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1) Metrics should 
map to goals.  
Period. 





2) We measure to see if 
we’re making money, if 
folks are doing their job, if 
we’re winning, if anything’s 
missing, if we were right 



3) Social media is more 
than PR – but we can lead 
and elevate 



4) Computer programs track 
and monitor. Humans* make 
sense of the world.  
Together, we do analysis. 

    *Enjoy it now. Robots. 
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What causes the 
spikes? 

Where is the conversation 
happening? 

What are the key topics  
of discussion? 

What is the 
sentiment? 
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Complexity of message 

1.  Do you have 
2.  What does your 
3.  Post your photo 
4.  Check out Debbie’s story 

Customer interests/behaviors 
Venues that matter 
Top influencers 
Client/brand mentions 
Emerging buzz and issues 
Benchmark success 
Engagement opportunities 
Actionable insights 





5) You are what you measure. 
Choose metrics wisely. 



Metric  What it measures  Baseline  
(July 31, 2010) 

COMPETITOR 
(July 31, 
2010) 

Goal for 2010  3Q 
(late in 3Q)   

COMPETITOR
(Oct. 
31,2010) 

Share of online 
conversations vs. 
CLIENT 

Brand engagement with core 
customers 

51.2% for CLIENT 48.8% 60% for CLIENT 54.7% for 
CLIENT 

45.3% 

Positive 
CUSTOMER 
sentiment towards 
CLIENT in 
conversations 

Proactive positive comments 
on the brand 

10% positive (80% 
neutral based on 
number of brand 
mentions vs. 
endorsements ) 

N/A 15% positive 29% + 
63% neutral 

Impressions by 
bloggers 

Third party endorsements of 
brand 

16 M impressions N/A 32 M 
impressions 

TBD N/A 

# of Facebook fans Number of pet parents who 
love the brand 

53,500 34,700 100,000 135,783 58,419 

Average # of  
comments per 
Facebook post 

Engagement with vertical 
consumers, customers and 
potential customers 

88 (.002% of 
42,500) 

33 200 (.002% of 
100,000) 

56 38 

Average # of likes 
per Facebook post 

Content matches target 
audience expectations for 
Facebook 

57 (.001% of 
42,000) 

43 100 (.001 of 
100,000) 

148 83 

Average spend of 
Facebook user at 
CLIENT 

Power of Facebook 
community as targeted 
customer 

TBD based on 
establishing 
measurement 

N/A TBD based on 
proposal 

TBD N/A 

# of Twitter 
followers 

Interactions with , customers 
and potential customers 

10,500 8,300 12,600  12,271 10,809 



6) Strategic social media 
measurement belongs in all 
phases of the traditional PR 
campaign. 



 Insights 

Integra=on 

Engagement 

Ideas 

Insights: 
Audit 

Discovery  Understanding the landscape:   
Your customers, company, competitors 

Identifying conversations: Where they 
happen, key topics, sentiment, trends 

Turning insights into action: optimize 
brand presence, change mindsets, 
integrate across channels; 
crowdsourcing, testing and optimization 

Monitoring to uncover real-time 
engagement opportunities, business 
insights, relationships and more 

Ongoing analysis and benchmarking 



7) Social media never stops 
so we can create 
measurable real-time 
opportunities every day. 



Insights into action 

Harvest 
Insights 

Socialize 
Intel 

Create 
Content  Deliver It  Evaluate 



Marketing  
in the McMoment 



1) Metrics that latter up to goals / $$$ 
2) Get clear on why you measure 
3) Elevate PR to head of social media table 
4) Combine numbers with insights 
5) Choose metrics wisely  
6) Measure everything and in every phase 
7) Measure every day 



Peter Kim’s 101 examples of 
Social Business ROI 
http://bit.ly/ROI101 

Socialnomics 
http://bit.ly/ROIvideo 



Questions? 
Thank you! 
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