonstko.com/
https://parsonstko.com/blog/
https://parsonstko.com/events/
https://parsonstko.com/podcast/
https://www.youtube.com/channel/UCc5b8U8Roz1ta2KxvNtcHsA/videos
https://parsonstko.com/blog/
https://www.youtube.com/channel/UCc5b8U8Roz1ta2KxvNtcHsA/videos
https://parsonstko.com/podcast/
https://parsonstko.com/events/
mailto:createchange@parsonstko.com
https://www.linkedin.com/company/parsonstko/
https://parsonstko.com/want-to-work-with-us/project-builder/
https://parsonstko.com/want-to-work-with-us/project-builder/







