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A Typical Day in Social Media 

Because 
the boss 
says so

47%

Because 
some one 
thought it 

was a 
good idea 

37%

Because 
its cool

11%

Because it 
helps our 
mission 

5%

Requests 



Six reasons why, like it or not, Integrated 
Metrics are in your Future

1. There’s no “one way” to reach your 
stakeholders anymore

2. 63.2%of social media teams live within 
marketing, 6 points higher than last 
year

3. Only 4.5% assign social media to PR 
anymore

4. Customer-centric outreach requires 
communications + marketing to be in 
sync

5. It just works better 
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6 Steps to the perfect Measurement 
System 
Step 1: Define the goal
What outcomes is this strategy or tactic going to 
achieve? 
What are your measurable objectives?

Step 2: Define the parameters 
Define the investment. Clarify who are you are trying to 
reach. How your efforts connect with those audiences to 
achieve the goal? 

Step 3: Define your benchmarks
Who/what are you going to compare your results to?

Step 4: Define the metrics
What are the indicators to judge your progress?

Step 5: Select your tools

Step 6: Analyze the data
Turn into action, measure again.  
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6 Steps 
to Success
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Step 1: Define Your Champagne Moment

 What return is expected? 
 Define in terms of the 

mission
 Define your champagne 

moment 
 If you are celebrating 

complete 100% success a 
year from now, what is 
different about the 
organization? 5



 What’s the path?    

The Perfect Post 

Generates engagement 

Generates conversions on website 
and influencer engagement

Endorsements generate preference 

Revenue advances goals 
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Step 2: Define the Path to Purchase 



Step 3: Define Your Benchmarks 
 Past performance over time

 Measurement is a comparative tool
 Put your results into context 

 Peers/Competitors
 Think 3
 Peer + underdog that is nipping at 

your heels 
 What keeps leadership awake at 

night? 
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Step 4: Define Your Kick Butt Index 
 You become what you measure, so pick 

your metrics carefully
 How do you influence change?

 Define what makes people act or change? 
 Exposure to a message?
 A Facebook Post? 
 A recommendations from a friend

 The Perfect KBI:
 Is actionable
 Is there when you need it
 Continuously improves your processes & 

gets you where you want to go 
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Procter & Gamble 

9

Purchase

Desirable Photo

Recommendati
on from an 
influencer

Brand Benefit



Tourism Destination 
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Intent to 
visit 

Desirable Photo

Dispels a Myth

Signature 
Experience

Call to action or 
recommendation 



B2B Company 
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Grow the 
marketable 

universe 
(sales leads) 

3rd Party
Recommendation

Key message

Spokesperson quote

Desirable positioning



Non-profit Company 
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Grow the 
marketable 
donor and 
volunteer 

base 

Good story 

Key message

Volunteer quote

Desirable positioning



Non-Profit 
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Good 
story

Key 
message

Social 
Engage
ment

% 
conver
sions 
from 
social 
media

% 
increase 

in 
unique 
visits to 
giving 
page 
from 
social 

% 
increase 
in unique 
visits to 

volunteer 
page 
from 
social Donors & 

volunteers 



Creating YOUR Social Media Engagement 
Index
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Action Score

“Like”/Follow/Open/+1 0.5

Favorites/Opens/Views 1

Comments 1.5

Shares content 2

Signs up to receive email or other owned  content 2.5

Shares a link to an owned site 2.5

Total Score 10

2
4



Developing a Content Quality Index: What IS a 
“good post”?
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Desirable Criteria Score Undesirable Criteria Score

Positive: Leaves reader more likely to 
purchase, work for, or invest OR less 
likely to oppose

1
Negative: Leaves reader less likely to 
purchase, work for, or invest OR more 
likely to oppose

1

Contains one or more positive 
messages 1.5 Contains one or more negative  

messages 2

Event/Program is mentioned 1 No Event/Program is mentioned 0

Dispels a myth 2 Perpetuates a myth 2

Positive headline 2 Negative headline 2

Third-party endorsement 1 Recommends competition 1

Contains desirable visual 1.5 Contains undesirable visual 2

Total Score 10 Total Score -10



Objectives
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Business 
Objectives

Comms’ 
Contribution

Comms’ 
Activity

Activity Metric Outcome 
Metric

Tool 

Increase high 
quality leads 

Increase awareness/
preference

Publicity
Social Media 

• % increase in 
media quality 
score

• % increase in 
social sharing

• % increase in 
awareness/pref
erence

• Media
content 
analysis

• Social 
Metrics

• Survey 
Research 

Increase/save 
revenue

Increase engagement
Increase trust 

Events 
Content
Creation 

• % increase in 
attendance

• % increase in 
engagement with 
content 

• % increase in 
trust 

• % increase in 
engagement 

• Survey 
Research

• Web
Analytics 

• Social 
Metrics 

7/26/2017



Objectives  Actions
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Business 
Objectives

Comms’ 
Contribution

Comms’ 
Activity

Activity Metric Outcome 
Metric

Tool 

Increase high 
quality leads

Increase awareness/
preference

Publicity
Social Media 

• % increase in 
media quality 
score

• % increase in 
social sharing

• % increase in 
awareness/pref
erence

• Media
content 
analysis

• Social 
Metrics

• Survey 
Research 

Increase/save
revenue

Increase engagement
Increase trust 

Events 
Content
Creation 

• % increase in 
attendance

• % increase in 
engagement with 
content 

• % increase in 
trust 

• % increase in 
engagement 

• Survey 
Research

• Web
Analytics 

• Social 
Metrics 

7/26/2017



Objectives  Actions  Metrics
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Business 
Objectives

Comms’ 
Contribution

Comms’ 
Activity

Activity Metric Outcome 
Metric

Tool 

Increase high 
quality leads

Increase awareness/
preference

Publicity
Social Media 

• % increase in 
content quality 
score

• % increase in 
engagement 
index

• % increase in 
awareness/
preference

• Media
content 
analysis

• Social 
Metrics

• Survey 
Research 

Increase/save
revenue

Increase engagement
Increase trust 

Events 
Content
Creation 

• % increase in 
attendance

• % increase in 
engagement
index

• % increase in 
trust 

• % increase in 
sales leads 

• Survey 
Research

• Web
Analytics 

• Social 
Metrics 

7/26/2017



Step 5: Collecting Good Data  
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Data is driven by goals 
What outcomes is your 

program expected to 
achieve? 



Measurement Tools 

 If you want to measure messaging, 
positioning, themes, sentiment: 
Content analysis

 If you want to measure awareness, 
perception, relationships, 
preference: Survey research 

 If you want to measure 
engagement, action, purchase: 
Web analytics

 If you want predictions and 
correlations, then you need 2 out of 
3 tools
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Get the right data 
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• Survey or Online action Awareness

• Survey or Online action Preference

• Survey or Online action ) Consideration

• Sales contact system Leads

• Monitoring/listening or Survey  Messaging

• Monitoring/listening Visibility

• Revenue/expenses Cost savings 



Objectives  Actions  Metrics
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Business 
Objectives

Comms’ 
Contribution

Comms’ 
Activity

Activity
Metric

Outcome 
Metric

Tool 

Increase 
high quality 
leads

Increase
awareness/
preference

Publicity
Social Media 

• % increase in 
media quality 
score

• % increase in 
social sharing

• % increase in 
awareness/
preference

• Media
content 
analysis

• Social 
Metrics

• Survey 
Research 

Increase/
save
revenue

Increase 
engagement
Increase trust 

Events 
Content
Creation 

• % increase in 
attendance

• % increase in 
engagement
with content 

• % increase in 
trust 

• % increase in 
engagement 

• Survey 
Research

• Web
Analytics 

• Social 
Metrics 

7/26/2017



Bad numbers
Made up impression 

counts
Bad 

algorithms
Bad 

calculations 
User of 

multipliers 
Inaccurate 

correlations 

Bad Content
Inappropriate or 
incomplete data 

Inaccurate sentiment 
analysis Inaccurate tagging 

Bad Data Collection 

Bad Search Strings Bad Spam Filters Lack of De-Duping Process

The Bad Data Flow Chart 



Step 6: What’s the Point? Use Metrics to 
tell Your Story  
 Rank order results from worst to best
 Relate data to goals 
 Correlate and connect the dots 
 Find your inner “Data Geek” (or 

someone who is)
 Experiment and A/B test constantly 
 Look at trends not moments 

(Compare to last month, last quarter, 
13-month average)
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The Data is the Data 

 Rank results from worst to 
best

 Not everything succeeds 
 Don’t be afraid of bad news
 You learn more from failure
 Suggest opportunities to 

improve
 Ask “So What?” at least 

three times
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Conversation Type January February March

Making an observation 142 152 46

Expressing support 20 40 261

Offering an opinion 18 1 1

Rallying support 4 4 5

Advertising something 10

Asking a question 1 2 6

Distributing media 4 2

Making a suggestion 2 3

Giving a shout-out 1 2 1

Calling for action 1 2

Expressing criticism 1 1

Disclosing personal information 1 1

Putting out a wanted ad 1

Expressing agreement 1

Recruiting people 1

Answering a question 1

Expressing surprise 1

Grand Total 206 213 321

0 50 100 150 200 250 300

Rallying support

Asking a question

Making an observation

Expressing support

4

5

22

40

24

221

Mentions

Conversation Type by Message Saturation

Contains no message

Contains One+ Message

0 50 100 150 200 250 300

Rallying support

Asking a question

Making an observation

Expressing support

12

178

34

83

Mentions

Conversation Type by Tone

Positive

Neutral

Negative

Ask “So What?” three times & the ROI of 
Emily 
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Conversation changed…so what?  



Red line 
indicates 
media 
impression
s

35,152,789 OTS

6,253,852 OTS

So What? = Revenue 
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Learn to love small numbers

 Your target is not trillions, billions or even millions 
 Engagement matters more than impressions 
 Conversions matter more than clicks
 Orders matter more than opens
 Trust matters more than sentiment 
 Influence matters more than reach 
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Step 6: Add costs, then draw conclusions 

 What worked, what didn’t? 
 Engagement vs. Resource Use: 
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Budgets

 Free
 Google Analytics
 Social Analytics
 Excel 

 $5,000-$20K annually gets you:
 Monitoring 
 Automated analytics 

 $20K-$50K annually gets you: 
 Meaningful Analysis 
 Competitive Share of Voice
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Six Steps to Help you Cope

1) Focus on your target audience, not the delivery 
mechanism 

2) Understand what you’re actually measuring 
3) Make sure your data is valid and clean
4) Learn to love small numbers
5) Expect to fail 
6) Analyze results and draw conclusions 
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Thank You!

 Check out all our measurement education 
offers at our Measurement Mall 

 Click here to explore the newest articles from 
The Measurement Advisor
 Reminder: As a paid subscriber you have 24/7 

access to all of TMA’s articles…just visit TMA’s 
homepage! 

 Follow me on Twitter: @queenofmetrics
 Follow Paine Publishing on Facebook and

LinkedIn
33
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http://painepublishing.com/measurement-mall/
http://painepublishing.com/measurementadvisor/
https://twitter.com/queenofmetrics
https://www.facebook.com/PainePublishing
https://www.linkedin.com/company/paine-publishing/
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