Programme, Business and Channel Social Media Measurement Framework menu of potential metrics

EXPOSURE

@ AOTS / Impressions / Reach
(choose one, use consistently
& define clearly)

® % increase in share of
desirable OTS in target market
or among key stakeholders

@® % decrease in undesirable

PRI\(:S'?F?IIEIAQAE OTS in target market
or among key stakeholders
@® Brand awareness
® % reduction in CPM
@ Cost per GRP & %
reduction over time
® Cost of TRPs & %
BUSINESS reduction over time
METRICS

@ Cost per Message
Communicated & %
reduced over time

www.amecorg.com

ENGAGEMENT

® Number of interactions
with content

@ Interaction rate %

® % of audience that is engaged
(i.e. % Facebook likes that
comment or share)

@® Desired Hashtag usage

@ % increase in Hashtag usage

® Brand mentions
@ Share of voice

® % increase in downloads
of key purchase drivers
(i.e. whitepaper, travel guide)

PREFERENCE

@ Increase % association with
key attributes

@ Change in issue sentiment

@ Increase % in share of
spokespeople quoted

® % increase in desired
association with key
attributes

@ preference for specific
product & % increase
over time

@ Likelihood to purchase among
target stakeholders &
% increase over time

@ Purchase consideration %

@ Association with brand
attributes

® % increase in brand
preference

@® % increase in brand
consideration

® % increase in likelihood
to recommend

@® % association with
brand attributes

IMPACT ADVOCACY

® New subscribers @® Recommendations %

@ Referral traffic to website @ Total Mentions %
® White paper downloads

® % change in issue sentiment

@ Sales @ Increase in % of Employee

® Repeat sales ambassadors

@® % increase in number of

® Purch f
urehase trequency Brand fans/ advocates

@ Cost savings

® % increase in inbound
requests for information
(leads)

® % decline in turnover/ churn

® % reduction in cost of doing
business

® % increase in cost efficiency
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MaTpuua oueHKU counanbHbIX Meaua: PR-nporpammsbl, KaHanbl U 6u3Hec-3agauu

PR
MPOrPAMMA

BO3OEVCTBUE

BoamoxHocTb yBuaets (AOTS)/
npocMoTpbl/oxBaT

POCT NoTeHuuanbHOro oxearta
Ha LeneBoM pbiHKe U cpeaun
cTenkxongepos B %

CHWXKeHne oxsarta
HeratTuBHbIX NMOCTOB Ha
LIernieBOM pblHKE U cpeaun
cTenkxonaepos B %

BOBJIEHEHHOCTb

Kon-Bo gencrTsuii nocrne
NPOCMOTpa KOHTEHTAa

% H[encTBu Nocrie NpocMoTpa
KOHTEHTa

% BOBrI€YEHHON ayauTopumn
(Hanpumep % nonb3oBaTenemn
Facebook, koTopble cTaBAT
navik,a Takke KOMMEHTUPYHOT U
OensTcs NocToMm)

YKenaemoe ncnonb3oBaHue
XOLITAOros

POCT UCNOJIb30BaHUA X3LLUTIroB
B %

BblIBOP

PocT koHTeHTa, coaepykaLlero
KItoYeBble XapaKTePUCTUKN
6peHaa, B %

M3aMeHeHUs1 B OTHOLLEHWM K
Teme/npobrneme

POCT LUMTaT CMMKEPOB B
%

POCT Xernaemoro
KOHTEHTa,
cofepxkaLlero
Kriro4yeBble
XapaKTEePUCTUKN
6peHoa, B %

NpeaonoyTteHne
onpeaenieHHoro
npoaykra n poct B % 3a
nepuog,

BeposTHOCTL MNOKYMKU
CTenkxongepamum u poct B % 3a
nepuos,

OEVCTBWE (3DOEKT)

HoBble noanucymku
lMNepexoabl Ha cant

CkauvBaHue onncaHum (white
papers)

MN3meHeHne B OTHOLLEHNU K
Teme/npobneme B %

MNOAOEPXKA

Pekomerngauun, %

Bcero/obLuve ynomumHanum, %
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MaTpuua oueHKU counanbHbIX Meaua: PR-nporpammsbl, KaHanbl U 6u3Hec-3agauu

BU3HEC
NMAPAMETPbI

KAHATIbI

BO3OEVCTBUE

OcBegomneHHocTb o0 bpeHae

CHWXeHue ctoumocTu 3a 1000
nokasoB (CPM) B %

CrounmocTb peknamsl (3a GRP) n
CHWKeHVe B % 3a nepvog

CrounmocTb peknamsl (3a TRP) n
CHWKeHue B % 3a nepuog

CTOMMOCTb KIHYeBoro
CcoobLIEeHNsT N CHWKEHME B % 3a
nepvos,

Kon-Bo coobLueHun (TBUTOB,

MOCTOB)

YnomuHaHus

CrtoumocTb 3a 1000 nokasos
lNokasbi/npocMoTpbl/oXxBaT

Korn-Bo »kenaemMbix coobLLeHUn
Ha KaHas 1 pocT B % 3a nepuog
OxBaT LerneBon ayautopum no

KakKOoMy KaHarny u poct B % 3a
nepvop,

BOBJIEHEHHOCTb

YnomuHaHusa 6peHaa

[Honsa peknamMmHOro BO34encTBUst
(share of voice)

POCT CKauMBaHum
KINoYeBbIX ApaniBepoB
MOKYMK1 (Hanpumep
onvcaHun, pyKOBOACTB,
CNpaBOYHUKOB) B Y%

Jlankn, koMMeHTapum n

penocCTbl

NpocmoTpsl (Views)
PetBuTbl Ha 1000 KOHTaKTOB
Moanucynkn n poct B %

BosneyeHHbIe NoanucUnkn
KaHana v poct B % 3a nepuop,

BblIBOP

PaccmoTpeHve BO3MOXHOCTU
nokynku, %

KoHTeHT, coaepxaLymmn
KrnoYeBble
XapaKkTepucTukm bpeHaa

POCT NpeanoyYTeHns
6peHpa B %

POCT paccCMOTpPEHUA
BO3MO>XXHOCTU MOKYMNKA
B %

POCT BEPOSATHOCTU
pekomeHgaumm B %

KOHTEHT,
cogepkaiuummn
KItoueBbIe
XapaKTepUcTukn
6penga, %

OCHOBHOE MPeENMYLLIECTBO KaHana
(net promoter), %

ToH/OTHOLLEHNE 1 UBMEHEHUS 3a
nepvioa

OEVCTBWE (3DOEKT)

Mpopaxxn
lNoBTOpPHBLIE NPpOAaXN
YacToTta nokynok
SOKoHOMUSA

POCT BXOASLLMX 3arpOCOB
nHdopmauum (nMuasl) B %

CHKEHME OTTOKAa KIMMEHTOB B %

CHMXXeHMne SKCriftyatTauMoHHbIX
pacxonoB B %

pocT peHTabenbHocTn B %

YHUKarnbHble NOCETUTENMN,
nepeHanpaBfieHHbIE Ha CanT U3
KaXkgoro kaHana

MNOAOEPXKA

POCT COTPYAHUKOB-MOCIIOB B
%

pocTt
MOKIMOHHUKOB/aABOKaTOB
6peHpa B %

OpraHu4yeckme nocTbl agBoKaToOB
6perHga

OLEeHKN/OT3bIBbI
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