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SOCIAL IMPACT

NUMBER OF CUTE ANIMALS IN YOUR CONTENT

Our data analysis has uncovered a surprising correlation...




Our cat adoption numbers tanked this quarter. But the

i ) Who's mommy’s little snugglebunny? You are! Who increased
important thing is, our YouTube views are waaay up.

revenue 22.7% when we put his picture on the donation page? You did!




/7 Steps to a Report That Will Wow Leadership

Step 1: Start with the basics

» What were the objectives?

» Who’s the audience?
Step 2: Make sure you have all your data CLASS
Step 3: Make sure your data is accurate STORY A
Step 4: Analyze your data

» Rank from “worst” to “best”

» Use pivot tables

» Run correlations B iERRUSEnE i s \
Step 5: Find your “Aha!” moment and put e

BEGINING

everything into context et s
Step 6: Craft the storyboard
Step 7: Add recommendations




Steps 1-3: Key Questions for the Data

» What are the objectives being
measured?

Who’s the audience?
What’s the time frame?

When do they need it?

Do you have the RIGHT data?
s the data complete?

s the data accurate?
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Testing Completeness of Alerts

% of alerts found
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Testing the Accuracy of Coding

% Agreement with human coding
SDL m UberVu NetBase

NetBase

SDL 48.94%
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Testing Validity of Criteria

Intercoder Reliability of Sentiment Intercoder Reliability of Key Metrics
H Yes H No H Yes HNo
-
100% Sentiment
Message 54% 46%
Subject 14% 86%
65%
Programs 54% 46%
Spokesperson 50% 50%
Prominence 32% 68%
Brand 89% 11%
NEUTRAL SOMEWHAT POSITIVE VERY NEGATIVE VERY POSITIVE




Step 4: Analyze Your Data

» Rank everything from “worst” to “best”

» Use pivot tables
Watch “How To Create Pivot Tables”

» Run correlations
Watch “How To Do Correlations in Excel”
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https://www.youtube.com/watch?v=SJnHe9EaJ4I
https://www.youtube.com/watch?v=JkAZGaJZKvY

Step 5: Find Your “Aha!” Moment

» Look at the data and ask “So what?” three times
» Rank everything from worst performing to best
» Does the data support your conclusion?

If no, why not?

If yes, so what?
» Look at a 13-month timeframe
» What was the competition doing?

» Who is doing what best? Who is doing what
worst?

» Use correlations to connect the dots

» Write recommendations




National: Spokesperson visibility is directly related
to the desirability of coverage

Desirable Coverage vs. Spokesperson Visibility Over Time
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This graph shows how the number of quotes and the volume of
desirable coverage are positively related.




Discussions of nature, specifically the celebrity’s
Twitter fundraising efforts, were most successful Iin
conveying positive relationships concepts

Relationship Concept by Topic that Generated Them

M Commitment #Communal W Exchange W Satisfaction W Trust

-

Nature

Hurricane Sandy
Military/Families/Veterans )
Hoot2Give
Voting
Wedding y

Accurate Journalism

Voter Protection

_

Civic Engagement and Tech
Girls Who Code (GWC)
Advocacy




Carnegie Mellon’s coverage is primarily neutral,
but it gets more positive coverage than its peers

Tone over Time 2008
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Carnegie Mellon lags its peers on all key issues

Social responsibility h
Leadership - policy, |
best practices
Leadership -
innovation/advance. . &
Leadership - ® Carnegie Mellon
educational quality h m Peer Average

Employer of choice |
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Stanford dominates fundraising/alumni discussions

Share of Subjects

I N
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Students

Research news
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Diversity dominates Carnegie Mellon discussions
in social media

51504 JO Januinp

May 7 (11:00 PM)  May 15 (1100 PM)  May 23 (11:00 PM)  May 31 (11:00 PM)

Faculty expert Diversity . Sustainability . Academic excellenc...




There were more emotions expressed in peer institutions
compared to MSU, most of the postings about MSU were only
making observations

Share of Conversation Types

Showing dismay

Recruiting people

Rallying support

Playing a game

Offering an opinion

Making an observation

Making a suggestion
Giving a shout -out

Giving a heads -up Peer 1
Expressing surprise ™ Michigan State
Expressing support Peer2
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Asking a question
Answering a question 1
Advertising Something

Acknowledging receipt of information
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Few subjects appear across all forms of social
media, so tailor outreach accordingly

Rank | Facebook YouTube Social External Institutional
Order Bookmarking Blogs Blogs
] Campus Life Events Courses Faculty Campus Life
2 Sports Campus Life Projects, Non- Research, Events
Research Physical
Sciences
3 Technology Faculty Research, Physical  Institution Institution
Sciences Overall Overall
4 Product Services Courses Events Expert Institution Sub-
Commentary Groups
5 Events Institution Overall Faculty Events Admissions




Steps 6-7: Craft Your Storyboard and Add
Recommendations

» Stasis
» What happened? CLASSIC
» So what ? STORY ARC

» Now what?




Thank Youl!

» For more resources on measurement, check out Paine
Publishing’s Measurement Mall

And don’t forget to try your free 30-day trial to our newsletter, The Measurement Advisor

» For a copy of this presentation or for any questions, email me:
measurementqueen@gmail.com

» Follow me on Twitter: @queenofmetrics
» Follow Paine Publishing on Facebook
» Or call me: 1-603-682-0735
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http://painepublishing.com/measurement-mall/
http://painepublishing.com/measurement-mall/
http://painepublishing.com/measurementadvisor/plans/subscribe/
https://twitter.com/queenofmetrics
https://www.facebook.com/PainePublishing

