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= |http://connectedcommunities.ning.com

6 Tag is #cadcasome

£ UL \www.facebook.com/CADCA
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lam...

A. New to social media

B. Learning how to do it, don’t
know how to measure it

C. A Pro after the Mid-Year

Institute

¥CADCA

| am looking for...

A. An overview of metrics and
measuring tools

B. A how-to on evaluating social

media
C. A better understanding of the

whole Social media thing
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v’ Identify a set of tools to su?ﬁ
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Why does
Social What
Media difference
Matter? does it
Why should Make?
Measure
it?
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Your “ —= Your

Plan | — — Metrics &
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Goal F — Measures?
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What is your

GOAL?

¥CADCA

What is your strategy?
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What can social media

metrics and measures

tell us?
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* Content =
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sAnalytics  —— —nm e

*Surveys l i Ji l J =
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What can

Analytics

tell us?
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% i |ncrease |n VI5|tors that return. ?:-5 ;lmgs

Increase' in .mjmber'of dlﬁbrenf b'aige%{vmwed
# of s¢s§|ons with> 5 page views

# session >'5 minutes in duration

Increase in # of downloads

i i
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Analytic Metrics

. How many new. subscrlbers/followers"

-Hgyv often do they visit? > 5 tlmes"ae

How long'do they stay? ’
How much/often are people commenting?
Ratio of visits to comments or ratings?
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Analytic Metrics

Conversation index

# Retweets (Twitter)
# or % Fan increases (FB)

# Interactions (comments, wall posts, likes)
Language, location, gender, age

XCADCA

GO\}SIG Analytics

Improve your site and increase marketing ROl

e trafc you ane ooking for, and help Sign in 10 Google Analytics with your

¥CADCA

CONNECTED COMMUNITIES

arommunaet nag iom

Dashboard Aug 1, 2009 - Jul 31, 2010 -

i 0= =
e b 18,903 visits sl 55.38% Beunce Rate

actedli, 00:03:19 Avg Time on Ste
Pl 5253% % N Visza

s 92408 Pagaviews
aall, . 484 Fagesivisn
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What Does It Mean?

Visits: Number of times anyone visited the site

Pageviews: Number of pages visitors looked at
Pages/Visit: # of pages/# of visitors

Bounce Rate: Percentage of visitors who don’t leave
the main page

Average Time on Site: Time people spend on the
site/number of visitors

New Visits: Percentage of visitors who have not visited
site previously

Top Content

Aug 1, 2009 - & 31, 2010

Fil

&

skl

et o e

e LY

h Visitors Overview Aug 1.2009 - Jul 31,2

10,745 people visited this site

e b 19,903 Visis Visitor Segmentation

initars Pessile: 1an

e 10,745 Arishine Uniqus Vinitars

e 92 A08 Pagavinm

el MG Svarage Pageviews
aalla.; 00:03:19 Tine on S2e
3 =l 55.38% Bounce Rate

Wl 52.53% Morw Vinite

Technical Profile

e [ [T, Conrection Speed e
A - [
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Visitor Loyalty Aul

Most visits repeated: 1 times

A Sagearts

¥CADCA

Facebook Insights

(Analytics)
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Insight
Your Weekly Facebook Page Update 1o [«
Facebook 1o me. show dutals A 12 (T cays aga) | Ry T

i Jasan,

a5 i ek’ sy dor the Fiscsbook Page: Od Beaty Dusign

0 Lices tris weaik [102 total Likes)
04/l Posts, Commants. and Likes s woek (1 last woek)
13 page views this wee {16 page views st wees)

Liccata pecple wha ke your Page

Vist your Insighes Page

Heru is tris weak ¥ dor the Project

0 Lices: i o 5 1okl Likons)
P e e —

{0 st e
T g ek this wink (4 Sg0 virws ML wibet)

Updatn people wha ke your Page:

Insight
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(1] Tube.

Broadcast Yourself™

¥CADCA

Jessica's "Daily Affirmation”

Jessica has a day where sha's fealing ... really good about her [ife.

{December 2001) ++++FAQ for this video ++++ O How old was Jess at the

WViews: 3,522,272

Added: June 16, 2008, 09:56 PM
Comments: 2,580

Time: 0:50
Owner: dmchatster

Play

http://bit.ly/c9Oxer

¥CADCA

otal Views: 3,522,272

{©
@
(®]

Ratings: 7796 Comments: 2,580 Favorites: 12,361

Likes: 7850 [ 1] f.—-

Dislikes: 146 [|
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Links
Date Link N Views
[A] May20.2010  First embedded nn-wvalnks 189,135
Link hitp:/ urlesque com/20 (jessica-daily-affirmatian
http: url ua.comiZ010/05/20/ s ffirmation
it Hrvem. urlesque. comi20 fjessica-daily-affirmation o
Iitp: v, urlesgue comi2010/05/204: daily-afiirmation ,135)
Ittp: ! url ua.comi2010/05/20/: s ffirmation 724
May 14,2010 First embsdded on - wiw parentdish.com aa7,72a |
ittle-girls-daily-afi 547
le-girls-daily-aff 29|
intip: wrww. parentdish com/2010/05/14/litle-girls-daily-afi
ttp: /e, parentiish com/2010/05/14/little-girs-daily-afi .19
intig: vewon. parentdish.com/201 D/0S/14/itle-girls-daily-afi 359)|
Jan 19,2010 First referral from - twitter.com 80847 [ ool
hitp:witter.com/ "
itp:itwitter.comijosjonas
hitp:witter.comhome.
itp: fwitter.comitanyrobhins
Sep0.2008  First view from a mobile device 340,349
Sep02.2008  Firstembedded on - www.lacebook com 527,119
Jun 18,2000 First referral from - www facebook 28,960
Jun 17,2000 First referral from - www.facebook com 241,603

¥CADCA

Audiences

This vided is mast popular wi This video is most popular in:
R—

Gender Age TRl W

Femals 45-54

Male 45-54

Femals 55-64

W Maore

Less

¥CADCA

wikker

See what's happening — right now.

Advanced Search
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Grunig Relationship Index

Trust Commitment
Cooperative Satisfaction
Attentive
Listens Exchanges

Community Concern
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Web-based Survey Tools

Google docs

Z zoomerang

Easiest Way to Ask, Fastest Way to Know'

SurveyMonkey"

What to measure?

Iggfine lllustrative measure
Outputs The physical results # of key messages
produced e.g., articles, Conversation index (Cl) =
broghures, events, etc. Did | # comments + trackbacks/
your{iiessage get out there? | total number of posts
Outtakes |How diflipeople feel as a % change in awareness

result df@xperiencing your | o ¢t in preference
Sentiment

Outcome How did peoN‘h asa |%ct ind load

result of the OUtP“__a_'E’_____% change in subscribers/

s 2
outtakes? registrations

% change in requests for
information
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Goal/Outcome: To reduce tobacco sales to underage youth
thereby reducing rates of tobacco use among youth.

Objective Communications | Communication | Output Outtake M&Ms
Issue Objectives
14ID Check” | Knowledge of 11D Checksas | Produce brief Change in # times viewed
skills of local | issue & legal matter of routine | training videos; | awareness | # unique views
;v::;;:hants & | consequences | for tobacco sales za;:awi::::t:“ . # comments
Perception of & ataft on ho Change in # Ratings
sales to minors perception | | 4 obods/links
# viewings
Sentiment # completed
feedback
Ratio

jews/completed
valuation survey
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What is your capacity to
measure? Time, $, people?

What metric/measure or
combination will tell you what
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"~ _your coalition
~.plan

Ground your
social media

v

@

Focus on

nurturing
relationships

Point of Contact

¥CADCA

brochure, or passing a billboard on the
highway, at the end of the day what's
ultimately important is influence and
relationships. --K. D. Paine

Develop capacity
by engaging
1379¢ _ people at every
Beyond page visits, picking up a opportunity
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You

become

what you
measure.

- K. D. Paine

¥CADCA

What

Shall we

Become? .

'{E .ﬂ;ﬂm\;\ing w

¥CADCA

Resources & References

Kelsey Ruger http://www.slideshare.net/themoleskin/social-
media-measurement

Beth Kanter Listening for NonProfits in a Connected World at
http://www.slideshare.net/kanter/listening-for-
nonprofits-in-a-digital-world

WeAreMedia
http://www.wearemedia.org/Tactical+Track+Module+1

KD Paine Measuring Engagement is Just Another Term for

Measuring Relationship http://bit.ly/bD28Et
Measuring Public Relationships from Amazon
http://bit.ly/arZMHw

Laura Quinn, Idealware http://www.idealware.org/articles/
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Photo-Video Citations

Social media tools logos
http://www.flickr.com/photos/circulating/254126209/in/fave

s-coyenator/

¥CADCA

This presentation is licensed under CREATIVE COMMONS.
This means you can use it, or parts thereof, as long as appropriate
attribution is given and your resulting product is made available under

this same license. The license prohibits using this presentation for
commercial purposes. A list of citations and links is included for your
reference and use. Please cite all creative commons photos to the

original source.

Suggested Attribution:
Source: CADCA Mid-Year Institute, Inches to Miles Workshop, July
29, 2010 with Sue Stine, Jason Verhoosky, Dr. Tom Workman and
LaDonna Coy.




