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TECH TIP:  

 One fantastic feature Facebook offers 
users is the Insights Dashboard, which 
provides Facebook page administrators 
with metrics around their content. Ana-
lyzing Facebook Insights can give you a 
huge advantage, allowing you to under-
stand trends and how your users consume 
your content. This can help you create 
relevant content for your Facebook fans 
via an editorial calendar.  
 To access your Insights, click on See 
Insights, which will be listed on the right 
side of the admin panel when viewing 
your Facebook page. You will then see an 
overview graph and have the option to 
see insights on Likes, Reach, Visits, Posts, 
and People. However, in order to begin to 
understand this data, note that there are 
two different types of Facebook Insights 
admins can examine:
  User Insights: total page likes, 
new likes and unlikes, total number of 
fans, demographics, page views, etc. 
(See Image 1.)
  Interactions Insights: daily 
reports that include post likes and com-
ments, post impressions, mentions, 
discussions, etc.
 There is a lot of data at your disposal 
– the key to successfully taking advantage 
of Facebook insights is to review the ma-
terial and decide what is most meaningful 
to you. And, since we are all extremely 
busy throughout the day, why not export 
your data and review later? Simply click 
on Export Data and you can download 
your data into Excel. Also, you have the 
option of selecting a data range, which is 
great for reviewing if a certain promotion 
was successful.  
 Perhaps you have been writing a se-
ries of blog posts on local historical events 
and sharing them on Facebook. Want to 
know what content attracted the most us-
ers to your page? Take a look at your Posts 
Insights (see Image 2), which give you a 
breakdown of the number of page views 
on specific dates, as well as what outside 
sources drove those users to your page 
(Google, websites, etc.) Want to know 

who your fans are? Insights shows you the 
demographics on your Facebook fans – 
what cities they are from, what percentage 
is male and female, as well as what age 
groups you are attracting. (See Image 3.)
(Continued from page 12)
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 These metrics are especially useful 
for targeted marketing campaigns, such 
as promoting a special event. For ex-
ample, say you decide to promote an 
upcoming Civil War Round Table pro-
gram on Facebook. In preparation for the 
event, you have been posting articles on 
the Civil War, details about the event, etc.  
Facebook Insights can give you the scoop 
on what parts of Ohio are most interested 
in that specific topic, as well as what age 
groups Civil War 150 events attract. This 
can be your secret weapon for future mar-
keting campaigns, knowing what history 
topics certain age groups and Ohio loca-
tions find relevant. Now you will know 
who to target message to in the future, 
leading to higher event attendance rates.
 These are just a few of the many 
benefits Insights can offer organizations 
taking advantage of Facebook pages. With 
over 800 million users, Facebook is one 
of the most popular websites in the world.  
Therefore, it is critical that history organi-
zations not only take advantage of social 
media, but use resources like Facebook 
Insights to their advantage. If you moni-
tor and download insights regularly, you 
will have a cutting edge when it comes to 
your marketing and social media strate-
gies. With a free resource like this at your 
fingertips, why not give it a try and see 
where it leads you!

(Continued from page 3) 
 After nearly two years of evaluation 
and analysis, we felt a high degree of con-
fidence in the Ohio History Connection 
name.  Each successive round of public 
testing had yielded consistent data that 
reinforced earlier findings. 
 As epic as a name change is, we were 
encouraged that we were not blazing an 
entirely new trail.  In 1954 our name was 
shortened from “The Ohio State Archaeo-
logical and Historical Society,” as we had 
been known since our founding in 1885, 
to “Ohio Historical Society.” More recently, 
the Colorado Historical Society became 
“History Colorado” and the Society for the 
Preservation of New England Antiquities 
became “Historic New England.” In both 
cases the name change was in response to 
feedback similar to that which we heard 
in Ohio.  
 On December 19, 2013 the Board 
of Trustees voted to begin doing business 
as (d/b/a) “Ohio History Connection.” We 
believe that the word “connection,” above 
all others, communicates our service in 
the simplest way possible: assisting people 
with accessing, preserving, and sharing 
Ohio’s past. Our legal name will remain 
the Ohio Historical Society; our public 
face and our brand will be the Ohio 
History Connection.

TECH TIP:  Championing the Past by Looking Forward...

 The technology revolution of the last 
20 years has changed how we connect 
with organizations and one another. At its 
essence this change is positioning the orga-
nization for the future. The Ohio History 
Connection name emphasizes what we are 
about, Ohio History, and our critical role 
of helping Ohioans connect to the state’s 
story.  


