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| acknowledge that | live on the Traditional Territories of the
Ta’an Kwach’an Council and Kwanlin Dun First Nation
Self-governing nations that negotiated modern treaties (2002; 2005)
under the Umbrella Final Agreement between the
14 Yukon First Nations
and the Governments of Canada and Yukon.
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We have a problem to overcome

= We see what we see
= We see what we can see

= We need to learn to see beyond our
expectations

@ We know what we know =

... what we believe (we know)
... what we hold dear (assumptions,
mythologies, rules of thumb)

¢ Beware: What You See is All There

Is (WYSIATI)
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What does this mean? Loelar L

BETTER
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1. To make better decisions

2. To measure change
3. To understand impact of action/inaction

4. To mitigate risk

What's the point of measurement and
analysis?
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What is your context for online statistics? TOMORROW

PSSPV S ESN (=08 « Revenue growth of xx% annually for next 3 years

Your marketing e Increasing frequency of attendance by current patrons
strategy o Attracting new audiences and encourage greater frequency

o Increase capacity used from 35% to 50% & revenue from Sxxx to

Set specific targets Syyy
e Year 1 = 200 members and grow by 50% each of next two years

How are you  Track sales revenue; track attendance/ticket buying;
measuring them? membership; ensure year-over year tracking

Interim marketing

« Specific to marketing activities
measures

—'ll = = o
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Email open and \
CTR

J
\

Social Media

engagement
J

Y
Website traffic
& conversion
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MAKING

Example: Social Media metrics TOMORROW

* Increase Facebook followers/page likes on average 15% each of
the next three years.

" Increase Facebook interactions (likes, comments, shares) by
25% in each of the next three years.

= Convert Facebook traffic into paying customers - need to
connect your metrics from Facebook to ticket buying through
sources of traffic
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Facebook Business Page Insights E%’;’!%';ROW

= |[nsight
* Overview - see competitors
= Followers
» Posts
 Engagement w posts and boosted posts

* Hide or unfollows
* Type of reach/impressions; type of interaction

= Ads - details demos, devices seen

N = Ad Manager for Ad performance - reach and cost per action
mu R
e | See spreadsheets
mi= o =l
" - 11




Early campaign evaluation BET =R
Reach (diff | People Taking | Actions

Campaign Name — Boosted POSTS/EVENTS people) Action {People Spend / action
Post: "Wanna get your Rendezvousness on? How about

you..." 249 97 114% [ § 0.03
Post: "Our lunch guests have given us "tasty™ reviews on_." 371 18 49% [ § 012
Event: Lunch is on! 1948 89 46% ( § 020
Post: "I'm back! Yayaya!!! And so are lunches at..." 3308 395 116% | § 004
Post: "Thank you to our amazing quests who spent their_.." 615 28 46% | &8 018
Post: "Oh, sweet Valentine's! Planning in our kitchen is._."” 2921 150 51% | §  0.13
Post: "Sweet Valentineg's is on my mind. Can't wait to." 2521 35 26% | § 033
Event: Valentine's Day dinner (Sat) 2357 30 13% | § 067
Event: Valentine's Day dinner (Feb 14) 3628 76 21% [ § 053
[01/27/2018] Promoting hitp:/Antoinettesrestaurant com/ 1343 31 23% | 5 028
Post: "Yum! We're spicing up January LIMING with new..." 4273 498 M7% [ § 0.05
Event: Lating Saint Valentine's Day Party 1971 o4 0% ( 5 0.20
Post: "There is nothing like a nice warm glass of sorrel._.” 1810 142 78% | § 014




FB followers
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Antoinette’s Restaurant = Page Insights

Page Insights

Overview
Followers
Ads

Likes
Reach

Page Views

r 0 ® ¥ 1 0 =

Actions on Page

Drafly data is recorded in the Pacific time zone

Total Page Followers: 2 221

W 1M 1@

| Start: (1102018 B

Total Page Followsers

1,861

End: 2222021 E

# Create Post

BEHCHMARK
Compare your average
performance ower time.

Total Pape Followeers

13



Mi Re: Making Tomomow Better: Tak %

ﬂ Antoinette's Restaurant | Facebo: X

@ University Plan 2025 - University % | +

< > C 0 8 facebook.com/AntoinettesRestaurant/insights/?referrer=page_insights_tab_button

D oApps M @ NewTab

Antoinette’s Restaurant » Page Insights

Page Insights
o Overview

a Followers
Ads
Likes
Reach
Page Views
Actions on Page
Posts
Events
Videos
Stories
People
Messages
API

Orders

e < & ¥ 2 0 D0 > ¢ 9 % 1

e

(<, ] ‘5‘ Liberating Structure... o Inga Petri o Devices

I~ o P

Page Summary Last7 days s

Results from May 20, 2021 - May 26, 2021

MNote: Does not include today's data. Insights activity is reported in the Pacific time zone. Ads activily is reported in the

time zone of your ad account.

Actions on Page i

May 20 - May 26

We have insufficient data to show for the
selected fime period.

Post Reach i

May 20 - May 26

1,558

People Reached & 43%

S

Post Engagement i

May 20 - May 26

160

Post Engagement & 54%

T~

? Ad Results Have Moved

@ Social Transformati...

5, @

Page Views i

May 20 - May 26

86

Total Page Views a51%

_—

Story Reach i

May 20 - May 26

We have insufficient data to show for the
selected time period.

Videos i
May 20 - May 26

5

3-5econd Video Views  400%

_—\

- o X
o

a % e ~»@ :

» | [ Other bookmarks Reading list

+ © & -

3

Export Data £

B Crganic [l Paid

Page Likes i
May 20 - May 26

3

Page Likes a 200%

Recommendations i
May 20 - May 28

‘We have insufficient data to show for the
selected fime period.

Page Followers i
May 20 - May 28

3

Page Followers & 200%

VAV

All the info you're used to seeing, and more, is now in Ad Center. Learn More

-

Lisac

< >
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Mi Re: Making Tomorrow Better: Tak X o Antoinette's Restaurant | Facebo: X U University Plan 2025 - University X + [ +]
<« c O 8 facebook.com/AntoinettesRestaurant/insights/?referrer=page_insights_tab_button Q %« &, v N e : I 0 M O R R ow

| 2 oApps M @ NewTasb @ ﬁ Liberating Structure... @ Inga Petri o Devices @ Social Transformati... » Other bookmarks Reading list BE I i ER
]
-

@ = -~ o 2 & & e s -

——
.
M Antoinette’s Restaurant » Page Insights
I Pﬂge |ﬂ5|9h'|15 Post Engagement i Videos i Page Followers i
w VST YISV May 20 - May 26 May 20 - May 26 May 20 - May 26
a Followers 1 60 5 3
Post Engagement a 54% 3-Second Video Views a400% Page Followers & 200%

Ads =

Likes M— ,—-—/\

Reach

Ad Results Have Moved

Visit Ad Center

Page Views v All the info you're used to seeing, and more, is now in Ad Center. Learn More

Actions on Page

Your 5 Most Recent Posts

G @ 0 » ¢ ® & 1

Posts
Reach: Organic / Paid [ Post Clicks [l Reactions, Comments & Shares §
Events 2 T T T T T T
Published Post Type Targeting Reach Engagement Promote
Videos 05/26/2021 | Antoinette’s Restaurant updated $ @ 94 [ 5 ]
10:33 PM their info in the about section. 2 |
BB Sstories 052212021 Our Vegan Lentil Dhal. Slightly spicy ] 5 1
) [
0:04 PM - Caribbean recipe zerved with = @ 428 1 [ | e
- People 05/21/2021 Ly Our Tocho. Fresh cut Potato Fries Bl 3 [ ]
. . -
1:29 P _‘ topped with Caribbean Chicken -l @ | 5 1 Boost Post
) Messages
0ar21/2021 Our super tasty Macaroni Pie coated = ag [ -
7:08AM ‘ with extra crispy Panko = @ 956 ag [ ] Boost Post
| <> API
05720/2021 Our House-made Vegan loaf with 20 [ ]
5
n Ord 1:06 FM T our delicious mango curry. Served = 0 (i 21 [ | [ETefilr]
rders )

H See All Posts

15
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Antoinette’s Restaurant » Page Insights

Page Insights
W e

G @ 0 » ¢ ® & 1

B < 8 &

Followers

Ads

Likes

Reach

Page Views

Actions on Page

Posts

Events

Videos

Stories

People

Messages

API

QOrders

I -ﬂl

P

Add Pages

=

@

B Reacfions, Comments & Shares i

+ © 5

Page Total Page Likes  From Last Week  Posts This Week  Engagement This Week
1 . Klondike Rib & Salmon 39K 2 100% [ 13K (.
ﬁ Whiskey Jacks Pub & Grill | 3.4K 2100% 4 ETER
3 H G&P on Main 33K | a100% 1 a1
4 | \Wecod Street Ramen 20Kk I | ad00% 7 E
5 E Burnt Toast Cafe 24K 4 100% 16 3K I
6 “ The Wayfarer Oyster Ho... | 24K 4100% 1 32 W
7 L. Dirty Northern Public H... 24k [0 4100% 2 2 |
8 - Woeodcutter's Blanket 23K 4100% 2 30
9 Cultured Fine Cheese 23K A 100% 5 3 0
vou I —
10 ﬂ Antoinette's Restaurant 23K T 2100% 5 160 |

Keep up with the Pages you watch.

MAKING

TOMORROW

BETTER
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M Re: Making Tomaorrow Better: Tak X 0 Antoinette’s Restaurant | Facebo: X u University Plan 2025 - University X | + Q I o M 0 R Row

& > C (Y & facebookcom/AntoinettesRestaurant/insights/?section=navPosts Q ¥ e v H . : B ETTE R
HoApps M O NewTab @ '& Liberating Structure... O Inga Petri O Devices @ Social Transformati... @ Digital Innovation a... » | [ Other bookmarks Reading list g
-
o Q Search Facebook @ ;lj @ % @ 9 mga + @ B -
Antoinette’s Resta:.lrant > Page Insights When Your Fans Are Online Post Types Top Posts from Pages You Watch
Page Insights
w U Data shown for a recent 1-week period. Insights for the time of day are shown in the Pacific time zone.
& Followers DAYS
1,802 1,994 2,022 2,018 2,024 1,974 1,872
o Ads &
i Likes
Mon Tue Wed Thu Fri Sat
@ Reach TIMES
@ Page Views o
800
R Actions on Page
600
E Posts 400
200
@ Events -
0
B Videos
All Posts Published
' Stories
Reach: Organic / Paid | » [l Engagement Rate § |+
& People ) ) ) ) ) )
Publizshed Post Type Targeting Reach Engagement Promote
) Messages 05/26/2021 Antoinette’s Restaurant
10:33 PM updated their info in the 9 @ 4 T -
<f> API 0572212021 Our Vegan Lentil Dhal. [ @ o 3% [ ] Ek:ost Post
9:04 PM e Slightly spicy Caribbean
ﬂ Orders )
052172021 £ Our Tocho. Fresh cut 1
052172021 Our super tasty Macaroni [ ]
. Pie coated with extra crispy = @ 958 % =

7:08 AM
© .
. S X A4
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Connecting the dots as far as possible TOMORROW

= Facebook used to drive web traffic

= Email used to reinforce social and web




Online Measurement - example

P o
‘e
o
0@ °.
Customer @
e acquisition

® Q
00
e« Web traffic

e Social media
ads

Customer
conversion

e Social Media
e Email

e On-site

e Phone

o Web site
ticketing

Customer
retention

e Web traffic
e Social media
e« Email

MAKING
TGMORROW
BETTER

Customer

re-
acquisition

e Web traffic
e Social Media
e« Email

19



Design your measurement framework

Business jliMarketing |l Online
goal goal goals

MAKING

TOMORROW

BETTER

Search
console

Facebook
etc

E-news
engine

20
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Web traffic: Google Analytics TOMORROW
= Audience
o # of users

* New vs returning (Audience - behaviour & engagement)
« Referral from organic, Facebook, Twitter, email

= Acquisition
 Channels and referrals

= Behaviour
 Behaviour flow

. :-f:..n : :




Users

30.34%

1,276vs 979

NPT PR PRy, PV -

Mumber of Sessions per User

4.93%

1.20vs1.14

. e—

Avg. Session Duration

25.50%

00:07:48 vs 00:01:26

oMo b al\ AL M

New Lsers

31.30%

1,229 vs 936

PN V.V NS )W

Pageviews

45.80%

3,766 vs 2,083

vAato A3 S

Bounce Rate

-6.81%

39.18% vs 42.04%
A Bongien i e

Sessions

36.76%

1,529 vs 1,118

WM&M

Pages / Session

6.61%

2.46vs 2 31
et Lt e ey
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Short term impact

Website usage has
improved considerably
over past 7 weeks (key
date Feb 25 back),
compared to prior 7
weeks despite it being
Christmas season during
that prior period.



Overview

Users ~ |yg, Selectametric

Jan 11,2018 - Jun 25, 2018: @ Users
Jul9,2017 - Dec 31, 2017: @ Users

200
Monday, January 15, 2018
= Users: 33
Sunday, July 23, 2017
= Users: 21
100 Change: 57.14%

Hourly Day Week Month

February 2013 March 2018 April 2018
Users New Users Sessions
13.82% 13.26% 17.92%
4,636 vs 4,073 4,570vs 4,035 5600 vs 4,749
L r o A L..._n_ L A Y

Number of Sessions per User | Pageviews

3.60% 24.19%
121vs1.17 13,250 vs 10,669
- _—— -

Avg. Session Duration Bounce Rate

8.82% -7.46%
00:01:34vs 00:01:26 37.59% vs 40.62%
TRy TwawTIe WTTRRRTRIEE LT

Pages / Session

5.32%
2.37vs2.25
ittt ettt

May 2013 June 2018

m New Visitor m Returning Visitor
Jan 1, 2018 - Jun 25, 2018

MAKING
TGMORROW
BETTER

Longer view

1H 2018 outperforms
2H 2017

e 13% new users
e 18% more sessions

e 24% more page
views

23
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Exemplary online measurement frame BETTER

Website analytics Social nhetworks
= Visits and unique visitors = Followers

* Length of visits (maybe) » Organic/Paid reach (individuals)

= Posts & Actions

= Channels/ referrals « Comment / Converse

* Direct « Shares / Retweets

 from social  Like / Favourite

* from email

* from paid ads Track sales, attendance

= Complete checkout
= Re-targeting

24
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‘aking Digital Action
N the Performing Arts

H
DigitalArtsNation.ca = n

LET’S STAY IN TOUCH

Inga Petri

Strategic Moves

Whitehorse, Yukon
www,strategicmoves.ca
ipetri@strategicmoves.ca
613.558.8433 (mobile, Canada-wide)
@ipetri
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