
Are Your Online Efforts 
Worth Your Time? 
MARKETING & TRACKING DIGITAL MEDIA EFFORTS TO INCREASE 
EDUCATIONAL OUTREACH AND OUTCOMES



Agenda
 What is web centric?
 Identifying the right audience

 Fulfilling audience needs

 Analytics and ROTI



What is ‘Web Centric’?



Marketing changes
 THEN: 

 Analog centric
 Print, outdoor and radio

 ‘Online’ was additional

 NOW:
 Digital FIRST!

 Digital marketing IS marketing

 Telling your story in detail in one place



Why Web Centric?
 Tracking is easier
 CTA (call to action)

 More details

 Easier to update



FIRST: Identify Your Audience



Extension serves EVERYONE!



Who is your audience?
 If your audience is female and older, are they on social media? 

 If so which platform(s)? 

 What devices do they use?
 Is YOUR content accessible for mobile?

 How often would they use social media? 
 How often should you post?

 What information should you post to them? 
 How to get above the ‘noise’ on other platforms?



Digital Marketing Nitty Gritty



CTA – Call to Action
ALWAYS lead your clients to take action. CTAs are applicable on 
everything:

 Website

 Email

 Social media

 Print media

 Radio

 TV



Creating CTAs (calls to action)
 Buy now
 Download this
 Comment
 Share
 Learn more
 Request a visit
 Fill out form
 Subscribe
 Fill out a survey
 Follow us

Click here is NOT a good CTA!



What CTAs work for your audience?
 Speak to their objections

 Cost?

 Time?

 Use social proof
 Attendees saw 20% increase in yields



Creating website CTAs (calls to action)
 Design matters
 Don’t muddy the waters



Creating CTAs (calls to action)



Webpage copy
 Translate Extension services into a benefit 

for your readers
 Value proposition (strong headline), 

possibly subheadline, and three to five 
BULLET points

 Don’t get bogged down in details. Time 
is important!



Webpage copy
 What’s MOST important 

(heading)

 Second most important details 
(subhead)

 Body copy bullets 
(general info)



Mobile Friendly
https://www.google.com/webmast
ers/tools/mobile-friendly/



Webpage copy – Optimize it!
 Example: http://uaex.edu/yard-

garden/vegetables/straw-bale-
gardening.aspx

http://uaex.edu/yard-garden/vegetables/straw-bale-gardening.aspx


Other website content-writing tips
 Tell stories

 Be specific

 Avoid jargon

 OMG stop using acronyms!

 End with a CTA



Content creation time savers!



Save time: Repurpose Content
http://bit.ly/time-savers

 Take a fact sheet and visualize it

http://bit.ly/time-savers


Repurposing Content
 Evergreen content
 Agent articles

 Case studies

www.uaex.edu/fall

http://www.uaex.edu/fall


Repurposing Content
 Webinars & tutorials 

www.uaex.edu/techtuesdays



Reaching Audiences: Social Media



Should you pay for reach in 
social media?



Should you pay for reach?
 When paying makes sense:

1. When building a new audience
2. Diversifying audience (younger audience, etc.)
3. Plateau in audience – take it to the next level



Paying for Reach  
 Engaging photos WORK
 Relevant content works



Paying for Reach  
 Paid social media – Boosted Post in Facebook/Instagram



Sign up button on Facebook



Reaching Audiences: E-news



 Social media is a borrowed platform.
 Reaches those NOT on social media.
 Tracking!!!

Enewsletters: 
Why do they matter?



Be bright, 
be brief, 
be gone!

E-newsletters



ALWAYS link to website: ‘full story’



Deep Linking (involve)
 Create a survey or question. Inspire them to take action!



Images as calls to action 

 Use canva.com to create a call to action
 Use picmonkey.com to create images



Images as calls to action 



VIDEOS!
 Inspire audiences using video
 Link to website from video or use URL in video



Analytics –
was it worth 
the effort?
Different 
measurements for 
each platform.



E-news Tracking



Social Media Engagement
 Audience ENGAGEMENT

 Likes per post

 Shares per post

 Comments per post

 Clicks per post



Social Media Engagement
 Audience Engagement

 Likes per post on different platforms



Social Media Engagement
 Audience Engagement

 Shares per post

 Videos/personal stories



Social Media Engagement
 Audience Engagement

 Comments per post -They build a 
sense of community!



Social Media Engagement
 Audience Engagement

 CLICKS per post- gauge alignment of social content and website 
content

 Measure incoming website traffic from social media



Tracking it all: website analytics



Website Analytics
 Event Tracking



Website Analytics
 Mobile vs. Desktop



Website Analytics
 Social media referrals



Website Analytics
 New vs. returning – opportunity to expose visitors to other program 

areas



Recap:
Send social, email and offline marketing to your website for analytics.

CTAs – give audience something to do

Write clear, easy to read content

Enews is important – send folks to full story on your website!

Send visitors to website from social media
Pay for reach if necessary

Track all efforts from website analytics!



QUESTIONS?



Amy Cole
Digital Media Program Director
accole@uaex.edu

mailto:accole@uaex.edu
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