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Today’s	
  Experience	
  



Why	
  do	
  Digital	
  Media	
  Measurement?	
  



Why	
  do	
  Digital	
  Media	
  Measurement?	
  

To understand and optimize 
the contributions that 
social media activities 
make to the business 



The	
  Three	
  Levels	
  of	
  Analy5cs	
  Maturity	
  
Greater	
  Capability	
  =	
  More	
  Strategic	
  Contribu5on	
  

Source:	
  MIT/SAS,	
  The	
  Talent	
  Dividend,	
  Spring	
  2015	
  



Case	
  Study:	
  CVS	
  
Objec5ve:	
  Gauge	
  Consumer	
  Reac5on	
  to	
  Strategy	
  ShiW	
  

Learnings	
  
We	
  saw	
  great	
  response	
  in	
  men5ons	
  that	
  far	
  exceeded	
  
our	
  benchmark,	
  consumer	
  sen5ment	
  was	
  
overwhelmingly	
  posi5ve,	
  Facebook	
  and	
  TwiYer	
  saw	
  
significant	
  fan	
  growth,	
  and	
  many	
  users	
  challenged	
  
compe5tors	
  to	
  follow	
  suit	
  	
  
	
  
Measurement	
  
Our	
  focus	
  here	
  was	
  to	
  fluidly	
  focus	
  on	
  social	
  listening	
  to	
  
understand	
  the	
  conversa5on	
  volumes	
  by	
  channel,	
  
sen5ment,	
  trending	
  keywords,	
  and	
  influencers	
  while	
  
manually	
  analyzing	
  engagements	
  and	
  comments	
  across	
  
social	
  pla]orms	
  to	
  see	
  how	
  this	
  event	
  compared	
  in	
  
impact	
  to	
  our	
  benchmark	
  	
  
	
  
Future	
  
We	
  will	
  con5nue	
  to	
  monitor	
  the	
  conversa5ons	
  for	
  
insights	
  while	
  retaining	
  these	
  findings	
  as	
  a	
  measuring	
  
s5ck	
  against	
  other	
  future	
  important	
  company	
  
announcements	
  

Business	
  Ques1on	
  
How	
  will	
  consumers	
  respond	
  to	
  CVS’s	
  
announcement	
  of	
  the	
  decision	
  to	
  cease	
  the	
  sale	
  
of	
  cigareYes	
  and	
  tobacco	
  products	
  
	
  	
  
	
  
Business	
  Solu1on	
  
Leverage	
  social	
  media	
  as	
  PR	
  message	
  
amplifica5on,	
  as	
  well	
  as	
  measurement	
  of	
  
conversa5on	
  and	
  sen5ment	
  toward	
  the	
  brand	
  
	
  	
  
	
  
Strategic	
  Approach	
  
Employ	
  Facebook	
  promoted	
  posts	
  and	
  tweets	
  
linking	
  to	
  the	
  press	
  release	
  or	
  YouTube	
  video	
  and	
  
then	
  listen	
  in	
  real	
  5me	
  to	
  conversa5on	
  sources,	
  
volumes,	
  and	
  sen5ments	
  for	
  the	
  subsequent	
  48	
  
hours	
  
	
  



Case	
  Study:	
  CVS	
  
One	
  Year	
  Later	
  



Fundamentals	
  1	
  
Digital	
  Metrics	
  

•  Metric:	
  	
  
–  A	
  count,	
  percentage	
  or	
  ra5o	
  that	
  describes	
  a	
  trend	
  or	
  event	
  

•  Metrics	
  primarily	
  come	
  from:	
  
–  Company	
  servers	
  
–  Social	
  networks,	
  e.g.,	
  Facebook,	
  TwiYer	
  
–  Sharing	
  sites,	
  e.g.,	
  YouTube,	
  Pinterest,	
  
–  Third-­‐party	
  analy5cs,	
  e.g.,	
  Omniture,	
  	
  Google,	
  KissMetrics	
  
–  Listening	
  and	
  engagement	
  pla]orms,	
  e.g.	
  Hootsuite,	
  Radian	
  6,	
  
Brandwatch,	
  Netvibes	
  

•  Metrics	
  are	
  typically	
  reported	
  in:	
  
–  Reports	
  
–  Dashboards	
  
–  Conversa5ons	
  



Google	
  Analy5cs	
  Example	
  



Fundamentals	
  1	
  
Categories	
  of	
  Digital	
  Metrics	
  

1.  Adver5sing	
  (e.g.	
  impressions,	
  reach)	
  
2.  Audience/traffic	
  (e.g.	
  unique	
  visitors,	
  visits)	
  	
  
3.  Site	
  naviga5on	
  and	
  site	
  performance	
  (e.g	
  bounce	
  rate,	
  

latency)	
  
4.  Media	
  consump5on	
  (e.g.	
  page	
  views)	
  
5.  Engagement	
  and	
  interac5on	
  (e.g.	
  clicks,	
  plays)	
  
6.  Amplifica5on	
  and	
  endorsement	
  (e.g.	
  pins,	
  shares)	
  
7.  Conversion	
  (e.g.	
  checkout,	
  email	
  capture	
  rate)	
  
8.  E-­‐commerce	
  (e.g.	
  customers,	
  average	
  order	
  value)	
  
9.  Ad	
  effec5veness	
  (e.g.	
  brand	
  liW)	
  



Fundamentals	
  1	
  
What	
  Makes	
  a	
  Good	
  Metric?	
  Ques5ons	
  to	
  Ask.	
  

Adapted	
  	
  by	
  Philip	
  Napoli	
  from	
  The	
  Digital	
  Metrics	
  Field	
  	
  Guide,	
  appears	
  in	
  Measuring	
  Media	
  Impact,	
  The	
  Lear	
  Center,	
  Winter	
  2014	
  



Why	
  was	
  the	
  Field	
  Guide	
  wriYen?	
  

What?	
  
Does	
  it	
  mean?	
  

Oh!	
  
Now	
  I	
  get	
  it.	
  

Ahh	
  …	
  
We	
  understand	
  Impact	
  	
  

+	
   =	
  



Field	
  Guide:	
  What’s	
  Inside?	
  

•  197	
  metrics	
  
–  Web,	
  digital,	
  social,	
  
email	
  

•  150+	
  research	
  
studies	
  
–  What	
  we	
  know	
  
about	
  them	
  

•  12	
  invited	
  essays	
  
–  Present	
  and	
  future	
  
of	
  measurement	
  



Fundamentals	
  1	
  
Think	
  Outside	
  the	
  Category	
  

•  Put	
  the	
  metrics	
  in	
  a	
  framework	
  to	
  tell	
  a	
  story	
  about	
  
how	
  a	
  digital	
  ini5a5ve	
  is	
  expected	
  to	
  work,	
  and	
  how	
  
it	
  is	
  working	
  



A	
  Case	
  That	
  Reflects	
  Most	
  of	
  the	
  Learning	
  
Oscar	
  Mayer	
  

•  Reasons	
  the	
  brand	
  went	
  social	
  
–  Generate	
  Sales	
  Leads	
  
–  Establish	
  BeYer	
  Customer	
  Service	
  
–  Engender	
  Consumer	
  Loyalty	
  
–  Address	
  A	
  PR	
  Situa5on	
  
–  ShiW	
  Brand	
  Percep5ons	
  

•  Strategy:	
  
–  	
  Increase	
  Consumer	
  Involvement	
  With	
  Brand	
  

•  Their	
  Theory	
  (based	
  on	
  academic	
  research):	
  	
  
	
  

Mul5ple	
  
Objec5ves	
  
for	
  Social	
  

More	
  Advocacy	
  —>	
  BeYer	
  Performance	
  



Advocacy	
  

Engagement	
  

Par1cipa1on	
  

Awareness	
  

Re
la
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Tenet:	
  Advocacy	
  Emerges	
  from	
  Brand	
  Rela5onships	
  
That	
  are	
  Progressively	
  More	
  Involving	
  

Consumer	
  passively	
  receiving	
  messages	
  
about	
  the	
  brand	
  

• 	
  	
  Impressions	
  Served	
  
• 	
  	
  Reach	
  
• 	
  	
  Brand	
  Men;on	
  Amplifica;on	
  

Greater	
  and/or	
  more	
  frequent	
  effort	
  to	
  engage	
  with	
  the	
  brand	
  
and	
  share	
  content	
  with	
  others	
  

• 	
  	
  	
  Avg.	
  Daily	
  Ac;ve	
  Users/Fan	
  Base	
  
• 	
  	
  %	
  Sharing	
  
• 	
  	
  #	
  of	
  Repeat	
  Comments/Likes	
  

A	
  simple	
  effort	
  to	
  interact	
  with	
  the	
  brand	
  
• 	
  	
  Click	
  Through	
  Rate	
  (CTR)	
  On	
  Content	
  
• 	
  	
  Number	
  of	
  Submissions	
  (Simple	
  	
  Response)	
  
• 	
  	
  “Likes”	
  
• 	
  	
  Coupon	
  Take	
  Rate	
  

The	
  consumer	
  is	
  commiJed	
  to	
  the	
  brand	
  and	
  is	
  speaking	
  (unsolicited)	
  on	
  
behalf	
  of	
  the	
  brand	
  with	
  other	
  consumers	
  

• Posi;ve	
  UGC	
  on	
  Brand’s	
  Behalf	
  
• 	
  	
  	
  Net	
  Promoter	
  Score	
  
• 	
  	
  	
  #	
  Social	
  Recommenda;ons	
  to	
  Friends	
  



Awareness	
   Par1cipa1on	
   Engagement	
   Advocacy	
   Bus	
  
Results	
  

Imp	
   Rch	
   Mnt	
   CTR	
   Sub	
   Like	
   Cpn	
   Fan	
   Shr	
   Ret	
   Sen	
   NPS	
   Rec	
  

Sales	
  

Cust.	
  
Serv.	
  

Loyalty	
  

Repu-­‐
ta5on	
  

Brand	
  

Frameworks	
  Organize	
  Metrics	
  for	
  Analysis	
  

•  Summary	
  or	
  Managerial	
  View	
  
•  Track	
  and	
  trend	
  for	
  insight	
  
•  Tie	
  to	
  social	
  media	
  ac5vi5es	
  and	
  business	
  results	
  
•  Drill	
  down	
  



Sidebar:	
  General	
  and	
  Specific	
  Frameworks	
  
There	
  are	
  Many	
  of	
  Them	
  …	
  Here’s	
  a	
  Few	
  

Influencer	
  

SM	
  Marke5ng	
  Funnel	
  

Engagement	
  •  There	
  are	
  general	
  frameworks	
  
and	
  narrow,	
  specific	
  	
  frameworks.	
  

•  Use	
  a	
  combina5on	
  to	
  “zoom’	
  in	
  
and	
  out	
  



Fundamentals	
  2	
  
Digital	
  Metrics	
  Reali5es	
  

•  Not	
  many	
  people,	
  brands	
  or	
  businesses	
  understand	
  social	
  
media	
  metrics,	
  what	
  they	
  mean,	
  or	
  which	
  ones	
  to	
  use	
  
–  What	
  the	
  ????.	
  Reliance	
  on	
  “vanity	
  measures.”	
  It’s	
  up	
  to	
  you.	
  

•  Data	
  quality	
  varies	
  
–  “Determinis5c”	
  data:	
  5ed	
  to	
  a	
  person	
  has	
  the	
  highest	
  quality	
  but	
  	
  

there	
  are	
  cross-­‐pla]orm	
  issues	
  
–  Tags:	
  contain	
  informa5on	
  that	
  brands	
  want	
  to	
  track,	
  e.g.	
  source,	
  ad,	
  

keyword,	
  etc	
  
–  Cookie-­‐based:	
  capture	
  relevant	
  informa5on	
  but	
  can	
  be	
  misleading	
  due	
  

to	
  dele5on	
  
–  Bot	
  traffic:	
  non-­‐human	
  traffic	
  can	
  be	
  benign	
  or	
  malicious	
  (click	
  fraud)	
  

•  Bot	
  traffic:	
  56%	
  for	
  larger	
  sites;	
  up	
  to	
  80%	
  for	
  blogs	
  
•  22%	
  of	
  web	
  traffic	
  is	
  caused	
  by	
  evil	
  “impersonator”	
  bots	
  (hYp://
goo.gl/Rhu20M)	
  



Fundamentals	
  2	
  
Reali5es	
  Con5nued	
  

•  Many	
  brands	
  have	
  difficulty	
  geyng	
  a	
  holis5c	
  picture	
  of	
  
their	
  digital	
  performance	
  
–  Parts	
  of	
  the	
  campaign	
  farmed	
  out	
  to	
  a	
  variety	
  of	
  specialist	
  
agencies	
  
•  Search,	
  social	
  media,	
  etc.	
  

–  Agencies	
  prepare	
  performance	
  reports	
  that	
  they	
  share	
  with	
  
their	
  clients	
  
•  Mul5ple	
  agencies,	
  mul5ple	
  reports	
  

–  Not	
  all	
  relevant	
  data	
  sources	
  are	
  available	
  and/or	
  shared	
  
•  Sales	
  and	
  financial	
  data	
  especially	
  

–  Cross-­‐device	
  and	
  cross-­‐channel	
  data	
  is	
  not	
  always	
  comparable	
  
across	
  sources	
  
•  Improvements	
  being	
  made	
  within	
  channel	
  or	
  ad	
  network	
  



Fundamentals	
  2	
  
Reali5es	
  Con5nued	
  

•  ROI	
  is	
  improving,	
  but	
  has	
  many	
  challenges	
  s5ll	
  
–  Posi5ve	
  Developments	
  

•  “determinis5c”	
  data	
  5ed	
  to	
  people	
  analyzes	
  individuals	
  
–  Issue:	
  UserIDs	
  don’t	
  map	
  across	
  pla]orms	
  

•  AYribu5on	
  models	
  are	
  improving	
  due	
  to	
  mul5-­‐channel	
  
models	
  

•  Social	
  data	
  becoming	
  included	
  in	
  media	
  mix	
  models	
  
–  BUT	
  

•  ROI	
  needs	
  sophis5cated	
  analysis,	
  mul5ple	
  data	
  sets,	
  
talented	
  analysts,	
  and	
  a	
  mature	
  analy5cs	
  organiza5on	
  

•  Many	
  brands	
  not	
  confident	
  in	
  ROI	
  
–  70%	
  of	
  marke5ng	
  execu5ves	
  would	
  spend	
  more	
  on	
  digital	
  if	
  ROI	
  
was	
  measured	
  beYer*	
  



How	
  do	
  the	
  reali5es	
  resonate	
  with	
  you?	
  

•  Have	
  you	
  experienced	
  them?	
  Others?	
  
•  How	
  do	
  you	
  cope	
  with/overcome	
  them?	
  



Workshop:	
  	
  
Analyze	
  a	
  Business	
  Objec5ve	
  Using	
  the	
  Fundamentals	
  

•  Is	
  this	
  approach	
  sufficient?	
  
•  What	
  else	
  would	
  you	
  measure	
  and	
  why?	
  



Six	
  Months	
  Have	
  Passed.	
  Avoided	
  Call	
  
Percentage	
  has	
  Dropped	
  and	
  Leveled	
  Off.	
  

•  What	
  do	
  you	
  think	
  about	
  now?	
  
•  Would	
  you	
  change	
  anything?	
  Why?	
  How?	
  



Keep	
  in	
  Mind	
  

•  Measurement	
  more	
  closely	
  reflects	
  what	
  people	
  are	
  doing,	
  
saying	
  or	
  feeling	
  because	
  of	
  social	
  media	
  (Humetrics)	
  

•  Begin	
  with	
  a	
  “theory”	
  of	
  how	
  social	
  works	
  for	
  your	
  business	
  or	
  
brand	
  

•  Impose	
  a	
  framework	
  for	
  measurement	
  based	
  on	
  it	
  
•  Don’t	
  bite	
  the	
  apple	
  of	
  vanity	
  metrics.	
  Be	
  selec5ve.	
  Know	
  

what	
  to	
  use	
  and	
  what	
  to	
  ignore	
  
•  Avoid	
  the	
  endometrics	
  problem:	
  Op5mize	
  to	
  your	
  objec5ves,	
  

not	
  to	
  the	
  pla]orm’s	
  metrics	
  
•  Let	
  metrics	
  be	
  the	
  “characters”	
  that	
  tell	
  your	
  analy5c	
  story	
  

and	
  give	
  them	
  a	
  “personality”	
  
•  Always	
  challenge	
  the	
  conven5onal	
  wisdom	
  



Final	
  Thoughts	
  

Avoid	
  distrac1on.	
  Digital	
  metric	
  analysis	
  is	
  about	
  clarity,	
  focus	
  
and	
  simplifica5on	
  
Have	
  a	
  discovery	
  mindset.	
  Look	
  at	
  your	
  results	
  from	
  different	
  
perspec5ves	
  and	
  constantly	
  look	
  for	
  new	
  insights	
  
Give	
  credit	
  where	
  it	
  is	
  due.	
  Digital	
  media	
  is	
  almost	
  always	
  a	
  part	
  
of	
  a	
  larger	
  communica5ons	
  plan.	
  Show	
  where	
  it	
  benefits	
  and	
  
where	
  it	
  helps	
  
Be	
  flexible.	
  Be	
  open	
  to	
  re-­‐thinking	
  and	
  changing	
  your	
  approach	
  
as	
  you	
  learn	
  about	
  how	
  your	
  digital	
  media	
  efforts	
  are	
  performing	
  
Socialize	
  your	
  findings.	
  Share	
  them	
  with	
  others	
  and	
  incorporate	
  
their	
  point	
  of	
  view	
  
Remember	
  that	
  You’re	
  Studying	
  People.	
  	
  Measures	
  change	
  
because	
  people	
  change.	
  Always	
  try	
  to	
  understand	
  why.	
  
	
  



Thank	
  you!	
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