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Introduction and Agenda 
•  so*cial	
  me*di*a	
  (noun)	
  “Websites	
  and	
  
applications	
  used	
  for	
  social	
  
networking.”	
  	
  (Google	
  Dictionary,	
  2012)	
  

	
  
•  You	
  will	
  learn	
  about:	
  

–  	
  What	
  is	
  “viral	
  communication”	
  for	
  wellness?	
  
–  	
  Uses	
  of	
  common	
  digital	
  media	
  tools	
  	
  
–  	
  How	
  to	
  measure	
  your	
  impact	
  and	
  reach 
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History of the World, Part *I* 
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Ice	
  	
   Industrial	
   Information	
  

Almost	
  non-­‐existant	
   Scarce	
   Abundant	
  

Deathly	
   Expensive	
   Cheap	
  

Survival	
  oriented	
   Institutionally	
  
oriented	
   Personally	
  oriented	
  

Designed	
  to	
  help	
  	
  
you	
  live	
  

Designed	
  for	
  
consumption	
  

Designed	
  for	
  
participation	
  



Why	
  do	
  we	
  Communicate?	
  

•  Survive 
•  Form social bonds 
•  Help others 
•  Manage perception 

From	
  research	
  presented	
  in	
  Grouped	
  by	
  Paul	
  Adams	
  
	
  (Facebook	
  product	
  team	
  &	
  led	
  social	
  research	
  at	
  Google)	
  	
   Teresa	
  



What	
  we	
  talk	
  about	
  
• Other people & their behavior 
•  To go viral online, we need: 

o Feelings, not facts 
o Emotions:  

• Positive, informative, surprising, interesting 
• Arousing is most important.  

o Public health info more likely to be shared if 
it produces anxiety rather than sadness 

 
From	
  research	
  presented	
  in	
  Grouped	
  by	
  Paul	
  Adams	
  
	
  (Facebook	
  product	
  team	
  &	
  led	
  social	
  research	
  at	
  Google)	
  	
   Teresa	
  



Always	
  Connected	
  

Laptop	
   Netbook	
   Tablet	
   Smart	
  
Phone	
  

Mobile	
  
Phone	
  

Cellular	
  Network	
   GPS	
  WIFI	
  



Social	
  Media	
  Statistics	
  

Braiuca Trumbly Lamsam Williams 
2012 

• 	
  Most	
  frequently	
  used	
  social	
  media	
  tool	
  
• 	
  More	
  than	
  1,459	
  million	
  users	
  worldwide	
  	
  
• 	
  More	
  than	
  50%	
  of	
  users	
  log-­‐on	
  everyday	
  

	
   • 	
  Limits	
  communications	
  to	
  140	
  characters	
  
• 	
  Over	
  100	
  million	
  accounts	
  US	
  alone	
  
• 	
  155	
  million	
  Tweets	
  per	
  day	
  worldwide	
  

• 490	
  million	
  users	
  worldwide	
  
• 92	
  billion	
  page	
  views	
  each	
  month	
  
• Average	
  visit	
  of	
  25	
  minutes	
  per	
  user	
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Networked	
  creators	
  among	
  
internet	
  users	
  

•   62% are social networking site users 
•   55% share photos 
•   33% create content tags  
•   32% contribute rankings and ratings 
•   30% share personal creations  
•   26% post comments on sites and blogs 
•   15% have personal website 
•   15% are content remixers 



Social	
  networking	
  is	
  diverse	
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5x	
  

5x	
  

7x	
  
5x	
  

From	
  Pew	
  Internet	
  &	
  American	
  Life	
  Project	
  



Dental	
  Hygiene???	
  
Toothbrushes 
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•  4.2	
  billion	
  users	
  
•  Should	
  they	
  be	
  given	
  away	
  
free	
  when	
  you	
  buy	
  a	
  cell	
  
phone?	
  

Mobile Phones 

•  4.8	
  billion	
  users	
  
•  More	
  affordable	
  than	
  
toothbrushes?	
  

http://www.jeffbullas.com/2012/04/23/48-significant-social-media-facts-figures-and-statistics-plus-7-infographics/	
  



Cell	
  phones	
  as	
  social	
  tools	
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% of cell owners 

•  76% take and 54% send photo 
or video  

•  23% access a social 
networking site 

•  20% watch a video  
•  15% post a photo/video online  
•  11% have purchased a product 
•  11% charitable donation by 

text  
•  10% status update service such 

as Twitter, Facebook 

From	
  Pew	
  Internet	
  &	
  American	
  Life	
  Project	
  



What	
  about	
  health?	
  
One in four internet users living with high 
blood pressure, diabetes, heart conditions, 
lung conditions, cancer, or some other 
chronic ailment (23%) say they have gone 
online to find others with similar health 
concerns. 
o Pew Internet study, 2011 



Online	
  searches	
  impact	
  decisions	
  
•  60% of e-patients say the information found online affected a 

decision about how to treat an illness or condition. 
•  56% say it changed their overall approach to maintaining their 

health or the health of someone they help take care of. 
•  53% say it lead them to ask a doctor new questions, or to get a 

second opinion from another doctor. 
•  49% say it changed the way they think about diet, exercise, or 

stress management. 
•  38% say it affected a decision about whether to see a doctor. 
•  38% say it changed the way they cope with a chronic 

condition or manage pain. 

From	
  Pew	
  Internet	
  &	
  American	
  Life	
  Project	
  



But…	
  Healthcare	
  gets	
  	
  
an	
  “F”	
  in	
  Social	
  Media	
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http://www.imedicalapps.com/2012/04/report-demonstrates-healthcare-organizations-failing-capitalize-social-media/     	
  

•  Recent	
  report:	
  	
  healthcare	
  organizations	
  are	
  lagging	
  behind	
  
•  and…	
  missing	
  out	
  	
  

•  Study	
  by	
  Price	
  Waters	
  Coopers	
  
–  Survey	
  of	
  1000+	
  US	
  Consumers	
  

•  1/3	
  use	
  social	
  media	
  as	
  a	
  source	
  
–  to	
  seek	
  medical	
  information	
  
–  track	
  and	
  share	
  symptoms	
  
–  review	
  doctors,	
  drugs,	
  treatments,	
  medical	
  devices	
  and	
  health	
  plans.	
  

•  45%	
  say	
  information	
  found	
  would	
  affect	
  health	
  decisions	
  
–  41%:	
  choice	
  of	
  specieic	
  doctor	
  or	
  medical	
  facility	
  
–  34%	
  decision	
  about	
  taking	
  a	
  certain	
  medication	
  
–  32%	
  their	
  choice	
  of	
  health	
  insurance	
  plan.	
  



Current	
  State	
  of	
  	
  #HCSM	
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http://www.imedicalapps.com/2012/04/report-demonstrates-healthcare-organizations-failing-capitalize-social-media/    	
  

Kelly	
  Barnes	
  of	
  PwC:	
  
	
  “Health	
  organizations	
  have	
  an	
  opportunity	
  
to	
  use	
  social	
  media	
  as	
  a	
  way	
  to	
  better	
  listen,	
  
participate	
  in	
  discussions	
  and	
  engage	
  with	
  

consumers	
  in	
  ways	
  that	
  extend	
  their	
  interaction	
  
beyond	
  a	
  clinical	
  encounter.	
  Savvy	
  adopters	
  are	
  

viewing	
  social	
  media	
  as	
  a	
  business	
  strategy,	
  not	
  just	
  
a	
  marketing	
  tool.”	
  



Cell phone use is on the rise Changing	
  Demographics	
  of	
  Cell	
  Ownership	
  



Older	
  adults	
  and	
  social	
  
media	
  

•  Social networking use among internet users ages 50 and older 
has nearly doubled—from 22% to 42%—over the past year 

•  Status updating has also grown in popularity among older 
users; one in ten say they use Twitter or another service to 
share updates or see updates about others   

Pew	
  Internet,	
  2010	
  



Helping	
  each	
  other	
  
Altruism spreads in networks. Experiments 
have confirmed what we have all seen in our 
daily lives: the more help you get, the more 
likely you will be to help someone else. 

o Nicholas Christakis, MD, PhD, Harvard University. Author 
of “Connected: The surprising power of our social 
networks and how they shape our lives” 



“Social media has the potential to bridge 
generational gaps. There are few other spaces—
online or offline—where tweens, teens, sandwich 
generation members, grandparents, friends and 
neighbors regularly intersect and communicate 
across the same network.” – Mary Madden 

Mary	
  Madden,	
  Senior	
  Research	
  Specialist	
  for	
  the	
  Pew	
  Research	
  Center’s	
  Internet	
  &	
  
American	
  Life	
  Project	
  	
  



Ok,	
  but	
  how	
  do	
  we	
  do	
  that?	
  
What tools are out there? 
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The	
  Social	
  Media	
  Universe	
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Let’s	
  start	
  with	
  vocabulary?	
  
•  Twitter,	
  Tweets,	
  Tweetup,	
  Twub,	
  TwitChat,	
  Re-­‐Tweet	
  
(RT),	
  Pin,	
  Share,	
  etc	
  

•  #hashtag,	
  @tag,	
  etc	
  
•  Friend	
  vs.	
  Follow	
  

Braiuca	
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Common	
  Social	
  Media	
  Tools	
  
•  Twitter: microblog, hashtag, social networking, private 

messages, following sources, post:  photos, videos, 
links 

•  Facebook:  microblog, hashtag, social networking, 
private messages, following sources, group networking 
and communication (private or public), games, post:  
photos, videos, links 

•  Blog Tools: (ie Wordpress, Blogger, Tumblr) used to 
interact on a specific or intimate topic, group, or 
journal-like arena (many different types of “blogs”) 
post: stories embeded with videos, photos, links, etc.  

•  YouTube:  video posting, following sources 

Braiuca	
  Trumbly	
  Lamsam	
  Williams	
  2012	
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Professional	
  tweeting:	
  	
  @YourName	
  
#researchsubject,	
  #Nation,	
  #interest	
  
http://www.yourwebpage.com	
  	
  

Retweet	
  is	
  when	
  you	
  “share”	
  
someone	
  elses	
  information	
  
to	
  your	
  followers	
  on	
  Twitter	
  

Click	
  each	
  to	
  see	
  your:	
  

You	
  can	
  
Tweet	
  	
  
photos	
  
too	
  ***	
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What	
  Should	
  I	
  Post?	
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Organization	
  Name	
  and	
  information	
  
They	
  choose	
  to	
  share	
  about	
  them	
  

Post	
  about	
  upcoming	
  
Events,	
  news,	
  grants,	
  	
  
announcements	
  

They	
  have	
  351	
  
Friends	
  

Three	
  people	
  have	
  “liked”	
  this	
  event,	
  
and	
  one	
  has	
  “shared”	
  it	
  with	
  others	
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Feature	
  a	
  current	
  event,	
  story,	
  or	
  news	
  

Friends	
  or	
  subscribers	
  can	
  
comment	
  on,	
  like,	
  and	
  share	
  info	
  Photos	
  or	
  

graphics	
  
enhance	
  your	
  
message	
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  Blogs	
  

• 	
  Blogs	
  are	
  a	
  social	
  media	
  platform	
  
• 	
  Interactive	
  &	
  multi-­‐media	
  
• 	
  Readers	
  can	
  leave	
  comments,	
  
building	
  relationships	
  
• 	
  Free	
  blog	
  platforms:	
  
Wordpress.com	
  or	
  Blogger.com	
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Participatory	
  photography	
  
Community members represent and 
reflect on their social health landscapes 
using photography 

o Can be featured on your org’s FB page 
• Tool for personal empowerment, social change 
• Catalyst for dialogue, guided reflection 

o Also called “Photo Voice” 



You	
  Tube	
  Trafeic	
  
•  One hour of video is uploaded to YouTube every second. 
•  Over 4 billion videos are viewed a day 
•  Over 800 million unique users visit YouTube each month 
•  Over 3 billion hours of video are watched each month on 

YouTube 
•  More video is uploaded to YouTube in one month than the 3 

major US networks created in 60 years 
•  70% of YouTube traffic comes from outside the US 
•  YouTube is localized in 39 countries and across 54 languages 
•  In 2011, YouTube had more than 1 trillion views 
•  In 2011 there were almost 140 views for every person on Earth 

http://www.jefebullas.com/2012/05/23/35-­‐mind-­‐numbing-­‐youtube-­‐facts-­‐eigures-­‐and-­‐statistics-­‐infographic/	
  	
  



MoreTube	
  
•  …has a Partner Program 
•  …has more HD content than any other online video site 
•  …has thousands of full-length movies on YouTube 
•  mobile gets over 600 million views a day 
•  mobile device traffic tripled in 2011 
•  The player is embedded across tens of millions of websites 
•  Content ID scans over 100 years of video every day 
•  More than 3,000 partners use Content ID, including every major US 

network broadcaster, movie studio and record label 
•  …has more than eight million reference files in the Content ID 

database. That number has doubled in the last year 
•  Over a third of monetized views come from Content ID 
•  More than 120 million videos have been claimed by Content ID 

Braiuca Trumbly Lamsam Williams 
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Online	
  video	
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   36	
  

What	
  You	
  Need	
  to	
  Know:	
  
•  69%	
  of	
  internet	
  users	
  (half	
  of	
  all	
  US	
  
adults)	
  watch	
  videos	
  online	
  –	
  and	
  not	
  
just	
  funny	
  cat	
  videos	
  

•  14%	
  of	
  internet	
  users	
  have	
  uploaded	
  
their	
  own	
  video	
  content	
  (up	
  from	
  8%	
  in	
  
2007);	
  sharing	
  as	
  likely	
  to	
  occur	
  on	
  
social	
  networking	
  sites	
  as	
  specialized	
  
video	
  sites	
  

From	
  Pew	
  Internet	
  &	
  American	
  Life	
  Project	
  



Bringing	
  it	
  all	
  together!	
  
•  Facebook, Twitter and other social networks has accelerated the 

growth of YouTube as it enables discovery and sharing online video 
•  500 years of YouTube video are watched every day on Facebook 
•  Over 700 YouTube videos are shared on Twitter each minute 
•  100 million people take a social action on YouTube (likes, shares, 

comments, etc) every week 
•  Auto-shared tweet results in an average of 6 new youtube sessions 
•  There are 500 tweets per minute containing a YouTube link 
•  Millions of subscriptions to YouTube happen each day. 

(Subscriptions allow you to connect with someone you’re interested 
in — whether it’s a friend, or the NBA — and keep up on their 
activity on the site) 

•  More than 50% of videos on YouTube have been rated or include 
comments from the community 

•  Millions of videos are favorited every day 



What	
  do	
  you	
  think?	
  
•  http://saynotoviolence.org/ 



What	
  do	
  you	
  think?	
  
•  http://www.tunemylife.org 



Social	
  Media	
  Analytics	
  
Small	
  and	
  Mid-­‐Sized	
  Business	
  Social	
  Media	
  Forecast	
  -­‐	
  2012	
  and	
  2013	
  	
  
•  SMBs	
  are	
  forecasted	
  to	
  spend	
  $2	
  billion	
  in	
  2012	
  	
  
•  SMBs	
  are	
  forecasted	
  to	
  spend	
  $3.9	
  billion	
  in	
  2013	
  	
  
•  SMBs	
  plan	
  on	
  spending	
  13.7	
  percent	
  of	
  online	
  advertising	
  budgets	
  for	
  social	
  media	
  in	
  

2012	
  	
  
•  80%	
  of	
  SMBs	
  are	
  forecasted	
  to	
  have	
  a	
  social	
  media	
  presence	
  by	
  the	
  end	
  of	
  2012	
  	
  
•  Social	
  media	
  is	
  listed	
  as	
  the	
  3rd	
  highest	
  category	
  for	
  online	
  spending	
  in	
  the	
  coming	
  year	
  

ahead	
  of	
  streaming	
  video,	
  mobile,	
  and	
  banner	
  ads.	
  	
  
•  Technorati.com	
  

o  Know	
  the	
  terms	
  
o  AIM	
  for	
  Success	
  
o  Simple	
  Metrics	
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Social	
  Media	
  Analytics	
  

o  Social	
  Reach	
  
o  Social	
  Reach	
  Velocity	
  
o  Social	
  ProYile	
  
o  Social	
  Conversion	
  
o  Social	
  Mention	
  
o  Brand	
  Sentiment	
  
o  Share	
  of	
  Voice	
  
o  Share	
  of	
  Social	
  Conversations	
  

o  Social	
  Media	
  Impressions	
  
o  Optimal	
  Engagement	
  Times	
  
o  Content-­‐to-­‐Contact	
  Ratio	
  
o  Content-­‐to-­‐Share	
  Ratio	
  
o  Activity	
  Ratio	
  
o  Bounce	
  Rate	
  
o  Targeted	
  Social	
  TrafYic	
  

Courtesy	
  -­‐	
  http://garious.com	
  

Braiuca Trumbly Lamsam Williams 
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Glossary	
  Of	
  Social	
  Media	
  Analytics:	
  	
  
Most	
  Important	
  Terms	
  



Social	
  Media	
  Analytics	
  
•  Glossary	
  –	
  Top	
  Five	
  

o  Social	
  Reach	
  
o  Social	
  Reach	
  Velocity	
  
o  Social	
  ProYile	
  
o  Social	
  Conversion	
  
o  Social	
  Mention	
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Social	
  Media	
  Analytics	
  
•  Glossary	
  –	
  Next	
  Five	
  

o  Brand	
  Sentiment	
  
o  Share	
  of	
  Voice	
  
o  Share	
  of	
  Social	
  Conversations	
  
o  Social	
  Media	
  Impressions	
  
o Optimal	
  Engagement	
  Times	
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Social	
  Media	
  Analytics	
  
•  Glossary	
  –	
  Another	
  Five	
  

o  Content-­‐to-­‐Contact	
  Ratio	
  
o  Content-­‐to-­‐Share	
  Ratio	
  
o  Activity	
  Ratio	
  
o  Bounce	
  Rate	
  
o  Targeted	
  Social	
  TrafYic	
  

Braiuca Trumbly Lamsam Williams 
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Social	
  Media	
  Analytics	
  
• AIM	
  for	
  success	
  

o 	
  Analyzing	
  Content	
  
•  Find	
  tools	
  that	
  you	
  can	
  operate	
  
•  Range	
  from	
  expensive	
  to	
  free	
  

o 	
  Interpreting	
  Activity	
  
•  Focus	
  your	
  efforts	
  on	
  specieic	
  activities	
  
•  Start	
  small.	
  Only	
  analyze	
  what	
  you	
  can	
  understand	
  

o 	
  Measuring	
  Audience	
  
•  Deeine	
  the	
  audience	
  you	
  want	
  to	
  affect	
  
•  Measure	
  outcomes	
  you	
  can	
  control	
  

Braiuca Trumbly Lamsam Williams 
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Social	
  Media	
  Analytics	
  
 
•  Good	
  AIM	
  is	
  important	
  

o  Social	
  media	
  analytics	
  and	
  tracking	
  can	
  be	
  very	
  time-­‐consuming	
  and	
  
expensive.	
  	
  

o  At	
  the	
  very	
  least,	
  you	
  should	
  be	
  tracking	
  
  

Braiuca Trumbly Lamsam Williams 
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About	
  your	
  organization	
  
•  Company	
  name	
  
•  Company	
  brand	
  names	
  
•  Company	
  product	
  names	
  
•  Names	
  of	
  key	
  executives	
  
•  Tag	
  lines	
  
•  Recent	
  promotions	
  
•  Industry	
  keywords	
  

	
  
	
  

About	
  your	
  competitors	
  
•  Competitor	
  names	
  
•  Competitive	
  product	
  
names,	
  	
  

•  Competitor	
  tag	
  lines	
  
•  Competitor	
  promotions	
  
•  Key	
  personnel	
  

	
  



Social	
  Media	
  Analytics	
  
5	
  simple	
  metrics	
  

o  Examine	
  Referring	
  TrafYic	
  
•  Google	
  Analytics	
  does	
  this	
  well	
  

o  Review	
  your	
  content	
  
•  monitor	
  unique	
  page	
  views,	
  time	
  on	
  page	
  and	
  total	
  pages	
  viewed	
  

o  Share	
  of	
  Voice	
  –	
  conversations	
  about	
  your	
  company	
  vs.	
  competitors	
  
•  SocialMention.com	
  (free)	
  –	
  Radian6	
  ($$$)	
  

o  Size	
  of	
  Community	
  
•  Sprout.social.com	
  

o  Sentiment	
  measurement	
  
•  Content	
  analysis	
  of	
  mentions	
  in	
  other	
  media	
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Social	
  Media	
  Analytics	
  
Good	
  Sites	
  to	
  visit	
  
•  Mashable.com	
  –	
  Very	
  readable	
  blog	
  about	
  all	
  aspects	
  of	
  online	
  communication.	
  Section	
  specieically	
  

about	
  SM	
  
•  PageLever.com	
  –	
  Facebook	
  fan	
  page	
  insights	
  and	
  analytics	
  on	
  steroids.	
  
•  PeopleBrowsr.com	
  –	
  One	
  of	
  the	
  most	
  comprehensive	
  social	
  media	
  planning	
  and	
  monitoring	
  tools	
  ever	
  

released.	
  
•  kyoo.com	
  –	
  Not	
  a	
  classic	
  analytics	
  tool,	
  but	
  it	
  does	
  give	
  you	
  a	
  snapshot	
  of	
  online	
  buzz	
  relating	
  to	
  

selected	
  keywords.	
  
•  SiteTrail.com	
  –	
  Have	
  you	
  ever	
  wanted	
  to	
  get	
  an	
  idea	
  of	
  how	
  a	
  competitor’s	
  website	
  is	
  performing?	
  

Well,	
  now	
  you	
  can	
  thanks	
  to	
  SiteTrail.com.	
  
•  TwentyFeet.com	
  –	
  This	
  helps	
  you	
  aggregate	
  all	
  of	
  your	
  social	
  media	
  performance	
  data	
  in	
  the	
  one	
  

place.	
  
•  Tiny.ly	
  –	
  Tiny.ly	
  is	
  a	
  URL	
  shortener	
  (like	
  Bit.ly)	
  but	
  packs	
  in	
  real-­‐time	
  sharing	
  and	
  usage	
  stats	
  into	
  the	
  

mix.	
  Very	
  handy.	
  
•  Tweeb	
  –	
  an	
  app	
  for	
  your	
  iPhone	
  that	
  delivers	
  bespoke	
  Twitter	
  analytics.	
  
•  SimplyMeasured.com	
  –	
  Treat	
  yourself	
  to	
  a	
  free	
  social	
  media	
  competitor	
  analysis	
  here.	
  
•  CrowdBooster.com	
  –	
  This	
  is	
  an	
  engagement	
  dashboard	
  which	
  has	
  some	
  serious	
  analytics	
  capabilities	
  

built	
  in.	
  
•  Social	
  Tracking	
  Plugin	
  from	
  Google	
  –	
  Google	
  has	
  gone	
  social	
  in	
  a	
  big	
  way	
  in	
  2011	
  and	
  this	
  handy	
  

plugin	
  works	
  well	
  alongside	
  your	
  standard	
  analytics	
  reporting.	
  

•   Courstesy: thenextweb.com 
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Social	
  Media	
  Analytics	
  
Small	
  and	
  Mid-­‐Sized	
  Business	
  Social	
  Media	
  Forecast	
  -­‐	
  2012	
  and	
  2013	
  	
  
•  SMBs	
  are	
  forecasted	
  to	
  spend	
  $2	
  billion	
  in	
  2012	
  	
  
•  SMBs	
  are	
  forecasted	
  to	
  spend	
  $3.9	
  billion	
  in	
  2013	
  	
  
•  SMBs	
  plan	
  on	
  spending	
  13.7	
  percent	
  of	
  online	
  advertising	
  budgets	
  for	
  social	
  media	
  in	
  

2012	
  	
  
•  80%	
  of	
  SMBs	
  are	
  forecasted	
  to	
  have	
  a	
  social	
  media	
  presence	
  by	
  the	
  end	
  of	
  2012	
  	
  
•  Social	
  media	
  is	
  listed	
  as	
  the	
  3rd	
  highest	
  category	
  for	
  online	
  spending	
  in	
  the	
  coming	
  year	
  

ahead	
  of	
  streaming	
  video,	
  mobile,	
  and	
  banner	
  ads.	
  	
  
•  Technorati.com	
  

o  Know	
  the	
  terms	
  
o  AIM	
  for	
  Success	
  
o  Simple	
  Metrics	
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Social	
  Media	
  Analytics	
  

o  Social	
  Reach	
  
o  Social	
  Reach	
  Velocity	
  
o  Social	
  ProYile	
  
o  Social	
  Conversion	
  
o  Social	
  Mention	
  
o  Brand	
  Sentiment	
  
o  Share	
  of	
  Voice	
  
o  Share	
  of	
  Social	
  Conversations	
  

o  Social	
  Media	
  Impressions	
  
o  Optimal	
  Engagement	
  Times	
  
o  Content-­‐to-­‐Contact	
  Ratio	
  
o  Content-­‐to-­‐Share	
  Ratio	
  
o  Activity	
  Ratio	
  
o  Bounce	
  Rate	
  
o  Targeted	
  Social	
  TrafYic	
  

Courtesy	
  -­‐	
  http://garious.com	
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Glossary	
  Of	
  Social	
  Media	
  Analytics:	
  	
  
Most	
  Important	
  Terms	
  



Social	
  Media	
  Analytics	
  
•  Glossary	
  –	
  Top	
  Five	
  

o  Social	
  Reach	
  
o  Social	
  Reach	
  Velocity	
  
o  Social	
  ProYile	
  
o  Social	
  Conversion	
  
o  Social	
  Mention	
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Social	
  Media	
  Analytics	
  
•  Glossary	
  –	
  Next	
  Five	
  

o  Brand	
  Sentiment	
  
o  Share	
  of	
  Voice	
  
o  Share	
  of	
  Social	
  Conversations	
  
o  Social	
  Media	
  Impressions	
  
o Optimal	
  Engagement	
  Times	
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Social	
  Media	
  Analytics	
  
•  Glossary	
  –	
  Another	
  Five	
  

o  Content-­‐to-­‐Contact	
  Ratio	
  
o  Content-­‐to-­‐Share	
  Ratio	
  
o  Activity	
  Ratio	
  
o  Bounce	
  Rate	
  
o  Targeted	
  Social	
  TrafYic	
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Social	
  Media	
  Analytics	
  
• AIM	
  for	
  success	
  

o 	
  Analyzing	
  Content	
  
•  Find	
  tools	
  that	
  you	
  can	
  operate	
  
•  Range	
  from	
  expensive	
  to	
  free	
  

o 	
  Interpreting	
  Activity	
  
•  Focus	
  your	
  efforts	
  on	
  specieic	
  activities	
  
•  Start	
  small.	
  Only	
  analyze	
  what	
  you	
  can	
  understand	
  

o 	
  Measuring	
  Audience	
  
•  Deeine	
  the	
  audience	
  you	
  want	
  to	
  affect	
  
•  Measure	
  outcomes	
  you	
  can	
  control	
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Social	
  Media	
  Analytics	
  
 
•  Good	
  AIM	
  is	
  important	
  

o  Social	
  media	
  analytics	
  and	
  tracking	
  can	
  be	
  very	
  time-­‐consuming	
  and	
  
expensive.	
  	
  

o  At	
  the	
  very	
  least,	
  you	
  should	
  be	
  tracking	
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About	
  your	
  organization	
  
•  Company	
  name	
  
•  Company	
  brand	
  names	
  
•  Company	
  product	
  names	
  
•  Names	
  of	
  key	
  executives	
  
•  Tag	
  lines	
  
•  Recent	
  promotions	
  
•  Industry	
  keywords	
  

	
  
	
  

About	
  your	
  competitors	
  
•  Competitor	
  names	
  
•  Competitive	
  product	
  
names,	
  	
  

•  Competitor	
  tag	
  lines	
  
•  Competitor	
  promotions	
  
•  Key	
  personnel	
  

	
  



Social	
  Media	
  Analytics	
  
5	
  simple	
  metrics	
  

o  Examine	
  Referring	
  TrafYic	
  
•  Google	
  Analytics	
  does	
  this	
  well	
  

o  Review	
  your	
  content	
  
•  monitor	
  unique	
  page	
  views,	
  time	
  on	
  page	
  and	
  total	
  pages	
  viewed	
  

o  Share	
  of	
  Voice	
  –	
  conversations	
  about	
  your	
  company	
  vs.	
  competitors	
  
•  SocialMention.com	
  (free)	
  –	
  Radian6	
  ($$$)	
  

o  Size	
  of	
  Community	
  
•  Sprout.social.com	
  

o  Sentiment	
  measurement	
  
•  Content	
  analysis	
  of	
  mentions	
  in	
  other	
  media	
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Social	
  Media	
  Analytics	
  
Good	
  Sites	
  to	
  visit	
  
•  Mashable.com	
  –	
  Very	
  readable	
  blog	
  about	
  all	
  aspects	
  of	
  online	
  communication.	
  Section	
  specieically	
  

about	
  SM	
  
•  PageLever.com	
  –	
  Facebook	
  fan	
  page	
  insights	
  and	
  analytics	
  on	
  steroids.	
  
•  PeopleBrowsr.com	
  –	
  One	
  of	
  the	
  most	
  comprehensive	
  social	
  media	
  planning	
  and	
  monitoring	
  tools	
  ever	
  

released.	
  
•  kyoo.com	
  –	
  Not	
  a	
  classic	
  analytics	
  tool,	
  but	
  it	
  does	
  give	
  you	
  a	
  snapshot	
  of	
  online	
  buzz	
  relating	
  to	
  

selected	
  keywords.	
  
•  SiteTrail.com	
  –	
  Have	
  you	
  ever	
  wanted	
  to	
  get	
  an	
  idea	
  of	
  how	
  a	
  competitor’s	
  website	
  is	
  performing?	
  

Well,	
  now	
  you	
  can	
  thanks	
  to	
  SiteTrail.com.	
  
•  TwentyFeet.com	
  –	
  This	
  helps	
  you	
  aggregate	
  all	
  of	
  your	
  social	
  media	
  performance	
  data	
  in	
  the	
  one	
  

place.	
  
•  Tiny.ly	
  –	
  Tiny.ly	
  is	
  a	
  URL	
  shortener	
  (like	
  Bit.ly)	
  but	
  packs	
  in	
  real-­‐time	
  sharing	
  and	
  usage	
  stats	
  into	
  the	
  

mix.	
  Very	
  handy.	
  
•  Tweeb	
  –	
  an	
  app	
  for	
  your	
  iPhone	
  that	
  delivers	
  bespoke	
  Twitter	
  analytics.	
  
•  SimplyMeasured.com	
  –	
  Treat	
  yourself	
  to	
  a	
  free	
  social	
  media	
  competitor	
  analysis	
  here.	
  
•  CrowdBooster.com	
  –	
  This	
  is	
  an	
  engagement	
  dashboard	
  which	
  has	
  some	
  serious	
  analytics	
  capabilities	
  

built	
  in.	
  
•  Social	
  Tracking	
  Plugin	
  from	
  Google	
  –	
  Google	
  has	
  gone	
  social	
  in	
  a	
  big	
  way	
  in	
  2011	
  and	
  this	
  handy	
  

plugin	
  works	
  well	
  alongside	
  your	
  standard	
  analytics	
  reporting.	
  

•   Courstesy: thenextweb.com 
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Social	
  Media	
  Analytics	
  
•  Here are 5 Free Tools to track Social Media conversations: 

•  1. PostRank 

•  2. Social Mention 

•  3. Brand Monitor 

•  4. Engag.io 

•  5. Google Email Alert System 

•  Conclusion: 
•  According to Postrank, off-site engagement (Engagement on online sources other than your website) 

now accounts for 80% of the attention your content receives. This makes it even more important to 
monitor and tap into conversations taking place on social media about your company or sector and  
learn how to improve and discover your audience. The free social media monitoring tools above can 
help you tap into the full benefits of social media by tracking conversations about your brand, 
content or topics relevant to your niche. 
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Social	
  Media	
  Analytics	
  

•  More	
  information	
  from:	
  

o Prof.	
  Michael	
  Williams,	
  Univ.	
  of	
  Kansas	
  
•  mikewms@ku.edu	
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WBS	
  Blog	
  Analytics	
  Example	
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Conclusion:	
  	
  In	
  60	
  Seconds....	
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So	
  how	
  do	
  you	
  start…	
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  Williams	
  2012	
  

Don’t	
  be	
  
afraid	
  to	
  fail...	
  

Find	
  your	
  
partners	
  &	
  	
  

Plan	
  

Start	
  
Slow	
  
Use	
  one	
  
tool	
  

Test	
  your	
  
ideas	
  

Use	
  free	
  
Open	
  source	
  

Engage	
  
Ineluencers	
  

Don’t	
  reinvent	
  	
  
The	
  wheel	
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•  Social media tools are nothing unless you use them to build 
relationships 

•  Dissemination can be far reaching & immediate 
•  Bridge geographic distances and generations 
•  Enhanced value when combined with other dissemination strategies 
•  Be mindful of that which you cannot see, people “lurk” and learn 

Relationships, Community, Connecting… 



Your	
  Assignments…	
  
•  Pick ONE form of social media talked about today 
•  Set up an account 
•  “Lurk” or listen to those around you 
•  Slowly dip into the waters and post your own content 

•  Professionally, personally, or as an organization or group 

•  For at least 2-3 weeks, then re-commit to an additional goal 

•  Go out and build relationships!!! 
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Questions? 

stacy.braiuca@gmail.com	
  
trumblylamsam@gmail.com	
  	
  

mikewms@ku.edu	
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