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KPI'S THAT MATTER
ON SOCIAL MEDIA
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Stop wasting time & money tracking
metrics that don't matter. Get right to
the point after reading about the 10+

KPI's that matter on social meaia.




The impact of social media marketing is notoriously hard to
measure. If you're not generating sales through social media,
does it even matter how many likes or followers you get?
How do you translate your social media metrics into valuable
insights?

The #1 reason that many marketers balk at social media is
that it's challenging to assess your ROIL. You could net
thousands of followers, but if only a few of them turn into
customers, is it even worth having a social media account?
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whrch numbers actually move the needle for your business.
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yuuf social media marketing strategy.

.l reality, social media involves much more than likes and
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When evaluating their social media KPIs, most marketers
categorize them into four main outcomes: Outreach,
Engagement, Conversion, and Retention.



didn't make an impact. Outreach KPls cover V|ews, foIIows,
and other ways that your brand is exposed to new people,
whether through tags, targeting or organic exposure.

Engagement is the next step up from outreach. This is how
well your social content garners positive interaction among
your audience, including current followers, people who are
tagged by your followers, and anyone who stumbles across
your content. Engagement includes comments, tags, and
shares.

| Conversion is what most social media marketers consider in

customers to re-engage with you, whether that is through
user-generated content, taking care of complaints, or getting
customers to purchase again. It's more expensive to get new
customers than to attract new ones, so retention should
absolutely be part of your social media marketing strategy.



absolutely assess your KPIs on a per- campmgnbdms }t“-mc:y"""'
not matter if you get a lot of conversions from a general—
interest post designed to attract new followers. In contrast,

you should look for conversions from a middle-funnel post
that's designed to turn your leads into customers.

Here’s an example: if you post something on your social
media with the goal of outreach, you should use the outreach
KPIs to judge its performance. How many followers did you
get? Did your existing followers tag new people?

If you grade the performance of that post using the KPIs for
engagement, you will be misjudging its performance.
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KPIs For Outreach

Let’s dive deeper into outreach campaigns and which KPIs
you can track. Remember, these types of social posts are
intended to reach new people and get them interested in
your brand. Common outreach campaigns touch on “hot
topics” in the industry or tap into general information-
seeking or browsing. The content answers a question or
piques someone’s curiosity.
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The goal of outreach posts is twofold(bl)tospreqdmde and
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spark new conversations and (b) to aitractinterest i your. ...

the point.
Instead, look at these KPIs:

Total Reach: This is the number of people who saw your post.
Assuming all other factors are equal, reach is a simple
measure of exposure.

Total Impressions: This is the number of times your post
appeared on someone’s feed. Don't confuse this with reach;
the same person may see your post multiple times. For that
reason, impressions can be tricky to measure. It's also worth
noting that an impression does not mean someone actually
read your post.
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CPM (cost Per 1,000 Impressions): This metric is more
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_:».:-..qp:ip}:icable to paid campaigns (e.g. promoted posts on

Qs'ébook). It's just what it sounds like: the amount you paid
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.:'.:'-,:l:;l:t:{f:'q‘rtunqtely, this is not necessarily 1,000 unique viewers.
~:{8ge Total Impressions.)

v 'Follower Growth Rate: You can calculate this by dividing your
number of new followers (for any given period) by your total
followers, then multiplying by 100. This measure is a bit more
insightful than simply tracking your follower count from
month to month, because you will lose followers (it's just part
of social media). Your follower growth rate can help you
evaluate how effective your outreach content is for a given
time period.
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Engagement posts are designed to gety@urcurren

to interact with you on social media. Thé‘éi)'_r:ite"
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that people already know your brand and trust:
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campaigns designed to get your followers to comment, like,
share, etc.

Engagement posts shouldn't be measured in terms of
impressions or reach. It just doesn't matter as much if fewer
people see them — as long as they engage!

So, focus on these KPIs for engagement posts:

Comments (Totql & Average): Comments are gold on most
social platforms. Posts with more comments rise to the top of
.. the feed. So, it's definitely worth counting your comments.
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.:'—Hii'\lv_ever, be cautious of spambot comments that don't

ﬁctuolly contribute to your brand’s growth. That's why it's a
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=" seen your content and found it relevant to your interests.
Some marketers consider comments to be worth more than
likes, but that’'s not always true. A single like from an
engaged follower arguably does more for your reputation
than several comments from a spambot!
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Shares (Total & Average): There’s nothing better than when
people share your content with their friends — who are
almost always new potential fans! Shares will be relatively
rare compared to likes and comments, so they're often a
good indicator of a campaign’s success.
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Clicks (Total & Average): In some cors‘,esﬁym:ngogement
posts will get clicks that aren’t necessaiily:convarsions; e.g. if

someone clicks on a sponsored post oF Viges: Pay:atten
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the full campaign.
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Average Engagement Rate: Want to put it all togehe'i’- ....
together likes, comments, and shares, then divide it by your
number of total followers. Then, multiply by 100. The higher
this number, the more of your followers are actually
engaging with your content. If the number is low, you may
have a lot of fake followers — or you're not publishing content

that resonates with your current following.

KPIs for Conversion:

Conversion posts are ideal for warm-to-hot traffic, e.g.
people who are near the bottom of your funnel. Your goal
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> 1¢1e: This can be reading a blog, visiting your website, or

,:._'{@}}ér{:{:shqring your content. This type of content should have
“-g“:conversion goal, and should be measured by how

“~gfféctively they achieve that conversion goal.
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would judge that campaign’s performance by how many
people clicked through to read the blog. Overall impressions,
likes, and even comments arent as important if people aren't
converting.

With that in mind, use these KPIs to assess your conversion
campaigns’ results:
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Conversion Rate: This is the numbere}fpéﬁp]evmc;‘tﬂk.e the
action you want, whatever that is. It coutd nigltide making a

purchase from a shoppable Instagranip;
with their friends, etc.
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Clickthrough Rate: For content that links to other:conte
(e.g. a blog, landing page, video, etc.), the clickthr
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is how many people click the link. This is a good métric’
because most people who see your post won't click through,
so this rate shows you how many followers are nearing the

bottom of your funnel.

Total Website Visits: If you're funneling traffic to your website
from various social media content (e.g. your Instagram bio,
various Twitter posts, etc.), measuring your site traffic from
those channels can show you how effectively your social
media is driving leads to a more conversion-friendly
platform.

s Average Website Visits from Each Platform: Break things
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doWwn further by measuring your visits by each platform. If
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KRR ~‘Purchase Rate: This metric is simply how many leads convert
" 4o o purchase. It's most relevant for shoppable Instagram
posts, sponsored Facebook posts leading to a product page,
etc.
Cost Per Click: If you're promoting or sponsoring a piece of
content, you can see how much you're paying for each
person who clicks through. This is crucial to evaluating your
ROI — especially if many people click through but don't
ultimately make a purchase.



KPIs for Conversion:
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Social media isn't just for attracting CII‘\dCQ-HVEff-I ne

are specially crafted to encourage past custorié R0 SR

continually interact with your brand. This can looK-different
for many companies, based on your product or service, but
the common goal is to continue building a relationship —
ultimately, with a loyal customer.

If you sell products, you probably want to maintain previous
customers’ interests in you and recommend related products
— or upgrades to their previous purchase. For service-based
brands, your goal might be to get customers to post about
their experience with you or share your posts with their
friends.

negatlve and positive. This demonstrates your continuing
“gofmitment to providing good value and customer service.
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PRI channel metrics, but it's well worth measuring so you can see
how effectively you retarget previous customers and
encourage them to keep buying.

Cost Per Lead: How much do you spend to get someone into
your funnel? This metric may be derived from your cost of
acquiring them as a follower on your social channel, then
remarketing to them.
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encouraging customer loyalty, divide the tofeH - GUStOmers i

who have made multiple purchases from a giv:

encouraging repeat purchases.

The Intangible Side of Things

Ultimately, though, metrics only matter in context. Numbers
that are “low” for your competitors may be just right for you,
and vice versa. The benefits of a basic digital presence on
any social media platform should not be overlooked. At a
certain point, your content may be encouraging people to
trust and buy from your brand — even if that behavior isn'’t

Wrapping Up

The best way to learn and grow in social media marking is to
make mistakes. Remember, each brand’s KPIs are unique! So,
start posting, get better at tracking those posts, and use that
information to inform future social media campaigns that
better serve your audience in each of those four categories.



