Data-Informed Strategy Toolkit seril

Prepared for TechForum; from “Managing Disruption in a Volatile Age”

STAY IN THE KNOW — SUBSCRIBE TO: TOOLS OF THE TRADE

1. BookNet Canada (Newsletter + Reports) O Google Analytics & Looker Studio
We Are Social (Annual Reports)
Social Media Examiner (Newsletter)
Hootsuite (Annual Reports)
Hubspot (Annual Reports)

Matt Navarra (Newsletter)

YouTube Strategists (pick your favs)

Meta Business Suite

Mailchimp et al

Social Management System

Al (or Google Search Summary)

O O 0o oo

Industry Analysis (left column +
competitor review)

NoO oA ®N

CREATE ABASELINE
DATA POINTS FOR SOCIAL

Followers
O Limited average (such as 9.6-13.2% engagement Link Metrics > (All) Metrics

rate) to weigh future results against.

O 90-day sustained dataset w/ very few fluctuations.

Engagement Rate

O 3-4 aligned competitors (preferably focusing on Unigue Accounts + CTR
at least one aspect of socials, ads, web, products)
and how they currently weigh against your
baseline. Always choose competitors at or above
your level (ideally above).

DATA POINTS FORWEB
Views per User

Bounce Rate
Avg, Session Duration

THE CYCLE OF REVIEWING AND ADAPTING Newsletter Sign-Ups

O Social Media: Every month, pivoting as required. Traffic Source

O Advertising: Every 2—3 business days. Don’t DATA POINTS FOR EMAIL

waste your ad buy on a poorly-performing ad! Subscribers (incl. Unsubs)
Open Rate by Group

O Website: Every 6 months, or during campaigns. ) _
Clicks (and which ones)

O Mailing List: Every quarter (depending on use)

Need more help, or want to hire a marketing specialist to help with your online strategy? Serif
offers full suite marketing services to publishers, from book cover analysis, book descriptions, PR,
advertising, and influencer and community outreach, to pre- and post-publication marketing strategies
at the title or organizational level. Get in touch to learn more.

Contact Us:

hello@serif.inc
serifinc



