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Considerations 
Before you start… 





The Grayling evaluation framework 
Clear and measurable business objectives  
 
Structured 3-stage approach: 
 
1.Outputs – reach and awareness 
2.Outcomes – response/engagement 
3.Impacts – conversion/ROI 

 
Social/content activity is usually an 
outcome but can equally be an output if it 
is what you are aiming for – Retweets are 
an outcome for example 
 
Gather impact data and benchmark/track 
ongoing brand metrics  
 
 







Always have the customer journey in mind? 



Engaging audiences 
Tips for content 



Challenge 
• Move from broadcast communications to a 

community managed value exchange to 
improve the brand sentiment 

 
The Grayling Solution 
• Weekly content calendars with bespoke 

content and regular reporting implemented 
• Publicity and marketing opportunities 

amplified to create a value exchange, such 
as extended social campaigns around both 
the Virgin Money Giving charity drive and 
MakeGood entrepreneur Festival 

• Social advertising launched to support 
activity 

 
Result 
• An increase of over 1,940 followers on 

Facebook and 470 on Twitter (an increase of 
18% and 17.5% respectively from the 
previous month)  

• Facebook Engagement rate over industry 
average at 1.76% for May (average for a 
page of a similar size is 0.45%).  

• Facebook Reach over 7,000,000 April  
• 9000% increase in reach on two promoted 

posts for Virgin Money Giving activity. 

 

  



Questions you need to answer up front  

 Audience: Who are you writing for? 
 

 Objective: Why are you writing? What’s your purpose? 
 

 Content: What are you writing about? Why should people care? 
 

 Format: How will this content be presented? 
 

 Context: How does the content fit into the customer decision journey? 
 

 Timing: Have you planned your content calendar? 



We need to create an emotional connection 

 Joy 
 Trust 
 Fear 
 Surprise 
 Sadness 
 Anticipation 
 Anger 
 Disgust  

What emotions does your 
organisation target? 



What turns people off reading your content? 

Source: Stratton Craig 



What’s in it for me? 

 How-to 
 Lists 
 Step-by-step guides 
 Q&A 
 User case studies 
 A-Z of… 

 
Focus on BENEFITS not FEATURES 

 



The battle is won or lost at the headline 

 Use numbers 
 Keep it short 
 Include enticing adjectives 
 Set expectations 

“Lists were the most likely type of post to be shared more than 1,000 or even 100 times.” 
- OK Dork, July 2014 



Never lose focus on the reader 

 

“Posts that used words like ‘you and your’ in their 
headline performed extremely and were shared 
frequently. In contrast, posts that used ‘I and Me’ 
were three times less likely to be shared. Obviously, 
readers like to see themselves in what they are 
reading.” 

- OK Dork, July 2014 



Try to evoke curiosity 

“This woman went to the shop to get milk. What happened next will 
astound you.” 

 

“Have you tried this? Every beauty editor I know swears by it?” 

 

“This book has sucked me in. Have you read it yet?” 

 

 

 
POTENTIAL works better than FACT 



What works on Twitter 

 Leave enough room for RTs 

 Include a call to action 

 Occasionally ask for an RT 

 Use the most retweetable 

words 

 Use/track hashtags 

 

 

 



What works on Twitter 



Challenge 
Drive sign-ups to the Papa John’s database using 
social media. 
 
The Grayling Solution 
• We developed a Football League Partnership, 

giving us access to 72 Football League clubs 
and their fans online. 

• We implemented a campaign called 
#ScoreTwiceHalfPrice, once users registered 
their Football League team on our website, if 
they scored at least two goals in a match, 
users got 50% off pizza. 

• We implemented live tweeting during Football 
League games in order to create a value 
exchange with audiences, as well as unlock the 
#ScoreTwiceHalfPrice code in real-time. 

• We implemented an out of hours customer 
service team in order to deal with any order 
related enquiries.  

 
Result 
• 80,000 database sign-ups 
• 2,500 new Twitter fans 
• 18% Twitter engagement rate (industry 

standard is 3%) 
• Shortlisted for Golden Hedgehog Social Media 

Campaign of the Year Award & PRCA Dare 
Award for Digital & Social Strategy 

 

  



What works on Facebook 



Challenge 
Consumers are talking about Crest online, how 
can they filter the conversations and respond? 
 
The Grayling Solution 
• All four Crest regions set-up on Facebook 

with a regional manager assigned to each. 
• A Crest Nicholson global Facebook page and 

Twitter account launched for non-
development specific content. 

• Weekly content calendars implemented for 
each region with an approval process in place 
to ensure the client signs off all content plans 
before scheduling begins for the following 
week. 

• Reactive content identified and implemented 
based on relevant trending topics 

• Customer service team in place 9 – 5pm for 
daily monitoring, with pre-approved 
escalation processes in place. 

 
Result 
• Customer service response times reduced 

from 3 hours to 1 hour. 
• KPI of 3,000 fans across all regional 

Facebook pages achieved. 
• Positive social sentiment increased from 15% 

to 38%. 

 

  



Top Tips 
Managing Social Media 





Social media metrics – The bigger picture 

There are a number of analytic tools for key social media/owned platforms 
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http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=8G8gmyfmdeGD8M&tbnid=SJo6x-ZRw5JWnM:&ved=0CAUQjRw&url=http://cypressnorth.com/search-engine-marketing/dear-google-please-clean-up-your-certified-partner-program/&ei=tRmvUpD0J8rStAaW2oDICw&bvm=bv.57967247,d.Yms&psig=AFQjCNH7-e6QoTRK0YCy9mjLIFXWsVQohA&ust=1387293481102678
https://www.pinterest.com/theindynews/
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=PMy9riM-9l1VAM&tbnid=sHNNoGwRjyMf4M:&ved=0CAUQjRw&url=http://bluemonkee.com/google-analytics-data/&ei=LRivUq6APYaZtQb_7IDACg&bvm=bv.57967247,d.Yms&psig=AFQjCNEc4VNArm51MiU2iwEowuv8P_LUKQ&ust=1387293065728811


Metrics – drilling down 

Metrics must be specific to your 
engagement programme 
 
Be clear about what specific behaviours you 
are trying to achieve from the outset. 
 
 
 
 
 
 

Potential metrics 

Individuals briefed  

Number attending events 

Meetings arranged  

Third party content generated 

Client participation opportunities 
secured 

Attitudes captured / perception 
change audited 

Formal agreements/ working 
arrangements facilitated 

Recommendation/advocacy 
achieved 

Direct action taken as a result of 
campaign programme 



Creating and tracking media response mechanisms 

Include call to action in media and social media activity to drive 
brand engagement and track the outcomes of outputs.  
 
Typical response mechanisms (outcome metrics): 
 
• Direct people to a website or web page - consider creating a 

campaign landing page or using a Bitly link to isolate traffic driven 
by social media 
 

• Direct people to view/download a piece of owned content  
 

• Short registration form for valuable content, vouchers or 
experiences 

 
• Direct people to enter a competition via the website, Facebook or 

another social media platform   
 

• Use a unique hashtag to prompt and track conversations or user 
generated content on Twitter or Instagram 

 
 

 
 

 
 



Challenge 
Utilise social media to launch Canned Food Week 
2014. 
 
The Grayling Solution 
• Daily content calendar implemented 
• Daily monitoring implemented 9 – 5pm, and 

reactive content created based on relevant 
trending topics 

• Key brand ambassadors identified and 
targeted 

• Social advertising launched 
• Online and Offline partnerships established 

with celebrity nutritionist Amanda Hamilton, 
and celebrity chef James Martin. 

• Online partnerships with several magazines, 
food societies and bloggers 

• Social competitions implemented 
 
Result 
• An increase of over 500 followers 
• Engagement rates consistently over industry 

averages. Facebook: 25.1% (average is 
1.11%). Twitter: 4.4% (average is 3%) 

• Reach over 30,000. 

 

  



Crisis Management 
What if it goes wrong? 















Where next? 



Key Takeaways: Checklist to finish 

 Is there a clear and compelling Call To Action, that speaks with our 

audience? 

 Is this CTA within the first 90 characters of the post? 

 Is the post type (link, photo, like, etc.) appropriate for the desired outcome? 

 Does the post support the desired objective? 

 Is the information clearly laid out, in a coherent and concise manner? 

 Is there sufficient emotional context in the post? 



Quick exercise: U-S-A 

 Understanding: List three key things your audience must 
understand about your product or service 
 

 Sentiment: List three feelings that you hope to evoke 
 

 Action: What do you want your audience to do? List three 
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