Paid, Owned and Earned Social Media Measurement Framework menu of potential metrics

PAID

OWNED

EXPOSURE

@ Active GRPs

@ Impressions / Reach

® % increase in OTS

® % increase in Reach

® % reduction in CPM

@ % reduction in Cost per GRPs
® % reduction in cost of TRPs

@ Page views

® Reach

@ Opportunities to see

® CPM

@ % increase in unique visitors
® % increase in likes/follows

® % increase in views/pins

www.amecorg.com

ENGAGEMENT

@ Interaction rate

@ % increase in Click-throughs
® % increase in Video starts

® % increase time viewing

@ % decrease in bounce rate

@ % increase in completion rate

@® Interaction rate
@ Subscriptions

® % increase in engagement
(total comments +
shares/ likes)

® % increase in return visits

® % increase in requests for
information / downloads

@ % increase in pages per visit
and time spent on page

® % increase in use of links,
hashtags

@ Duration / time on site / post /
video etc

PREFERENCE

@ Purchase consideration
@® Awareness
® Purchase Intent

® % increase in willingness
to consider

® % increase in people aware
of desired positioning

@® % increase in likelihood to
Recommend

® % increase in shares
® % more likely to tell a friend

® % increase in desirable
opinion or positive belief

® % increase in association
of brand with key attributes

IMPACT

@ Attend event
® % increase in number of trials

® % increase in new visits
to website

® % increase in event
attendance

® % increase in sales

® % increase in coupon
downloads

® % increase in qualified leads

@ Increase in % of coupons
redeemed

® % increase in downloads
(paper or app)

® % increase in trial use

® % increase in inbound
requests for information

® % increase in sales

® % decrease in cost of
communicating

ADVOCACY

@® Mentions in earned channel

o i I i
@® % increase in
recommendations

@® % increase in desirable
reviews

@® % increase in favourable
ratings

@® Recommendations &
% increase over time

@ Desirable ratings &
% increase over time

@ Favourable reviews
& % increase over time
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Paid, Owned and Earned Social Media Measurement Framework menu of potential metrics

EXPOSURE

® Number of mentions
® Number of posts

® OTS /Impressions / Reach
(choose one, use consistently
& define clearly)

® Message delivery
@ Tone / favourability
® % increase in desirable items

® % decrease in undesirable
items

EARNED

® % increase in opportunities to
see a key message

www.amecorg.com

ENGAGEMENT

@ Hashtag & link usage & %
increase over time

@ Contest entries/ participants
& % increase over time

® Engagement (total comments
+ shares/ likes) & % increase
over time

® % increase in return visits

® % increase in requests for
information, downloads

@ Pages per visit and time spent
on page & % increase
over time

® % increase in downloads

PREFERENCE

@ Purchase intent
@® Awareness

@ Associations with issues
/topics

® % increase in willingness
to consider the brand

® % increase in people aware
of desired positioning

@® % increase in likelihood
to recommend

® % increase in shares
® % more likely to tell a friend

@® % increase in desirable
opinion or positive belief

® % increase in association
of brand with key attributes

. .
® % decrease in cost per
message

IMPACT ADVOCACY

@® Recommendations &
% increase over time

@ Attend event/store etc

® % increase in event / store
attendance @ Desirable ratings &

. % increase over time
® Promo redemptions

@ Favourable reviews &

@ Trials participation & % increase over time

% increase over time

® New visits to website
& % increase over time

® Sales & % increase
over time

® Coupon downloads
& % increase over time

® Qualified leads
& % increase over time

® Downloads of white papers
etc & % increase over time

® App downloads & %
increase over time

® % increase in inbound
requests for information

@ \ote for issue
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MaTtpuua oueHKn coumarnbHbIX Meauna: onfla4yeHHbIN, COOCTBEHHbIN U CTUXUAHbLIN KOHTEHT

OIMMAYEHHbI
M

COBCTBEHH
bIV]

BO3OEVCTBUE

GRPs

OxBaTt

POCT NoTeHUManbHoro oxaearta B %
pocT oxBaTta B %

CHWKeHne ctoumocTu 3a 1000
koHTakToB (CPM) B %

CHWKEHME CTOMMOCTM 3a MYHKT
GRP B %

CHWKEHME CTOMMOCTM 3a MYHKT
TRP B %

MpocmoTpbl cTpaHuubl (page
views)

OxBaT

[MNoTeHunanbHbIN OXBaT
(opportunities to see)

CtoumocTb 3a 1000 KOHTaKTOB
POCT YHUKarnbHbIX MOceTUTENEN

B %
POCT nankoB/MoanmucyukoB B Y%

POCT NPOCMOTPOB/MOAMNUCUMKOB

B %

BOBJIEHEHHOCTb

MHpekc BoBNEYEHHOCTU

POCT NepexoAoB Mo ccbinkam B %
poCT 3anyckoB BUAeO B %

pOCT BpeMeHu npocmoTpa B %

CHWKEHMe nokasaTtersi 0TKa3oB
(bounce rate) B %

POCT MPOCMOTPOB A0 KOHLA
(completion rate) B %

MHOekc BOBNeYeHHOCTU
Mognuckn

pPOCT BOBMNEYEHHOCTU B %
(BCEro KOMMeHTapueB +
penocTbl/nankn)

POCT NMOBTOPHbIX noceLyeHun B %

POCT 3anpocoB
MHopMaLmn/ckaumBaHUn B
%

POCT CTpaHuL, MPOCMOTPEHHbIX
3a noceLueHne, U BpeEMEHMU,
NpoBeAEeHHOM Ha CTpaHuLe, B
%

POCT MCMNOJIb30BaHUS CCbINOK
M X3LWT3roB B %

Bpems npocmoTtpa
canTa/nocrta/Bngeo u T.4.

BblIBOP

PaccmoTpeHne BO3MOXXHOCTU
MOKYTMKWN

OcBegoMIEHHOCTb
HamepeHune coBepLUNTb NOKYMKY

POCT rOTOBHOCTU
paccMoTpeTb BO3MOXHOCTU
nokynku (willingness to
consider) B %

pOCT Kos-Ba ntogen,
OCBEAOMIMNEHHBIX O XeraeMom
No3numMoHVpoBaHun, B %

POCT FOTOBHOCTU
pekomeHaoBaTb B %

pocT pernocTtoB B Y%

POCT BEPOSITHOCTWN pacckasaTb
Apyry B %

POCT >KernaemMbIX MHEHUN

VI NOJIOXUTENBHbIX

OLIEHOK B %

POCT KOHTEHTA, coaep KaLlero
KITHOUYEBbIE XapaKTEPUCTUKU
6penHga, B %

LOEVCTBUE (3DDEKT) MOOOEPXKA

MNoceleHne meponpuaTumn CTUXUHbIE YNOMUHAHMUA

POCT NPOBHBIX MOKYMOK B % pPOCT pekoMeHaauumn

o,
POCT HOBbIX NOCELLEHN B %

cavita B % pocT 0630poB B %

POCT noceLaemocTu
meponpuaTun B %

pPOCT PEeUTHroB B %

pocT npoaax B %

pOCT ckauMBaHWUi
KyrnoHoOB B %

POCT Ka4eCTBEHHbIX N1OoB B %

POCT OTOBapEHHbIX KyNOHOB
B %

PekomeHpaumn n poct B
% 3a nepviog

pocT ckaumBaHui (white
papers unuv NpunoXXeHus) B

% YKenaemble oLeHKM 1 pocT B % 3a

POCT NPOBHbLIX NOKYMNOK B Y% nepuon

[NonoxuTenbHble OT3bIBbI U POCT B

OCT BXOOALLMX 3anpoCcoB
P AALL P % 3a nepviog

nHpopmauum B %
pocT npogax B %

CHW>XeHne CTOMMOCTU
KOMMYHMKauunn B %
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MaTtpuua oueHKn coumarnbHbIX Meauna: onfla4yeHHbIN, COOCTBEHHbIN U CTUXUAHbLIN KOHTEHT

3APABOTAHH
bl

BO3OEVCTBUE

Kon-Bo ynomMuHaHum
Kon-Bo noctoB
OxBaT/noTeHuuanbHbIi OXBaT

[oHeceHue KIo4YeBoro
coobLieHust

ToH/MonoXutenbHoOe OTHOLLEHME

POCT MNMOJIOXXNTEJIbHOIro KOHTEHTa B
%

CHWXEHMEe HeraTMBHoOro
KOHTeHTa B %

POCT BO3MOXXHOCTU yBUOETH
KntoveBoe coobLieHre B %

BOBJIEHEHHOCTb

Mcnonb3oBaHWe X3LWT3roB u
CCbINIOK U pocT B % 3a
nepviog,

YyacTtue B KOHKypcax (Kom-BO
YyH4aCTHUKOB) 1 pocT B % 3a
nepvioa

BoBneyeHHOCTb (BCcero
KOMMEHTapueB + penocTbl/nanku)
1 pocT B % 3a nepuopg

POCT MOBTOPHbIX NOCELLEeHU B Y%

pocT 3anpocoB
MHdOpMaLmMn/CKaunBaHnn B
%

Kon-Bo ctpaHuy,
NMPOCMOTPEHHbIX 32 MNOCELLEHNE,
1 BpeMsi, NpoBeAEHHOE Ha
CTpaHuue, 1 pocT B % 3a nepuopg,

pOCT ckaumBaHu B %

BblIBOP

HamepeHune coBepLUNTb NOKYMKY
OcBegoMneHHOCTb
Accounaunm ¢ Temon/npobrnemon

POCT rOTOBHOCTU
paccmoTpeTb 6peHa (ans
noKynku) B %

pPOCT KOs-Ba Ntogen,
OCBEOOMIIEHHbIX O XEerNnaeMmom
Mo3nLMoHMpPoOBaHUKn, B %

POCT BEPOSATHOCTY
pekomeHgaumm B %

pocT pernocTtoB B Y%
POCT BEPOATHOCTU pacckasaTb
Apyry B %

POCT MOSNIOXUTENBbHbLIX
MHEHWI N OLIEHOK B Y%

POCT KOHTEHTA, coaep>KaLlero
KITHOYEBbIE XapaKTEPUCTUKN
6peHga, B %

CHUWXeHmne CTOMMOCTU
KINOYEBOro CooOLLEHUS B
%

LOEVCTBUE (3PDEKT)

[NocewieHne
MeponpuaTus/marasvHa U T.4.

POCT noceLlaemocTu
MeponpuaTuin/marasuHa B %
[Mpomo-nokynkn

[Npo6Hble Nokynku 1 pocT B % 3a
nepviog,

HoBble nocewieHuns canta

1 pocT B % 3a nepvog,

Mpopaxxu n poct B %

3a nepuopa

CkayvBaHue KynoHoB 1 pocT B %
3a nepvioa,

MepcreKkTMBHbIE MOKynaTenu u
pocT B % 3a nepuog

CkauvBaHue onncaHum (white
papers) n T.4. u poct B % 3a
nepuos,

CkaunBaHune
MPUNOXXEHUN U POCT B
% 3a nepvog,

POCT BXOASILUMX 3aMpoCcoB
nHdopmauun B %

MNoppep>kka TemMbl/Mpobremsi

MNOAOEPXKA

PekomeHgauum n pocTt B
% 3a nepvos

>Kenaemsble oueHkn n pocTt B % 3a
nepvog,

MNonoXxuternbHble OT3bIBbI
1 pocT B % 3a nepuios
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