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Even with all the amazing analytics tools available, most businesses and marketers struggle to
measure their social media ROI. Which metrics matter and which don’t? What makes a social
media strategy successful? In this post, | will talk about the ways that you can measure your

social media ROl and success.

WHY DO I NEED TO MEASURE MY SOCIAL MEDIA
ROI?

Measuring your social media ROl is important for two main reasons:

* To figure out what isn’t working in your social media strategy and make changes
accordingly
* To find out what is bringing in the best results so that you can focus more of your time

and resources into getting even better results
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MEASURING YOUR SOCIAL MEDIA SUCCESS

What makes measuring your social media ROl so EKE 2
difficult is the fact that not all goals and statistics are &
easily quantifiable monetarily. In fact, most social media %
stats don’t really bring in any income directly. Think of
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engagement, for example. While it's arguably one of BTl
the most important stats and a clear indicator of a
social media campaign’s success, it doesn’t exactly
bring in any income directly — or at least, not any that

you can accurately calculate.

The best way to go about measuring your social media
success is to first and foremost, determine what your goals are. Only once you know what
these goals are can you determine which metrics you need to measure in order to figure out

your social media success.

VANITY METRICS VS. ACTIONABLE METRICS

When checking out your social media stats, it's easy to be blinded by so-called “vanity metrics”:

e Follower numbers

e Number of likes

These types of stats might make you feel good about yourself — especially if you have lots of
followers — but at the end of the day, they don'’t really help you make any decisions regarding
your social media strategy.

Instead of vanity metrics, focus instead on actionable metrics.
These are the metrics that can help you:

e Take action

* Make the necessary decisions that will help you improve your social media strategy
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The main actionable metrics are:

* Engagement
e Traffic & clicks
* Brand awareness

e Conversions and leads

GOALS

As | mentioned earlier, it's important to know what
your goals are in order to be able to correctly measure
your social media ROl and success. Your goal can be

to:

* Get more ftraffic to your website

¢ Make more conversions [ F‘

* Increase your brand awareness and reach Stk i

* Increase engagement on your social media

platforms and better customer service

Now that you know what your goals are, you can more easily begin to measure your social

media success.

That said, it's important to set realistic expectations of your goals. Social media takes time to

grow and there aren’t really any shortcuts that work in the long term.
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TRAFFIC

Social media can be a great tool for increasing your website and blog traffic. Traffic, thankfully,
is one of the more straightforward social media goals that you can measure as the metrics are

easier to track.
Custom URLs

One of the ways to track the traffic you're getting from social media is to use one URL shortener
for all of the links you share so that you can easily see exactly how many clicks each one is

getting with their built-in analytics.

Custom URL analytics are quite limited though, so it's best to use them in conjunction with

Google Analytics’ social media traffic stats.

CAMPAIGN SUMMARY

11 ,2 81 Total clicks

/— Web
. iOS
" Email Y
SMS 35% — Android

Twitter
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Best URL shorteners: Goo.gl, Bit.ly.

Personally, | much prefer Goo.gl to Bit.ly, because with Bit.ly, anyone can check your stats with

just a simple hack: add a + to the end of any Bit.ly link.

Google Analytics

Google Analytics is the best way to track your social media traffic, in my opinion. Not only do

you get more detailed analytics, you also get more actionable metrics.

To see your social media traffic, go to Google Analytics -> Acquisition -> Social -> Overview.

Social Sources Social Network % S
| Network 1. Twitter I 71.54%

Pages 2. Facebook W 19.38%
Shared URL A

3. LinkedIn I 575%
Social Plugins
Social Network 4 Googlet | 2.42%

5. paperli | 0.30%

6. Pocket | 0.30%

7. Scoop.it | 0.23%

8. Netvibes | 0.08%

view full report

To get more in depth results, go to Network Referrals, in order to see page views by social

network, average session duration and pages per session.

This will give you a better insight into the type of traffic you're getting from social media so that

you will know if you’re achieving your traffic goals.

Traffic is not always about the numbers, but what visitors are doing once they’re on your website
— are they spending enough time or just checking it out and leaving seconds later? Are they

visiting more than one page?

Another useful feature is “Users Flow”. Here, you can see the paths that your social media

website visitors are taking once on your website.

© Lilach Bullock 3




CONVERSIONS

Even more important than traffic, perhaps, is how many conversions you’re making from social
media. Conversions can be more difficult to track and measure ROI, but it can be done, using

Google Analytics.
Are your visitors taking action on your website?

» Sign up for the newsletter

* Watch a video

* Download an ebook/guide/freebie

* Read a particular article

* Visit the website for a particular amount of time
* Buy a product/service

* Sign up for a free trial

Whatever type of conversion you want to track, you can easily do it with the Google Analytics

Goals function.
There are four main types of goals you can set up:

* Specific link/destination: is your social traffic visiting a particular page that you want
them to?

* Duration and time spent: find out how many are spending over a particular set
amount of time on your website

* Number of pages visited per session: find out the number of visitors visiting a set
amount of pages during one session

* Event: track the visitors who perform a certain action on your website, such as viewing

a video or downloading a guide

Once you've decided what types of conversion goals to create, you can also assign them a
monetary value, which makes it infinitely easier to find out what your social media return on

investment, is.
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Under Goal Details, you'll see you can turn on the “value” feature and enter any number you

like. Selecting what the monetary value is for each conversion is completely up to you.

The best way to go about this in my opinion is to create an average value. For example, for
every ten people visiting a particular page that you've set up as a goal, how many of them
convert? And based on the products and services you sell on your website, what would be the

average sum spent by users on your website?

While setting this value will not give you the absolute, correct numbers, it will still give you a
pretty good idea of how many conversions you’re making and what you're potentially making

from them.

For more information on how to create goals in Google Analytics, read my extensive post on it

here.

BRAND AWARENESS

Many businesses are using social media because they want to

improve their brand awareness and help grow their business

to new heights. Social media offers a great way of connecting
with new people and reaching whole new demographics
without spending a fortune on advertising and other marketing

techniques.

But how do you know when you’ve improved your brand

awareness? The first answer that might come to mind is
follower numbers; but we've already talked about how that is mostly a vanity metric, one that
might make you feel good about yourself, but that doesn’t really help you make any decisions.
While follower numbers can definitely help give you a better idea of your increase in brand
awareness, there are more metrics that you can study to give you a clearer picture:
Influence: influence and increased awareness often go hand in hand; you can use a tool like
Klout to find out your influence “score” and while the number itself might be more of a vanity

number, the science behind is pretty good. The more your score improves, the more it shows
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that not only are you active on social media, but also that you're getting more comments,

mentions and the like.

Social media followers vs. engagement: |'ve always stressed the importance of an engaged
following, as opposed to a larger following, but one that doesn’t engage that often. When
measuring your increase in brand awareness, instead of focusing on how many new followers

you're getting on social media, find out if your following and your engagement are both evolving.

Social media sentiment: Sometimes, it's not just about increased brand awareness, but more
of making sure a positive sentiment surrounds your brand. What is the sentiment surrounding
yours? Are people talking about your business in a positive light, or pointing out imperfections?
There are many analytics tools that provide some social media sentiment analysis, such as

Meltwater.

New regions reached: one of the ways to determine if you’ve increased your brand awareness
is to find out if you're reaching new regions. There are numerous tools that you can use to track
your social media audience, including geographically. For example, you can use the built in
analytics for your social networks, as they have some of the most accurate analytics and most

major social platforms provide them.

Connections with social media influencers: the connections you make with social media
influencers can be a sign of improved brand awareness, as well as help you increase
awareness when they are supporting you and your business. Analyse your social media

connections to find out how many influencer connections you have.
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ENGAGEMENT

Engagement is a more “special” goal than others; in a way, it's both a metric and a goal and
when you improve engagement on your social accounts, you also improve your chances of
getting the other types of goals: the more engagement you get, the more traffic your website
receives, the more conversions you make and the more your brand name grows in the digital

world.

Engagement, thankfully, is also much easier to measure than some of the other goals, as you

only have a few metrics to measure:

* jncrease in comments
* increase in shares and retweets
* jncrease in mentions

* increase in likes
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USEFUL TOOLS

Ny Liack Bullock

There are so many different, great analytics tools out there, but here are some of my favourite:

AGORAPULSE

Agorapulse is primarily a social media dashboard, but their analytics are really good and their

reports look great so it's turned into one of my favourite tools for checking my social media
analytics.

With Agorapulse, you get the metrics you need in order to track your social media goals:

* brand awareness

fonitaring & Awareness 2,751 0 942 18K

* engagement and publishing
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SOTRENDER

SoTrender is a tool I've only recently become familiar with, but | love the analytics they provide.

They offer solutions for both small and big businesses, as well as small and big agencies.

- {3

) Dashboard b Facedook Tw  Twitter

YOUR BRAND | 12,007 6kes | = IICK ANOTHER PROPLE

Overview - Facebook = wom Jan 01, 2015 1o Jan 31,2015

REPOATS

Reach Usors
REACH
e Number of fans ©
ENGAGEMENT 12,007 e B
DCACKD U *278

Reach ai o

1,910

TYPLS OF POBTS -1,315%

BN PORTE

Impressone oo °

AOIENCE 294,823

CounTnes o 193,497 : d — oty

COMMUMTY AANCNG

e Brand Activity Bost contont
CUSTOMIN SOFNCT

Posts AR e |
BUSHR i mAmete b ==

SoTrender have detailed social media reports for Instagram, Facebook, Twitter and YouTube

that measure the most important stats: engagement, content, your audience, customer service

and even admin duties.

You can also set up automatic reporting with the data you need and get tips and

recommendations based on your data.
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MELTWATER

Meltwater is a monitoring and analytics tool, but for the purpose of this article, we’ll only focus

on its analytics features. It's a particularly great tool for tracking your online brand awareness.
For example, you can use it to track your media coverage over time, making comparisons on

share of voice with the competition and figure out what the sentiment surrounding your brand is:

Sham of Voica (50V)
—-t
EREp———— | L3
Nisaar Loof
Santiment
-

HASHTAGIFY

Hashtagify is a tool for discovering hashtags, top influencers and for tracking Twitter and

Instagram hashtags.

If you've created a hashtag campaign, use Hashtagify to track your success and get detailed

reports:
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Hashtag:

Hashtag Summary Data

Towd Impressions Total Tweets Daly moressions Daxly Tweets
Taws Unigue Ingiessions Totad Users Diady Ussjue ivgeessons Dadty Users

Trend AnalysisS  whok Perod  Last Month  Last Week

Trend With Your influencers ¥ 7 ¢ Teend Without Your influencers | 1

Your Influencers Analysis

Your Influencers ! vs Rest Of The Internet Y '! Your Influencers ! vs Your Influencers !
W Tracked W rockandradio
Influencers W sxswpartyist
B Others 16.9% M sxsw

B
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BRANDWATCH

Brandwatch allows you to delve deeper into consumer’'s minds so that you can find out key

customer insights. Basically, you can use it to track consumer feedback, find out what social
trends are happening in your niche that could affect your brand and figure out what the

sentiment surrounding your product or business is.

Projoct  ieo Creams v B MHep&Swpr v 1 user@brndwatch com v

Ben & Jerry's = W ouoE

Warkning ma r—. o

Summary  Beo KJomys  Oc101.2013 - Fab 17,2014

Mo

74K

e

Total for top sites

What makes Brandwatch stand out is how powerful their social listening tools are. The insights
they provide are very in-depth, and have actionable metrics that can help you determine exactly

what people are saying and the sentiment behind their social updates.
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CONCLUSION

Measuring your social media success is not always easy or straightforward but it's very
important if you want to know if you’re on the right track and doing everything possible to

improve your strategy.

What are your main social media goals? Which metrics do you think are most important to

measure?
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About Lilach Bullock

Highly regarded on the world speaker circuit, Lilach
Bullock has graced Forbes and Number 10 Downing Street
with her presence! In a nutshell, she’s a hugely connected
and highly influential serial entrepreneur — the embodiment

of Digital Intelligence.

Listed in Forbes as one of the top 20 women social media

power influencers and likewise as one of the top social

media power influencers, she is one of the most dynamic personalities in the social
media market and was crowned the Social Influencer of Europe by Oracle. A recipient
for a Global Women Champions Award (by the Global Connections for Women

Foundation, GC4W) for her outstanding contribution and leadership in business.

After launching her first business within three years of becoming a mother, her financial
success was recognised by being a finalist at the Best MumPreneur of the Year Awards,
presented at 10 Downing Street. Following a resultant offer and wishing to spend more
time with her daughter, she sold her first business to focus on social media, developing a
multi-site blog and online marketing portfolio that generated in excess of 600,000 +

visitors per month.

Lilach is consulted by journalists and regularly quoted in newspapers, business
publications and marketing magazines (including Forbes, The Telegraph, Wired, Prima
Magazine, The Sunday Times, The Guardian, Social Media Today and BBC Radio).
What’s more, her books have achieved No 1 on Amazon for Sales and Marketing and

Small Business and Entrepreneurship.

When Lilach isn’t working she enjoys spending time with her family and is an avid fan

of Zumba.
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