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Why Are You Measuring?
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Measurement as Therapy

.. > >

otal Likes Friends of Fans \
1,038 401 491,410 .0.455 Look at all those Fans!

They love me!
They really love me!

Where Your Likes Came From

@) New Likes? [

, /\/\/\_j\AJ\/\*/’\"

Measurement as Exploration

Huh, look at that!
Wonder where they came from?

1,038 ¢0.1% 491,410 ¢ 0.05

Where Your Likes Came From

J\\J\*

[@New Lies? [g]
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Measurement for Action

What can we do that
O will drive a lot of people
1,038 #0.1 491,410 #0.45 to our site?
Where Your Likes Came From
7] New Likes? (]

UWM
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A Measurement for Action Methodology

Example Action Questions...

Are we getting a return on our

investment for specific types of \
content? e

What type of posting/ resources/ etc
are most likely to inspire people to
donate?

Are people using social media to find
out about our events and RSVP?
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Views (%)
1,985
Line chart | Map Daily ~ Compare metric ~
W Views
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YouTube

Hypothesize and Take Action(s)

« ‘I think that promoting the link heavily on Facebook will encourage more
people to RSVP”

« “Maybe adding asking external bloggers to promote the event, will help”
* “Perhaps posting a video about the event will peak people’s interest”

Measure Your Success

Understand how you'll measure whether it worked or not

«  “Inaweek, I'll take the number of page visits to the page with
this new setup, and compare it with last week’s”

Rinse and repeat!
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Asking the Right Questions

idealware

Deciding What to Measure Can Be Tough

Which

This is wa measures Where do |
? qather

too much! do | that info?

choose 2 .

The questions you ask will help to
define what you should be collecting.

They will also point to ways to
expand your measurement.

Try and find a balance between
collecting a reasonable amount and
getting enough information.
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Defining Metrics

idealware

What Types of Things Can You Measure?
Followers Views
— — I —— ]

Followers

The number of people

who choose to follow the

information you provide
Twitter followers ]

Facebook fans

RSS subscribers




What Does It Measure?

Your reach into the
world

The increase in
people who care
what you say
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Views

The number of

0 people who look at
Yo u Tu h e your resources

Video views

ﬁ i E .Iy Shorten, share, and track your links

Click Bit.ly link
icks on a y lin

Facebook page views

What Does It Measure?

* How many people make
use of your information

» Areasonable proxy for
your impact on people’s
knowledge and feelings




Engagement

5 186 people ke ths.
1R View all 8 comments

thsisa

B s s e e
expectations. Please watch the video completely to get the gest of the
==

Number of comments

ag

s whor ureally takn aboutin ths artde? |
ag

COugle

Alerts
Online mentions

Retweets Forwards
I I I |

What Does It Measure?

How interested are
people in the
information or
community?

Do they feel a sense of
connection to it?

Conversion

Are people actually
doing things that help
your organization?

Volunteering

8/5/2014
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What Does It Measure?

3

Ultimately, the best measure of whether your
communications have organizational impact

What It Looks Like In Real Life...

Will posting our event to Facebook help boost attendance?

Measures

« Number of views of Facebook
events (Views)

* Number of positive RSVPs
(Engagement)

« Lift in attendance numbers
(Conversion)

« Those who tell registration or
the box office they heard
about the event on Facebook
(Conversion)

Thinking Critically About Your Data

idealware
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Are You Weighing the Right Things?

Be mindful of aligning
your metrics with your
goals- measure what

you need, not what is
easy to collect!
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Some Results are Directly Measurable

Website analytics can tell you how many people came to your
website from Facebook or another source

Referring Site:
facebook.com
AN Visits
/\ / \
et '—'—-—o~ ’.‘.—_.\ -
This referring site sent 187 visits via 10 referral paths

Some Can Only Be Inferred

The “lift” shows the approximate effect of a communication

Mondsy, Janusry 11, 2010

Visits: 10,866 '\
.\

o —— o,

Lift: The difference between what you would normally expect
and the increased resullt.

Determined by:
Time Relationship, Audience Connections, Entry Points
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Create Your Conversion Funnel

Source
. Codes
How did they find How did they find
your email list? your Facebook
Page?

How did they hit the
landing page?

Make an Online Donation

Quantifying Your Results

Many results can be (eventually, perhaps indirectly) tied to $$$ results

What'’s the value of a Facebook Fan?

What’s the ple from

ny peo
eTess Haw Mmany people ow e} ¢ an wp

. sl
donation otT 2 on your email Facebook ‘_\ st ?

a\l
someone on list donatez "o\}-" emn

.’0“_‘- email list?

Not everything is measurable in the short term — for instance, brand
awareness, or building your reputation...

Are you comfortable with that investment?

Using Metrics In Conjunction

Comparing metrics to each
other can be an essential way
to answer complicated
questions

8/5/2014
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Is That Really The Answer?

Are you really measuring
what you think you are?

Be careful that you don’t
infer too much from a
number. Take different
approaches to back up
your conclusions.

Some Tools to Help
You Measure

idealware

Where to gather the basic information?

The information you

need is often right
under your nose...

8/5/2014
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Web Analytics is a Great Place to Start!

Odversion anrea@ceshare.or | Satin

Google Analytics

e —
o aeatware.org DEFAULT] ™ Standard Reperting

Visitors Overview
© 10000 arosis

- ence

[r—

Benavor _—

. /// .

» sovermsie
47,878 people visited this site

+» comrent VAN 55,508 Visits

+ conversions AAAAS 47,878 Unique Visitors

3 EVVNNS ;
o Vs v ot 90354 Pageioms 8 81.25% New Visior
1,63 PagesiVisit e

= 18.75% Roturning Visitor

A 00:01:43 Avg. Time on Site oz vatr

Video: Add Adanced Segments T 74.64% Bounce Rate
Find Your Od Repors ntllow | ______
e 81.44% % New Visits

Email Data from Your Broadcast Tool
Emails  Tebexey | () erntable version Show [ 59 [ Emails 6o
Emaitame S Bowces S 0Pl opens Cicks  orvares
172012 NewsletierNov7-18 an k-1 - N
10242012 1% 0 o
10172012 E 0 [ )
101102012 Newslt = 0 o 0
92672012 Newsleftor Sept26-0t7 a 4 Mo s N
92012 Newsleter Sept 1930 vated 13 20 | Y

Facebook Insights

See who’s looking and interacting with your Facebook page

Showing data from 05/28/2014 - 06/03/2014

Page Likes > Post Reach > Engagement >

1.7K Total

— This week Likes
Lastweek

Your 5 Most Recent Posts B
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Measuring Twitter- An Additional Tool

See who's looking & interacting with you on Twitter via a third party tool...

Showstat fort st 24tours 0eys e Range -
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Stats for 7 Days (88 Total Clicks) B

Daily Clicks

v 30,2010 Deco, 2010 Deco2.2010 Dec 02,2000 Decos 2010 Decos, 2010 Dec 06,2010

oecor.2

Clicks by Region (Overal) Top Referrers by cicks)

1M Untec kngom 52% (46)

I unneastates 28% 25)

I Korea repubic of 8% (7).
Soan 8%(5)
—r

HootSuite

YouTube Analytics

Access detailed info about your viewers, what people watch and
where they come from.

150

100
e s szt g sasnn = o
[ Paybackocation @ Views & % of total views
[ ® Embedded player on other websites @ 1412 71.1%
[¥] ® YouTube watch page @ 395 19.9%
[@ ® YouTube channel page @ 139 7.0%
@ © Mobile devices @ 39 2.0%

Blog Measurement

My Feeds take it one game at a time Google feedburner

Looking for feeds you used to have at feedburner.com? Adsense for Feedi

Gather blog data
Sy through a
‘with FeedFlare 4/23/2010 Comblnatlon of

Burn a feed right this instant. Type your blog or feed address here: W Sotiizion youcfesd

with Twiter 12/1472009 info from your
Feedsummer tatus 3 blogging tool,

[ Known Issue: Socialize
sk FeedBurner and
Monitor the health of your feed by subscribing to FeedBulletin bt bl . .
FeedBulletn s our vay of communicating % FeedMedic alerls and Brmon website analytics
cccasional ofcar messages from the FeedBumer team
it Hecds feedburmer comi-l09445214215804652999

35 Your stats, right
‘Claim your feeds now »/ away 10/25/2010

-OR-

Eliama podcaster Nextl

» Imprtant note about Feedguietn securey
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Shortened Links

Track embedded links across all social media channels

bit.ly/NJTechPlan = swn Copy.
Idealware | Idealware

35 cids

35 Click(s) on this link

6
s

X | I

2

| IIIII || 1 I II II [ |
oDt et s 202 stz iz s

Dec,20 211 Decz2, 2011 Dac 2, 201 10,202 Jn262012 Fab22012 Fabd 202

Diving Into the Details

There is more to collect
than can be found from
the direct tool data
themselves...
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Specific Tool-Based Calculators

Lots of third party tools will help you measure one or two
specific things about your social media presence...

booshaka!

(A7 TWITALYZER

| SERIOUSANALYTICS FOR SOCIAL BUSINESS

15
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Monitoring to Gather Metrics

Monitoring and measuring are
closely tied. It is impossible to
measure well if you haven't been
monitoring your channels

You may need to count!

For Example:
Posts by you vs. posts by
your community to your wall.

KaBoom!

KaBoom!

Community Post

Gather Your Data on a Regular Basis
And put it into a spreadsheet

A 8 c ) E F

1 m # of Likes to #of Comments  # of Posts from  # Posts from
#of Members  content this week this week Staff Community # visi

Don't forget to actually look at your datal!
I I [ —
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Create Your Measurement Regiment

Make it doable...the point is
to actually do the
measurement!
+ Set a clear schedule
+ Select a reasonable
number of useful
measures to collect
» 5 per question
* no more than 12 total

More Advanced Tools

Entry Level: HootSuite

Summarv stats

on .
?00";6‘:‘(\3"«" ‘N«"“ ./ \

& TopReferrers

fac

Orec
s 1015 2 25 w3 w0 4

\
\
\
-
\
\

Region Clcks Reterter Reterrals
B untea states 556% @) Diect Clck a
B conass 82%.) hootsutte.com 5

Also Consider: CoTweet
I L I |
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Intermediate: SmallAct’s Thrive
Retweets & Reach social M y Exportas GV I
edia
Mana
60000 geme,,t X
LR 17053 Some Fobu Tool with
50000 Retweets = 2 Meas“rem st
14 "

40000 $33/month nt Optiong,
30000 T -
20000

L
10000

0

Jan 19 Jan 25 Jan31 Feb6 Feb 12
1/15 - 2/14/2012 Growth Daily Activity
Beginning End # % Min Max Average
Reach 4408649 4839844 431195 9.8% 0 50033 13909.5
Retweets 1295 1424 129 10.0% 0 15 4.2
Also consider: SproutSocial, Spredfast
I . [ —

Enterprise: Radian6

o
¢ C
so\,h\s“ extts. \
e 3 it
mtgsb“l-:horﬂ\'\ and V¥ Also consider: Lithium
Y e — S

Measurement Doesn'’t Exist in a
Vacuum

idealware
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Try Things...

Experience is the only
bulletproof way to
know what will work for you.

Measure and Refine...

You can't reliably
improve unless you
track and tweak.

Use Your Conclusions to Improve Practice

Evaluate

<— progress
and Success
Experiment
< to improve

8/5/2014
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Don’t Forget...

The best way to show your
data the love is to USE IT!

Questions?

20



