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Measuring ROI  
 
Virtually every business today acknowledges how important social media is for business whether it be 
generating brand awareness, offering a customer service tool or keeping in touch with customers and 
particularly brand influencers. It is also all to familiar that many businesses acknowledge how difficult 
it is to measure its actual ROI and quantifying its effectiveness.  
 
According to a CMO survey in March 2012, social media spending by business is reaching new highs. 
As a matter of fact, in the next five years, marketers said they expect to spend almost 20% of their 
total budgets on social media. That’s triple the current level.   
 
The business world understands it has to start to understand how to measure social media’s ROI and 
its effectiveness if it is to really embrace it as part of its Marketing strategy. With over 900 million 
users on Facebook, 100 million on Twitter, and LinkedIn approaching 120 million and Pinterest, 
became one of the top ten social media sites in less than a year. So looking at these stats businesses 
just can not afford to ignore the power of social media.   
 
Measuring social media ROI can be tricky, especially when each company has different goals, but 
there are FOUR key metrics every business should consider when attempting to add up their social 
media ROI: 
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1. Value of Increased Traffic 
Social media allows you to drive traffic to your site and is worth something even if the visitor has yet 
to buy from you. If you utilise pay-per-click strategies to drive traffic, look at the average cost of those 
PPC campaigns per person then analyse that cost against how many visitors you get from free social 
media placements. You can then put a pound sign on the traffic you derive from Facebook pages, 
Twitter links and the like. 
 
2. Sales Conversions 
How many sales are you getting from customers who clicked on social media links or visited your 
facebook page? Do not discount those visits if they happened weeks or even months before an actual 
purchase was made. A consumer might first click on a Facebook link to check out a product. That 
buyer might then check out other products, then finally decide to buy the initial product and use a 
Google search to find the exact site again. Should Google get the credit then?  Most web analysts say 
no, and that it was the first Facebook link that provided the info that actually caused the consumer to 
make the buying decision.   
 
3. Social Influence 
Social influence occurs when a person’s thoughts, feelings, or actions are affected by others. 
Essentially, influence is the art of persuasion; the ability to cause a change in mindset or actions so 
someone thinks or behaves in a certain way. In the world of social media marketing, influence is 
currency. In order to raise awareness, foster brand advocacy, win attention, and generate real-world 
action, social media will generate Key Influencers/ Brand Advocates. These brand ambassadors may 
be among your fans, simply waiting for you to notice, engage and activate them. You could list key 
influencers within a report each month. Are your influencers growing or shrinking? Could you use 
them as part of your product development strategy? You will want to know the answers to questions 
like: 

• Who are the influencers in my brand category and how do I find them? 
• What are they saying about my brand? 
• How many of my Twitter followers are clicking my links and retweeting my content? 
• Does my Facebook page create the kind of engagement I’d hoped? 
• What is my brand’s “true reach”? 

 
4. Depth of Engagement 
You can measure the value of the deeper engagements with your brand that only social media can 
facilitate, breaking that engagement down into four different aspects: 
 

• Post Impressions – Views of brand posts on a social media site 
• Page Impressions – Views of a brand’s page on a social media site 
• Personal Action – Clicks on a photo, video or link to sample the brand more deeply 
• Public Action – Commenting or sharing information on the brand with other social media “friends” 

or “followers” 
 

Measuring ROI in social media requires a completely different mindset to measuring ROI in traditional 
marketing. Focus on the question ‘What have I learned today from my customers?’ and you will be 
halfway there to identifying the effectiveness of your social media efforts. Social media offers a unique 
opportunity for brands to really get behind what it is their customer wants, so grab it with both hands 
and listen to what your customers.  
 
 

Measuring Tools  
 
There are hundreds of social media measuring tools to choose from some paid and some free. It is 
worth trialing as many as you can to find out what suits your brand best and works with your 
marketing goals.  Below are just a few tools that are completely free to use or offer free trials.  
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Google Analytics  
Nonprofits get free access to Google Analytics, a robust tool that tracks what turns your audience on 
or off when they land on your site. This tool highlights the behaviors that are most important to 
understand, including where your audience came from, what content they looked at, how long they 
stuck around, where you lost them and to what extent your base engaged with your content. 
 
Simply Measured 
Their free reports give you your social audience's pulse on Twitter, Facebook, YouTube, Google+ and 
other platforms. There's a gold mine of intelligence presented in their eight to 10 insightful, colorful 
analysis tools. Learn who your followers are, what issues they care about, which posts are firing up 
your base and what types of content are gaining steam and going viral. 
 
Klout 
Klout measures influence based on your ability to drive action. Every time you create content or 
engage, you influence others, and your Klout Score measures that influence on a scale of 1 to 100. 
Using data from Twitter, Facebook, LinkedIn, and Foursquare, Klout measures how many people you 
influence (true reach), how much you influence them (amplification), and how influential they are 
(network score), and assigns a score from 1 to 100. 
 
PostRank 
PostRank monitors and collects social engagement events correlated with online content in real time 
across the Web. It gathers data about where and when stories generate comments, bookmarks, 
tweets, and other forms of interaction from 20 of the top social networks. It tracks where and how 
users engage, and what they pay attention to — its social engagement data measures actual user 
activity, the most accurate indicator of the relevance and influence of a site, story, or author. 
 
TwentyFeet 
TwentyFeet is a metrics aggregator for all your social media and Web properties. It pulls and 
generates metrics from Twitter, Facebook, bit.ly, YouTube, Google Analytics, MySpace, FriendFeed, 
and RSS feeds and displays them in a slick interface all in one place. It also notifies you whenever 
something noteworthy happens. 
 
PeerIndex 
The PeerIndex algorithm measures the speed with which we find and share content on any specific 
topic, as well as the volume of our sharing. Authority on a subject is affirmed when the content you 
share is approved, i.e. retweeted or commented on, by someone else that is an authority on the 
subject. It gauges activity on Twitter, Facebook, and LinkedIn to come up with a score. 
 
Empire Avenue 
Empire Avenue calls itself the Social Stock Market. It’s inherently a social networking game that 
allows you to connect with individuals based on “value relationships” the much closer relationships 
than just having someone follow you on Twitter or Like you on Facebook. The platform can be used to 
find highly engaged individuals around the world across a wide variety of interests. It enables brands 
to get in front of new, engaged audiences and connect with relevant customers in a fun environment 
across 150+ countries. 
 
Sprout Social 
Sprout Social allows businesses to efficiently and effectively manage and grow their social presence 
across multiple channels and turn social connections into loyal customers. The application integrates 
with Twitter, Facebook Fan Pages, LinkedIn, Foursquare, Gowalla, and other networks where 
consumers are engaging with businesses and brands. In addition to communication tools, Sprout 
Social offers contact management, competitive insight, lead generation, reporting, analytics, and 
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more in a package that’s intuitive and easy to use. 
 
Crowdbooster 
Crowdbooster helps you achieve an effective presence on Twitter and Facebook. It shows you 
analytics that aren’t based on abstract scores, but numbers that are connected to your business and 
your social media strategies: impressions, total reach, engagement, and more. It then give you the 
tools and recommendations you need to take action and improve each one of these metrics. 
 
Twylah 
Twylah adds context to your tweets and creates a whole new experience around them. It doesn’t just 
tell you what you and others are influential about, it shows you why you’re influential by placing a 
user’s “trending topics” (what you tweet about most often) into clickable, topical buckets. It showcases 
your tweets in a more complete narrative story, and is a much better storefront for your Twitter brand 
than the less attractive Twitter stream. 
 
My Web Career 
My Web Career enables you to uncover and evaluate your digital footprint. It’s a great networking tool 
and is useful when exploring the way your social profiles connect across the Web to create an overall 
picture of yourself or your business. It uses link analysis, visualization, and semantics technologies to 
enable you to quickly evaluate and explore data that may relate to you, and it makes this data 
accessible, manageable, and actionable. 
 
Appinions 
Appinions is an opinions-powered platform that makes it easy to identify, analyze, monitor and 
engage with influencers. It features an extensive database that includes millions of opinions extracted 
from blogs, Twitter, Facebook, forums, newspaper and magazine articles, and radio and television 
transcripts. It not only focuses on the influencers creating content, but on the influencers attracting the 
most attention. Appinions also meets the needs of online publishers, leveraging the power of opinions 
and influencers so they can provide readers with more relevant and interesting content. 
 
2Communicate offer in-house social media training to individuals and businesses, which 
includes devising strategies including measuring ROI. This can often help save costs in the 
long-term as plans and strategies can be put in place internally once staff are fully equipped 
to carry these out.  
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