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What’s the Point?

Which measurement tools to useWhich measurement tools to use

What the data provided by those tools is really 
telling youtelling you 

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

How to package and share your “social media 
for public affairs” story with key stakeholders



Who am I? Why am I Here?



The Ragan/NASDAQ Study



Key Findings

– 66% say there is no standard– 66% say there is no standard
– 79% say they measure anyway
– Only about a quarter are satisfied with 

how they measurehow they measure
– 32% still use AVE
– 45% spend less than $5,000/yr on 

measurement



Audit



Know Your Goals



Know Your Audience



Have a Plan



Measure and Adjust



Key Idea

OUTCOMESOUTCOMES
NOTNOT

OUTPUTS



Tools



Free vs. Professional



Facebook Insights



Facebook Insights - Reach



Facebook Insights - Posts



Twitter Analytics



Twitter Analytics



bitly Stats



Hootsuite – Owly Overview



Hootsuite – Owly Breakdown



Hootsuite – Owly Links



Klout



Tweetreach



SocialMention



Monitoring Suites



Email



Google Analytics



Google Analytics - Social



Google Analytics - Breakout



Google Analytics - Campaigns



Where Else to Look

– CRM/AMSCRM/AMS
– Advocacy Tools
– Surveys



Explaining ROI



Make It Visual



Tell a Story



www.linkedin.com/in/chipgriffin



Find Me

Email chip@customscoop.com
Twitter @chipgriffin
LinkedIn www.linkedin.com/in/chipgriffinpg
Phone 603.227.9800
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Company Site www.customscoop.com


