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What's the Point?

v Which measurement tools to use

v What the data provided by those tools is really
telling you

v How to analyze when social media is actually
changing the conversation and advancing
business priorities

v How to package and share your “social media
for public affairs” story with key stakeholders
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Who am |? Why am | Here?




The Ragan/NASDAQ Study

PR Measurement




Key Findings

—66% say there is no standard
— 79% say they measure anyway

— Only about a quarter are satisfied with
how they measure

— 32% still use AVE

—45% spend less than $5,000/yr on
measurement
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Know Your Audience
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Have a Plan
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Key ldea
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Free vs. Professional
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Facebook Insights

Page Likes Post Reach Engagement

11,155 lolal Pags Likas 19& Iaotal Haeach !ﬂ Peopls Engagad ¥

& 0.F% rom last waek wA0.1% from |ast waak ¥ 11.7% from lasn weak

2 128 10
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Post Clicks F

Your & Most Recant Posts

Reach: Organic/Paid B Post Clicks M Likes, Commenis & Shares
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acebook Insights - Reach

Post Reach
Thee murminer of people who saw your posis.

BENCHMARK
COmpars your Bverage
performance over time.

Organic
Paid

Likes, Comments, and Shares
Thesae actions will help you reach more people.

BEMCHMARK
Compare your Bverags
performance over time.

Likes
‘Comments

Shares




Facebook Insights - Posts

All Posts Published
December 20, 2013 to March 19, 2014

Reach: Organic / Paid | » | [l Poat Clicka [l Likea, Commenta & Shares |

Publighed ~ | Post Type Targeting Reach
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Twitter Analytics
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Twitter Analytics

Interests Location Gender

Most unique interests (7 Top countries and states
- 74% M

65% Entrepreneurship

49% Startups Your followers also follow
41% Marketing 47% m GuyKawasaki - Profile

28% Leadership 45% n chrisbrogan - Profile
27% SEO BarackObama - Profile

Top interests (7) a Scobleizer - Profile

70% Technology E TechCrunch - Profile
85% Entrepreneurship ’ garyvee - Profile
64% Business and finance Top cities briansalis - Profile

57% Business and 11% Washington, D.C., US

g jowyang - Profile

n MarketingProfs - Profile

49% Startups 8% Boston, US

48% Tech news T% Mew York City, US

46% Politics and current events 4% Los Angeles, US

Marketing 4% San Francisco, US

Financial news

Leadership




bitly Stats
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Hootsuite — Owly Overview
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Hootsuite — Owly Breakdown

Region Clicks
United States 1,488
Japan 363
Canada 301
United Kingdom 266
Kenya
Spain
Netherlands
Brazil
Italy
Others




Hootsuite — Owly Links
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ow.lyf3MhaF google.comfsearch/?g=something
This iz the tweet message thatwas sent with the link. ITitis too long itwill be truncated.

ow. ly/3MhaF google.comfsearch/?g=something
This iz the tweet message thatwas sent with the link. ITitis too long itwill be truncated.

ow_lyf3MhaF google.comfsearch/?g=something
This iz the tweet message that was sent with the link. ITit is oo long itwill be truncated.

ow ly/3MhaF google.comfsearch/?g=something
This iz the tweet message thatwas sent with the link. ITitis too long itwill be truncated.

ow_lyf3MhaF google.comfsearch/?g=something
This iz the tweet message that was sent with the link, ITit iz oo lang itwill be truncated.

ow ly/3MhaF google.comfsearch/?g=something
This iz the tweet message thatwas sent with the link. Ifit is too lang itwill be truncated.

ow_lyf3MhaF google.comfsearch/?g=something
This iz the tweet message that was sent with the link. ITit is oo long itwill be truncated.

ow ly/3MhaF google.comfsearch/?g=something
This iz the tweet message that was sent with the link. Ifit is too lang itwill be truncated.

ow ly/3MhaF google.comfsearch/?g=something
This iz the tweet message that was sent with the link. ITitis too lang itwill be truncated.

ow ly/3MhaF google.comfsearch/?g=something
This is the tweet message thatwas sent with the link. ITit is too long it will be truncated.




PublicAffairsCouncil

The association for the public affairs profession and professional. Follow us for
news and perspectives on all things public affairs.

Public Relations Politics Social Media Advocacy Lobbying W View More Topics

©0

’ Dany Mehrad Fuertes ‘ \ PublicAffairsCouncil
@DMehradF O @PACouncil

Strong Stories and Images #PAC14: This morning we're
Form Blueprint to Grassroots hearing from @sissenberg
Success pac.org/news/grc- author of The Victory Lab on
2014 @PACouncil how #data and #analytics are
changing #politics.

‘ l. \ PublicAffairsCouncil

@PACouncil




Tweetreach

TweetReach Report for
@pacouncil

estimated reach

23,

accounts reached

activity

50 tweets 20 contributors

Mar 14 Mar 15 Mar 17

top contributors

highest exposure

’ @PACouncil
19.2Kimpressions FO'\

W Follow || 3,201 followers

most retweeted

Q_\ &PACouncil
26 retweets G

W Follow || 3,201 followers

meost mentiened

5 0 mentions

W Follow || 3,201 followers

?@v\ &PACouncil

Mar 18

exposure

49,236 ...

= 100 < 1k = 10k < 100k 100k+

Bars show number of tweets sent by users with that many
followers

6 replies T tweets

7 days

37 retweets
Mar 19

most retweeted tweets

PACouncil: "Super PAC" is here to stay; it is now in
5 ‘t the dictionary. Via @washingtonpost: ow.bifu Kim0
6 #PACs #campaignfinance
about 7 hours ago

@PACouncil # marchinthemidwest
6 days ago

. SarahKovit: There is no one size fits all approach
5 L to compliance @ashbylaw §StateandFederal
PACouncil: Content must be at the core of your
2 ' - digital marketing. &Mashable shares 7 tips for
o maximizing content in social media ow.by/uvlys
7 days ago




SocialMention

Show apps

socialmention” | @pacouncil

Advanced Search
(_search | Freferences

Mentions about council
14% 5:1 @pa
strength  sentiment 5o By (e %) Resuits: (Rnime %)

Results 1 - 15 of 36 mentions.

76% 46%

passion reach
2 hours avg. per mentlon
last mention 5 hours ago
23 unique authors

64 retweets

Sentiment

positive [ ]
neutral ]
negative 1

Top Keywords

pacouncil ]
stateandfederal [N
sarahkovit [ |
marchinthemidvilill
ashbylaw [ |
compliance [ ]

lobbying [ ]

time [ ]

lobbyist [ ]

trend [ ]

Top Users

SarahKovit [ ]
PACouncil [ ]
StateandFederaN
ErikaCompart [N

¥ RT @PACouncil: "Super PAC” is here to stay: it is now in the

dictionary. Via @washingtonpost: http #t.coMpys0Vaagzb #PACs
#campaignfinance

twitter.com/OFBFPubPolicy/status/d46328502444579840

5 hours ago - by n @OFBFPubPolicy on twitter

@PACouncil Thanks for sending along. Looks like Twitter is
trending up!

twitter.com/MultiState Assoc/status/44631 5836828299264

5 hours ago - by =4 @MultiStateAssoc on twitter

BT @PACouncil: "Super PAC" is here to stay: itis now in the
dictionary. Via @washingtonpost: http:/t.co/M/pysOVgazb #PACs
#campaignfinance

twitter.comMarkCWills/status/446294063973841250

7 hours ago - by . @MarkCWills on twitter

RT @PACouncil: "Super PAC" is here to stay: it is now in the
dictionary. Via @washingtonpost: http/t.co/Mpys0Vaaqzb #PACs

#campaignfinance
twitter.comitygrgal/status/a46293340590731264
7 hours ago - by i @tygrgal on twitter

BT @PACouncil: Via @guardian: Businesses should think of
#social as a way to get work done rather than a way to spread
messages. hitpJftc...

twitter.comitygrgal/status/446293319434653696

7 hours ago - by - @tygrgal on twitter




Monitoring Suites

eOutreach Chip Griffin | Help & Training | [E="R4
(@) CustomScoop

@@ Live Chat

55 All Results \View | Edit |

Since Tuesday, March 18 at 9:00 AM Change Time

Simple Mentions 11 off 1-100 of 559 ¥ 44 SortBy @+

[ Twitter (Blogs) ERPDew: White Paper: Top Social Media Monitoring Tools of 2012 htt Mar 19th, 5:19 pm @

Abstract: ...ERPDev: White Paper: Top Social Media Monitoring Rating: Unrated
ERP Dev (ERPDev)
ERF Dex (ERPDey Tools of 2012 http://t.co/vf3IKN3eXp ...
Followers: 36

Add Notes: [
Following: 0 Keywords: Media Monitoring (Tw) = faveibiotes)

Alexa: 11 Tags: |_Tagt ]

Twitter (Blogs) NZStrongbox: RT @MuckRock: What's trending at Homeland Security' Mar 19th, 5:19 pm [ @

F— Abstract: ...NZStrongbox: RT @MuckRock: What's trending at Rating: Unrated
Airbridge (NZStrongbox) - :

Sl sl Homeland Security? Help MuckRock scour the DHS social
Followers: 86 media monitoring handbook! http://t.co/hgg3MDIgsl ... Add Notes: [
Following: 209

Save Note |
Keywords: Media Monitoring (Tw)
Alexa: 11

Tags: | Taght |

Twitter (Blogs) EngageThePage: White Paper: Consumer Driven Innovation via Social Mar 19th, 5:19 pm [ @ | k|

Ennuas The Pase (Enaaaet Abstract: ...EngageThePage: White Paper: Cansumer Driven Rating: Unrated

Innovation via Social Media Monitoring
Followers: 5013 http://t.co/VXiu6FXphh ...

Add Notes: | Save Note |
Fellowing: Jaia Keywords: Media Monitoring (Tw)
Alexa: 11

Tags:
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Google Analytics

Pages Dec 14,2013 -Jan 13, 2014 ~

Emall Export ~ Addto Dashboard Shortcut

<r
All Visits
100.00%

Explorer Mavigation Summary In-Page

Pageviews ~ | V5. Selecta metric

Day Week Month o4 +%

® Pageviews
1,000

Primary Dimension: Page Page Title Other =

Secondary dimension ~ | Sort Type: Defaut -

Q advanced H @ = | T

Unigque Pageviews Avg. Time on Page
Pageviews ¥ Entrances Bounce Rate Page Value

11,056 8,292 00:01:52 3,980

% of Total: 100.00% % of Total: 100.00% Site Awg: 00:01:52 % of Total: 100.00%
! (8,292) (0.00%) (3,960)

46.33% 36.00% $0.00

Site Avg: 46.33% Site Avg: 36.00% % of Total: 0.00%
(11,056) (0.00%) (0.00%) ($0.00)
2,242 1,523 00:01:06 1,343 29.49% 28.01% $0.00
ffinancing/ 470 383 00:02:20 50 76.00% 41.49% $0.00




Google Analytics - Social

Primary Dimension: Soclal Network  Landing Page  Other

Secondary dimension ~ | Sort Type: Default

Q, advanced

Conversions

Acquisition Behavior

Social Network

< % New Visits New Visits Bounce Rate Pages / Visit Avg. Visit Goal Conversion e, Goal Value

Completions
Duration Rate

279  39.78% 111 62.37% 2.59 00:04:44 0.00% 0 $0.00
. b lJT;;a?I] S 3 .; . 4 ; Site Avg: 79.77% Site Avg: 1.65 Site Avg: 1}1?:1} 3 Site Awvg: 0.00% % of Total: % of Total:

(-21.82%) (57.33%) (289.83%) (0.00%) 0.00% (0) 0.00% ($0.00)

Facebook 183 (65.59%) . 15% 57 (51.35%) 60.11% 2.70 :05: 0.00% 0 (0.00%) | $0.00 (0.00%)

Twitter B5 (30.47%) 51.76% 44 (39.64%) 65.88% 2.51 0.00% 0 (0.00%) | $0.00 (0.00%)
Linkedin 10 (3.58%) 90.00% 9 (B.11%) 70.00% 1.40 0.00% (0.00%) | $0.00 (0.00%)

Tumblr 1 (0.36%) 100.00% 1 (0.90%) 100.00% 1.00 0.00% (0.00%) | $0.00 (0.00%)




Google Analytics - Breakout

Acquisition Behavior Conversions

Social Netwaork Destination Page

Goal Goal
% New Visits New Visits Bounce Rate Avg. Visit e Cempletions

183 31.15% 57 60.11% 00:05:14 0.00% 0

% of Total: Site Avg: % of Total: Site Avg: Site Avg: Site Avg: % of Total:
5.50% 83.44% 2.05% T9.77% 1.65 00:01:13 0.00% 0.00% (0)
(3,327) (-62.67%) (2,776) (-24.65%) (331.83%) (0.00%)

Riixlts v Duration

38 (20.77%) 0.00% 0 (0.00%) 21.05% . 00:10:43 0.00% 0 (0.00%) |
27 (14.75%) 88.89% @ 24 (42.11%) 96.30% . 00:00:04 0.00% (0.00% )%,

/updates/ 22 (12.02%) 0.00% 0 (0.00%) 68.18% . 0.00% (0.00%)

labout-us/our-members/ 17 (9.29%) 5.88% 1 (1.75%) 70.59% . 0.00% (0.00%)

16 (B.74%) B7.50% 14 (24.56%) B7.50% . 0.00% (0.00%)
(4.92%) B66.67% @ 6 (10.53%) T7.78% . 0.00% (0.00%)
(3.83%) 71.43% 5 (B.77T%) 85.71% . 0.00% (0.00%)

(2.19%) 0.00% 0 (0.00%) 50.00% K 0.00% (0.00%)

25.00% 1 (1.75%)

1 (1.75%)




Google Analytics - Campaigns

URL builder

CAMPAIGNS

Add Custom Campaign parameters to your URLs.
NEXT: BEST PRACTICES FOR CREATING CUSTOM CAMPAIGNS

Fill in the form below and click the Submit button in order to create UALs for custom campaigns for website tracking.
Usa the Google Play URL builder tool 8 for mobile app tracking.

When you enter your UAL, you need to escape special characters. For example, if your URL contains a string such as
topic=1638563ard=1, you need to escape the ampersand, and enter that portion of the URL like this:
topic=1638563aamp; rd=1

Step 1: Enter the URL of your website.

Website UAL *
E
{a.g. http:dfwwrw.urchin.com/download. htm()

Step 2: Fill in the fields below. Campaign Source, Campaign Medium and Campaign Mame should always be
used.

Campaign Source *

{refemer google, citysearch, newsletterd)

Campaign Medium *

{marketing medium: cpc, banner, email)

Campaign Term

{identify the paid keywords)

Campaign Cantent




Where Else to Look

— CRM/AMS
— Advocacy Tools
— Surveys




Explaining RO
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Tell a Story

-




www.linkedin.com/in/chipgriffin

Linked|[}]-

Chip Griffin
The Virtual Chief Digital Officer

Greater Boston Area | Public Relations and Communications

Current  Managing Partner & Virtual Chief Digital Officer at Franeo
Founder, Chairman & CEO at eOutreach / CustomScoop
Past Chief Digital Officer at DCI Group
Executive Producer & Publisher at Eaglon
Managing Director at AOS Ventures
see all -
Education American University
Portsmouth High School

Recommendations 8 people have recommended Chip
Connections 500+ connections
Websites Pardon the Disruption Blog

Personal Website
The Virtual CDO Blog

Chip Griffin's Summary

Chip Griffin became cne of the first individuals to serve as a Chief Digital Officer of any major
public relations firm. A pioneer in digital communications since the mid-1980's when he was
named CEO of Townhall.com at the age of 23, he currently serves as Managing Partner and
Virtual Chief Digital Officer for Franeo. He also co-founded CustomScoop, a media monitoring
software and services company.




Find Me

Email chip@customscoop.com
Twitter @chipgriffin

LinkedIn www.linkedin.com/in/chipgriffin
Phone 603.227.9800

Personal Blog ~ Www.chipgriffin.com

Company Site ~ Www.customscoop.com




