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You are competing for… 

ATTENTION  
AND  
RELEVANCE Leverage 12/2013  
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Only about 17% of companies 
are truly strategic in their 
execution of social media. 
 
 
How about you? 
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Social media engagement is 
NOT a strategy! 
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CONSIDER APPLE 
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What drives  
your work? 
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Ad Age Google Brand Engagement in the Participation Age 2/2014 
@mdistaso #prmeasure 



Business Objectives 
Campaign Objectives 
Channel Objectives  
 
 
Earned Objectives 
Owned Objectives 
Paid Objectives 

STRATEGY REQUIRES OBJECTIVES 
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Business Objectives 
 Increase sales 
 Increase leads 
 Increase volunteers 
 

Campaign Objectives 
Change in attitude 
 Increase in engagement 
 Increase position as thought leader 
 

Channel Objectives 
Change in sentiment 
 Increase in engagement 
 Increase in share of voice 
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Owned Media 
 Increase in sales 
 Increase in return visits and time spent on page 
 Increase in requests for information or downloads 
 

Earned Media 
 Increase in mentions 
 Increase in click-throughs 
 Increase in downloads 
 

Paid Media 
Decrease in cost per impression 
 Increase in downloads 
 Increase in contest entries/participants  
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Now we know 
what we want, 
how do we do it? 
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Hashtage use #holidaysale 
Announce a flash sale 
Offer coupons  
 In-tweet purchases 
Use Google Analytics 

INCREASE SALES (BUSINESS OBJECTIVE) 
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Mentions 
Click-throughs 
Downloads 
Share of voice 

 

INCREASE POSITION AS THOUGHT 
LEADER (CAMPAIGN OBJECTIVE) 
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Dashboards 
 Facebook Insights 

 
DIG DEEPER 

 
 

FACEBOOK ANALYSIS (CHANNEL OBJECTIVE) 
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ENGAGEMENT SENTIMENT 
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Educational Promotional  Entertainment Social Awareness 
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MARKET INSIGHTS 



Dashboards 
 Twitter Analytics 

 
 
 

TWITTER ANALYSIS (CHANNEL OBJECTIVE) 
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 Tweet Reach: Divide impressions by total followers 
 Favorite Rate: Divide favorites by impressions 
 Tweet Length vs. Engagement: Divide character 

count by engagement 
Hashtag Comparisons: Look at impressions & 

engagement for each 
Day & Time: Look at clicks, RT, & engagement 

OTHER FUN CALCULATIONS 
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Did it drive results?  
 Opinions 
 Attitudes 
 Beliefs 
 Behavior 

 
 

DOES IT HAVE IMPACT & VALUE? 
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2 Types of Social Media Users 
Engagers 
Watchers 
 
 
Engagement can = Success, but  
Silence doesn’t necessarily = Disaster 
 

ACTIVE VS. PASSIVE ENGAGEMENT 
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Don’t just simply track engagement – analyze it. 
No need to measure everything, so stick to your 

objectives. 
Connect what is going on around you to its 

influence on your engagement figures. 
Quality beats quantity for almost everything.  

 
 

THINGS TO REMEMBER 

#prmeasure @mdistaso 
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