
Evalua&ng	
  Social	
  Media	
  
Beyond	
  the	
  Numbers	
  

	
  
Peg	
  Van	
  Pa<en	
  



Measurement	
  vs	
  Evalua&on	
  	
  ?	
  
	
  �  1.	
  Measurement	
  =	
  collec&ng	
  data	
  

�  2.	
  Analysis	
  of	
  data	
  

�  3.	
  Insights	
  gained>	
  evalua&on	
  	
  

�  4.	
  Strategy	
  	
  

Feed	
  back	
  to	
  beginning	
  in	
  itera&ve	
  process	
  

Integrate	
  social	
  media	
  evalua&on	
  into	
  overall	
  Communica&on	
  
strategy	
  

	
  
	
  



Step	
  One	
  
l  To	
  evaluate	
  success,	
  first	
  ask	
  why	
  are	
  you	
  using	
  social	
  media?	
  

l  Define	
  your	
  goals	
  	
  -­‐-­‐aligned	
  to	
  Strategic	
  Plans	
  
l  Once	
  you	
  have	
  goals,	
  you	
  can	
  define	
  audience;	
  one	
  you	
  know	
  

audience	
  you	
  can	
  figure	
  out	
  a	
  way	
  to	
  judge	
  success.	
  

Example:	
  my	
  goal	
  is	
  reaching	
  news	
  media,	
  do	
  I	
  know	
  which	
  
journalists	
  use	
  social	
  media?	
  	
  

Strategy:	
  email	
  them	
  and	
  ask,	
  or	
  look	
  for	
  pages	
  aWer	
  compiling	
  
names	
  

Success:	
  Did	
  I	
  make	
  useful	
  contacts?	
  Were	
  my	
  pitched	
  stories	
  picked	
  
up?	
  Did	
  a	
  journalist	
  a<end	
  my	
  event?	
  	
  Did	
  I	
  alienate	
  anyone?	
  

	
  



Some	
  example	
  of	
  goals	
  

�  Increase	
  awareness/branding	
  of	
  organiza&on	
  

�  Make	
  users	
  aware	
  of	
  services	
  offered	
  

�  Generate	
  leads	
  for	
  media	
  or	
  new	
  media	
  contacts	
  

�  Publicize	
  events	
  to	
  increase	
  a<endance	
  



Keep	
  your	
  mission	
  in	
  mind	
  
�  Once	
  content	
  is	
  aligned	
  with	
  your	
  strategic	
  

plan,	
  use	
  SMART	
  objec&ves	
  

�  Balance	
  post	
  subjects	
  with	
  your	
  focus	
  areas	
  

�  Then	
  use	
  metrics	
  to	
  judge	
  whether	
  or	
  how	
  
much	
  social	
  media	
  achieved	
  towards	
  each	
  goal	
  	
  	
  	
  

�  Example:	
  goal	
  of	
  publicizing	
  events	
  –	
  pos&ng	
  
our	
  shellfish	
  mee&ngs	
  as	
  events	
  on	
  our	
  FB	
  page	
  
was	
  not	
  effec&ve.	
  	
  	
  Pos&ng	
  event	
  on	
  topic	
  
interest	
  pages	
  instead	
  worked.	
  	
  



Ways	
  to	
  Collect	
  Data	
  
�  Content	
  analysis	
  –	
  sen&ment,	
  engagement	
  

�  Primary	
  research	
  –	
  web,	
  phone,	
  mail,	
  direct	
  

�  Web	
  analy&cs	
  
�  FB	
  insights,	
  Google	
  Analy&cs,	
  Twi<er	
  stats,	
  etc.	
  	
  
�  Use	
  programs	
  like	
  Sprout	
  Social,	
  Crowd	
  Booster,	
  Hoot	
  Suite	
  –	
  

some	
  allow	
  comparisons	
  to	
  peers,	
  others	
  track	
  sen&ment	
  and	
  
latest	
  topical	
  content	
  





How	
  do	
  you	
  know	
  what	
  works?	
  
�  If	
  SM	
  post	
  points	
  to	
  web	
  site	
  or	
  publica&on	
  to	
  download,	
  

web	
  stats	
  for	
  post	
  day	
  show	
  success	
  if	
  increased	
  

�  Look	
  for	
  real	
  engagement	
  (rela&onships	
  with	
  people),	
  not	
  
numbers	
  of	
  Likes,	
  Friends	
  or	
  clicks	
  alone.	
  	
  

�  Ask	
  people	
  –	
  we	
  asked	
  a<endees	
  at	
  talks	
  
�  Profile	
  users	
  
�  Insights	
  can	
  come	
  from	
  &ming	
  of	
  spikes	
  related	
  to	
  your	
  

ac&vi&es.	
  	
  

�  Listen	
  in	
  –	
  monitor	
  your	
  men&ons	
  on	
  FB,	
  Twi<er,	
  #s,	
  etc.	
  



What	
  metrics	
  
�  Use	
  but	
  don’t	
  be	
  limited	
  to	
  quan&ta&ve	
  metrics:	
  

likes,	
  shares,	
  comments,	
  retweets	
  etc.	
  	
  

�  Use	
  only	
  demographics	
  that	
  ma<er	
  to	
  you.	
  	
  

�  Read	
  “Measure	
  What	
  Ma<ers”	
  	
  

�  –by	
  Ka&e	
  Delahaye	
  Paine	
  	
  

	
  	
  	
  	
  	
  

	
  



What to do with them 
�  Metrics like FB insights, Twitter stats, etc. can be 

compared by timeframe, topic, method of  delivery, 
or compare to similar programs 

�  Example: goal – increase interest in safe seafood 
posts by 20% over 6 months.  

�  Example: goal – increase use of  CTSG coastal 
planting guide pdf  by featuring on social media. 
Check web downloads following posts and compare 
to other promotion methods. Compare interest in 
fall post with spring posts, garden site posts etc. 



Engagement/influence	
  
�  Engage	
  with	
  power	
  influencers	
  in	
  the	
  topic	
  –	
  those	
  with	
  

huge	
  following	
  on	
  specific	
  topic	
  presented	
  

�  Share	
  content	
  when	
  missions	
  overlap.	
  Then	
  if	
  it	
  is	
  liked	
  or	
  
passed	
  on,	
  count	
  it	
  as	
  success.	
  	
  

�  Who	
  took	
  ac&on	
  based	
  on	
  your	
  message?	
  	
  Did	
  anyone	
  
benefit?	
  Find	
  out	
  from	
  comments.	
  Give	
  contacts	
  in	
  post.	
  

�  Quality	
  trumps	
  quan&ty	
  –	
  one	
  seaweed	
  grower	
  who	
  says	
  he	
  
used	
  our	
  YouTube	
  videos	
  to	
  start	
  a	
  business	
  is	
  worth	
  much	
  
more	
  than	
  many	
  clickers	
  who	
  liked	
  it.	
  	
  Weight	
  these.	
  



Evaluating engagement 
with weighted scale 

Demonstrated behavior (5) 

Positive sentiment expressed (4) 

Retweets, 
shares, reposts, 
hashtag use (2) 

Likes, clicks, 
unique visitors 

(1) 

Repeat visitors, 
comments, 

followers  (3) 

Impressions (1) 



Create	
  a	
  dashboard	
  or	
  
spreadsheet	
  

�  Compile	
  and	
  compare	
  success	
  of	
  your	
  various	
  social	
  media	
  
methods	
  	
  

�  If	
  mul&ple	
  people	
  on	
  your	
  team	
  post	
  (e.g.	
  extension	
  staff	
  in	
  
FL)	
  a	
  dashboard	
  can	
  compile	
  people,	
  posts	
  and	
  plamorms	
  

�  Tracking	
  the	
  parameters	
  that	
  ma<er	
  consistently	
  allows	
  
comparisons	
  and	
  reveals	
  trends	
  





Spreadsheet or table 
�  Include timeframe 

�  Include channels utilized 

�  Include reach, impressions, etc. 

�  Sentiment and engagement 

�  Impact and influence 

�  Other methods used (e.g., podcasts, press release) 

�  See sample Transparency and Methodology Standard 
Table: www.amecorg.com 



Sproutsocial dashboard 



Let’s Compare… 



Making	
  Choices	
  
�  Evalua&on	
  should	
  also	
  help	
  you	
  decide	
  how	
  much	
  of	
  your	
  &me	
  and	
  

budget	
  should	
  be	
  devoted	
  to	
  social	
  media	
  
What	
  por&on	
  of	
  your	
  stakeholders	
  depend	
  on	
  social	
  media?	
  
	
  
Example:	
  CTSG	
  found	
  that	
  in	
  one	
  target	
  stakeholder	
  group,	
  shellfish	
  

growers,	
  very	
  few	
  used	
  social	
  media	
  and	
  in	
  some	
  cases,	
  did	
  not	
  use	
  
the	
  Internet	
  at	
  all	
  for	
  marke&ng.	
  	
  (survey	
  at	
  shellfish	
  mee&ngs,	
  email,	
  	
  
and	
  personal	
  asking)	
  

Evalua&on	
  >	
  Ac&on:	
  we	
  use	
  another	
  way	
  to	
  interact	
  with	
  this	
  group	
  now,	
  
and	
  Extension	
  will	
  hold	
  an	
  Internet	
  training	
  session	
  for	
  them	
  on	
  using	
  
social	
  media	
  and	
  web	
  sites	
  for	
  marke&ng!	
  

	
  



Evalua&on	
  >	
  OPM	
   
 
CTSG FB page: 50 views, 395 likes 
 
Evaluation of this metric led to action – 
use OPM for broader exposure 
 
UConn  Instagram: 11,277 followers 
AquaKids TV Series 50,000+  
 
 
 



Use	
  OPM	
  	
  
�  Use	
  Other	
  Peoples	
  Media	
  	
  -­‐	
  some&mes	
  most	
  important	
  

tracking	
  numbers	
  are	
  NOT	
  YOURS	
  
�  especially	
  effec&ve	
  for	
  groups	
  and	
  small	
  programs	
  
�  use	
  group	
  interest	
  pages	
  including	
  topics	
  and	
  towns	
  or	
  

coun&es	
  
�  University	
  and	
  others’	
  social	
  media	
  reach	
  may	
  be	
  greater	
  	
  
than	
  your	
  own.	
  	
  Own	
  it!	
  	
  	
  
	
  	
  	
  


