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Communication is Difficult

“Communication is both @ O
an art and science... K

Ignore this fact at your \
own peril.” W ‘

!
R. Darn Smart m i
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Guessing Results
Miscommunication

Cooks: Message Patrons:
Production Team Target Audience




Asking and Listening Improve
Communication

Cooks: Message Patrons:
Production Team Target Audience




Research Improves Communication

To ensure health
communication is credible,
effective, accurate, familiar, and
that it's heard by the right
people, at the right time, in the
right place with the right
message, it must be based on
good research.
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The Holy Grail of Communication
Research
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How to Transition from Talking At to

Talking With?

ONE
WAY

VS.

From Broadcast
Media Monologues
to Social Media
Dialogues...
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DECODING THE BLACK BOX:

How Digital Communication Influences Offline Behavior

RESEARCH INFORMED
COMMUNICATION MIX
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WE KNOW WHAT
INFLUENCES OUR
TARGET AUDIENCES
AND HOW THEY
RESPOND OFFLINE




Visits

* Click-throughs
No. of comments
No. of ratings
No. of reviews
FB impressions
Video views
Page views
Asset popularity

Proportion of
posts and videos
viewed

Fans/page likes

No. of discussion
participants

Unsubscribers
No. of followers

Demographics of
subscribers

Ratings
Likes on FB posts

Like Rates

Frequency
favorites

Video likes/
dislikes

No. of shares
Downloads
Mentions
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Generation Divide
What Everyone Can Agree On:

GENY GENX BOOMER

£1x

Boomers {,‘ ?\ On Social

25% Boomers use social
media as an attempt to
stay connected to real life
friends, and the few times

they post it’s about
40% : ‘ others.

Generation X (T 3] On Social

Gen X is conscious of their 42%
personal brand, and
utilizes their social
network to enhance it.
30%

Generation Y @ On Social

79% 1 2 Gen Y organizes their lives
around social media,
putting everything out

; there - they post first, ask

71% : B questions later.
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