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The Media is the Metrics 
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Itõs not all about you, so get over it  



Social Media  = Profit Opportunities 
Going where the fish are = Greater efficiency:  

44 % of junk mail goes to landfills unopened . Response rates <0.25% 

now acceptable; on average less than 1 % of all emails is opened & acted 

upon. 

Old Spice, Sodexo, Dell  

Greater loyalty: Listen for need, respond with help 

Home Depot, Network Solutions, Comcast 

Greater engagement:  

Quilted Northern, USO  

Better ideas, products  

Dell Ideastorm, Starbucks, Compare the Market  

Prevent brand damage 

Southwest, PSNH 

Make more money 

NPR @Acarvin; HSUS, Goodwill, Southwest 

 

 

Need some help with 

that lawn?  



Social Media is more efficient  

44 % of junk mail goes to landfills unopened and 

a response rate of less than .25% is now 

acceptable 

On average less than 1 % of all emails is actually 

opened by a human being and acted upon. 

A 3% open rate for digital ads is considered 

extraordinary  

P&G found that PR delivered a 275% ROI--  8x 

the value of TV and 4 x trade ads 

Web analytics are inherently flawed because 

they donõt consider the right variables.  

 

 



Social Media: Profit Threats  

Insensitivity  

Kenneth Cole 

Poor planning 

Groupon 

Lack of internal coordination  

GoDaddy 

Not following the rules  

Edelman/Walmart 

Too much screaming, not enough conversation 

 Most marketers  

 

 

 

 

 



Social Media is not òmediaó 

Twitter ended 2009 with just over 75 

million user accounts. 

25% of accounts having no followers and 

about 40% of accounts having never sent a 

single Tweet. 

About 80% of all Twitter users have 

tweeted fewer than ten times. 

89% of the world does NOT use Facebook 

80% of òmediaó collected is either spam, 

unrelated to the topic, or generated by 

content farms  



KPIs lead to goals  

Goal Start 

Exposure 

Friends 

Followers 
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 Steps to an Integrated Metrics Dashboard 

Step 1: Define the òRó 

üDefine the expected results?  

üSo what if theyõre engaged? What does that mean to the 

organization? 

ü  Audit existing measurement systems, programs and 

priorities 

üSurvey all involved in process  

Step 2: From the survey, determine KPIs, Benchmarks 

Step 3: Meetings to air differences and achieve 

consensus 

Step 4: Design dashboard, test, refine and implement  

Step 5: Pick a tool and undertake research 

Step 6: Analyze results and glean insight, take action, 

measure again 
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Define 
Goals 

Define 
Audiences 

Define 
Parameters 

Define KPIs Test & Modify 

Publish 

Report & 
Recommend 



Goals drive metrics, metrics drive results  
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Reputation/ 

Relationships 

Relationship scores 

Recommendations 

Positioning 

Engagement 

Get the word out 

% hearing 

% believing 

% acting  

Sales 

Engagement Index 

Lower cost per customer 
acquisition 

Web analytics 

Marketing Mix Modeling 

Goal 

Metrics 



Step 4: Define your Key Performance Indicators (KPIs) 

You become what you measure, so pick your KPI carefully 

You decide whatõs important 

Benchmark against peers and/or competitors 

The Perfect KPI:  

Gets you where you want to go (achieves corporate goals) 

Is actionable 

Continuously improves your processes 

Is there when you need it 

KPIs should be developed for:  

Programs 

Overall objectives  

Different tactics 
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One possible KBI: The Optimal Content Score 

You decide whatõs important: 

Benchmark against peers and/or competitors 

Track activities against OCS over time  

Desirable:  

Mentions of the brand 

Key messages 

Favorable Positioning 

Visibility 

Undesirable  

Omitted 

Negative tone 

No key message 

Unfavorable positioning 
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Charting KBI over time between divisions  
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Kick Butt Score Relative to other LOBs 
The Percent Difference Between Each Business Unit's Average KBI and the 

KBI for each Business Unit 

SAS

IDS

IIS

MS
DIB 

FBX-T 

ALR-67(V)3 

DDG-1000 MSE 

APG-79, APG63 

AESA  

for F-15E, 

VIIRS delays 

Glory APS and VIIRS vs. 

competitors' EPX 

ASAT, Patriot 

ERGM cancellation 

Patriot (Korea) 

RISS, GBS 

MALD, 

APG-63 (v3) 

NPOESS; BOE B-52 jammer 

RIS JPL 



The Phases of Engagement  
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Click thrus, Unique 
visitors,  

Likes 

Repeat Visitors, 
Twitter 

followers, 
Comments 

Retweets, 
Repeat 

Comments. 
Reposts, 

Shares, Use 
of hashtag, 
@message 

Registration, 
Positive 

sentiment, 
NPS 

Trial, 
Purchase 

Advocacy 

1 2 1.5 2.5 3.5 3 4 5 4.5 0 



Whatõs the right measurement tool?  

If you want to measure messaging, 

positioning, themes, sentiment: 

Content analysis 

If you want to measure awareness, 

perception, preference: Survey 

research  

If you want to measure engagement, 

action, purchase: Web analytics 
 

 


