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What we’ll cover 

• 1 basic case study 
• 14 heritage examples 
• 5 essential steps  
• 9 key questions 
 



Why not just look at heritage 
examples? 

• Best practices apply across industries 
• Consumer media generally ahead 
• Consumer media similarities with heritage 

organizations: 
– Content creators & curators 
– Interaction with niche audiences 
 



THE BASICS: A CASE STUDY 



The basics: Outdoor Canada 

 
 

“I don’t think I got it” 
 

Patrick Walsh & Outdoor Canada 





• Joined Twitter in fall 2009 
• Ramped up efforts in fall 2010 
• “I treat it like a game. And I want to win.” 

 



What does winning look like? 

• 5000+ followers 
• The RIGHT followers 
• A network of connections 



 

“I look at it as a link  
in the chain to move people  

to the magazine and the website.” 



Question for you 

• What does your chain look like? Where do 
Twitter and other social media platforms fit 
in? 

• What actions are you trying to prompt with 
your social media engagement? 



What did he do? 

• Built a following by following 
– Target influencers 
– Search for enthusiasts 
– Mine their lists and followers 
– Flattery works: RT intelligently 
– M and DM to ask smart questions, point them to 

key resources 

 



Question for you 

• Who are your influencers and enthusiasts? 
• Who is already in your network? Can you ask 

them to follow and retweet you? 



What did he do? 

• Created connections by creating content 
– 30 best fishing spots article in magazine 
– Blog post listing locations only—pushing back to 

mag for details 
– “The blog post was my excuse to bug people” 





What did he do? 

• Tweeted to be RTed—all to drive web traffic 
– Twitter messages to key provincial tourism and 

conservation groups pointing them to the content. 
Why? To get them to RT—and follow 

– Note: Links get RTed more often than comments 



And he also… 

• Created long-term “narrative arcs” 
– #signsoftheapocolypse 
– #signsofhope 

• Created unexpected event-based tweets 
– Fishing&Hunting Oscar tweets 
– Fishing&Hunting Juno tweets 



+ he had fun 

 



Questions for you 

• What content gives you an excuse to reach 
out? 

• What content is most shareable? 
• What hashtags are right for you?  
• Where can you have fun? 



And the results? 

• 4 years in: 5000+ followers 
• Twitter is a top referrer of traffic to the 

Outdoor Canada site 



The benefits 

• Drives traffic 
• Establishes presence in wider fishing & 

hunting community (in Canada and beyond) 
• Engages directly with users and readers 
• Customer service 



WHAT ARE OTHER HERITAGE 
ORGANIZATIONS DOING? 



Twitter 



Museum of Inuit Art 

• Tying tweet to 
seasonal event 
& using 
hashtag 

• Promoting 
special pricing 
& using 
hashtag 

• Promoting 
special event--
& yes, using 
hashtag 



Royal Ontario Museum 

Multiple 
accounts 
for “sub-brands”; 
RTing each other 
 
• Note dealing  
with  
customer service 
issue 
• Promoting 

event 
• Event f/u 



Huronia Museum 

Sharing behind the scenes 
content as a way of promoting 
an upcoming event 



Heritage Toronto 

Being a good Twitter citizen by promoting 
another’s page/event + using it as an opportunity 
to promote their own app 



Diefenbunker 

Using humour—lovely tone 
 
Thanking users who point out  
problems 
 
Alerting audience to last-minute  
changes 



Facebook 

 



Sikh Heritage Museum of Canada 

Asking for  
contributions 



Sikh Heritage Museum of Canada 

Showcasing contributions 



Sikh Heritage Museum of Canada 

Promoting events with 
unexpected facts/info 



Peel Art Gallery, Museum and Archives 

Everyone is talking about 
a current event: Do you have something 
Interesting to add? A local angle?  
An unexpected connection? 



Spadina Museum 

On the first snowy day of the year, 
what is everyone talking about? 
Snow. Be part of that conversation. 
 
+  
 
Share a great photo that people will  
want to share. 



Museum London 

Share great resources 
that your audience will 
want to use—and reshare 



Visuals: Pinterest, Flickr, Instagram 

 



Museum of Inuit Art 

Links to  
great content 
 
Visitors: 
Everyone loves 
a selfie 
 
Behind the 
scenes 



Huronia Museum 

People 
love to share 
pictures of  
themselves 
& loved ones 



Northampton Museums 

Creating a 
scholarly 
resource 



Museum of American History 

Shareable,  
timely, 
compelling 



Youtube 

 



The Field Musuem 

Creating a “brand” 
with voice, personality 
and humour 



Museum of Inuit Art 

Capturing “evergreen”  
reference content 



Shakespeare Birthplace Trust 

• Putting visitors 
front and centre 
• Resource material 
• History in action 



5 ESSENTIAL STEPS 



1. Listen 

• Where is your audience already congregating? 
• What is your audience saying about you and 

the topics of interest to you? 
• Do you understand the culture of the 

platform? Listen first. Then join in. 



2. Connect 

• Who are you trying to reach? 
• Is there a platform that aligns particularly well 

with your audience? 
• Who on your chosen platform is already 

reaching the folks you want to reach? (And are 
any of them already associated with your 
brand?) 

• Can you connect with your audience by 
connecting with key influencers? 



2. Connect 

• Can you find your enthusiasts? 
– Keyword searches 
– Followers of followers 
– Competitors/similar groups 

 



3. Share 

• Everyone wants to be an insider 
– Share behind the scenes stuff, advance info, sneak 

peeks (but know what’s appropriate) 

• Get real 
– Share real insight, real information 
– Be real: Human personality is essential 

• But establish guidelines for tone and voice 



3. Share 

• Tolerate positive & negative comments 
– Studies show that the appearance of both neg and 

pos comments is key to inspiring trust in the brand 
among users 

– But engage with all comments in a respectful and 
professional way.  
 



4. Ask 

• People like to be asked for their advice and 
opinions 

• Test content ideas, event ideas, campaign 
ideas with your audience—ask for their input 



5. Respond 

• Respond to specific requests and complaints 
– Have guidelines in place if an issue needs to be 

escalated 

• Spontaneously respond by searching keywords 
or hashtags that apply to your topic area: Help 
out a stranger and turn them into a friend 



8 KEY QUESTIONS 



1. What should you post? 

• Be informative 
• Open the door to discussion 

– On FB, question posts generate twice as many 
comments as non-question posts. (Kissmetrics, 2012) 

• Create online traditions 
– Shared traditions foster community 
– Remember that traditions have different emotional 

tones as well—some are serious, some are just plain 
fun  

 



2. How should you interact? 

• It’s public, not private 
• It’s 2-way, not broadcast (but don’t be afraid 

to take it offline) 
– Sweetspot for replies: 10%-ish (Twitter analysis, 

Danzarrella.com) 

• Have a crisis plan—and make sure people are 
aware of it 
 



3. What is most likely to be shared? 

• Links get shared more than comments or replies (but avoid 
link shorteners on FB—users don’t trust them and they 
dramatically reduce CTR according to Kissmetrics, 2012) 

• Everyone loves an infographic 
• Emotion=distribution 
• Wow! Cool! Positive emotion drives RT more than straight 

info sharing 
– Anatoliy Gruzd @ Dal: VanOc Tweets analysis; positive tweets 

Rted avg 6.6 times; 2.6 for neg; 2.2 for neutral 
– Facebook internal data: On major news sites, provocative or 

passionage stories generate 2-3 X more engagement 
– NYT most emailed study: Stories that inspire awe are more likely 

to be shared 
 



What should you share? 
 

http://www.niemanlab.org/2012/11/what-kinds-of-local-stories-drive-
engagement-the-results-of-an-npr-facebook-experiment/ 



4. When should you share? 

• Twitter 
– Based on general consumer stats—your results 

may vary based on your audience 
– Highest time for retweets: around 5 pm EST 
– Highest click-thru on Twitter if you Tweet between 

1 and 4 times per hour 
– Highest CTR for tweets midweek and weekends 
– Highest CTR at lunchtime and around 6 pm EST 
(Data from Kissmetrics, Aug 2012) 

 



When should you share? 
Facebook 
• Midday works—people check around lunchtime; most 

sharing done around noon 
• After work works: Posting outside regular business hours 

results in a 20% increase in engagement rates. 
• Words like “limited time”, “today” and “exclusive” increase 

the likelihood of your news making it to the top of feeds. 
(Facebook’s EdgeRank notices these words.) 

• Posting 1-2 times per day produces 40% higher user 
engagement. 

• Weekends work: Most FB sharing is done on Saturday 
Data from Kissmetrics, July 2012 



5. Why do people quit you? 

• Outside of brand-damaging behaviour over 
which you have no control… 

• Most will dump you because you are over-
communicating with them or posting 
irrelevant or boring communications 

• Consumers are more cautious about 
liking/following because they don’t want to be 
swamped with self-serving promo 



6. How can you manage this? 

• Use the right tools 
• Monitor and manage staff/volunteer time 
• Stay on top of the rules of engagement 
• Is the time you are spending on social media 

delivering real value to your organization? In 
resource-crunched organizations, it is 
essential to ask whether your time is better 
spent on core tasks.  



7. What platform should you focus on? 

• Facebook: Smaller numbers, tougher to grow, 
more organic—but more engaged 

• Twitter: Bigger numbers, quicker to grow, 
more superficial engagement 

• Pinterest: Great for reaching women, but do 
you have the visuals?  

• Instagram: Great for sharing visuals you create 
yourself 

• Google+: Boosts your search results.  



8. What’s the next hot platform? 

• YAFSMN 
• Watch. Listen. Learn. Launch. 



Oh and one more 
9. How do you measure success? 

• What’s your starting point? 
• What do you want to achieve? 
• What’s the right metric to measure that 

result? 



Measuring isn’t simple. Why? 

• According to Altimeter’s report “The Social Media 
ROI Cookbook” (July 2012) the problem is… 
– Too many screens 
– Too many platforms 
– Too many measurement tools (but not necessarily the 

right ones) 
– Social media is volatile 
– Brands don’t “own” the channels 
– Too many different metrics so a holistic view is 

challenging if not impossible 
 



Most brands still don’t measure ROI 

But the ones that do cite these primary positive 
impacts: 

– 84% customer/community insight 
– 51% better decision-making 
– 35% investment 
– 32% financial impacts 
– 26% organizational development 



Your key? 

• Know what your social media goals are 
• Match your actions to your goals 
• Match the measurement tool to the actions 

and goals 
• Overlay your investments (including volunteer 

time & energy) and actions on your metrics 
• Make sure someone is 

watching/tracking/reporting—and that you’re 
paying attention to that reporting 



Resources 
• NMC Horizon Report>2013 Museum Edition: 
http://www.nmc.org/publications/2013-horizon-report-museum 
• The Museum Resource Network: http://themuseumresourcenetwork.org/  
• edgital: museum education and digital media http://www.edgital.org/  
• Know Your Own Bone: creative engagement in museums and cultural 

centers http://colleendilen.com/  
• 100 Best Curator and Museum Blogs http://museummedia.nl/links/100-

best-curator-and-museum-blogs/  
• Step by step guide for museums on Twitter: http://museummedia.nl/case-

studies/step-by-step/  
• Museums and Flickr: http://museumtwo.blogspot.ca/2007/02/20-at-

work-why-you-should-use-flickr.html  
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http://www.edgital.org/
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http://museummedia.nl/links/100-best-curator-and-museum-blogs/
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http://museummedia.nl/case-studies/step-by-step/
http://museumtwo.blogspot.ca/2007/02/20-at-work-why-you-should-use-flickr.html
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