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 Introduction

Introduction
There are tons of blog articles, podcasts, and YouTube tutorials that teach you how to produce better tweets 
and posts on social media. You might have taken a handful of ideas and put them into practice.

How’s that working out for you?

If you don’t have the answer to this, you need to read on. We’ll show you how to measure the return on the 
investment, the ROI, of your efforts on social media. We’ll take a unique approach to this measurement -- in-
stead of going channel by channel to explain best practices, we’ve organized our tips by what’s most mean-
ingful to businesses: audience, amplification, and conversion. These three categories seem to transcend 
which platforms you use. Thus, you can use these ideas to whatever measurable channels you use!

This ebook has been adapted from a series of articles that Amanda Webb has written for our blog. We are 
thankful for her expertise and delighted to share it here with you so that you can better measure your social 
ROI.

Let’s get started!

http://www.spiderworking.com/
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Getting to Know Your Audience
Why do we constantly hear, even from established marketers, that you can’t measure social media ROI?

After all, measuring the success of what we do online is quite manageable in comparison to the likes of 
newspaper, TV or radio ads.

In this first article, let’s look at just one aspect of measurement -- your audience. Namely, how do you know 
if you are reaching the right people and how active are they in comparison to your competitors?

What To Measure
Before you decide on your measurement plan you need to define your goals.

In this post, we are looking at community measurement. Thus, your goals will revolve around the size of your 
audience, how interactive they are, whether they are a good fit for your business and how they measure up 
to your competitors audiences.

You’ll also need to define your ideal customer so that you can see if your audience matches them.

Here’s what we specifically recommend keeping track on:

•• Number of fans/followers
•• Number of fans/followers that match your target market
•• Number of competitors’ fans/followers
•• Weekly audience growth v. competitors
•• Weekly audience interaction v. competitors
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Community Engagement
If you are starting from scratch, community building is key. This not only refers to the size of your audience 
but how much they interact with you.

It can be hard to set yourself a realistic goal at the outset. One method is to benchmark yourself against your 
competitors. You may not be able to reach their audience size immediately, but keep an eye on how quickly 
their audience is growing and how much interaction they are getting from their audience.

Analyzing Your Facebook Audience
Finding out more about your Facebook audience is easy. Facebook knows a great amount about its users so 
it can tell you a lot about them.

Facebook Insights
Facebook Insights gives you a good overview in the ‘People’ tab. From here you can see demographics 
about your audience including, age, gender and where they live.

This will instantly tell you if you are reaching the right audience. You can flick between ‘Your fans’, ‘People 
reached’ and ‘People engaged’.

The ‘People reached’ and ‘People engaged’ in some ways is more important than ‘Your fans’. We can get 
very excited when our posts go viral but a quick look at ‘People reached’ will tell us if the people who saw 
our post had any relevance to our business.
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Do you want to benchmark your Facebook following versus those of your competitors? Facebook Insights 
has a pretty cool feature that allows you to add pages to watch to your dashboard. Scroll down to the bottom 
of the main Insights page to add them.

From here you will be able to see:

•• Audience growth
•• Number of posts published
•• Number or reactions, comments and shares they have received
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 In the ‘Posts’ section of your Insights you can view the ‘top posts from pages you watch’. If the pages you 
watch are similar to your own, you will be able to gauge what sort of content works well for your audience 
from here.
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Audience Insights
For a more detailed insight into your Facebook Likes use ‘Audience Insights’. These live in your Ads Manag-
er.

Click ‘Tools’ at the top of your ads manager page and select ‘Audience Insights’ from the drop down menu. 
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Select ‘People connected to your page’
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Select ‘People connected to your page’ to find out more about them.

Facebook will add a default location on the left hand side. Get rid of this if you want to know about your en-
tire audience, not just those based in a specific location. 
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From here you can see not just demographics but, depending on your location and size of audience, infor-
mation about their relationship, education, the pages they like, where they live, their Facebook activity, their 
household and their purchasing.

This will give you a far better idea if your audience consists of the right people and what else they do on 
Facebook.

Other Tools
If the phrase “Facebook Insights” gives you the chills, there are a number of handy tools that can give you a 
clearer understanding of your social audience.
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For example, Agorapulse offers you additional benchmarking stats in its “Competitors” tab.

From here you can see, among other statistics:

•• Total number of fans and how many new fans per day
•• Number of posts by fans and how many posts per day that represents
•• Number of page posts and posts per day
•• Number of interactions (likes/comments/shares) and interactions per post
•• Engagement rate (percentage of your fans that engage with your posts) and engagement rate per 
post
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Analyzing Your Twitter Audience

Twitter Analytics
Twitter knows less about its audience but it’s always improving. Twitter’s own analytics will show you a de-
tailed break down of your followers including gender, interests and household income.

You’ll find this information under the ‘Followers’ tab on your analytics dashboard.
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 Twitter audience insights gives you detailed information about your followers.

Other tools
Twitter analytics gives you a wide view of your followers. You can use third-party tools Agorapulse to find 
the really important people. Those who share links to your website and those who retweet your content on a 
regular basis. We call these people ‘Ambassadors.’

To find out who these people are select your Twitter account from the Agorapulse dashbaord. Click the ‘Us-
ers’ tab in the top menu bar and then click on the bullhorn icon.

Click ‘view’ and you can see recent interactions and RT’s and website mentions from that user. You’ll be sur-
prised to see how many times ambassadors have shared your website content. 

http://www.agorapulse.com


Page 14

 Getting to Know Your Audience

Now you have identified your brand ambassadors on Twitter put them on a Twitter list so that you can inter-
act with them frequently and build a stronger relationship.

If you’re looking to benchmark your followers against your competitors, try their latest free benchmarking 
tool.

Enter your username and that of your competitors and within a minute you’ll get this useful grid about how 
well your audience stacks up.

Using the last 30 days of data, the “Audience” tab tells you both the quantity and the quality of your follow-
ers. The first column gives you the sheer number of how many people are following you. The second column 
tells you the average number of retweets and followers per user -- a great way to determine how active your 
followers are.

Other useful tools to analyze your Twitter following include Followerwonk and Klear.

https://moz.com/followerwonk/
http://klear.com/


Page 15

 Getting to Know Your Audience

What Should You Do With This Information?
The first thing you need to do is monitor the information you gather regularly. Keep a spreadsheet with your 
key statistics and watch them grow. Keeping an eye on your competitors will inspire you to do better and 
keep your motivation going.

The big question is are you reaching the right people with your social media? After takng a close look at your 
audiences are they a good sample of your customers and those who influence your customers?

If the answer is no, you have a lot of work to do. You will need to adjust your content strategy and advertising 
campaigns to attract more of the right people. By keeping an eye on these statistics over time, you should 
see an increase in the number of relevant people.

If you are reaching the right people you can give yourself a pat on the back before you adjust your content 
schedule to be even more relevant to your audience.

Once you have all that in place, you’ll want to see how well your audience shares your relevant content. That 
amplification is what we’ll track in the next chapter.
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Measuring Your Audience’s 
Amplification
In our last chapter, we learned how to measure your audience. Now we’ll look at the best ways to measure 
the amplification of your messages.

Amplification is a fancy word for shares. When people share your content they are amplifying it, showing it to 
an audience that you may not reach on your own.

Amplification is similar to word-of-mouth marketing. People may not be endorsing you directly, but they are 
spreading the word about you when they share your content.

The value of amplification doesn’t just lie in the number of shares but also in who is sharing it and how much 
they influence your buyers.

What You Should Measure?
As you will see later on, there are lots of metrics that you can measure but the key ones for amplification are:

•• Number of social network shares of your posts
•• Number of social network posts linking to your website
•• Number of shares from social buttons on your website
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Measuring Twitter for Amplification

Twitter Analytics
From the analytics dashboard, click on ‘Tweets’ in the top menu bar.

To dive deeper into these statistics, download a CSV file by clicking ‘export data’ at the top right-hand side of 
the screen.
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 Export your data to delve deeper into your analytics.

Open this file in Excel and you start examining the data in more detail.

First, sort results by retweets and link clicks.

To easily see the retweets related to your business, highlight any pointing to your properties. These include 
your websites or YouTube channel.

One tweet stands out: it only received one retweet but generated 7 clickthroughs. 
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Time to look at this tweet in more detail.

Of course the number of clicks may not correlate to that user at all. Perhaps the wording of the tweet was ef-
fective, or perhaps it was the hashtags used. Even so, it’s worth putting that person on your influencers list. 
The tweet reached 1,668 users as a result of both the original tweet and his retweet.

It’s not just clicks to your own website that are important. Anything that you tweet that gets shared is adding 
to brand awareness and the amplification of your message.

The tweet above got the most link clicks out of all the retweets but the second most clicked tweet also only 
got one RT. Interestingly, it also reached far fewer people. Whereas that first tweet we talked about reached 
1,668 people, the second one only reached 329. 
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Perhaps this tweet was popular because of the wording and timing of the tweet rather than the power of the 
retweet. This tweet relates to a campaign from a charity. Perhaps we should all be more charitable in the 
future, huh?

Other tools
Twitter analytics tells you about retweets. But what do the analytics tell you about people who share links to 
your website that don’t retweet or include your username? To find out how many people are sharing links to 
your website, try a third-party tool like Agorapulse.

Simply on your Twitter bio on the left-hand side and select ‘Monitoring’. 

To set up a search for mentions of your website click ‘Searches’ on the right-hand side navigation bar.

When a window appears, click the pencil next to ‘Website.’ 
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Now enter the name of your website (no need to add the http:// or the www.) and save.

Once you have set this up, any tweets linking to your website will appear in the monitoring tab.
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Measuring Facebook For Amplification
It’s harder to measure Facebook than Twitter as many Facebook users keep their profiles private.

It can even be hard to find public posts that share your content. Facebook search doesn’t always produce 
the results we expect.

Facebook Insights
Facebook Insights will show you how many people have shared content from your page over a set period of time.

Click on ‘Engagement’ from the dashboard.
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Next, select ‘Shares’ from the ‘Like Comment & Shares’ menu.

You can download a report to delve deeper. Click ‘Export’ at the top of the Insights window. And select ‘Post 
Data’. This will give you an Excel document.

As we are interested in shares, select the ‘Lifetime talking about this’ tab from the document.

As with the Twitter export, sort the result by ‘shares’, “comments’ and ‘likes’. Highlight any content that you 
have created from the list.

This shows you not only the number of shares but how many of these are on your own content.
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As with Twitter, you can investigate your most shared post to see who shared it.
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Other tools
The nice visual reporting in Agorapulse makes it much easier to get an overview of how ‘viral’ your page is.

Select your Facebook page from the sidebar and click the ‘Reports’ tab at the top of the page. Now select 
engagement.
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Use Agorapulse to find out how many people are mentioning and sharing your Facebook page and post.

Straight away you can see that there are 9 public posts published about your page by Facebook users in the 
last 30 days. This includes 8 shares and 1 mention.

Scroll down a bit and you can see which public profiles were responsible for that amplification.

Measuring Your Website For Amplification
To discover how many social shares you have had from your Website, you’ll need to pay a visit to your Goo-
gle analytics dashboard.

Google Analytics
Select ‘Acquisition/Social/Plugins’ to see how many people have clicked your share buttons.
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BuzzSumo is another great tool to check social shares from your Website.

What To Do Next
Add the metrics that are relevant to you to a spreadsheet and track them weekly or monthly to assess your 
growth over time.

If you find positive trends in your most shared content, look at creating similar posts in the future.

What kind of leads is your business or client getting from this amplification? We’ll explore how to measure 
those opportunities in the next chapter.

http://buzzsumo.com/
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Tracking Your Leads From Social 
Media
Do you regularly measure your Website conversion based on referrals from your social media outposts?

You know you should. So let’s learn how to do it.

Measuring Traffic To Your Website

Google Analytics
It’s always satisfying to log into Google Analytics and see the amount of traffic coming into our sites. But 
when we break down these statistics, we often find that some traffic sources are more valuable than others. 
Google Analytics allows us to track the amount of social traffic coming to our websites but it also allows us to 
evaluate it.

How to find out how much traffic Social Media is sending to your site.

(To find this information, you must have Google Analytics installed on your website.)

•• Log into the dashboard.
•• Click the ‘Acquisitions’ tab on the left-hand side of the screen.
•• Select ‘Social’ and then ‘Network Referrals.’

The example below is from my own site. As you can see, Facebook drives the most traffic to my site but it’s 
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the traffic that comes from Twitter that stays the longest spending over double the amount of time on site as 
Facebook users.

They also look at slightly more pages than visitors from any other social site. 

This suggests I should spend more time and advertising on Twitter than I do already.

To delve deeper, add a secondary dimension to these statistics. 
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In the example below I have chosen ‘Landing page.’ This shows me the blog posts that have driven the most 
traffic. 

Keep a note of these posts as you can share them again on your social networks driving more traffic.

Once other insight that this report gives me is that my Pinterest traffic is very bouncy. Even though Pinterest 
is driving traffic to one specific post, it looks like it’s not staying very long.

Having flagged this problem I looked at the image that was driving this poor quality Pinterest traffic. This 
image was driving lots of traffic but wasn’t delivering what people expected when they arrived on site.

As you can see I’d used a generic image. This would drive clickthroughs but wasn’t delivering what Pinterest 
users expected when they arrived on my site.

Armed with this information, I’m now creating more Pinterest friendly images that include the headline of the 
post on the image. I’m hoping this will have a positive effect on the traffic I get from there in future.

Google URL Builder
I recently ran a set of ads on Facebook pointing at a landing page on my website. As always I created two 
Ad Sets: one aimed at people connected to my page, the other at people who weren’t.

I had installed a conversion pixel so I would know if the ads drove sales (more on this later). I noticed early 
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on that the non-connected ads were getting more clickthroughs than the connected ad. I was interested to 
see if this was valuable traffic even if it didn’t convert so I created a tracking link so I could identify them in 
Google Analytics.

Now that the tracking link was in place, I could find out more about the site visitors coming from this ad set. 
You can do the same.

•• From your Google Analytics dashboard select ‘Behavior/Site Content/All Content.’
•• Click on the name of the landing page for the ad.
•• Choose ‘Source/Medium’ as a secondary dimension. There you’ll easily see the traffic driven by those 
ads.

See what happened (above) in my case? Although the bounce rate was high, this was to be expected. We 
created a dedicated distraction free landing page for the ads -- so if you didn’t buy there wasn’t anywhere 
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much else to go. Interestingly the bounce rate was lower than from people who visited from Facebook or-
ganically.

Google URL Builder is also useful for measuring traffic to your site from Instagram which at the moment ap-
pears as ‘Direct’ in your Google Analytics.
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Bitly.com
Bitly is one of my favorite measurement tools. I don’t always have time to rifle through my Google Analytics, 
so Bitly makes it quick and easy to see how many people are clicking my links.

From the Bitly website you can shorten a link, share it on your social media channels and then measure the 
results.

Bit.ly breaks down your link clicks by source. In the example below, you can see that Facebook was the best 
social referral site for this particular link, distantly followed by Twitter.

Bitly is a quick way to measure where link traffic is coming from.

One neat trick with Bitly is to combine it with your Google tracking links. If you create more than one tracking 
link to the same web page, you can create a unique Bitly for each one.

https://bitly.com/
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Measuring Leads

What is a lead?
For the purpose of this chapter, a lead is someone who makes an inquiry through your website or social site 
or signs up to you opt-in email list.

Email subscribers
Using Google Analytics you can measure the number of people that subscribe to your opt-in list on your 
website.

To do this, you will need a dedicated thank you page that you send people to once they have subscribed. 
Measuring traffic to this page is the key to discovering how many subscribers came from social channels.

Find your Thank You page under ‘Behavior/Site Content/All Pages’ on Google Analytics as before. This time, 
choose ‘Referral Path’ as your second dimension. This will show you where the traffic that arrived at this 
page originated.
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Now you will be able to see how many subscribers came from social channels and how many from other 
sites. 

As long as visitors are sent to a unique Thank You page on completion of a form, you can repeat this pro-
cess for any contact or inquiry forms on your website. You can even measure the source of traffic to check-
out pages on your site.

The Facebook Conversion Pixel
Install the Facebook Pixel on your site and you can ask Facebook to track conversions that occur as a result 
of your ad. A conversion could be a checkout, a download or an email subscribe.

As with the Google Analytics method above you will need to have a dedicated Thank You page. It is visits to 
this page that will trigger the pixel.
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The most obvious way to do this is to set up a ‘Website Conversions’ objective when you create your ad -- 
but you don’t have to stop there. You can add conversion tracking to any ad you create that points at your 
website.

In Ads Manager you will find this option in the creative section (see below). This will come in particularly use-
ful if you have an eBook download or an email subscribe on your site.

Twitter conversions
Twitter ads also offer a conversion pixel. To set them up click on ‘Tools’ at the top of the advertising dash-
board and select ‘Conversion tracking’ from the drop down menu. 

As with Facebook ads you can set up ad campaigns with the specific objective of converting users. You can 
also measure conversions that happened as a result of any ad you run.
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The report below shows conversions that resulted from an engagement campaign we ran. Our conversion 
pixel measures traffic to our website. What’s interesting about this is that the ads we ran didn’t contain any 
links to our website. It’s encouraging to know that people are still converting even if that’s not our key objec-
tive.
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What’s next?
Now that you have learned the techniques to measure your social media success, you need to create a 
measurement plan. Here are some must-haves to include:

•• Decide what metrics you are going to measure.
•• Create a spreadsheet document to measure growth over time.
•• Review your metrics, add or stop measuring others depending on your goals.

You will find that having a social media ROI measurement plan in place will help inform your content and 
make achieving goals easier.
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