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Defining	  ROI	  
ROI	  =	  Return	  on	  Investment	  

	  	  

Program	  costs	  (including	  6me	  spent)	  
+	  

Social	  media	  team	  salaries	  	  
Vs.	  

Program	  Impact	  
=	  

Return	  on	  Investment	  

Tweet this: #prmeasure 
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The	  history	  of	  ROI	  Metrics	  
In	  the	  beginning:	  Measure	  
the	  impact	  of	  a	  single	  
tweet?	  Impossible!	  	  

	  

Then	  it	  evolved	  to:	  Measuring	  
awareness	  and	  ini6al	  ac6on	  with	  
likes,	  comments	  and	  followers	  
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Before	  You	  Start	  
To	  move	  from	  a	  social	  marke/ng	  monitoring	  program	  to	  social	  
business:	  	  

•  Clearly	  define	  your	  company	  and	  program	  intent	  and	  goals	  
–  Awareness,	  Engagement	  Ac6on,	  Advocacy	  	  

•  Determine	  where	  this	  program	  will	  live	  
•  Create	  sales/marke6ng	  journey	  maps	  for	  each	  customer	  type	  
•  Determine	  the	  life6me	  value	  (LTV)	  of	  a	  customer	  

–  Average	  items	  purchased	  per	  sale	  
–  Average	  transac6ons	  per	  customer	  
–  Average	  revenue	  per	  purchase	  and	  per	  customer	  

•  Determine	  the	  financial	  impact	  of	  your	  programming	  across	  
company	  lines	  (sales,	  marke6ng,	  customer	  care,	  HR)	  

•  Establish	  unique	  metrics	  based	  on	  program	  goals	  	  

Tweet this: #prmeasure 
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What	  Impacts	  KPIs	  

•  Overall	  company	  and	  program	  goals	  	  
•  Department	  goal	  
•  Audience	  type	  
•  Available	  material	  
•  Current	  visibility	  in	  the	  market	  place	  
•  PlaSorms	  selected	  
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2014	  Metrics	  
Brand	  health	  
Brand	  awareness	  	  
Share	  of	  voice	  
SenJment	  
Coverage/Content	  	  

•  Total	  #	  of	  ar6cles	  generated	  
•  Ar6cle(s)	  placement	  +	  length	  
•  Assets	  included	  (image,	  quote)	  
•  Comments/thread	  size	  
•  Secondary	  coverage	  
•  Downloads	  and	  shares	  
•  Inbound	  traffic	  and	  sales	  leads	  
	  

Tweet this: #prmeasure 
@serena 

Source:	  CARMA	  
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Message	  adopJon	  	  
•  #	  of	  men6ons	  u6lizing	  quotes/reitera6ng	  message	  
•  Resona6on	  of	  message	  	  
•  Impact	  of	  message	  modifica6ons	  

Inbound	  traffic	  
•  URL	  builders	  and	  unique	  URLs	  
•  Total	  inbound	  traffic	  leads	  
•  New	  vs.	  returning	  visitors	  
•  Time	  on	  site	  and	  pages	  views	  
•  Final	  ac6ons	  

2014	  Metrics	  
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Awareness!	  
Aids	  poten6al	  discovery	  by	  true	  brand	  

fans	  

Research	  Phase!	  
Discovery	  furthers	  the	  
considera6on	  process	  

Take	  AcJon!	  
Engage,	  write,	  read,	  

share,	  buy	  

Advocate!	  
Shares	  news,	  
decreasing	  

considera6on	  
	  

Loyalty!	  	  
Re-‐enters	  	  
the	  funnel	  
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Customer	  retenJon	  
•  Number	  of	  issues	  handled	  
•  Decrease	  in	  inbound	  calls	  or	  queries	  

Lead	  generaJon	  
•  Impact	  on	  conversion	  rates	  
•  Impact	  on	  funnel	  movement	  

Sales	  
•  Reduc6on	  on	  6me	  spent	  in	  sales	  funnel	  
•  Online	  and	  in-‐store	  traffic	  
•  Purchase	  
•  Amount	  purchased	  
•  Advocacy	  sales	  
	  

2014	  Metrics	  
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Owned	  channel	  subscripJons	  
Fan	  base	  advocacy	  

•  #	  of	  shares	  and	  discussions	  generated	  from	  
iden6fied	  and	  uniden6fied	  brand	  fans	  

•  Total	  3rd	  party	  product	  or	  company	  brand	  
recommenda6ons	  	  

•  Sales	  
•  Offline	  business	  referrals	  	  

Market	  analysis/forecasJng	  
•  Overall	  discussions	  on	  key	  topics	  

2014	  Metrics	  
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CreaJng	  a	  metrics	  framework	  	  

Tweet this: #prmeasure 
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Source:	  AMEC	  Madrid	  
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Analyzing	  the	  data	  

Gathering	  the	  data	  is	  one	  thing,	  now	  how	  do	  
you	  use	  it?	  

Tweet this: #prmeasure 
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UJlize	  data	  to	  determine	  
•  Brand	  health	  
•  Gaps	  in	  your	  messaging	  program	  
•  Product/organiza6on	  clarifica6ons	  
•  Demys6fying	  your	  offerings	  
•  Ways	  to	  reduce	  opera6onal/customer	  service	  costs	  
•  Poten6al	  new	  partnerships	  
•  Message	  modifica6ons	  within	  core	  and	  secondary	  audiences	  
•  New	  conversa6on	  themes	  
•  Product	  modifica6ons	  or	  new	  offerings	  
•  The	  conversion	  rates	  for	  ini6a6ves	  origina6ng	  online	  vs.	  offline	  

Analyzing	  Data	  for	  Program	  Refinement	  

Tweet this: #prmeasure 
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Measurement	  Tools	  
The	  paid:	  	  NUVI,	  Radian6,	  Sysomos,	  Hootsuite	  Enterprise,	  Omniture	  
	  
The	  free:	  	  Social	  Men6on,	  Google	  alerts,	  Google	  searches	  by	  6me,	  
Hootsuite,	  TweetDeck,	  bit.ly,	  Google	  Analy6cs,	  Facebook	  analy6cs,	  
Twicer	  analy6cs	  
	  
The	  Experts	  

•  KD	  Paine	  
•  Beth	  Kantar	  
•  Al6meter	  Group	  
•  PR	  News	  
•  Business	  Wire	  

NUVI	  
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10	  Key	  Takeaways	  
1.  Clear	  your	  calendar:	  	  monitoring	  and	  analysis	  takes	  6me	  
2.  Get	  company	  buy	  in	  from	  department	  heads	  	  
3.  Know	  your	  company/business	  division/PR	  goals	  
4.  Set	  KPIs	  and	  baselines	  before	  you	  start	  
5.  Everything	  can	  be	  measured.	  Focus	  on	  business	  impact	  –	  reducing	  costs,	  

increasing	  sales	  and	  building	  a	  becer	  organiza6on	  
6.  Share	  data	  internally	  to	  ini6ate	  bigger	  change	  
7.  Use	  data	  to	  determine	  social	  media	  plaSorm	  and	  program	  focus	  
8.  Combine	  data	  for	  even	  more	  impact	  
9.  Social	  listening	  =	  business	  ac6on	  so	  get	  company	  buy	  in	  from	  the	  start	  

If	  your	  monitoring	  plaXorm	  does	  not	  work	  for	  
you,	  get	  rid	  of	  it.	  
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