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Online Communications 
d S i l M di G land Social Media Goals

Promotion & outreach

Information & service delivery

Customer service

Media and public relationsp

Accessibility





Subscribers by channel 
(to Sept. 2013)( p )

8,90018,900

17 42417,424

8,255

1,212

969



Referring visits from online channel 
to TPL website (to Sept. 2013)

63,079

39,293

34,667

22,179

3,365

623

,

8 Total: 163,000



Blogs

 200 staff bloggers, 31 blogs
 480,000 page views (to Sept/13)
 1% increase over 2012

 Support customer information needs

 Highlight and promote staff expertise Highlight and promote staff expertise

 Deliver excellent customer service

 Grow and involve a community, build relationshipsy, p



Blogs



Facebook and Twitter (To Sept 2013)

 42 posts/month by TPL staff 
 17,400 followers/fans 
 10.5% increase over 2012



Facebook and Twitter (To Sept 2013)

 42 posts/month by TPL staff 
 17,400 followers/fans
 10.5% increase over 2012

 280 tweets/month by TPL staff
 18 900 followers 18,900 followers
 30% increase over 2012

 Promote and raise awareness of library services

 Improve and support customer service excellencep pp

 Grow and involve a community, build relationships



Customer Service



Customer Service



Promotion & Outreach



Media and Public Relations

Twitter 
 To generate interest in our own stories. 

 To monitor issues & developing stories. 

 To develop relationships and build a following

 To correct misinformation
 For media a source of news tips & to generate interest in For media, a source of news tips & to generate interest in 

their stories. 



eNewsletter
(to Sept 2013)

 Sent bi-weekly

 42% open rate (vs industry standard 24%)

 27.5% average click-through rate                 
(vs industry standard 5 8%)

 Provides a timely and engaging information source for 

(vs industry standard 5.8%)

y g g g
upcoming programs, recommended reading, new videos and 
library news

 Cross-promotes other online channels (website blogs)Cross promotes other online channels (website, blogs)



Promotion & Outreach
Keep Toronto Reading Festival
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Keep Toronto Reading Festival



Promotion & Outreach
Keep Toronto Reading Festival



Promotion & Outreach
Keep Toronto Reading Festival



? What next

 Enhance and expand metricsEnhance and expand metrics

 Increase customer subscription and engagement

 Expand to new channelsp

 Increase integration across channels




