
SAA Communications Task Force

Conference call October 11, 2012 [10am EDT] 

Participating:  SAA office: Nancy Beaumont (executive director), Teresa Brinati (director of publishing), Brian Doyle (director of technical and member services)

Committee members:  Dara Baker, Chair, Brittany Adams, Beth Kaplan, Eira Tansey (Brad Houston not able to attend)

1. 
Can you tell us which communications channels you maintain?

· Everyone creates content - all funneled for light editorial review through Anne Hartman (editorial and production assistant).  
· Actually we funnel all content for Facebook through Anne as a quick quality control measure. With the other communication channels, it is typical that the author runs the blurb past Anne, Teresa, or me – or that one of us is the author.
1.a. 
Followup to this: Who maintains any communications channels you DO NOT? 

How was this division determined? 
· Job board is a separate website maintained by Boxwood Technologies.

· Metapress site is a separate website maintained by Metapress.
· Peach New Media and KRM maintain on their own websites a portion of our web seminars.
· Component group microsites (and any component group blogs that may exist or that may be forthcoming) are maintained by the component groups.  2009, 2010, 2011 Host Committee blogs set up and maintained by those groups.

· A&A List is very lightly moderated by an individual under contract with SAA and is very lightly monitored by two Council members.

2. 
How often are the following updated:

Facebook 

· At least three times / week - staff uses an app to push fb updates to Twitter.

LinkedIn 

· Brian: Sees high potential for linkedIn for SAA audiences for professional networking.  Job board content is pushed here.  

Flickr 

· Used for a particular purpose / project but not a focus of investment. Not updated regularly. 

SAA website 

· Updated daily, as needed. Use of global feed is increasing (esp by component groups such as Sections and RTs). Microsites frequently updated (for some groups - others not.)

Twitter 

· Used as a complement to fb. 

The new Off the Record blog 

· Purpose: more information conversation w members about a variety of topics. Updated by Jackie “as the spirit moves her.”  Has been around 2 x month. 

2.a.
Is there a regular schedule of updates? 
· No - as needed. 

2.b.
How often do you think they should be updated? 
· As needed. Frequency is not a particular concern. 
·  But see reference to Facebook updates in 2 above.
3. 
How is material selected for inclusion on the various sites?

3.a.
To what extent is material repeated across various platforms? 

· Teresa: attended recent workshop on association organizations’ use of facebook.  Lots of grappling among association organizations about how to use social media. General consensus on best practice for association org experts is to focus on a couple of channels and do them well, rather than trying to use all channels. SAA has focused on fb and twitter as key channels.   

· Nancy: “you need to say things 7 times for people to hear it” so staff is intentionally using redundancy among channels - e.g. FB updates pushed to Twitter. Teresa: very conscious when creating content for FB that it will go twitter. 

3.b. 
How is the decision made to repeat material/create platform-specific material?
· Brian:  notes that CTWG debated whether to create tailored message for fb vs twitter. No conclusion - but would be far too time consuming. 

4. 
What supporting software/hardware/technology is used to maintain and keep track of the 

various communication channels? 
· TweetDeck, Google Analytics. 

4.a. 
Is SAA using tools like Google Analytics, Facebook-generated reports for group 

pages, etc. to determine how much certain parts of the website are being used and how often they are accessed?  

· Google analytics is in place and basic dashboard reports are generated regularly but not used extensively. (May not be entirely reliable as an old search tool on the cms pages is still in place and does consolidate results into drupal searches.)

· Tweetdeck is in use by staff - used for tracking mentions of #archivists.org and annual meeting tweets. 

4.b. 
If analytics are used, how do the analytics affect what channels are used and 

how? 

· Nancy: they don’t at this time. GA is currently not used systematically to evaluate user successes / fails / interests in using website. The focus is on getting content out - not analysis of where to post. Hope at some point to target audiences and messages, but “would be nervous about over-engineering the system.” 

· Brian re use of Google analytics: “Job board is most visited” page - he uses that in his pitch to potential job advertisers on the site. 

· Brian will forward most recent GA dashboard reports.  They are not customized particularly - basically out of the box.

5. 
Do you have recommendations/advice for the Task Force based on our mission?

· Nancy: “We always consider audience first ,and then the message that will resonate with that audience, and then the medium that is most likely to deliver that message to the target audience most effectively.”

· Teresa:  AA did a reader survey published in Fall 2011 re AA. - useful for our purposes.   

6. 
What about the Website would you like to change, given the chance? 

· Brian: recommends we start w CTWG report and member survey. CTWG key points #3 and #5: tension between decentralized nature of communication and SAA as a single org with many constituencies. “Relevance of information” is key theme that runs through member survey. “Content is king.” Advice:  figure out what content is most relevant for membership.  Possibility: recommend that SAA conduct a focus group or survey to determine what makes content useful to members.  Idea for focus groups:  present informants with sample content and ask them to rank it as far as relevancy, whether they would read it, why and why not.  This would generate some data that would benefit all the program areas.  Advises that we skirt the technical issues which can bog down discussion and focus on content.  Relevance of content is likely to vary among membership sectors - can vary by so many things - makes it esp challenging to weave it all together.  

· Brian: Suggests look at member survey slide #113 - top level of improvement matrix.  Looks at all things surveyed and top value drivers. Of all the technology media asked about, improvements to website most highly desired, BUT website improvement not mentioned as highest priority for investment of resources. 

· Look at navigation scheme and information retrieval. Brian suggests “card sorting” exercise w a focus group.  

· Previous focus group used the search box more than nav scheme. (Comment: This is typical user behavior, but content may not be optimized for searching.  BK.) 

· Brian’s top three priorities for the website: improve visuals, improve navigation scheme, improve ranked relevance of content.

· Brian points to slide #160 in the Member survey - highest number of members suggest SAA allocate resources to improving website, see esp. slides 166 and 16.  Survey indicates little interest in investment in social media. 

6.a. 
Can you speak to the double-login required for many SAA webpages--is this based on current website design or is there another purpose behind it?

· Double log in required because of multiple systems / servers.  www, www2.  Each system has its own authentication scheme.  At least users have the same username and password for both, but still not possible to automate sharing of authentication from one system to the other.  Kind of a fact of life. 

7.
What communications channels is SAA not using that you would be interested in 

adopting/adapting?

· Nancy, Brian:  Would like to see this as driven by users.

8.
Are there any of SAA’s current communication channels that you think are not as useful 

as they could be? How would you like to see them improved?

· Listservs - a very important underlying structure for SAA communication. Key examples: A&A list, committees, leader list, component groups.  Member Survey results notes A&A ranks 2nd priority for resource allocation. Listservs are old technology but still serve as a critical push technology for getting SAA messages out. SAA still uses lists for broadcasting important messages.  Due for improvement:  currently using Lyris 9.3 which is outdated but haven’t upgraded to current version (13?) [We don’t know what the current version # is….] because of expense and the fact that some customization was done for SAA’s purposes, makes it harder to upgrade.  Brian:  at some point SAA will have to reinvest in Lyris.  Again, listservs are an important communications asset but under-appreciated (Brian).  Lots of people who are using the lists, dependent on the lists.  Maybe worth increased investment...

· Nancy: listservs used by some component groups and not by others. Nancy encourages use of component group lists throughout the year. 

· Brian: In the Loop is the primary vehicle used for getting messages out and is supported by listserver. ITL is currently a members-only vehicle.  But could be used as a “subscribe to our e-bulletin” feature - other orgs are doing this.  

· Information overload continues to be an issue - but members like to choose from a menu of  channels. Contradiction here - implicit need for SAA to find a way to help people manage information overload. And, need ways to communicate that don’t paralyze the staff.  Would welcome ideas of what to let go.

· Teresa: don’t forget pubs program as a key part of SAA communications portfolio.  AO, AA, and other pubs provide members 100s of opportunities to communicate with the profession at large each year. 


