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• Today:

o What are social media analytics?

o Methodologies

o Metrics

o Tools

Social media analytics
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First – a reminder of the scale of social media
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• Asking the right questions is the most important first stage of any audit

• There are some things social media analytics are well suited for….

… and some they are not

Why analytics?

How can social media 
support our existing 
PR and marketing 

efforts?

How can social media 
support our existing 
PR and marketing 

efforts?

How can we make 
best use of internal 
resources to tell their 

stories?

How can we make 
best use of internal 
resources to tell their 

stories?

Would we benefit 
from a presence on X 

platform?

Would we benefit 
from a presence on X 

platform?

Are we missing out 
on something that 

could have a positive 
impact on my 
organisation?

Are we missing out 
on something that 

could have a positive 
impact on my 
organisation?

Are we able to use 
social media to 

extend or vary our 
audience?

Are we able to use 
social media to 

extend or vary our 
audience?

Is there content we 
would benefit from 

that we can access via 
social media?

Is there content we 
would benefit from 

that we can access via 
social media?

How can we increase 
our overall online 

presence?

How can we increase 
our overall online 

presence?

How can we maintain 
a consistent brand 

online?

How can we maintain 
a consistent brand 

online?

How can we 
objectively measure 
the success of using 
social media in a 

campaign?

How can we 
objectively measure 
the success of using 
social media in a 

campaign?

What are the next 
five things we should 
do with social media?

What are the next 
five things we should 
do with social media?

How can we evaluate 
the potential value of 
a proposed social 
media partnership?

How can we evaluate 
the potential value of 
a proposed social 
media partnership?

Can we engage 
customers, partners 
and local businesses 

in new ways?

Can we engage 
customers, partners 
and local businesses 

in new ways?

Are we using social 
media as a market-
leader should?

Are we using social 
media as a market-
leader should?

How can we make 
best use of the wealth 
of content we have as 
an organisation?

How can we make 
best use of the wealth 
of content we have as 
an organisation?

How do we make 
sure we are always 
where our public 
expects us to be?

How do we make 
sure we are always 
where our public 
expects us to be?
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Traditional analytics

Reach Conversion
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The social media gap

Reach Conversion
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•With four questions:

How do I get started?

What do I want to 

know?
What existing 
data is there?

How will I use the 

results?
How can I get the 

data I need?
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• Could be your own:

o Sales figures

o Offline conversion rates

o Web traffic figures

o Historic social media figures

o Enquiries through social media 

• Or other peoples’:

o Has anyone carried out a report into this field before?

o Competitors’ Twitter and Facebook accounts

o Information from sites like Alexa.com

Existing data
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• Audit data

o There are many ways to conduct an audit – we’ll look at a few later

o But the important point is that with a bit of time and effort there 

are many basic measures that can be made without spending loads 

of money

o Small measurements made and recorded frequently can be more 

useful than large-scale audits every 6 months or a year

o This is because social data fades quickly

• Timing is important: as a rule of thumb, specific data more than 6 

months old, and generic data more than a year old shouldn’t be used

Fetching your own data
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Action plan

• Sources
• Outputs
• Search 
terms

DefineDefine

• Run 
searches

• Record 
statistics

Gather

• Illustrate 
results

• Explain / 
explore

Interpret
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Audit

Example process

Methodology 
development

Development of 
methodology

Needs / goals 
analysis

Methodology 
prototyping

Methodology 
approved

Dataset creation 
& formatting

Data acquisition

Analysis

Report generated

Strategy

Feedback against 
set goals

Draft report

Final report

Presentation
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• Our first stage is therefore to identify your 
needs and goals in some detail – as well as any 

potential obstacles

• An important part of this stage is to identify 

what data is available upfront (e.g. web 

analytics, market research)

• Our full methodology document defines 

objectives, sources, metrics, outputs, processes, 

search terms, tools used, report structure and 

baselines for campaign comparison

•We create a prototype based on this 

methodology and test it with a sample of live 

data before we set it live

Methodology development - example

Development of 
methodology

Needs / goals analysis

Methodology prototyping

Methodology approved
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Back to the diagram

Reach ConversionEngagement
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What we hear

Individual 
comments

Sentiment Topics

Conversation 
locations

Frequency
Who is 
speaking

Brand 
awareness

Share of 
voice

Trends
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Overview
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Trends
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Analysis 
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Analysis 
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Challenges

Quality Resources

Context Meaning
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Frequent updates

Listen

Learn

Modify 

Listen again
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Live
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• Toyota campaign famously assigned each like an AUS $5 value

The ROI question - what value a ‘like’?
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Free tools

Klout PeerIndex
Twitter 
analytics

Google 
analytics

Google 
insight

Facebook
insight

YouTube 
insights

Google 
search

Alexa, etc
Manual 
counting
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• Vary from £10 a month to £1,500 a month plus!

• All offer similar features, but beware:

o How far back does the database go?

o What does it cover (many do not cover Facebook or Twitter, or 

don’t do it well)?

o Are you paying per result?  Per client?  Per search?

• Always ask for a free trial, not a demonstration

• Always test it with your most difficult examples!

Non-free tools



the independent integrated agency

Thank you


