
 Social Media & Search for Child Care

How a soon-to-be dad finds care in SF



STRATEGY IN A SEA OF WEB DATA



Takeaways 
● Identifying data that is driving real value on these platforms

● The point of view from a millennial parent currently looking for care (sample size: 1) 

● Learn to identify user trends on your website (via Google Analytics) and social platforms/profiles 

(via Facebook Insights, Twitter Analytics, and Youtube Analytics)

● Understand basics of search optimization on Google and major social platforms

● Tools/platforms to be discussed: Facebook, YouTube, Twitter, Google Analytics. Also included: 

Instagram, LinkedIn, Snapchat, Pinterest



Contents

● Child care find and seek
● How we search
● Process for analyzing
● Website metrics
● Social metrics



Curse of knowledge

“Just call your CA R&R”



Soon-to-be...



Searching for answers

Advice for soon-be-dads?
Child care in SF?
Nanny services in SF?
How to interview nannies?
Cost of day care vs nanny?
Nanny Share in SF?
How to hire a nanny? 
Nanny payroll system costs?

Most popular baby names?
Parenting classes in SF
How to find a doula?
Birthing plan checklist
How to pick a pediatrician
Baby shower activities
Baby shower gift ideas
Time off policies California
Best strollers for running



4 Categories of Searchers

1. Informational: answers a question or clarifies an 
uncertainty.

2. Navigational: drives the searcher to a pre-determined 
destination.

3. Commercial Investigation: aids researching while 
implies a future transaction.

4. Transactional: aids the searcher in making a purchase 
or completing a specific task.



Searching

Avinash 
Kaushik
“See, think, do”



Approach

Avinash 
Kaushik
“See, think, do”



AdWords Tool



California Keywords



Process



IMPACT MARKETING FUNNEL



Traffic & Off Platform Impression

Awareness

Goal

Metrics
● # Site users by source
● Organic Sessions
● Video views
● Social Reach

 

Teens find PP online



Engagement

Goal

Metrics
● Poets
● Newsletter
● Time on page +5min
● Resource engagement
● Download + video views
● Social engagements + follows

 

People interact with PP’s content

Usage of Site, Poets 
Social Interaction



Action

Goal

Metrics
● Poems created
● Teachers taking training
● Super Poets (+10 poems/poet)

Poems created, teachers taking course

Poems & Teachers



Change

Goal

Metrics
● Qualitative improvement of super poet’s 

work over time

Longterm
● College rates
● Prison rates

Increased youth literacy

Increased literacy & 
emotional expression



?

Gather Data

Ask 
Questions

AnalyzeInsights

Learn & Act



Website Behavior
Google Analytics 



What is it?

Google.com/analytics
● Free
● Web analytics for your website
● Javascript that lives on every page
● Every website codebase can handle this
● Takes less than 30min to install
● Shows what/where/how/when activities on your 

website (not so much why)



What are users doing?



GOALS



GA GOALS



WW helped this platform grow from 0 to 
350,000 teen poets in 4 years with digital 
strategy services, creating the largest teen 
poetry community in the world. 
Avg 200k monthly users. 

Traffic & Acquisition Case Study

Power Poetry

350k 
Users

April 2012 July 2016



4 Example Questions

1. Is our organic traffic growing YoY?
2. Where is our front door?
3. Which generation likes us?
4. Which social platforms are working for us?



Q1: How is organic traffic YoY?
● Are we growing/flat/declining?
● Month vs Month last year
● What % total?



Q1: Action
● Set up Google Search Console and connect to GA!
● Explore keywords that are working or declining
● Learn more about SEO/Content Marketing  (or hire firm)



What is SEO?

Search Engine Optimization (SEO) – 
the practice of improving and 
promoting a website in order to 
increase the number of visitors the site 
receives from search engines. 

Basically, it’s about ranking higher in 
the search engine results for keywords 
related to your site.

Ads

Results



Q2: Where is our ‘front door’?

AKA where are most people landing on our site as their first 
page?

Only 4.6%



Q2 Action: fix your real front door

Focus on site-wide call-to-actions, and strong brand templates 
that make all pages look great. 



Q3: Which generation likes us?
Are we AARP friendly?



Demographic Info
Upgrade to Universal Analytics for...

How to tell in Code
Universal Analytics = Analytics.js  
Old Analytics = ga.js



Q3 Action: Find what is working

● Update your GA code to track!
● Create a segment of your desired audience to see what is 

working to acquire and engage them. 



Q: Which social network sends better traffic to our 
website?

Q4: Which social platform is working?



Assisted Conversions



Assisted Conversions



Social Media Tactics



Campfire metrics

● Conversation Rate
○ # of Comments/Replies Per Post

● Amplification Rate
○ # of Retweets Per Tweet

● Applause Rate
○ # of Favorite/likes/hearts Per Post

● Economic Value

- Avinash Kaushik - best social media metrics



Minimum Viable Product POST

?

Gather Data

Ask 
Questions

AnalyzeInsights

Learn 
& Act



What to ask

● When should I post?
● Am I posting too much?
● Who am I talking to?
● What should I post about?
● What gets people talking?



When to post?



When to post?



Am I posting too much?



Am I posting too much?

whoops.



Who am I talking to?



Who am I talking to?



Organic Facebook reach dwindling



Facebook Ad Objectives

On-platform

Off-platform



Video ads

● Upload directly to FB
● Pay per 3-second view
● Can gain clicks



Lead generation ads



Lead generation ads



Anatomy of an ad

ImageHeadline

Call to action 
button

Text

Link 
description

Display URL



Writing Great ads

Static ad specs
● Recommended image size: 1,200 x 

628 pixels
● Image ratio: 1.9:1
● Text: 90 characters
● Headline: 25 characters
● Link description: 30 characters
● Your image may not include more 

than 20% text.

Facebook ad specs guide

https://www.facebook.com/business/ads-guide/clicks-to-website/links?toggle0=Photo


Budgeting + Scheduling

Budget type
● Per day
● Lifetime



Who’s going to moderate?



Targeting: Geolocation



Targeting: Demographics



Targeting: Demographics

So far, targeting is an intersection, not a union. 

Who sees 
our ad



Targeting: Psychographics



Targeting: Psychographics



Targeting: Psychographics



Twitter: What gets people talking?



What should I post about?



Nextdoor

● Share 
resources

● Participate
● Ask 

supporters 
to share



Pinterest

Tips
Infographics
Cute stuff!



Canva.com/Nonprofits



Instagram

● Find influencers
● Grow audience
● Share stories with #
● Ads?
● Advice posts
● others?



YouTube

● Tips
● How to
● Advice
● Training



Google AdWords Grants
$10k PER month in search ads!
google.com/nonprofits
wholewhale.com/adwords 



Q&A



WholeWhale.com/University



Thank you!


