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Presentation Overview

Part 1: Social Media in Evaluation
Part 2: Focused Approach
Part 3: Need for a Framework
Part 4: Analyzing and Visualizing

Part 5: Next Steps

* In the interest of time, we will take your questions
at the end of our presentation.
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Why should we look at
Social Media in Evaluation?

Activities among people gathered online who s
and content through words, pictures, videos, and &
(Safko & Brake, 2008)

Increased
Use

Marketing

Platform

Demonstrates
Impact




"Growing numbers of scholars discuss and share research literature on Twitter, organize it in social reference managers like

Mendeley and Zotero, and review it in blogs, articles comments, and post-publication peer review services like Faculty of 1000.

ir

% of U5, adults who say they use the following social media sifes online or
on their cellphomne

B0

- More individual use of Social Media

- More researchers and scholars use Social Media
as part of their workflow

» More organizations and programs use Social
Media as a form of data collection
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Mote: Pre-2018%elephone poll data is not available for YouTube. Snapchat or WhatsApp

Sownce; Survey conducted Jan. 310, 2018, Trend dats from previous Pew ResearchCenter
UTVEYS

“Social Media Use in 2018
PEW RESEARCH CENTER




Reach broad and diverse
audiences

Disseminate information quickly

Accelerate and promote open
communication and collaboration

Feedback and effects can be
exhibited almost instantaneously

"Forecasting based on social media has already proven surprisingly effective in diverse
areas including predicting stock prices, election results and movie box-office returns"

(Priem, ]. (z014). Altmetrics. In B. Cronin & C. R. Sugimata (Eds.), Beyond bibliometrics: Harnessing multidimensional indicatars of

scholarly impact (1 ed., pp. 263-288), Cambridge, Massachusetts: The MIT Press.)




- Measure a program's impact
across social networks

- Measure impact of dissemination
efforts toward program goals

- Demonstrate broader impacts on “MP&@ ﬁ

audiences

- Complement other impact
measures

10.



Should | do a Social
Media Analysis?

Just because you can doesn't mean you should

- What are the goals of the program?

- Can these goals be measured using Social
Media?

« Do programs and their stakeholders use or
find value in Social Media platforms to
disseminate and/or receive information?

A
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Our
Journey

How can you evaluate the impact of Social Media metrics Metric

or platforms? Madness

- If you have 250 views on a post from one of your
Social Media platforms. Is that good or bad?

« Which Social Media platforms are most useful to make
progress towards the objectives of your project?

Platform
*Hard to know without framework* Problems




Our Journey with
Social Media Analysis

- grant funded projects

« USDA CAP's (Coordinated Agri
Project) ;

» NSF project

Wanted to provide more m@aning to future
Social Media analysis

14.



Need for Meaning

Social Media metrics are extensive
Not all are useful for measuring impact

"Measuring for measurement’s sake is a fool’s ervand."

"Without context, your measurements are meaningless.”
Without specific business goals, your metrics are meaningless.

(Sterne, zo10; Secial Media Metvics: How te measuve and optinize your marketing investment)




"The variation in categorizations of social media and the non exclusivity of platforms within
these categorization schemes makes comparisons of studies on Social media use problematic.”

(Sugimoto et. al., 2016; Scholarly Use of Social Media and Altmetrics: A Review of the Literature)

- Popular platforms used are always changing

- Difficult to group (categorize) various platforms

« Metrics used by different platform vary
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What does a framework
accomplish?

- Provides a structure for your
dissemination efforts

» Alignment between program objectives
and Social Media metrics

- Used to assess the progress and success
of the program objectives




Not many frameworks out there...yet

19.



Matric

Mumiber of suggestions of recomansendations

Wisits
Clickthroughs

Consumer feed back from
social mexdia applications

Mumber of comments

Mumber of ratings

Mumber of reviews on rating site

Facehook impressions

Wizws 0 a8 video

Wiewed blog pasts [page views|

Mumber of pags views

Asset popularity (which content is viewead most often]

han of posts and videos wiewed

Fans/page kes

Neiger, B. L., Thackeray, R., Van Wagenen, S.
A., Hanson, C. L., West, J. H., Barnes, M. D.,
Fagen, M. C. (2012). Use of social media in
health promotion: Purposes, key performance
indicators, and evaluation metrics. Health
Promotion Practice, 13(2), 159-164

https://doi.org/10.1177/1524839911433467

Mismiber of peopke participating in disousdions

Unsubscribed fans
Mumber of folowers or subscribers

Demographics of subscribers TansMolkowers

wirality {growih rate of fans, followers, and friends)

Likes or dislikes on videos

User-generated content (e.g., videos|

COmments on posts

Comment rate
Mumber of threads on discussion fopics

Freguency of new discussions, new Topics

Kloul scores {5ee Kloul.com)

Mumiber of retwests
Betweat rate

Mantuans

The number of limes a post, video, or ink was shared

Mumber of people who register for services
Mumber of people who participate n events

The number of tirses
content on a seclal media
application is viewed

The number of people who
hawe contact with the
soial media application
and the ralated content

The number of people wha
acknowledge agresmeant
or preference for content

Thee nurmber of peophe who
participate in craating,
sharing, and using content
and the degree o which
they influence others

The number af peopée wha
ENgZage in evenlts as a
CONSUMET OF 35 8 Program

Insights

Exposure

Ergagement {how]

Engagement {medium)

Engagement {high)

Mumiber of peaple satisfied

Key
Performance
Indicators

Metrics Used

Social Media
Platforms
Explored
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A Key Performance Indicator (KPI) is an identified central metric that is key to
measuring how well an organization’s goals are being served.

(Sterne, 2010; Social Media Metrics: How to measure and optimize your Marketing Investment)

Niger et. al. developed their framework based on the goals/purpose for Social Media use
in public health/health promotion

INSIGHTS: Consumer feedback from Social Media applications
EXPOSURE: The number of times content on a Social Media application is viewed
REACH: The number of people who have contact with the Social Media application and the
related content
ENGAGEMENT:
» Low: The number of people who acknowledge agreement or preference for content
- Medium: The number of people who participate in creating, sharing, and using content
and the degree to which they influence others
» High: The number of people who engage in events as a consumer or as a program




Use metrics that are central to the goals of your program

39 metrics are mapped to the 4 KPI's in this framework

Not all 39 metrics from this framework were needed for our analysis
- Received data for 24 metrics

Had to add additional metrics to capture other platforms
+ Phone Application: Number of Installs

Metrics from this framework were a great starting place!




Look at platforms that are relevant to your program

Created a data collection spreadsheet including:
+ 39 framework metrics
» 4 framework KPI's
- Social Media platforms used by the project

"1

pr—
>
-

Project Website

hetps://www.website.com

23.
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Process for Analysis
and Reporting

[sec M Ve | e Peformance imdioor | OureochGo

Analysis

Visual

<

‘?' Report

Highlights

Definitions

3




Making sense of data from™
Social Media platforms

- What are the types of data produced by Social
Media platforms?

« Type of data depends on how consumers/
audience use platform
- Real-time (able to quickly provide
information/content e.g., assess immediate
feedback from consumers regarding posted
content)
+ Non-real-time (able to assess consumer
data over time e.g., frequency of visits to
social media page)

"Social Media platforms provide archival data and real-time
feeds as well as sophisticated analytics tools."

(Lee, 2018; Social media Analytics for Enterprises:
Typology, methods, and processes.)




Determine analysis process:
- Data cleaning

« Determine metrics with impact

*Not all metrics will be important or provide
significant numbers to report*

As an example...

Facebook shows 3 likes per day vs. 628 content shares
+ We reported 628 content shares because it provides
more context for how effective the project is in
disseminating information




What is the
Structure?

.OrganiZEdby KF.IIIS ‘- clickthroughs
- (Exposure, Reach, |72

total Impressions
~ 48fday page views

924 video views

05 applications

461
followers

309
page likes (fans

of the conternt)

343 clickthroughs

| 2,262 page views PH[”EUT 571 followers
B76 video views ’ SUEIAL MEDM ' —»149 in Year 4
lMPA[:TS shares :r?a video

11
comments from
video posts

1.74 likes per tweet

194 threads
on discussion
topics

0.72 new

discussions per day

628
content shares

24 |ikes on a video

2 dislikes 200 retweets

1.03tweet [retwest
rate

39 mentions
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What does it all
mean?

- Evidence from Social Media platforms:

- Demonstrates broad scope of
dissemination efforts

- Highlights areas of strength and
areas of improvement

+ Visual represents data generated through
Social Media platforms
- Data is easier to process
+ Able to see and understand the
connections between data

« However, the narrative supplements
visual to describe evidence of impacts
- Provides context behind the data




Frequently Used Social
Media Terms

* Clickthrough — A process where a user can search
for or click through content on a Social Media page
» Impression — number of times an ad, sponsored
update, or promoted post is displayed

» Page views — refers to the amount of times a user
can view or look through a particular page on Social
Media

» Post - Facebook status update, or an item on a blog/
forum

* Retweet - Refers to reposting another user’s
message or content typically through Twitter

» Share - refers to when content is reposted on a
Social Media site through another user’s channel

= Trend — represents a topic that is popular on Social
Media at any given moment. Trending topics encourage
discussion among users
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Understanding
Limitations

@ 1§ Y[lll reddh t m Develop

Own
Framework

[ J L1

+

Practice
Responsible
Metrics
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What are the Limitations to
Social Media Analytics?

- Does not define impact
- May not measure impact
- Many different Platforms
- Vast number of Metrics

- Metrics can have multiple definitions
between platforms

- Audience is mostly invisible/not
traceable

*And many more*




Developing a framework

Impact: - ¢ .
Al B - Begin framework development early
nm';'ﬂ#ﬂl]{%ﬂh AN :& contenton a sacial .
e acicred gy -\ RN - Start with goals
y ‘S} 7 - Determine which Social Media

\@ Bt e ad ) platforms and metrics are beneficial
comscious af the Wl to gDaLS
« Align the framework with those

EwinonmeT; ey @
arawing and rﬁe?li,-:o ’ 43 dickthroughs
idertfy end sclke the 2,262 page views
ke

!I'ifq’rlsmrlim;g]ﬂdm.ll L 1313 ; 7285 ; gﬂalﬁ
4 ﬁllﬂﬁ%ﬁ%ﬁ;?&%rﬁ .' cllrkmm‘.ghs-_ur.d P iy

teaase vl dil sympione J i

+ Involve key stakeholders
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& f
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628 shares
Vo menng 0 "
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+ Determine the target audience

« Establish growth rates for each metric
to demonstrate impact

=" number of people - y -
vio aiooerke | + Continue to revise and revisit regularly
preference for

W  Engagement:
i rurmber of people wha '
participate in creating,  §
sharineg, and using
rontent and the deiee
to which they influence
= nthers
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Perindic Table of Scientometric Indicators
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Use a variety of
Indicators

» Our presentation looks at one type
of indicator

« Social Media metrics

- Consider other types of indicators
that can be used to measure
program impact

+ Alternative metrics

- Social Network Analysis

« Citation Analysis

+ Key Driver Analysis

+ Surveys, Interviews, Focus
Groups Responses

» Determine which indicators align
and are the best to use with your
program's objectives
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Remember...this is just one method for Social Media Analysis

LanguAgEs

taken/votes .I fEIﬂS - TH"L :

: . : discovery
VOICE i ASSIStEd  SAVINGS

engine
f3 ience Changee:
lishers ;JU;JJlaritw .

* 5 - Influence
UZZ Chois paid containing target

SEl|ES Pageviews Customer

sCriptions

ed Iawrtualreached

gen e ratEd volume

channel Shift = Content NUP‘Ibe

Frends
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