PRnNews’
Measurement Conference

Measuring Social: How to
Measure Your Impact Across
Social Media Platforms

meritus-\cDIA



HPRNews

Google Analytics

Goog[e' Analytics

i IRUETTEEL P Click to select Website Profile ~|
== Dashboard

+* Saved Reports
8 Visitors
2, Traffic Sources
() Content
F Goals
Y Ecommerce

Settings
=1 Email

My Account | Help | Contact Us | Sign Out

Dashboard

Export w =21 Email

Jan 1, 2007 - Jan 31, 2007

B Dec 1, 2006 - Dec 31, 2006 @ Jan 1, 2007 - Jan 31, 2007 Visits

e, P —
—— &=

"January 1, 2007 " January 8, 2007 "January 15, 2007 " January 22, 2007 "January 29, 2007

Site Usage

vy, 16,107 visits

Dec 1, 2006 - Dec 31, 2006: 13,209 (21.94%)

coininf 3,86  Pages/Visit

Dec 1, 2006 - Dec 31, 2006: 4.08 (-5.37%)

adein st 36,81%  Bounce Rate
3
Dec 1, 2006 - Dec 31, 2006: 35.98% (2.30%)

ap Overiy word

revns 62.142  Pageviews

Dec 1, 2006 - Dec 31, 2006: 53,855 (15.39%)

i 00:03:22 Avg. Time on Site

Dec 1, 2006 - Dec 31, 2006: 00:03:31 (-4.279%)

Lesnons e 50.44% % New Visits

Dec 1, 2006 - Dec 31, 2006: 49.73% (1.429%)

Visitors
10,160

Traffic Sources Overview

= Direct Browser Visits % visits
11,543 (71.66%)
Internet Explorer 13,136 81.55%
= Search Engines s
3,108 (19.30%) Firefox 2,349 14.58%
= Referring Sites
1,456 (9.04%) Safari 393 2.44%
MNetscape 116 0.72%
Opera 55 0.34%




Custom PR Dashboard

Tinu Abayomi-Paul Sally Falkow APR
Google Analytics Specialist PR Measurement
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PR Measurement Dashboard

 Make it simple to get started with measurement
* Track the relevant stats for PR

 See only the reports you need

* One glance snapshot

e Easy to drill down for more granular numbers

meritus-\
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i PR Measurement Dashboard

By Tinu Abayomi-Paul and Sally Falkow
i - 207 ] 2
Import Backtolist Flag inappropriate S+ [FNg W Tweet

Description

This public relations (PR} Dashboard was developed to give PR professionals who may be less familiar with search analytics the opportunity to see important aspects of web statistics that would be most important to a
specific PR campaign.

Two of the widgets assume that you have set goals so that you can examine both in real time and over the last month whether pages specific to your campaign are working.. We look at both who isfwas on the site, how
deeply they are engaged, where they are visiting from, and what your top performing pages are.

This way if you were to get publicity from a PR campaign, you could see the results of the boost of traffic as it comes in, and see ifthe landing pages you created are useful in real time. With the historical aspect you can
also measure how past campaigns and overall traffic has fared. By using the goal setting option in Google Analytics, you can use this dashboard to examine the effects of paid, earned, shared and owned media.

Updated 08.18. 2015 - httpsfwww . google comianalytics/gallery#postsisearch/@% 3F__viewld% 3DrTInwOdSZuFT pgaljTk=-C - The anly difference is the duplicated widget is removed.

Rating
5 0
4 1
4 . B
2 0
i e e
1 il

DOWNLOAD THE DASHBOARD
ttp://bit.ly/20kpCcC



http://bit.ly/2okpCcC
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Socilal Referrals

sessions and Pageviews by Social Network

Social Network Sessions Pageviews
Facebook 36 39
Linkedin > 10
Twitter - e’
Finterest 3 —
ShareThis 1 1

#PRNews meritus-\cDA



Real Time Visitors

Realtime New Visitors

Right now

6

active users on site

B GOOGLE (DIRECT)
B DAVIDLERNER.AUTOMATEDFINANCIAL.COM

HPRNews




City Page Title Referral Path Active Users -}

Dade The Sensible Middle (not set) 1 20.00%
City Groun...- David Lerner
Associates

Denver The Sensible Middle (not set) 1 20.00%
Groun...- David Lerner
Associates

Fort Account Support - JSaccounts/cus 1 20.00%
Lauderda David Lerner tomer_info_pa

le Associates ge.html

Snellville  David Lerner (not set) 1 20.00%

Associates, ...et, NY
Investment Company

West The Sensible Middle (not set) 1 20.00%
Windsor Groun...- David Lerner
Townshi Associates



Overall New Visitors & Where they come from

B google M (direct) M bing yvahoo [ cox
. m.facebook.com [ Other




Highest Traffic Pages

Entrances /

Landing Page Pageviews Pageviews
/ £ 4,320 68.52%
fcontact-us/our-locations g 137 40.15%
J/about-us E 109 28.44%
/sufficientincome g 89 84.27%
/logon o 82 51.22%
Jfabout-us/apple-reits/apple-reit-ten ‘o rd 61.04%
Jaccount-support F 76 50.00%
four-products/energy-11 o 74 63.51%
ir::;f:srsfw:jrI-:ing—Fc:-rdavid—lerner—ass = 61 21 31%
finvestment-seminars g 60 55.00%



Where New Visitors Came From Last Full Month

B google M (direct) M bing vahoo WM cox
" m.facebook.com/ & Other

o

MNew Us...




Measuring a Specific Campaign

SET THE GOAL

FIND A NEWS HOOEK PLACING
COMNMTENMNT
LANDING PAGE MEASUREMENT
Traditional FMedia O N LA DS

CREATE COMTEMNT COMNTENT With an offer
{Includes TW}
CONTENT COMNWVERSIONS
- ; Mame
% Digital Media é +
MEDA OFT-IMNS
INFLUEMCER SOCIAL BMEDLA email
Blossers
SIGEMN UPS
Influencers
ZAlES

Tastemakers

Y ovewonm
mTrrmm—)

meritus-\/cDIA
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GOALS

Reach women in New York Connecticut, New Jersey and Florida with
an interest in:

 Personal finance

e Savings

* |nvestment
 Retirement planning

Raise awareness of the topic of Financial Literacy

Increase awareness of the company as a thought leader on this topic
Increase clients from this demographic

#PRNews meritus-\FDA



NATIONAL FINANCIAL LITERACY MONTH

e Media attention on women’s issues

* National Financial Capability Quiz shows dismal
literacy rates in the US

 \Women lag far behind men

 Only 22.8% of US women can answer all 5 questions
correctly

HPRNews meritus-\EDA



‘h DAVID LERNER
ASSOCIATES, INC.

The Sensible Middle Ground of Investing™

Fimancial
Literacy Guide




WOMEN'S
FINANCIAL
LITERACY
GUIDE

Women's issues have been in the
news a lot recently. One issue that
hasn't received much attention is
the low financial literacy rate
among women. But it should - ocur
ability to make wise financial
decisions affects everything else.

WHAT IS FINANCIAL LITERACY?

The FINRA Investor Education
Foundation’s annual National Financial
Capability Study tests financial literacy
based on three concepts that are
fundamental to how you manage
resources and make financial decisions.

WOMEN SCORE
LOWER THAN MEN

Less than one quarter (229%) of US women
answered all the financial literacy quiz questions
correctly, while 40% of men got them right.

UNDERSTANDING THESE
FINANCIAL CONCEPTS

Learn how these three basic financial concepts =
work and how they affect your decisions about
loans, mortgages, credit cards, savings, and d
retirement planning:
1. Interest rate calculations
2. How Inflation works
3. Risk diversification

Take the quiz. Learn more about these concepts.

DOWNLOAD THE GUIDE

‘L DAVID LERNER
ASSOCIATES, INC.

The Sensible Middle Ground of Investing®

wrww.davidlerner.com

Material contained in this infographic is provided for information purposes only and is not intended to be
used in connection with the evaluation of any investments offered by David Lermer Associates, Inc. This
material does not constitute an offer or recommendation to buy or sell securities and should not be
considered in connection with the pu e or sale of securities. This material is provided for neral
information and educational purposes b upon publicly availal formation from sourc elieved 1o
Cy OF Lumplr-lenes‘ of t aterials. The information in these

v
is not specific to any individual's personal circumstances

David Lerner Associates

hed by Sendible Just now - &

OWVAGLIBHME [~ LD =
oSt Tl

Did wou know that only 23% of S women can answer all the questions an
the Mational Financial Literacy Qiuiz correctly? Download the 2017
Women's Financial Literacy Guide. Take the quiz and learn more about
these basic financial concepts.

Httpc A davidlerner.comdwomensfinances

¥ Financial
Literacy Guide

HPRNews



‘h E&ﬁk&%ﬁﬁ%- The Senzible Middle Ground of Investing™ -

o Call ws: 1-800-367-3000 | B Make an Appoinbmenl

Harme m Abaul Us Seminars Dur Prodiucts The Classaroorm Calculatars Caneers Conitact Lis ﬂ

David Lerner Associates News

MY ADCOUNT |

Events & Appearances Cannedt With Us

04/ 18/ 3017 ALk Arnual |ersey Featured Story
Shore Biz Fesl @

5

busic & Filrm Festieal 2017
‘h DAVID LERNER
0422/ I017: 201 T WWar et ASSODIATES, IMC.
E“I—" Wi - a Thw Sanw e fe kT p i‘-ﬁrl-u’l.drlj'lnnr.kr Tell Oitvers
'y FW = re L

Ll Ty e and ZE0

Wideos oS [lles Hris
= IF lj‘- Financial =

Literacy Guide © =

2017 Women's Financial Literacy Guide ,

LA /02017 - There has been a lo ol discwssion arawnd wamens righls this
year. Ore isgee thal hasn’l recsivad rmasch allenlion s Tnancial litersoy and RS5 Feeds

a weonman's abilivy e rmake her assen linancial dedisions

Dareid Leerrier Mewves
O Subscribea ] =

FEIT [rnee=trrismls
O Subecrib= ] =

Dawvid Lerner Associates Mews Belirement Plarmning
[nlormation
Dievelaping Good Financial Habits O Subscribe [ 2
020652017 - April i Hational Financial Literacy MonLh and @
BAAGED, = arn end e el agpar Lunily Lo eslablish and maintan healtby Woamen's Financial Lineracy

O Subscrib= ] =

lMrancial habils.

Finamcial Literacy for Retirement
807 2017 - Stopdies haswe Nound Lhatl Amarsans in Lhe Tags

relirement years gradwally bose Lhe ability o omanage Lhesin

age based info budgeting

Firmmerman s/ Edelson s iy, In alther wards, Lhe ability W@ answeer Basic linandal i .

) liL L . college planming dawid
16 B2 EI7A X 232 iLEracy QueEsLions wallfes 85 S ifreses, ] .
T lerner associates
rrersdlinger Ecirmmed. corm R . L
S - - - "_..._ ---I.E'?I Apri i Finandal Literacy kMot debt TE': ucation estats

- e e D4/03/2017 - The best mvesirment ypau could fmake i@ planning financ
e P

@ lMnancial edoucation. This is nol just a catch-phrase arnyrmonre.

[ T, SRRy [————_ p—— - L r

nancial advice financia



Tweets Tweets & replies Media

David Lerner Assoc. @DLA_MNews - Apr7

Many women’'s issues have been in the
news lately, but an important one that's
been overlooked is financial literac ...
davidlerner.com/womensfinances

WOMEN'S

FINANCIAL

he LITERACY
GUIDE

HPRNews meritus-\cDIA



Placement

* Newsroom

* Facebook Post
 Facebook Ad (targeted)
* Pinterest (infog)

e Qutreach to social media influencers
— Stumble Upon

#PRNews meritus-\cDIA



First Two Days of Campaign

= -

Secondary dimenagion = | Sort Type: Default -
Acquisition Behavior
Landing Fage
% Hew Sessions Mew Users Pages / Session HAvg. Session
Sessions Bounce Rate .
Duratiom
523 46 85° 7 245 3[] 4[]% 1.42 D[} 01 12
% of Total: wg Tor View % of Total: v For Wiews v Tor Wiew: ., for Views
100 00% (523F) iE-.EE= {005 100 00% (24.5) 33 -—C I:.CI:I"'_ AAZ D 00%) o0 :II 1 I:.:I:I"'_
1. ! = 410 (78.39%) 471.71% 171 (69.80%) 22.93% 1.30 00:01:13
2. JSwomensfinances b 18 (3.44%) 100.00% 18 (7.25%) 83.33% 1.28 Dl.']:l:l[l:'ld]
3. Jlogon e 12 (2.29%) 0.00% 0 (o.00%) 471.67% 217 00:04:41
4. JSsufficientincorme hE= 12 (2.29%) 91.67% 11 (4.49= 83.33% 1.33 =00:00:071
2. Jour-products/energy-11 L 8 (1.53%) 62.50% 2 (2.04% 20.00% 1.62 00:04:43

HPRNews
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davidlerner.automatedfinancial.com

m.facebook.com
linkedin.com
pinterest.com
phillyhormeshow.com

searchall.com

Referral Traffic

Acguisition

Sessions 1 e Mew Sessions
36 38.89%
% of Total: Avwg for View:

65.88% (523)

45.B3% (-16.98%)

22 (61.11%) 0.00%
8 (22.22%) 100.00%
2 (5.56%) 100.00%
2 (5.56%) 100.00%
1 (2.78%) 100.00%

1 (2.78%) 100.00%

HNew Users

14

% of Total:
5.71% (245)
0 (o.00%)
8 (57.14%)
2 [(14.29%)
2 [(14.29%)
1 7.14%)
1 7.14%)

Behavior

Bounce Rate

22.96%

Avg for View:

J0.40% (BZ.74%)
31.82%
100.00%
100.00%
100.00%
100.00%

0.00%



Sessions = | VS. Selecta metric Hourly Day Week Month

200 —\‘_\.

Apr 4 Apr 5 Apr 6 Apr 7 Apr 8 Apr 9
M Returning Visitor M New Visitor
Sessions Users
3,703 2,482
——— e
Pageviews FPages / Session
5,694 1.54
__--_-'-——_

1.38% to landing page — 34
8 downloads after two days



Conversion Rate

Across industries, the average landing page
conversion rate was 2.35%, yet the top 25% are
converting at 5.31% or higher.

Ideally though, you want to break into the top 10%
— these are the landing pages with conversion rates
of 11.45% or higher.

Search Engine Land



a0 00 0 O O

/ Days 13.8% conversion

Landing Page

Sescions

3,333

% of Total:
100.00% (3,333)

! A= | 2,579 (77.38%)
Swomenstfinances LB 130 (3.90%)
fsufficientincome Ll 70 (2.10%)
Socontact-us/sour-locations ™ 41 (1.23%)
Jour-products/energy-11 A= 41 (1.23%)
iaI::::::rut—usfapple—reits!apple—reit—teIiEI 36 (1.08%)
fogon hE] 36 (1.08%)

2% MNews

Sessions

44 . 46%
Aorg for View:
A4 40%

(0.

38.

Q2.

85.

D6.

8.

86.

14%)

S50%

31%

1%

10%

05%

11%

L00%

MNew Users

1,482

% of Total:
100.1714%
(1.480)

993 (67.00%)
120 (8.10%)
a0 (4.05%)
23 (1.29%)

32 (2.716%)

31 (2.09%)



/ Days 13.8% conversion

Goal

Goal Completion Location .
Completions

% Goal Completions

1./ 1,716 I 89.47%

{2. fwomensfinances 87 I 4.54% ]
3. (entrance) 34 1.77%
4. Jfinvestment-seminars 13 0.68%
5. [fcontact-us/client-information 11 0.57%
6. /contact-us/our-locations a8 0.42%
7. [faccount-support 6 0.31%
8. /Jabout-us 5 0.26%
9. Jcontact-us/our-locations/westport S 0.26%
10. /careers/become-an-investment-counselor 4 0.21%




O 0o o 0o00008a 0

O

davidlerner.automatedfinancial.com

m.facebook.com

com.google.android.googlequicksearchbox

|.facebook.com

corp.stumbleupon.com

stumbleupon.com
facebook.com
duckduckgo.com
optimum.net

pinterest.com

% of Total:
7.02%
(3,333)

73 (31.20%)

62 (26.50%)

11 (4.70%)

10 (4.27%)

9 (3.85%)
6 (2.56%)
5 (2.14%)
4 (1.71%)
4 (1.71%)

4 (1.71%)

Referrers

Awvg for View:

A44.40%
(18.38%)

1.37%

96.77%

0.00%

100.00%

100.00%

100.00%

100.00%

75.00%

50.00%

50.00%

% of Total:

8.31%
(1,480)

(0.81%)

(48.78%)

(0.00%)

(8.13%)

(7.32%)

(4.88%)

(4.07%)

(2.44%)

(1.63%)

(1.63%)

Awvg for View:
30.48%
(1017.88%)

38.36%

91.94%

100.00%

100.00%

88.89%

83.33%

100.00%

50.00%

0.00%

50.00%

LY

I



Social Referrers

Primary Dimension: Social Network

Secondary dimension

Social Network Sessions ~- Pageviews

1. Facebook 77 (63.64%) 84 (62.22%)
2. Twitter 21 (17.36%) 22 (16.30%)
3. StumbleUpon 15 (12.40%) 17 (12.59%)
4. Pinterest 4 (3.31%) 6 (4.44%)
. LinkedIn 3 (2.48%) S (3.70%)
6. Blogger 1 (0.83%) 1 (0.74%)

#PRNews meritus:-\EDiA



14 Days

3,931 50.81% 1,794
% of Total: Avg for View: % of Total:
100.00% (3,531) 50.81% 100.00%
(0.00%) (1,794)
J 1. / & | 2,437 (69.02%) 38.49% 938 (52.29%)

L [ 2. /womensfinances Al 947 (15.49%) 03.05% 509 (28.37%) ]
L 3 /calculators/retirement-calculator & 54 (1.53%) a8.15% 53 (2.95%)
L 4. /sufficientincome A 50 (1.42%) 78.00% 30 (2.17%)
J 5. Jaccount-support W 35 (0.99%) 31.43% 11 (0.61%)

D
#HPRNews meritus-\VeDA



Referrers

Social Referral
Day Week Month

® Sessions via Social Referral

100 il
J—— i
e
50
Apri3 Apri4 Apris Apris Apri7 Apris

#PRNews meritus-\icDIA



Soclal Network Referrers

Social Network Sessions 4
1. Facebook 329 (63.64%)
2. StumbleUpon 156 (30.17%)
3. Twitter 26 (5.03%)
4. Pinterest 3 (0.58%)
5. LinkedIn 2 (0.39%)

#PRNews meritus-\cDA



i

Facebook Ads Manager

-

Reach )

9,711

2176

Campaign Name Delivery €3 -~ Results
@ &' DLA Womens Financial Literacy Active 362
C @ Post: "Did you know that only 23% of US women ca.__ Active 146

WOMEN OVER 35 IN NEW YORK, NEW JERSEY, CONNECTICUT AND
FLORIDA

Interests:
Financial Literacy, person al finance, saving, investment.




m.facebook.com
corp.stumbleupon.com
davidlemer.automatedfinancial.com
stumbleupon.com

t.co

commpro.biz

Im.facebook. com

com.google.android.googlequickse
archbox

flipboard.com

localhost: 44117

Acquisition

Sessions <

693

% of Total:
19.63%
(3,531)

336 (48.48%)
105 (15.15%)
62 (B.95%)
28 (B.37T%)
27  (3.90%)
10 (1.44%)

10 (1.44%)
& (0.87%)

& (0.87%)

& (0.8B7%)

%5 Mewr
Sessions

80.66%
Aoarg for View:
50.871%
(58.76%)

Q5.54%
100.00%
0.45%
Q8.28%
66.67%
F0.00%

90.00%
0.00%

83.33%

0.00%

Mew Users

559

o of Total:
I31.16%
l::'l ks N

321 (57.42%)
105 (18.78%)
4 (0.72%)

57 (10.20%)

18 (3.22%)

7 (1.25%)
9 (1.61%)
0 (0.00%)
5 (0.89%)
0 (0.00%)

Bounce Rate

82.83%
Avg for View:
38 46%
(115.37%)

96.13%
97.43%
37.10%
100.00%
871.48%
J0.00%

100.00%
83.33%

100.00%

16.67%

Pages f
Session

1.16
Avg for View:
1.45 (-20.43%)

1.05

Avg. Session
Duration

00:00:20
Avg for View:
(a0 01 202
(-68.19%)

00:00:04
00:00:12
00:01:46
00:00:00
0000221
00:00:16

00:00:00
00:01:04

00:00:00

00:00:03



45 Downloads

9% conversion rate
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CHEAT SHEET

GOQOQGLE AMNALYTICS
PR MEASUREMENT
DASHBEOARD

DOWNLOAD THE DASHBOARD
htto://bit.Iv/2okpCcC


http://bit.ly/2okpCcC

QUESTIONS?

Sally Falkow APR
sally@meritusmedia.com

3888 243 3470

"

meritus-\|

-DIA

creating strategic conversations


mailto:sally@meritusmedia.com
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