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Your Social Media Toolkit

A Recommended List of Tools from Resource Media Webinar
"Game Changer: 5 Steps to Maximize Social Media Impact”

Google Analytics (Slide 18)

www.google.com/analytics/

What it is: A free website analytics tracking tool from Google i

. . e = =
you plug into the back end of your website within its HTML G 0 L jg lﬁ_ flﬂ'\ n a | }r" 1: | C f‘_j
coding. Once Google Analytics is installed you’ll be able to
access important information from your site like your number of visitors/unique visitors over time, how your
visitors are getting to your site, what keywords they use to get to your site etc.
How you can use it: See vital statics of your website such as number of unique visitors, top referring sites linking
to your website, keywords visitors used to find your site, etc. You can also use this tool as a resource to find new
prospects to target for your social media work.

Google AdWords Keyword Search Tool (Slide 18)
http://bit.ly/bMZ612

What it is: An online keyword assessment tool from
Advertiser Local Search  Global Monthly ~ Google that provides information on keyword search

Keywords Competition®  Volume: June ®  Search Volume © volume (global and local) as well as statics about
Additional keywords to consider - sorted by relevance * competing kevwords
energy efficiency appliances /|l 30 1900 peting key ’
energy efficiency raing ]| 3,600 8,100
energy efficient m 550,000 823,000 How you can use it: Enter a keyword or phrase into

, , Not enough the search box and this tool will provide similar
commercial energy efficiency /|l 2900 . .

data keywords associated with the one you entered. Great

for discovering new keywords or refining your current
ones.

Facebook Internal Search (Slide 27)

www.Facebook.com

What it is: Facebook’s internal search functionality. Simply enter

relevant keywords into the Facebook search box and click on the

small magnify glass on the far right to bring up keyword-related

profiles, fan pages, groups or status updates/news feeds. 3,713 Peple Uk This &ﬁ welvas cirLie
e NP

How you can use it: To identify every page, group or person on

seattle san francisco kalispell boulder sacramento bozeman



resource media

Facebook with whom your organization might connect. You could look for current partner groups, potential
partner groups and/or individuals who could help support your Facebook community, spread the word about
timely campaigns, add your page to their organization’s page’s favorites, etc.

Twellow (Slide 27)
www.twellow.com

What it is: A comprehensive database of Twitter accounts
you can search keyword(s). Also known as the “Yellow
Pages for Twitter.” Results shown are in list format by

i relevance and by the number of followers an account has
(with the most relevant accounts that have the largest
V. Roger Koby | { sola_kady on Twiier ) number of followers appearing at the top).
|l rests inchica the lalest In aola ond wind (schnalogy lar tha homa
L? Faollowars: 1,831 Loeabion: Coloracds . . .
Follow ' How you can use it: To find potential Twitter

influencers (bloggers, reporters, etc.) in your area of focus;
to find partners and supportive individuals to help spread
the word about your cause and/or particular campaigns.

Technorati (Slide 27)

www.technorati.com

What it is: The most comprehensive blog database W‘ —
online today. Technorati ranks notable blogs by —— -

. 1728 e
“authority,” defined by the number of other blogs or ) Sttt uth: 57
websites that have linked to a blog in the last six Erparience N )
months. Simply enter a keyword into the white search B e Lk 00 MounLan B Face . et
box at the top of Technorati’s homepage, specify
you’d like to search for “blogs” not “posts” and click on the green and white magnify class button to start your
search.

How you can use it: Multiple uses! Locate new bloggers to pitch about campaigns, take an assessment of the blog
landscape for your issues or cause, track the “authority” for your blog and other cause-related blogs to rank
bloggers by priority level.

Google Alerts

Create a Google Alert
www.google.com/alerts Enter the topic you wish to monitor

Search terms:

o . . . . Type .Comprehensive {~|
What it is: An email update service that provides you with the o of Nowrs -
ow oiften
|

latest relevant Google results (web, news, etc.) based on your Your email: | oyod®
choice of query or topic. oLl 1L

Google will not sell or share your email address.

How you can use it: To monitor conversations (within the news,
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blogs, on the Web, within videos etc.) taking place about your organization or cause; to monitor news about a
particular campaign, news issue or person.

Bifly (Slide 35)
http://bitly.com

What it is: A URL shortening service that optimizes links for social
media platforms with text limitations. Bitly also has helpful link

D ‘ metrics tracking capabilities that allow you to view the number and
type of people who click on the link, where online they share it, what
hitp://aceee.org/socialmedia/e 102prsocial. htm conversations they haVe around lt etC.

Your Link -  http://bit.ly/aGToKe

How you can use it: To track, measure and report on the success of
campaign outreach efforts (like distributing press releases and reports,
promoting events etc.) via Twitter or to monitor the Twitter landscape
for either your organization or your issue/cause.

Google AdWords Keyword Tool (Slide 35)

www.adwords.google.com

What it is: A free keyword tool from Google that allows you to
explore how often your keywords are searched and to find new
related ones.

How you can use it: To create a list of keywords that you can
use consistently through all campaign communications across all platforms you share the campaign within.

Facebook Insights (Slide 43)

www.facebook.com/insights/

What it is: A free, internal, Facebook database that provides page owners with

4283 Monthiy Active llsars metrics about their content, fan base and community traffic.
2 4 Daily New Likes

0 Daily Post Views

1 Daily Post Feedback

How you can use it: To better understand and analyze page trends to gain
insights into who your audience is and what they might want from you; to
e engage your community; to try new things; to develop Facebook ad content, etc.
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Twitter Grader (Slide 47)
http://twittergrader.com/

What it is: A free and simple tool from gllnald - I-|

Hubspot that helps you take an assessment of

how a Twitter account is performing. ~ E
(==

How you can use it: Just type in your Twitter

account name and click on the “Grader” button

to the right. Twitter Grader will provide you with a wealth of information about an account including: number of
followers, number of people following you, total number of tweets posted and the account’s overall Twitter grade
and rank.

twitrratr (Slide 48)
http://twitrratr.com/

What it is: A free tool for Twitter that provides a simple
/ 1 \ twitrratr dashl?oard for account user sentiment on ?ny topic. Singply
SEARCH type in a keyword you want to assess Twitter community
opinion on and click on the “search” button on the right.

nrde 18 w0 165 _ o .
How you can use it: To track your organization’s reputation

1091% POSITIVE m online (or that of any other organization); to find your
ﬂ?&:ﬁ’&i:im‘cﬁmgn oy o 1 g horoFourd biggest supporters; to find neutral “fence sitters” and/or
- wt(hvnldc.plealaselhankhlm' & gos\:.::\::::vesashavkauacmng oo o8 6Bk
o RAT800%50 e Woogm e || Hewse ‘ people who don’t currently feel good about your

organization or cause that you’d like to try to turn around.

socialmention (Slide 48)

http://www.socialmention.com/

What it is: A tool that provides real-time social media sentiment data and

social NRDC
analysis. You can search any platform or subject ranging from blogs,

. . . 14% 2:1 Mentions about NRDC
microblogs, social media networks, bookmarks, comments, events, U —
images, video and audio to questions and more. Just plug in a relevant a1 22% Il @NADG AT @NADCGUI 3

aSeI0N oac search for underwater #oil in
keyword and hit the “search” button to generate results. s el e waler SMtimes ittt

last mention 55 seconds ago 55 seconds by '

T RT @Grist: http:/Avww.grist.org/4

How you can use it: To find out how the social media community feels

e 22-cities-for-energy-smarts 22 ¢
about an organization, issue or cause. You can also determine how Sentiment it s by ] @nt1 o et
popular the topic you’re assessing is, what keywords and/or hashtags o — 7 Ihe #Grsen #Techclogy Chan
people use to find information about that keyword, who the top users of AR

the keyword are and which networks the keyword is most (or least) popular in.
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retweetrank (Slide 49)

http://www.retweetrank.com/

ThatsSoEco ((Find retweet rank )

N
¥ That's So Eco
Retweet rank: 48482 - approx 97.95 percentile — Tweet this

Web: http://www.resource-media.org

Bio: The people behind my cartoon face love natural, healthy solutions for families & the
environment. We network with other green groups & share tips as we go!

Recent retweets @ThatsSoEco JRSS

1DroolMonkey: Thanks!!! RT @PeopleTowels: Have a lovely #Eco #FF! @1DroolMonkey
@makuecoshop @ThatsSoEco @kindboutique @YourOrganicL it

TweetBeep (Slide 50)

http://www.tweetbeep.com

What itis: A free tool that determines a Twitter account’s rank based on the
number of retweets it receives. Retweetrank also provides you with your
account’s latest retweets.

How you can use it: To find your retweet rank; to identify what kind of
content you tweet gets shared; to locate your most genenerous followers so
you can reearch them and start building better relationships with them.

beep

What it is: A free email alert system used to track keywords, phrases or %

URLs used in tweets within Twitter.

New Keyword Alert

reate your alert below, Only one keywerd or
pnrase per alert, Excluding keywords IS optiona
but is useful for filtering an alert.

How you can use it: To monitor the online reputation of an organization or Keyword or iczzon
assess the Twitter landscape of a particular issue or cause. To track oo i

campaign coverage you generate within Twitter.

Oneforty. (Slide 51)
http://oneforty.com/

Get More Out of Twitter

.....

.....
Expinm Toolkits
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Save Alert

What it is: A free database of over 3,000 Twitter tools you can filter
through by category or purpose. Example filters include: Twitter
basics, following and followers, productivity and blog and website
tools, to name a few. You can also find platform-specific tools and
identify what new Twitter tools have recently been added to the
database.

How you can use it: To hone in on exactly what type of tool you need
to answer a particular question, solve a pain point, obtain a statistic
you need etc. Oneforty also allows you to read user reviews for
applications that do similar things, which saves you time doing
application research.
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Row Feeder (Slide 51)

https://rowfeeder.com/

What it is: A low cost tool that helps make @&
social media monitoring and analysis for > i ROW F EEDER
Twitter and/or Facebook easy. Examples of R ——— p— Homepage Location  Followers Priends Time

information you can track include: keywords, coma to your RowFeadar powsred Spreadaheati Don' orgat o og-fn a o r9eossnt s sed ot

l gl Robert Longpre t's & o Libers! Lie! Ril] 84 AQA20I0 TAIN

chties 20 oy 20 T Gaonews: AT hep ity 2020w Eurape, The Workd [ T4 BEVROA0 80015

hashtags, phrases or user names. CimateGroup  The Cimai Group Reutars - Statod Mg rwnthecl Ietemmaional 5069 1431 23201083007
> JoVelleux Joharne Vellaux  Quoting Al gore about hipifchannaved Monindal, Quibec, 335 &7 BRZAR0B41E

cragimes Craig Pittman The New Yorker's Jane hEprawew panin St Petersburg FL 1243 54 22010 S0840

quatablecorient  Erica Edwards BT Grragtimes: The New  Wep aww.guata Porland, OR

32 31 A2R2010 G14-20

How you can use it: To take social media data from the collection phase (within the Row Feeder tool’s dashboard)
to a format useful for analysis and reporting like Microsoft Excel. Row Feeder makes it easy for you to view your
data in an Excel format within their tool, examine raw data or convert it into simple to read graphs. Filter
information through drop-down menu choices etc.

IceRocket (Slide 52)

http://www.icerocket.com/

What it is: A free, social media real-time search
engine powered by a keywords.

How you can use it: To quickly and easily get near-
m immediate access to the latest coverage about an
[NRDC Lhiudl  organization, cause or campaign within the most
popular social media platoforms using one application.

Compete (Slide 52)
http://compete.com/
What it is: A free digital media competitive intelligence

tool primarily used to analyze websites. g COmpete

How YOu can use it: To access information about your Profiles Analytics Tools Client Solutions Resources
competitors’ website performance and compare it to T — Category Profie p—
your own. You can see traffic and engagement data,

inbound links and analyze competitor keywords B - -

experience for visitors.
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Klout (Slide 52)
http://klout.com/

KLOUT the Standard for Influence

Is this you? Sign up to update and see more information

== —

+ 3 ©RedCross
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sy 36 13K 0 0

Achievements
LEE

What it is: A tool that monitors online influence on Twitter.
Klout tells you what type of influencer you are and how
much others think you influence them, which is based on
characteristics like the number of retweets you’ve received,
the number of unique mentions you’ve received, how far
your tweets reach etc.

How you can use it: To learn how other Twitter users see
you; to track your progress as a Twitter leader or influencer
over time; to find out which accounts influence you; to
review a keyword topic summary of what others think
you’re account is about.
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