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HK Perspectives+ Panel: National Data

How much do you use Facebook?

0% 10% 20% 30% 40%
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HK Perspectives+ Panel: National Data

How much do you use Twitter?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
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HK Perspectives+ Panel: National Data

How much do you use YouTube?
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HK Perspectives+ Panel: National Data

How much do you use Instagram?
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HK Perspectives+ Panel: National Data

How much do you use Pinterest?
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HK Perspectives+ Panel: National Data

How much do you use LinkedIn?
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HK Perspectives+ Panel: National Data

How much do you use Snapchat?
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HK Perspectives+ Panel: National Data

If you had to pick a primary social platform which would it be?

10% 20% 30% 40% 50% 60% 70% 80%
Facebook
YouTube
Twitter |
Instagram
Pinterest
LinkedIn

Snapchat
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HK Perspectives+ Panel: National Data

How long do you typically go without checking your mobile phone?
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HK Perspectives+ Panel: National Data M

How long do you typically go without checking your preferred social media network?
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HK Perspectives+ Panel: National Data M

What percentage of your time on social media platforms do you spend on each of the following?

48
OfSeTavillo
61

16

I 15
11

Interacting with others (conversations with other
users)

11
Sharing content | 9
11

Posting new content | ©
8
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HK Perspectives+ Panel: National Data M

Which of those options would you say is your primary method of accessing social media?
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HK Perspectives+ Panel

: National Data

What smartphone operating system do you use?

Android — Samsung, Nexus, HTC, others

iOS - iPhone

Windows — Microsoft, Nokia

| do not have a smartphone
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Indigenous Youth Social Media: Secondary Research

Mt -

What is your average time spent on the internet per week on a mobile device and across all

devices?

Internet Usage — How Often per Day

m Aboriginal Youth  mOther Canadian Use

Several Times A Day

10%

Once A Day
6%

89%

91%
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Indigenous Youth Social Media: Secondary Research

Which of your personally owned devices do you use to access the internet?

Internet Access via Devices Owned by Any

Desktop computer
Laptop computer
Tablet

E-reader
Smartphone

Other Cellphone

m Aboriginal Youth = Other Canadian Youth

39%
I 3096

[ O 39/
N, O 196

63%
I 3490
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Indigenous Youth Social Media: Secondary Research

Mt -

Which devices do you use to access the internet? Devices do not have to be personally owned

(e.8. your parents’ device).

Internet Access via Personally Owned Device

Desktop computer
Laptop computer
Tablet

E-reader
Smartphone

Other Cellphone

m Aboriginal Youth ~ w Other Canadian Youth

I 3790
I 3490

I 5400
I 5 7%

I £9%
I 4390
I 2%
I 12%

I 3390
I 7620

I 239
I 16%
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Indigenous Youth Social Media: Secondary Research

Mt -

What is your average time spent on the internet per week on a mobile device and across all

devices?

Average Time Spent Online

m Aboriginal Youth

Time spent on mobile devices
(hrs/week)

Time spent online (hrs/week)

m Other Canadian Youth

-

17
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Indigenous Youth Social Media: Secondary Research e -

When online, what activities do you engage in?

Social Networking Activities

m Aboriginal Youth = Other Canadian Youth
Upload Photos-My Social Network I /200
Account/Photo Sharing Sites [ NG 000

Use Online Chat/Instant Messaging (e.g. MSN, I 6%
QQ) I 0%

00 09090 &z
Forward/Share A Link - | 737

Visit/Check/Read Other People's Blogs/Forums ] 583/2/0

Check My Social Network Accounts On The [ 0/
Internet I 5620

Download Videos/Movies/TV Shows/Music (e.g. | IIIIEIGIGININININININEEEEEEEEEEEEEE 50
iTunes) I /0%
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How do we get peg)ple to take action?






BJ Fogg’s Behavioural Model

3 three elements must
converge at the same
moment for a behavior to
OCCuUr.

When a behavior does not
occur, at least one of those
three elements is missing.

Motivation

Ability

Trigger



BJ Fogg’s Behavioural Model

Fogg Behavior Model

High
Motivation B =m a.t-
behavior mothation abity Yrigoer
at same moment
=
=
= triggers
= succeed here
oo
o
£
triggers
Low fail here
Motivation

www.BehaviorModel.org © 2007 BJ Fogg

For DErmessions,

=i Hard to Do ability Easy to Do
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BJ Fogg’s Behavioural Model ot -

{
» Sensation (pleasure, pain)

* Anticipation (hope, fear)

I\/I Otivati O n » Belonging (acceptance, rejection)

* “When motivation is high, you can get people to do hard things.
’ When it drops, people will only do easy things”

ability

{
ngs » Make the target behaviour easier to do
Abl I Ity * By focusing on the simplicity of the target behaviour, you increase

{
] * Calls-to-action
g g * “Triggers may seem simple on the surface, but they can be

’ powerful in their simplicity”
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Facebook Example

+ Trigger: sign-in

+ Motivation: belonging
(message waiting &
friend requests)

+ Ability (green button!)

+ Real goal?

Re-engage disengaged
user

Hi B)-demo, :
Sign in to Facebook

You haven't been back to Facebook recently. You have received and start
connecting

notifications while you were gone.

= 1 message &% 9 friend requests

Thanks,
The Facebook Team

To login to Facebook, follow the link below:
http: / f'www.facebook.com/n/ Mind-friends f&mid =c8dce 5C550c0dbeCG2¢3537G2b
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Whether working for
the Empire, or riding
through the city...

HELMETS ARE A NMUSTA

\



CANADA.CA/HEALTH



CANOLA

OIL




DID YOU KXNOW
that early signs of ALS

can include:

| A gl
N S

I _
@ | A

/l\

Difficulty Tripping Slurred or
swallowing “thick” speech

[ L4 |
CANADA.CA/HEALTH Canada



FIND CAT

SNUGGLE CAT

i+l
CANADA.CA/HEALTH Canada







Ladder: Classical + Campaign (Example) 3 2% 27

~

' |
Advocating Volunteer
- Donate $50
-
ACtiOﬂ Donate $5
%

Like on social

Learning

Follow on social

Email sign-up

lappeT dn ano :8Andslqo

Awareness

Visit website
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Your ladder: initial CTA (trigger) (motivation + ability)

Tell a friend

Use program

Register: in-person/phone

Register: online

Call for information

Email sign-up

View testimonials

Visit website
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Storytelling




N0 are you trying to talk to?

nat information are they looking for?

nere are they on social?

nat would be the most digestible formats?

===

Motivation. Ability. Trigger.



e What's the story?

What do people
need to know?

Who are the people
most interested in
knowing it?

What do they want to
know or embrace?

What do we hope
they will do once
they know it?

e How to tell the story

CREATION

Can an infographic
complement a blog post?

Can Facebook host a poll
about the story topic? Can there
be & Twitter chat session?

e Where to share the story

e The “Layers”

20" -
-

EARNED - +  ENGAGEMENT

.. ACTION
& ouTCOME

A .
SHARED a

OWNED

s
@)
—
=)
m
o
—
(7))
=
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Client Example

@ McCain Foods (Canada) @
3hrs @

For Paul Levesque, pride in potato farming comes from generations of
passion.

Meet our farming families

MCCAIN.CA

@ VzCan Foass 1Casaasl

8000 wrk, 2 e what s ORS eing 0 rewaring

e
=

" Yavepramhamnd

Ousr farmes Ove what ey 00 a0 Whare s passen, often acroes
mutoe gerermer

P Sosontapeaionen

To e 2 e Carmsan COmpany, 1. A6 Tvee SrDR FgRenT
Feact mo 4200t VCCam s 60-yew Gumey on 0 bog:

Y WcOum Foocs [Canadal

Vi om £ tewt g w4 S ey Qe harvent S o)
Jevics ‘e e e eery

ety ot .
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Can meet range of budgets

Some clients post 1x per week; $750 paid
Others post 2x daily; $10,000 paid/post
Organic Is an option, but has reach limits
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Go 50cgle Home

Pierre Roy
Syndic:- M¢

Montreal

M. Diamond and
Associates Inc

Raymond Chabot -
Syndic de Faillite

Map data ©@2017 Google

M. Diamond and Associates Inc.
Raymond Chabot - Syndic de Faillite - Montréal - Cote-des-...

Pierre Roy & Associés Syndic - Montréal

Peo pl@m%%mﬂ@@d ‘to-be able to find you, (SE

ill+Knowlton Strategles
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Influencers. Trust. Reach. New audiences.
+ Traditional: media

+ Professional: bloggers

+ Micro influencers: local connected people









(T Tube! a vy oo TEELEN

Your Message Nccds
To Be Here

Before videos

Bring Your Business to Life on YouTube
stvertise . - 64 675
(9% o [ e

N e - —_ -~

YouTube pre-roll ads (6 second rule) e

> -
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&) Right-hand side of homepage

£ W
gt
vT8

fas

4

Log-out experience
(optional)

o

News feed on
the homepage News feed on mobile

Facebook ads: effective + cost-effective -
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