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Becoming a 
Community of Users  

 Social media refers to a wide variety of online tools aimed at providing a means for 

mass interactions and networking with others. It is the ability to communicate on-the-

fly, in real time, with hundreds and thousands of people that makes the opportunity to 

leverage social media as a means of expanding your customer base. Although daunting, 

social media is also an opportunity many organizations don't want to pass up.  

Lets get started on Basics of Social Media 
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Whatôs Your Pitch?  
Describe what your 

company does in 120 
characters or less? 

Local Workforce Investment 

Areas provide services to local 

residents through federally-

funded WIA programs to 

prepare the workforce for 

employment.  

 

(DCEO) is the lead state 

agency responsible for 

improving Illinois' 

competitiveness in the global 

economy. 

Illinois workNetÊ is the 

state's primary employment 

and training resource for 

workforce development. 

 

Whatôs the Point?  
What type of program is 

this -- 
 Pick one? 

Services Information Services 

Whatôs Your One 

Thing?  

What defines you?          
Disney = Magic 

Employment and 

Training Services 

 

Policy 

Seamless access to 

third-party tools. 

Whatôs Your  

Relationship with 

Your Audience?  
What does your audience 
know about you today? 

LWIAs focus on meeting 

the needs of businesses for 

skilled workers and the 

training, education, and 

employment needs of 

individuals. 

DCEO administers a wide range 

of economic and workforce 

development programs, services 

and initiatives designed to 

create and retain high quality 

jobs and build strong 

communities. 

Illinois workNetÊ offers 

unique features, such as 

locally tailored information, 

that benefit individuals, 

businesses, and workforce 

professionals. 

How Does Your 

Audience Use Social 

Media?  

Understand how your 
target audience uses 

social media. 

   

How Will You  

Be Human?  
Social media is about 

people, not logos. How will 
you let down your guard?  

Create separate accounts 

for each type of service 

or resource e.g.  Job 

Seeker Services, Youth 

Services, etc. 

Create separate accounts 

for each DCEO Bureau 

e.g. Workforce 

Development, Trade, etc. 

Create separate accounts 

for each of the Illinois 

workNet pathways e.g. 

Individuals, Businesses, 

etc. 

How Will You 

Measure Success?  

Determine your key 
metrics BEFORE you get 

started.   

Traffic, Interaction, 

Customer Engagement, 

Recommendations, and 

Retention. 

Traffic, Interaction, 

Customer Engagement, 

Recommendations, and 

Retention. 

Traffic, Interaction, 

Customer Engagement, 

Recommendations, and 

Retention. 



 
 
 
 
 
 
 
 

Creating a Program Image  
 
 

 
 

 
 

 
 

 

Be Transparent, 

Authentic and Human 

The face or voice of your department or agency is 

the most important decision to make when 

considering using social media. 

 

Logos, Pictures or 

Avatar   

A major part of your social media personality is your avatar 

and your profile bio. Decide whether you want your avatar 

to be your organizational logo or the face of the director; 

each sends a completely different message and requires a 

different approach. The first rule for avatars and bios is to 

stay consistent across social platforms. 

 

Basics of Social Media 

Start with the following question:  
 
V Create separate accounts for each type of 

service or resource? 
V Are these options realistic enough to be 

maintained long -term? 
 

____________________________________

____________________________________

____________________________________

____________________________________ 

Start with the following questions:  
 
V Social media is about people; not logos. 

How will you let down your guard?  
V Who will manage this image?  
V What system will you establish  to 

maintain this image?  
V What will happen to this image if the 

individual leaves?  

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________ 



 
 
 
 

 
 

 
 
 

 
 
 
 

 

Leaving a Legacy  
What you share, post or tweet today should reinforce your 

organization tomorrow. Think about each message you 

share via social media as an email which has gone public to 

your entire organization. 

 

 

Keeping it Consistent 
 

People will ultimately stop connecting if your 

messages are not clear or consistent. A simple way 

to do that is to make a short list of with you will talk 

about using social media. It is also important to 

keep the same personality when joining multiple 

social media networks.  

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________ 

tart with the following questions:  
 
V What kind of information should you 

share?  
 

V What protocols can be developed to 
maintain and reinforce the organization 
message to your audience? 

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________ 

 

Basics of Social Media          

Brain storm ideas on possible options, start with 
the following questions:  
 
V What will you talk about using social 

media?  
 

V How can you keep track of the 
information you are sharing through 
various social media tools? 



 
 
 

 
 

Making Connections  
Email  

 

:: Simple Definition::  

Email can be explained in terms of postal mail, and both the purpose and 

basic operating are the same: exchange messages. Email has many 

benefits in comparison to post mail including convenience and 

accessibility to name a few.  

 :: Learn the Basics  
 

Learning the benefits and features of email is crutial as you learn to build a social media personality.  

 

Benefits of Email:  

 Convenience -You can type your email message wherever you want, save it for later use and send it at 

any time without having to worry about envelopes, stamps and tariffs.  

 Speed - Emails typically arrive within seconds or minutes ð anywhere in the world.  

 Attachments - You can attach any file on your computer to an email message easily, regardless of its 

type and, mostly, size.  

 Accessibility - Emails can be stored conveniently in your email program. Good programs make it easy 

to organize, archive and search your emails, so any information contained in an email is always readily 

accessible. 

 Cost - Other than the fee you pay for accessing the internet, sending and receiving emails is typically 

free. 

  

 

             Basics of Social Media  

Here Are Some Resources for  Understanding 

Basics of Email  

If you are looking for a free email service, you can be picky. You'll be 

rewarded with plenty of storage, effective spam filtering, a fast interface, 

desktop email program and mobile access, and more.  

 

 Top 17 Free Email Services.   

 Top 26 Most Important Rules of Email Etiquette  

 Top 51 Most Popular Email Tips, Tricks and Secrets 

http://email.about.com/od/freeemailreviews/tp/free_email.htm
http://email.about.com/od/emailnetiquette/tp/core_netiquette.htm
http://email.about.com/od/getthemostoutofemail/tp/top_tips.htm


 
Microblogging  

 :: Simple Definition::  

Microblogging is a form of blogging where users provide brief period 

updates (often on a frequent basis throughout the day) and publish them 

on microblogging platforms such as Twitter.  Microbloggers can submit 

their updates via the web itself or via text messages, instant message, or 

even email. 

 

 :: Learn the Basics  

 

As you build your social media personality use the search function and type in keywords associated with  

your brand. Reach out to everyone talking about these items with a personally crafted message. 

 

Think of Twitter as:  Instant Messaging to the world 

 What are you doing in less than 140 characters 

 Post and receive messages to a network of ñfollowersò 

 

Use Twitter to: 

o Make announcements;  

o Answer buyer questions; or  

o Send a quick update about what's going on in your company or in a specific community 

 

 

 

  
  

 

Here Are Some Resources for  

Understanding the Basics to Microblogging 

 Read these articles: 

Á Wikipediaôs entry on Microblogging 

Á About.comôs article:  

What is Microblogging and Where Do I Get Started?ò  

Á Read Social Media Todayôs article:  

What is Twitter- A Beginners Guide 

 

 Visit and take a look at these sites: 

o Twitter , Tumblr , Jaiku , Pownce,  

 

             Basics of Social Media  

http://en.wikipedia.org/wiki/Blog
http://www.interactiveinsightsgroup.com/blog1/wp-content/uploads/2008/10/microbloggingsites.jpg
http://en.wikipedia.org/wiki/Microblogging
http://about.com/
http://onlinebusiness.about.com/b/2008/07/10/what-is-microblogging-and-where-do-i-get-started.htm
http://www.socialmediatoday.com/SMC/43329
http://www.twitter.com/
http://www.tumblr.com/
http://www.jaiku.com/
http://pownce.com/


 

 
 
 
 
 
 

Social Networking  

 

:: Simple Definition  

Social networking services ï Facebook and LinkedIn being 

the most well-known- are websites that allow online users to 

connect and share information with other online users. 

:: Learn the Basics -- Facebook 

More and more companies are leveraging social networks to promote their brands and services and to 

connect with customers & potential customers. 

Think of Facebook as:  Online Cocktail Party 

 300 million users 

 50% of active users log on daily 

 Fastest growing demographic is 35 years old and older  

 Average user has 130 friends 

 More than 6 billion minutes are spent on Facebook each day (worldwide) 

 

Use Facebook to: 
 Creating a group or fan page for people to become a member.  

 Fan pages offer several interesting options to: 

o Build your fan base;  

o Create discussion board posts (similar to a blog),  

o Wall posts; and  

o Have real live employees partake in the discussionsï each demonstrate that people are 

engaged.  

 

Basics of Social Media 

Here Are Some Resources for  Understanding 

Basics of Social Networking 

 Read these articles:  

o Wikipediaôs entry on Social Networking Services 

o About.comôs article ñSocial Networking for Beginnersñ  

o Webopediaôs Social Networking Overview  

 Visit and take a look at these Social Networking sites:  

o Facebook 

o Ning ï a site that allows you to create your own Social 

Network 

http://www.interactiveinsightsgroup.com/blog1/wp-content/uploads/2008/12/socialnetworking.jpg
http://about.com/
http://webtrends.about.com/od/socialnetworking/a/socialnetwork_b.htm
http://webopedia.com/quick_ref/social_networking_sites.asp
http://www.facebook.com/
http://ning.com/


 
 

 
 
:: Learn the Basics ɀ LinkedIn  
 
Think of LinkedIn as:   Online Rolodex & Resume 

 An interconnected network of experienced professionals from around the world. 

LinkedIn has over 40 million members, with a new member joining every second 

 170 industries are represented 

 Members are in over 200 countries and territories around the world ïabout half outside 

the U.S. 

 Executives from all Fortune 500 companies 

 

Use LinkedIn to: 
 Find, be introduced to, and collaborate with qualified professionals that you need to 

work with to accomplish your goals.   

 Show off expertise as well as find quick answers to business or organizational problems 

from industry experts, instantly through LinkedIn's Answers feature. 

 Browse industries and see how members are connected to a company through Company 

Profiles. 

 
 
 
 
 

 
  

 

Basics of Social Media 

Here Are Some Resources for  

Understanding Basics of Social 

Networking 

 Read these articles:  

o Wikipediaôs entry on Social Networking Services 

o About.comôs article ñSocial Networking for 

Beginnersñ  

o Webopediaôs Social Networking Overview  

 Visit and take a look at these Social Networking sites:  

o LinkedIn 

o Ning ï a site that allows you to create your own 

Social Network 

http://about.com/
http://webtrends.about.com/od/socialnetworking/a/socialnetwork_b.htm
http://webtrends.about.com/od/socialnetworking/a/socialnetwork_b.htm
http://webopedia.com/quick_ref/social_networking_sites.asp
http://www.myspace.com/
http://ning.com/


What is 

Return on 

Engagement? 

 
 
 
 
 

Return on Engagement (ROI) 
 

Return on Engagement  (ROI) is a 
measurement of the impact you are 
making with your social media 
interactions. Measuring social media ROI 
ÉÓÎȭÔ ÉÍÐÏÓÓÉÂÌÅȟ ÂÕÔ ÉÔ ÃÁÎ ÂÅ ÄÉÆÆÉÃÕÌÔ 
because many of the pieces that need to be 

evaluated are difficult to track.  
 

This guide is designed to help you track down those pieces and determine 
ÔÈÅ 2/) ÙÏÕȭÒÅ ÇÅÔÔÉÎÇ ÏÎ ÓÏÃÉÁÌ ÍÅÄÉÁȢ  
 

How to Measure ROI 

 

Basics of Social Media 
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As a standard formula, ROI is pretty basic,  
ROI = (X ɀ Y) / Y, where X is your final value and Y 
is your starting value.  

Having concrete goals and concrete baselines is 
crucial to calculating your return on investment.  

So before you set out to measure and monitor your 
social media returns, you need to have a clear idea 
of what it is you want to accomplish . 

Once you have your goals defined, you need to 
gauge the baseline for your levels before starting 
or changing your social media strategy.  

 

For example, if your goal is to increase social media mentions of 
your company, in order to measure the ROI of any actions taken 
toward that goal, you need to know where you stand now. You 
ÃÁÎȭÔ ÅÖÁÌÕÁÔÅ ÔÈÅ 2/) ÁÃÃÕÒÁÔÅÌÙ ×ÉÔÈÏÕÔ Á ÂÁÓÅÌÉÎÅ. 

 

Basics of Social Media 

Start with the following questions:  
 
V What are your goals ? Baseline? 
V How will you measure? 

o Traffic,  
o  Interaction,  
o Customer  
o Engagement,  
o Recommendations,  
o Retention. 

ROI=   (Final Value-Starting Value)/ Starting Value 

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________ 
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!ÌÔÈÏÕÇÈ 2/) Ё Metrics, traditional web metrics like traffic 
counts, number of comments, Twitter followers, Facebook fans, 
etc. are an important component when calculating your ROI. The 
trick is to not rely solely on the numbers, but on what the 
numbers end up leading to. 

Here are some social media related measuring options: 

 

Google Analytics  ð Itôs free and it can provide a really 

powerful baseline for a variety of different factors. You can track 

incoming links and then the activities of the users they send, which 

can be helpful. 

Omniture  ð Omniture has a slew of services available for 

businesses, including components that track Facebook and Twitter 

metrics. 

TweetMeme Analytics ð This is useful if you use 

TweetMemeôs retweet buttons on your sites. Itôs a lot like Google 

Analytics, but focused on TweetMeme. 

PostRank Analytics ð This suite of tools measures social 

engagement on other platforms and services. Whatôs nice about 

PostRank is that instead of just a raw number, you can actually see 

the messages and comments from other sites that contribute to your 

stats. This can be really important for sentiment analysis (more on 

that later). 

HootSuite  ð HootSuite is a great Twitter manager but also 

offers impressive analytics. The nice thing about the click data you 

get from an app like HootSuite (or bit.ly) is by looking deeper you 

can more easily see if those clicks translate into transactions or 

impressions on your other sites. 

 

Basics of Social Media 

Start with the following questions:  
 
V Does your increase in website 

visitors correlate with higher 
sales?  

V Are people that find your website 
from Twitter or Facebook then 
clicking on pages or going directly 
to your site?  

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________ 

http://www.google.com/analytics/
http://mashable.com/2009/05/28/omniture-facebook-app-measurement/
http://mashable.com/2009/10/06/tweetmeme-analytics/
http://mashable.com/2009/09/24/pagerank-analytics/
http://mashable.com/2009/09/09/hootsuite-owly-updates/
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Having a metric for something like Twitter mentions is pretty 

meaningless if you donôt know if those mentions are positive or 

negative. This is where sentiment analysis is interesting. Sentiment 

is also a useful baseline to look at before implementing or changing 

a social media strategy and calculating your ROI. 

Here are some sentiment analysis  options:  

Viral Heat  ð Viral Heat is an affordable social media 

monitoring service that includes a sentiment breakdown for Twitter 

mentions. 

Twendz ð Twendz is a very basic real-time Twitter sentiments 

tool. 

Tweet Feel ð Tweet Feel is another real-time Twitter 

sentiments search-engine. 

Crimson Hexagon ð Crimson Hexagon is an Enterprise-level 

social media tracking tool. The algorithm they use for their VoxTrot 

Opinion Monitor is really impressive stuff, and will help you 

determine what consumer sentiment is toward your brand based on 

social media mentions. 

Sentiment Metrics ð Sentiment Metrics is another tool aimed 

at enterprises or larger businesses. We mentioned them in our round-

up of reputation tracking tools last year. 

 

Basics of Social Media 

Start w ith the following questions:  
 
V Quality vs. Quantity, what are 

people saying about your site?  
V Are you using the right social 

media strategy?  
V Are you connecting with your 

audience the way you thought you 
would? 

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________ 

http://mashable.com/2009/07/07/viralheat/
http://twendz.waggeneredstrom.com/
http://mashable.com/2009/07/13/tweetfeel/
http://www.crimsonhexagon.com/
http://www.sentimentmetrics.com/landing1.php
http://mashable.com/2008/12/29/brand-reputation-monitoring-tools/
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These products can be extremely useful in measuring ROI on social 

networks but are primarily designed for bigger brands and 

corporations. Still, in terms of all-encompassing tool sets, these tools 

have the edge. 

Vitrue SRM  ð Weôve covered the Twitter Pages 

component of Vitrue SRM (Social Relationship 

Manager) before, but the whole suite is really 

dedicated to managing and getting the most information out of your 

social media accounts. Vitrue does analytics for links posted on 

Twitter or Facebook and can also plug into third-party services like 

Omniture and Google Analytics. Vitrue SRM is basically a CMS for 

controlling and monitoring your Twitter and Facebook accounts. 

ContextOptional ð ContextOptional offers both a 

Social Reporting Dashboard for monitoring 

engagement and activity and a Social Moderation 

Console for Facebook. 

Salesforce.com ð Salesforce.comôs Service Cloud 2 

line of products is really designed to integrate Twitter 

and Facebook results and pages directly into a 

companyôs CRM.  

Although this isnôt ROI in the most clear-cut terms, by improving 

customer service and getting a handle on problems quickly, brands 

can save themselves from potentially costly mistakes. Those 

savings can be taken into account when computing your ROI. 

 

 

Basics of Social Media 

Start with the following questions:  
 
V How will you improve customer 

service?  
V How can you solve problems 

quickly? 
V How will you prevent costly 

mistakes? 

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________ 

http://srm.vitrue.com/
http://mashable.com/2009/10/22/twitter-pages/
http://www.contextoptional.com/
http://mashable.com/2009/10/21/social-monitoring-console/
http://mashable.com/2009/10/21/social-monitoring-console/
http://mashable.com/2009/09/08/service-cloud-2/
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Making data usable is the hard part. After you 

have defined your baseline, you need to take the 

metrics from your monitoring tools and see how 

they correlate to higher sales, better customer retention, or 

whatever your primary markers for output are. 

If your ultimate measurement is sales for instance, look at 

your sales level. If it has increased, look at the number of 

referrers on your e-commerce site (assuming you can 

track this data) from your website or Twitter or the 

number of coupons used that were given away in a 

Facebook campaign to start calculating which sales 

stemmed from your social media campaigns. 

Finding trends and tracking them back to 

their point  of origin  is the key to measuring 

ROI. 

 

Basics of Social Media 

Start with the following questions:  
  
V Do you see any trends?  
V Is traffic up to your store after 

posting on Facebook? Twitter?  
V Does store traffic correlate with 

more sales when evaluating that 
same data?  

V Does a higher sentiment analysis 
on Twitter lead to more sales or 
more visits? 

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________

___________________________________ 



 
  

 

Next Steps 

Experience It:  

Å Start your own Twitter, Facebook, or LinkedIn 
account.  

Å Take the time to play, and experience it from a 
ÃÏÎÓÕÍÅÒȭÓ ÓÔÁÎÄÐÏÉÎÔȢ 

Å Follow Us on Facebook, Twitter, and LinkedIn 

 
Do your homework:  

Å Become familiar with the resources available; watch 
the previous webinar, use the PPT as your guide. 

Å 4ÁËÅ Á ÌÏÏË ÁÔ ÔÈÅ ÐÁÇÅÓ ×ÅȭÒÅ ÆÁÎ ÏÆ ÁÓ best practice 
examples; KCDEE & Think Beyond The Label 

Å How is this working for others? Now that you have a 
feel for social media, go back to the original questions 
on Creating an Image ; what would work for you?  

 
Attend the next webinar, prepared with ques tions:  

Å Come back with specific questions because you will 
get more out of the next webinar.  

Å Think about your message, who you want to reach, 
and how ÙÏÕȭÒÅ ÇÏÉÎÇ ÔÏ ÄÏ ÉÔȢ  



 
 

 
 

Not sure how to get started? Join us for:  

SOCIAL MEDIA TOOLS 
 
 

Webinar Registration:  
Online Registration is required:  
 http://training.illinoisworknet.com/ws/socialm

edia  

 
Dates and Times: 
March 18th at 1:00 p.m. (CST)  
March 19th at 10:00 a.m. (CST) 
Duration: 1 Hour  
 
Contact Information: 
For more information about the webinar, 
contact the Illinois workNet Team at: 
 
Phone: 312-814-4046  
Fax: 312-814-0999 
Email: business@illinoisworknet.com 


