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Chapter 3

Principle 3

Reward Engagement

Doralyn Rossmann

reward engagement builds library connections

with community by interacting with users who
are active on social networks. Engagement comes
in many forms: shares of library resources, library
mentions, use of hashtags, references to information
needs, interactions with community members about
the things they post to social networks, and follow-
ing back users who follow you. By rewarding engage-
ment, the library has the opportunity to interact pro-
actively with users and build community. Through
these efforts, we can alert users to library resources
and services, we can let the community know the
library is listening, and we can provide a personality-
rich human element to the voice of the library. In this
discussion, we will also explore the role of privacy and
user engagement. In sum, this chapter explores listen-
ing to your community and engaging with users based
on their activity on social networks to strengthen your
library/user community relationships.

The social media optimization (SMO) principle

Rewarding Shared Content

An approach to rewarding engagement is interacting
with those users who have shared library content. One
way to discover this type of interaction is through
various tools, including Twitter Analytics and Face-
book Developer. The chapter on Principle 5 explores
analytics in greater depth; here, we explore how Twit-
ter Analytics, specifically, can help you discover and
connect with users who share library content.

Twitter Analytics—Overview

Twitter Analytics provides a variety of data points for

Reward engagement represents the third of five SMO
principles:

Create Shareable Content

Make Sharing Easy

Reward Engagement

Proactively Share

olos Y =

Measure Use and Encourage Reuse

tweets with Twitter Cards, which are detailed in table
3.1. Your library could use this information to identify
top influencers and reward them for their interaction
with library content by resharing the post through
library social network accounts, replying to the user,
favoriting or liking the post, or following the user.
There is also opportunity to alert the user to related
content from the library (or elsewhere) that may be of
interest but possibly unknown to the user. Likewise,
a user may have shared your content through a blog
post, which may offer the opportunity for the library
to comment on the post or to reshare what was put on
the blog.

Twitter Analytics—Examples in Practice

To illustrate the concept of interacting with a user
who has shared library content, our library discov-
ered a post from a new brewery near the university.
The brewery shared a photo from our digital historical
photographs collection that shows vacant land from
one hundred years ago where the brewery is located
today. The brewery used our photograph to connect
with potential customers highlighting “then and now”
changes to the landscape.
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Table 3.1. Twitter Analytics types (Source: “Analytics,” Twitter website, accessed June 10, 2016, http://analytics.twitter.com)

Twitter Analytics Type Purpose

Changes over time How tweets with your Twitter Cards affected your impressions and clicks for self-selected date range
Card types The top performing Twitter Cards that drove clicks to pages on your website

Links A list of links in tweets with your Twitter Cards that got the most clicks

Influencers The top users that tweeted links to your content

Tweets A list of tweets with your Twitter Cards that drove the most clicks

Sources A breakdown of the apps, websites, and widgets from which your content was tweeted

Bridger Brewing L

BridgerBrewing

#TBT photo... Now imagine a brewery just a
little to the south!

2- Follow

=

3

Mentana Hall, Chemistry Building, Extension Building,1906

Mentana Hall, the Chemistry Building, and the Extension Building (Taylor Hall)
located on Montana State College's campus....

arc lib.montana.edu

8:06 PM - 8 Jan 2015

901 v

'j_ﬂ'l{;’g@ Reply fo @BridgerBrewing

MSU Library @msulibrary - 10 Jan 2015
MONTANA You've been a fine addition lo our lovely campus community @BridgerBrewing!

Figure 3.1
Interaction with brewery that shared an MSU historical
photograph on Twitter

We discovered this share through Twitter Analyt-
ics.! Subsequently, we gave the brewery extra expo-
sure to our community by retweeting its post and
adding a comment welcoming it to the neighborhood.
Our retweet resulted in two community-building out-
comes. First, we shared the brewery’s original post,
which introduced that business to more community
attention and interaction. Second, we generated good-
will and a feeling of connectedness with this member
of our community (figure 3.1).

In another example, we found a user through
Twitter Analytics who was not following the library’s
Twitter account and who had shared an MSU Library
photograph (figure 3.2). We followed the user back
because he tweets engaging content, and we shared

- Andy-Mukwa' Bear 1

»-Margaret Yellowtail-«

#History|E. Byron_1936
#NativeAmerican|Absorkee Apsaalooke (Crow)
* arc.lib.montana.edu/indian-great-p ...

*

Figure 3.2
Share on Twitter of MSU Native American Peoples Database
photograph

with him another photograph from the same collec-
tion that we thought he would find interesting. Figure
3.3 shows the subsequent conversation with this user,
which also resulted in him following us back.

Monitoring Mentions

Another means to reward engagement on social net-
works is to monitor mentions of the library and to
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MSU Library @msulibrary - 27 Oct 2014
wonmana VVe're glad you've been enjoying our photos @XAndrewww! Here is one of Old
wme WoIf from 1910 arc.lib.montana.edu/indian-great-p... #History #NativeAmerican

 Andy-Mukwa* Bear* @XAndrewww - 27 Oct 2014
| @msulibrary
Beautifull )

Many thanks for this photo and for the follow!
| enjoy your Website. .. lots of awesome old pictures.

L B

MSU Library @msulibrary - 27 Oct 20

monmana @XAndrewww Thank you for the positive feedback. It's an honor to be able to
w==  Share these photos. Thank you for the follow back, as welll

Figure 3.3
Subsequent interaction with Twitter user who shared MSU
photograph

follow up with those users through direct interaction.
Some social networks will notify you of direct men-
tions, but other references may be more subtle, requir-
ing that you regularly read the posts from the library
community and search social networks for mentions.

Indirect Library References

Users may mention the library, but not necessarily
directly by name. Sites like Yik Yak are location-specific
and can surface user opinions, such as attitudes about
the library. If there is a popular post about the condi-
tions in the building, for example, you might consider
remedying those conditions to address the problem.
The library can even reply to active Yaks (i.e., posts) to
update the community on the situation. Another pos-
sibility for discovering indirect mentions is through
Instagram, which allows for searching for images by
geolocation. If you search your library’s location, then
you can find anyone who has taken a photograph and
tagged it with the library’s location, thus offering the
opportunity to like the post and make a comment.

Twitter is another place where the library may get
mentioned indirectly. Figure 3.4 shows a quoted tweet
from a person who mentioned the Montana State Uni-
versity Library building name (Renne Library) dur-
ing finals. The retweet from the MSU Library quotes
the user and notes the current library conditions. The
retweet was subsequently liked by the original poster
and another community member.

In another instance, we noticed that one of our
students mentioned using a database to which the
library provides access. Our subsequent interaction
with her gave us the opportunity to let her know that
we are listening to our community and to share with
others that a student found this library resource of
value (figure 3.5).

In a third example, a student expressed his frus-
tration with trying to find an electrical outlet in the
library, but did not mention the library directly. We
follow this student on Twitter, and he frequently posts

M MSU Library

nsulibrary
IIIII msuliorary

And now, everyone's left me all alone...

shailyn miller @miller_shailyn
changing my address to Renne library for the next two weeks hmu

2 W

10:38 AM - 19 Dec 2015

Figure 3.4
Quoting an indirect reference to the library

Vanessa Naive bo
n nessa_monster m
How are you spending your work afternoon?

#lynda #quickbooks songza
instagram.com/p/efvs24qcYe/

RETWEET
M

1 1 o
2:42 PM - 20 Sep 2013

3 1 L

ngwwm. Reply to @nessa_monster

MSU Library @msulibrary - 20 Sep 2013
montana @nessa_monster Yay! We provide the campus subscription to that database
fitashivete

— (Lynda) -- glad you're using it!!l #MadeOurDay #MontanaState

Figure 3.5
Interaction with MSU student who mentioned an MSU-
subscribed database on Twitter but did not tag the library

about being in the library. While we couldn’t solve his
dilemma immediately, we did reward his engagement
with sympathy, and we let him know that help is on
the way in the future with planned renovation proj-
ects (figure 3.6).

Sometimes you may spot the library in a photo-
graph. In figure 3.7, we noticed an Instagram post
from MSU’s Alumni Foundation with “Flat Champ”
along with a “Flat Stanley” book in the MSU Library.
We proactively jumped into the conversation and
added a comment to the post that mentioned another
good flat read.

Direct Library References

Sometimes the library may get mentioned in a post by
direct reference. In our case, we may be mentioned
by our account name, “@msulibrary,” or by a com-
monly known name in a hashtag, such as #msulibrary
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codyhowell

*searches for spot with an outlet* *finds one in
the farthest corner of Siberia where | have to
share with a hobo spider*

4:05 PM - 23 Apr 2014

wl;m Reply to @codyhowell

MSU Library @msulibrary - 23 Apr 2014
monTana @codyhowell Doesn't help you at the moment, but we'll be adding more outlets

e soon! 1st stop: 3rd floor fountain area. #NoHobos #MontanaState

[/ Scoopy Dii @codyhowell - 23 Apr 2014
. @msulibrary yay! cannot wait! #thehoboaskedtousemycharger

Figure 3.6
Interaction with student talking about an experience in the
library

msuaf Follow
Montana State Unive... |~ " |

22 likes

msuaf Flat Champ decided to read his
favorite book... Flat Stanley!
montanastateuniversity Whoa! Can we
have one of those??

msuaf @montanastateuniversity put out
some bobcat nip and we'll make sure Flat
Champ finds you!

msulibrary Glad to see that Flat Champ
found something good to read. Maybe next
he'll be ready for Thomas Friedman's book
"The world is flat : a brief history of the
twenty-first century." We're always happy to
share recommendations.

Figure 3.7
Instagram post in the library by MSU Alumni Foundation

or #rennelibrary. Your library can configure your
social network accounts to generate e-mail or in-app
notices when you are mentioned in a post.2 Respond-
ing to the user demonstrates to that user and anyone
observing the interaction that the library is listening
and is interested in the voices of its community. Keep
in mind that Instagram shows only your most recent
seventy-five mentions, so you will want to check regu-
larly so you do not miss anything.

In one example (figure 3.8), an MSU faculty mem-
ber mentioned the library on Twitter as a part of a
conversation regarding an article being behind a pay-
wall. Because we have our Twitter account set up to
notify us about mentions of the library, we were able
to respond right away—on Christmas Eve, when the
tweet was posted. In doing so, we pointed the user to
the library’s author fund. This situation provided an
opportunity to learn about the conversation of which

Matthew J. Smith 7. = c 2015
Upgrading scil models Iong ovﬂldue Was p to ici in workshop that
led to this paper. enlinelibrary wiley. corm’don’1D.1DDI_‘.n’2{). £

Tony Hartshorn @S aidocTo 4 D
142 @JungleTeuch @KatheMatth If thls work was taxpayer-sponsored via
{@NSF RCN and DOE, why the taxpayer paywall?

% ,ff"}

Y PP

S S

T Ways To Get Around The Paywalls Of WSJ, NYT And More

When you've hit a paywall there are a few easy ways to hack the system.
From Chrome extensicns to read-it-later apps, we've rounded up seven g...

techtimes.com

| KatheTodd—BrUWT! KatheMat 24 Dec 21
ik @ y @i 1."3 Flst b while hers time was funded
via NSF.n’DOE there was no direct money for publishing fee.

Tony Hartshorn & Said B
3 [@KatheMathBio Yes: | bet even NSF.n’DOE would prefer 1mo of research vs OA
p upgrade fee but a 3rd opticn could be PlicoP! library pays OA fee

Tony Harishorn @SoidocTony - 2
(@KatheMathBio Farexarrple I thlnk @msullbrary will (on a case-by-case basis)
o i funds for @ h to upgrade to OA.

., Msu Llfrrary

@SoildocTony @KatheMathBio
@montanastate We do! Apply here, it's easy
lib.montana.edu/services/publi ...

2 B

Figure 3.8
Library mention by faculty member in a tweet

the faculty member was a part and to share infor-
mation about the library’s author fund in a genuine
way. Additionally, the faculty member was rewarded
for engaging the library by getting a quick reply that
added to the conversation with his community.

Users may also reply to your posts. Figure 3.9
includes a response from a user who commented on
our Facebook post about the digitized MSU student
newspaper. The interaction gave us the opportunity to
let the user know we appreciated her story.

Responding to User Needs

Your library can also reward engagement by listening
to your community and chiming in when the library
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M Montana State University Library
MONIANA May 26 at 8:02am -

#tbt To the first issue of the MSU College Exponent from May 30, 1895.
Great articles and the ads on the last few pages are quite entertaining.
Check it out!

College Exponent May 30, 1895,
Montana State University (MSU)
Library Archives ASMSU Exponent
Studen

Montana State University (MSU) Library Archives. ..
ARC LIB MONTANA EDU

9 Likes 1 Comment 2 Shares
Share

Kenning Arlitsch, Andrew Strom, Amanda Schuld and 6 others like
this.

Chronological =

2 shares

.ol Sharon Payne My great grandfather. Oliver P. Morgan, was in the first class to
graduate from M S C!

May 26 at 11:59am
. Montana State University Library Wow, that's so neat Sharon.
"~ Thanks for sharing!
Y 1 - May 26 at 12:17pm

Figure 3.9
Direct library mention on Facebook

can help. In one instance, a student mentioned a ser-
vice that we knew the library could provide for her.
We took the opportunity to point her to the library’s
subscription of PsycInfo (figure 3.10).

Monitoring Hashtags

Beyond using hashtags to encourage sharing of content
as described in the chapter on Principle 2, monitoring
hashtags and those used by your community mem-
bers can offer opportunities to reward engagement by
the community by replying to the users when they
use a certain hashtag. Several social networks index
hashtags, which can be searched through the plat-
form’s native interface or through other third-party
services, such as Hootsuite. As noted in the chapter on
Principle 2, hashtags consist of a number sign (#) and
a word or a string of words without spaces between
them. These tags may be a part of a larger conversa-
tion when employing a commonly used tag, or they
may provide greater context to the sentiment in the
posts from your community when the tag includes
emotions.

Hashtags may be established around an event
(e.g., #AcademyAwards, #SuperBowl #OccupyWall-
Street). They may be widely employed because they
are commonly used words to describe an entity or
person (e.g., #DavidBowie, #DeltaAirlines), an expe-
rience (e.g., #MontanaMoment, #FirstDayOfSchool),

ShannlynSE £ m
ShanniynSE

writing a discussion post about art which
related to psychosocial nursing....uhhhhhhh
you mean you want me to BS my way through
it? ok

6:52 PM - 20 Sep 2014

Q ois, USA

.«MM Reply to @ShannlynSE

MSU Library @msulibrary - 20 Sep 2014
montana (@ShannlynSE Psyclnfo from the library has good ideas on this topic. Maybe

e Making it a little less painful. lib.montana.edu/resourcesfitem...

Figure 3.10
Interacting with a student who mentioned an information
need on Twitter

or an activity (e.g., #Travel, #Photography, #Sewing).
Hashtags can be used to express a sentiment using an
everyday word or phrase (e.g., #Annoyed, #Common-
Sense, #Happy) or a string of words providing sub-
text to the post (e.g., #LoveSleepingln, #SoOverlt,
#GettingMyMoneysWorth). And, as discussed in the
chapter on Principle 2, they can be used to describe
a place (e.g., #Florida, #NewYorkCity, #WrigleyField,
#Outdoors, #Beach) or a social media campaign (e.g.,
#IReadEverywhere, #BPLgetcarded). Finally, people
attending conferences or online chats may tag around
those events as part of a community conversation
(e.g., #BayBookFest, #MTedChat, #ALAMidwinter).

Facebook, Twitter, Instagram, Pinterest, YouTube,
and LinkedIn all support use of hashtags in the origi-
nal posts and in any comments and replies. Within
these networks, you can search for hashtags used.
Google+ supports hashtags in posts and comments as
well, and it will add hashtags to content if its algo-
rithms determine them appropriate to the content.
(This option can be turned off through user settings.)
Let us consider the use of hashtags for several of the
major social networks.

Our University Communications office established
#MontanaState as its hashtag of choice for promoting
activities around the university. We regularly check
this hashtag to see what others are posting about the
university, and we add this hashtag to posts that we
wish to associate with the university and possibly sur-
face to the university’s social media coordinator, who
we know also regularly monitors this hashtag and
therefore might reshare our content to the broader
university community. A student may post an enthu-
siastic tweet about being accepted to Montana State
University using the hashtag #MontanaState. We
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2- Follow

a Joseph Schumacher ol
|_e_schumacher

Filming scene 2 of the new @NotinOurHouse
PSA w/ @jackmurrey #montanastate

Iy to @j_e_schumacher @NotinOurHouse @jackmurrey

MSU Library @msulibrary - Feb 22
vonana @]_€_schumacher @NotinOurHouse @jackmurrey We recognize that place!
umw . #MontanaState

Not in Our House @NotinOurHouse - Feb 22
@msulibrary @j_e_schumacher @jackmurrey We had a great time! thanks
again for being such a gracious host for this powerful PSA #montanastate

L B

Figure 3.11
Student tweet with library photo found by monitoring
#MontanaState hashtag

would use this opportunity to reward engagement by
congratulating the student on her acceptance and let
her know that she is always welcome at the library.

We also follow many Montana State University stu-
dents on Twitter and Instagram to see what is happen-
ing in our community and to chime in, as we see appro-
priate. For example, if a student posted an Instagram
photo of a dirty keyboard at a library computer key-
board and humorously but pointedly used the hashtag
#NeedAHazMatSuit, we have the opportunity to reply
knowing that the student was not impressed with the
condition of the computer equipment. As an example,
an MSU student used the #MontanaState hashtag in a
tweet that included a picture of the library that was the
setting for a film being made by an MSU student group.
We replied to this post and had a nice interaction with
the student group (figure 3.11).

Some libraries create campaigns that have a con-
test element, encouraging users to use a designated
hashtag. In these content-style campaigns, the library
offers prizes for those participating, thus reward-
ing engagement. The College of Saint Benedict/
Saint John’s University (CSB/SJU) used the hashtag

)

R CSB/SJU Libraries @csbsjulibraries - 31 Aug 2015
& Johnnies and Bennies - RT and FOLLOW us for the chance te win an awesome
gift-basket #AtCSBSJULibraries!

B3 Liked 4 times
SN CSBiSJU Libraries ©csbs 5
L Congrats to @jensen_phillip and @spolipnick - winners of last week's gift-
. basket drawing! #ACSBSJULibraries #CSBSJU

W e
=

Figure 3.12
CSB/SJU gift basket promotion

#AtCSBSJULibraries in conjunction with a gift-basket
contest. People were encouraged to retweet and fol-
low the library to be entered into the drawing. Fig-
ure 3.12 shows the initial call for the drawing and the
eventual prize winners. Such a campaign can gener-
ate community growth and engagement as members
of the library’s community share library content with
their own communities.

Rewarding Geotagging

Using geolocation tagging or “geotagging” is a way to
engage with members of your community in a specific
location. Social networks like Instagram, Facebook,
and Twitter all allow tagging a place in a post—known
as geotagging. Each platform varies in the level of
specificity for the geotag. Jessamyn West offers three
ideas for libraries and geolocation services: people
finding the library, the library finding people, and
people and the library interacting.® In this chapter, we
discuss the library finding people, and people and the
library interacting through geotagging. In the chapter
on Principle 4, the topic of people finding the library
is discussed.

Social Media Optimization: Principles for Building and Engaging Community Doralyn Rossmann and Scott W. H. Young

syioday ABojouyda) Aieiqi]

9107 Jequiadaq/1aquiano  Hio'adinosydalee



alatechsource.org November/December 2016

Library Technology Reports

Viomann ateun. |
Montana State Un..

42 likes 28w

bonecrystal Being at the library for 5 hours
today sucked, but the view sure didn't
#finalsweek

aidan_young &

aidan__young & oops

bonecrystal @aidan__young &%
msulibrary Glad the view got you through.

Figure 3.13
Instagram photo tagged with the MSU Library by a student

Through a geotag search, the library can find peo-
ple who have tagged the library or a nearby location
in photos. Figure 3.13 shows an image of a student
who tagged two images from the MSU Library’s sec-
ond floor over the five hours she spent studying. We
were able to find this person who is a library user, fol-
low her on Instagram, and interact with her with a
comment about the post. Regular monitoring of geo-
tags offers the opportunity to find members of your
community, to understand how they are using the
library building, and to engage with their posts to
strengthen the library/user connection.

Positive Community Contributions

Being active on social networks, and being a part
of a community more broadly, offers the library the
opportunity to reward engagement in those networks.
Engaging with your community lets them know that
you are listening, that you care about them, and that
the content you post isn’t all about you, the library.

In another example, we congratulated a student
we follow on Twitter on her plans to travel, even
though the tweet wasn’t library-related. This inter-
action with the student rewarded her engagement on
social media and gave her a chance to reply and share
her excitement (figure 3.14).

In 2016, the MSU men’s lacrosse team completed
the year undefeated and won its regional champion-
ship. We quoted its victory announcement tweet and
added our note of pride, which was subsequently liked
and retweeted by other members of our community
(figure 3.15). We regularly engage with groups such
as MSU sports teams, student clubs and organizations,
student government, speaker series, campus events,
and so on, as these are part of our larger community
for whom we want to show our support and apprecia-
tion—as many of them do for us!

ﬁ Sammi Milner Fo m

| am SO excited to announce that | will be in
Norway late February!

7 BLRe

L

Reply fo @Morosophic

MSU Library @msulibrary - 1 Dec 2015
monTana @Morosophic Congrats! So exciting!

Eu Sammi Milner @Morosophic - 1 Dec 2015
ﬁ @mosulibrary Thanks MSU! It was an opportunity | couldn't pass up!

v

Figure 3.14
Student tweet and library interaction when not library-
related

M MSU Library
NN @msulibrary

Huge congratulations to Bobcat Lacrosse for
winning the RMLC DIl Champicnship!
Undefeated all the way! #MontanaState

Bobcat Lacrosse @msumenslax
The Cats continue their undefeated season and raise their record to 15-0! They have
earned the 2016 RMLC DIl Championship title!
RETWEETS  LIKES ~
5 9 oSO8 0BedE0D

1:57 PM - 30 Apr 2016

Figure 3.15
Quoted tweet of MSU lacrosse team victory announcement

Following and Following Back

As discussed in the introduction, your social media
guide should include a community focus. Following
users is rewarding in that it shows interest in what
your community is sharing. You will want to be strate-
gic and considerate in deciding who you follow so that
you are not overwhelmed by content in your network’s
feed and so that others who look at your account get
a clear understanding of who you see as your com-
munity. You may want to be more liberal with fol-
lowing when initially launching your social network
accounts to get a better sense of which users fit into
your identified community. You can also follow back
users who follow you first if they fit into your commu-
nity scope. This is another way to reward engagement
and show that you are actively listening. Once your
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own accounts have matured you may want to unfollow
accounts that are inactive or that post content you find
not useful. Most social media networks allow you to
follow the accounts of your user community. An excep-
tion to this is Facebook, which does not allow organi-
zational accounts to follow individual users. And some
user accounts are set to “private” and will require the
user to approve your request to follow them.

Privacy Considerations

It is important to consider the role of privacy when
engaging with users in social networks. When users
interact with the library on social networks, they may
have expectations regarding privacy. It is important to
be up front about the library’s privacy policies and to
respond to users if they voice discomfort. To encour-
age transparency at MSU, we have both a privacy pol-
icy for our entire website and a social media page that
provide overviews of how user information is treated.*
On our social media page, we state: “One of the ways
we want to share with you and have you share with
us is through our uses of social media. Since social
media works by being ‘social,” we encourage you to
comment, re-tweet, and share your stories in all those
social media ways.” We go on to say, “We also want
to share your experiences, enthusiasm, and ideas with
others, so we reserve the right to reuse your com-
ments for research purposes and promotional materi-
als so that we can understand and showcase our thriv-
ing online community.” We want users to understand
that we seek to build community. Our regular assess-
ment of user engagement will help evaluate impact
and value on social networks, thus allowing us to be
more productive in our community.

We have only received one piece of feedback
expressing discomfort with commenting or interacting

with social network posts. In that case, after we
retweeted a user’s comment about studying in the
library, the user let us know through a direct message
that she was embarrassed since the library’s retweet
greatly increased the visibility of her original tweet.
We want to be diligent about respecting our users’ feel-
ings, so we deleted the retweet and let the user know
that we had done so.

Conclusion

Rewarding engagement offers many opportunities for
the library to build its community by interacting
with users. We can let users know that we are listen-
ing and appreciate their engagement with the library
resources and services, with other members of the
community, and on social networks. Through these
interactions, we can imbue the voice of the library
with a human element rich with personality.
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