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Currently 

So What? 
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But what does it mean? 

 Your social media data should tie into the larger 
picture 

 
 Beware of the “vanity metrics” 
 
 Not everything needs to be analyzed 
 
 Let your numbers tell the story 
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Data is meaningless until it has context 



What is the Big 
Picture? 

Who cares? 
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What are you trying to discover? 

 Social media does not exist in a vacuum- work with your internal teams/ 
clients  

 

• Questions to ask: 

- What is the business goal? (not output) 

 

- What other marketing platforms are being used? 

 

- How can your data support the PR team as a whole? 
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The Danger of Vanity 
Metrics 

What does an “impression” mean? 
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What metrics matter? 

 “Vanity Metrics” (n.) – the metrics that feel important but are ultimately 
superficial or, worse, deceptive.  

– Ryan Holiday “Growth Hacker Marketing” 

 

 

 

 

 

 

 

 

7 



Data, Data everywhere 

When is it too much? 
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Who matters? 
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Storytelling 

Make your numbers tell the story 
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A data point is not an insight 
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Case Study- B2B 
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Engagement vs Impressions 

 Business Goal – Be known as advisors 

 Audience – Investors/ Engaged 

 Define meaningful metrics 

• Quality not Quantity 
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Engagement ratio 1.4% 
5th most retweeted post since 2012  

Engagement ratio 3%  
12 link clicks 
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Single Mention vs Meaningful Topics 

 Business Goal – Be seen as reference, not just in legal notices 

 Audience – Financial institutions 

 Define meaningful metrics. 

• Arbitration vs. Topics 
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Messages Issues 
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White Space? 
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 Business Goal – Own industry topics 

 Audience – Financial influencers 

 Define meaningful metrics- 

• Topic Share of Voice 
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Prove the importance of Social Media 

 Connect your data to senior leadership’s goals 

 

 Develop a KPI that can be tracked over time 

 

 Always provide context that resonates 

 

 Social media is not in a bubble- connect it to other data points for 
deeper insights 
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… Always map back to your goals 
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Thank you 


