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Social Media - Defined & Decided
Goals - the Key to Metrics Success Marketing
Measuring Awareness

Measuring Attitude

Measuring Influence

Measuring Response

Measuring Value

“Half the money | spend on advertising is wasted “Half the money | spend on advertising is wasted
the trouble is | don't know which half* the trouble is | don't know which half*
John Wanamaker, 1861 John Wanamaker, 1861 a
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Social Media Metrics
Measuring What You Don’t Control

Agenda

Blogs ‘ Social Media - Defined & Decided
Wikis Pr!fa“{.‘@@ ‘ Goals - the Key to Metrics Success
Ratings blogs would a Measuring Awareness

weblog blog

Facebook friends Measuring Attitude
Widget uptake L b Measuring Influence
YouTube satires Measuring Response

Measuring Value

Social Media Defined & Decided Social Media Defined & Decided

Forums & Message Boards
platforms that allow content Reviews & Opinion Sites ool
to be easily distributed Social Networks Wiy
.
through online tools Blogging
Microblogging
Bookmarking
Media Sharing
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Social Media Defined & Decided

This is how
connected humans
communicate
from now on

Social Media Defined & Decided
How much?

How fast?

How many?
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Social Media Defined & Decided

The Three Big Goals

Raise Revenue
Lower Costs

Increase Customer Satisfaction




Sub Goals
Get Attention
Educate
Sell
Help

Connect

Sub Goals
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Sub Goals Sub Goals

Get Attention  Advertising Get Attention  Social Media
Educate  Marketing Educate  Social Media

Sell  Sales Sell  Social Media

Help  Customer Service Help  Social Media

Connect  Social Media Connect  Social Media
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Social Media - Defined & Decided
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Goals - the Key to Metrics Success
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Legacy Metrics
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12% Reach * 3 exposures at $X = Y response
12% Reach * 6 exposures at $XX = Z response

Measuring the Blogosphere
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Blogosphere
Measuring Your Own Blog

RSS Subscribers
Readers per post

Measuring the Twittersphere

Were those people or robots?
Did they read or click by mistake?

Did they internalize your message? XTI FFFFFFTFIFFFFTT
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Legacy Metrics Legacy Metrics
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Measuring Awareness Measuring Awareness
Familiarity Familiarity

Recognize brand Recognize brand
Attribute themes & qualities Attribute themes & qualities
Understand programs & policies Understand programs & policies
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Measuring Awareness
Familiarity

Recognize brand
Attribute themes & qualities

Understand programs & policies Finger
Lickin’
Good

Convenient

Inexpensive

Tasty
Fast

Measuring Awareness
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Reach, Frequency & Awareness
Virality
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Reach, Frequency & Awareness
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Playlist Results for united breaks guitars
UNITED BREAKS GUITARS 22 videos

1 - 20 of about 624

5,115,791 views




Reach, Frequency & Awareness
Virality
@Mé‘ﬂ%m How many people had
the opportunity to see?

Measuring Awareness

How many people saw?
How many people remembered?

Agenda Measuring Attitude

Social Media - Defined & Decided

) How do they feel?
Goals - the Key to Metrics Success

What do they think?

Measuring Awareness .
What are they saying about you?

Measuring Attitude .
. Will they recommend you?

Measuring Influence

Measuring Response

Measuring Value

Measuring Attitude

ShareThis

Online Metrics

Positive ol / 1 \\ twitrratr
C, A - SEARCH

Negative

Net Promoter Score S 5 o . o

17.65% POSITIVE 2 UTRA 0.00% NEGATIVE
b i " @j ¥ @ ites @en None Found
n n jto m

R line for grants
to exhibit at elMetrics Washington




Zo indows Interet Explorer SETET)
B » [ s mommarcomvain 1[4 P owpan I
Fle Edt View Favorites Tools Help

@ obams | ety |

5349

X @scottsigler ive said it before, i
have no talent for debate and am

X

44172 2828

10225 FOSITIVE [ G438 NEUTRAL ) 54

obama does get it he
understands the basic GBI
tha americans have while mccain

He's lived in poverty? He's been
unemployed & in foreclosure? He's
been elderly? He's senved in the
miltary? Been a POW? Obama's

ShareThis

SEARCH

52349

0% NEGATIVE

is very out of touch (vis]

done zip

x

assessing the obama and mecain
donor sources. cool visual

Must tear self away from poliical
news___But that one of McCain's 5
adiisors voted early for Obama is

Someone stole our Obama yard
signll( iew

my mom il vote for obama
she [§0i admit that she's racist,
but that’s totally it i cannot hold
her hand and make her feel that
it ok (view)

too funny.

i am  ltle EGAUSEA too. obama
for the win
htp:/Atinyurl. com/3qytex fiiew)

10.22% POSITIVE

@scottsigler ive said it before. i
have no talent for debate and am
not one to try and convert but i
ave clear reasons why i like
obama. (view)

He's lived in poverty? He's been
unemployed & in foreclosure? He's
been elderly? He's served in the
military? Been a POW? Obama's
done zip. (view)

@scottsigler i like that obama has
a strong focus on education,
science and technology. keys to

Someone stole our Obama yard
sign!l { i

nurﬂlmre more than defense is
iew)

too funny.
http:/ftinyur.com/Sl2e8x (iew)

ves we can strenthen this
economy. lead the world, inspire
our children. vote obama for

new version of VWazasasup for
Obama: http:/ftinyurl.com/chbi3

visw)

positive change. go michelle

@atranahah you're

& while id love
talking e

Must tear self away from palitical
nens... But that one of McCain's
advisors voted early for Obama is

The “wasssup” guys from the beer
commercial are back after 8 years
with a pro-Obama shot True.

hitp. /fis. gd/4K6S [RT
@sricmortensen] (igw)

‘here (igw)

obama will be the president and
michelle obama will be one of the

Focus on Economy in Campaign
= Push hitp

REWS Vote 2008 MeCain, Obama Keep
HOUR

Ml nl/bl3p (siew)

assessing the obgas®®d mecain
dnnnr souigee#®00l visual
reat net/ (view)

best first ladies the white house
has seen since jko.i voted obama
already (i

@ablusdude Obama is an
american. a senator, inteligent
afamily man. but you

see color first (view)

10.22% POSITIVE

@Scnttgwg\er ive said it before, i
have no talent for debate and am
not one to try and comvert but
have clear reasons why i ke
obama. (iew)

He's lived in poverty? H
unemployed & in
been elder@#'s served in t|
milit een @ POW? Oban)|

5

40% NEGATIVE

obama does get it
understands

fEic problems

doffe zip. (iew)

a strong focus on education
science and technology. keys to

@scattsigler i like that obama has

Someone stole o
signil { iy

our future. more than defense is

e the obgpe#d mecain

hﬂp inyur com/Bi2c5 isw

-
=
—
B

new version of Waaaaasup! fo
Qbam hitp /inyur com'éct|

positive change. go michelle (iew)

@stranahan you'e ¢

yes we can strenthen this
economy. lead the world, inspire
our children. vote obema for

talking about this cause

The “wasssup” guys from the
commercial are back after 8
with  pro-Obarma short True|

is barak abama his wife's puppet?
barak do this, barak do that. dont
make give you the Bl eye! run for
office now. youd better win. gol
(view)

http:fis. gd/AKES [RT
(view)

merg (view)

obama will be the president and
michelle obama will be one of the

NEWS Vote 2008- McCain. Obama k|

Shatiw Push hitp

Focus on Economy in Campa
wrl nl/jbl3p (viey

best first ladies the white house
has seen since jko.i voted obama {
already (iew)

bama is an

american. a senator. intelliger hmm..obama’s a ying piece of
a family man, bu| ©rap - there i said it and i feel

see color firet (view)

50000000 much better now!! (view)

10.22% POSITIVE

@Scnttgwg\er ive said it before, i
have no talent for debate and am
not one to try and comvert but
have clear reasons why i ke
obama. (iew)

a strong focus on education
science and technology. keys to
nurmmre more than defense is

@scattsigler i like that obama has

assessing the cbama and mccain
donor sources. cool visual
hitp://artthreat net/ (view)

yes we can strenthen this
economy. lead the world, inspire
our children. vote obema for

positive change. go michelle i
@stranahan you're correct in that
obama's books do not advacate
ayers' illegal acts, & while id love
10 keep talking about this cause
there

obama will be the president and
michelle obama will be one of the
best first ladies the white house
has seen since jko.i voted obama
already (iew)

10.22% POSITIVE

@scottsigler ive said it before. i
have no talent for debate and am
not one to try and convert but i
ave clear reasons why i like
obama. (view)

@scottsigler i like that obama has
a strong focus on education,
science and technology. keys to
nurﬂlmre more than defense is
view

assessing the obgas®®d mecain
dnnnr souigee#®00l visual
reat net/ (view)

ves we can strenthen this
economy. lead the world, inspire
our children. vote obama for
positive change. go michellz

@atranahah you're

& while id love
talking e
st

obama will be the president and
michelle obama will be one of the

R, best first ladies the white house
has seen since jko.i voted obama
already (ui

F

He's lived in poverty? F
unermployed & in a

cen a F‘O""Uban\

5.40% NEGATIVE

obama does getit. he
understands the basic BEGBIEMS
I tha americans have while mccain

i very out of touch (view)

doffe zip. (e

Someone stole g
sign!! { ivi

|F= my mom I vote for obama

she lioni admit that she's racist

Must tear self away
news. But th;
adwsnr

s Fa
tol

|| but that's totally it. i cannot hold
her hand and make her fesl that
| its ok (i)
T i am a litle EBfSEd too. obama
|| for the win

http:/Atinyurl.com/3qytex (view)

http "mmm com/Si2esx (iew

new version of Wazasasup! fo
Obama: hitp inyur com/5ei|
(iew

F
F
a
3

is barak obama his wife's puppet?
barak do this, barak do that. dont
make give you the &l eye! run for

office now. youd better win. gol
iew)

The “wasssup” guys from the
commercial are back &

chuck todd sez obama could [958

with a pro-Obama shor Fa“ pa.. ohio and fla. and still get to
http /e gd/4KES [RT 270. that's a favorabls playing
iew) field. e
R Vote 2008: McCain, O :mw todd sez obama could [888
HOUR Focus on Economy in ohio and fla. and stll gt to
CR bush htp-Atwurl nlbl Fal 570 thate a favorable playing
fisld. iz

Obama is an

american. a senator, intelliger
a family man. by

see color first (view)

hmm. obama's a [§ing piece of
Brap.there i said it and i feel
s6000000 much better now! (i
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and many more every day
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Biometrika(2004), 91, 1, pp. 125-140
©2004 Biometrika Trust
Printed in Great Britain

Data-informed influence analy

By FRANK CRITCHLEY
Department of Statistics, The Qpen University, Walton Hall, Milton Keynes, MK7 644

The likelihood-based influence analysis methodology
introduced in Cook (1986) uses a parameterised space
of local perturbations of a base model.

3 Science Drive 2, Singapore 117543

stapkm@nus.edu.sg

SUMMARY

The likelihood-based influence analys

methodology introduced in Cook (1986) uses
a parameterised space of local perturbations of a base model. It is frequently the case

Measuring Influence
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Influences Influences Influences
thousands hundreds of millio
thousands

Biometrika(2004), 91. 1, pp. 125-140
© 2004 Biometrika Trust
Printed in Great Britain

Data-informed influence analysis

By FRANK CRITCHLEY

Department of Statistics, The Open University, Walton Hall, Milton Keynes, MK7 644
UK.

feritchley@open.ac.uk

AND PAUL MARRIOTT

Department of Statistics and Applied Probability, National University of Singapore,

3 Science Drive 2, Singapore 117543

stapkm@nus.edu.sg

SUMMARY

The likelihood-based influence analysis methodology introduced in Cook (1986) uses
a parameterised space of local perturbations of a base model. It is frequently the case
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Measuring Response

SocialBAstioess Outcomes
Visits s
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Measuring Response Measuring Response

Social Actions Business Outcomes Business Outcomes

Visits Subscriptions Personally Subscriptions

Clicks Memberships Identifiable Memberships
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Retweets Registrations Registrations
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Blog Comments Leads Growth Leads
Ratings Purchases Purchases

Bookmarks Repeat Purchases Customer Repeat Purchases
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Measuring Awareness

Measuring Attitude 29¢
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How Much is a Social Media
Participant Worth?

If:
10,000 people are talking about shampoo
And, a new customer has a lifetime value of $29 (profit)
And, joining that conversation causes 5% of them to try
And 5% of those remain loyal
Then:

10,000 x 5% = 500

500 x 5% = 25

25x$29=725

725/10,000 = $0.0725 per participant=7.25 ¢

How Much is a Social Media
Participant Worth?

$29 million

Relevancy

Put the right message
In front of the right person
At the right time

Get the right message
from the right people
at the right time

How Much is a Social Media
Participant Worth?

29¢

Relevancy

Put the right message
In front of the right person
At the right time
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Is Social Media Improving Your
Marketing Results?

Acquisition

Navigation

Consumption

Interaction

Contribution

Frequency

Outcomes

Satisfaction

Social Media Metrics

Agenda

Social Media - Defined & Decided
Goals - the Key to Metrics Success
Measuring Awareness

Measuring Attitude

Measuring Influence

Measuring Response

Measuring Value

Is Social Media Improving Your
Marketing Results?
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