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Housekeeping Items

Enter questions in the written Question &
Answer Box

A recorded webinar will be made available

at the "Websites & Social Media” Quick
Link at www.iiaba.net/act

You will get follow up email with

presenters’ email addresses

facebook.com/independentagent
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What, Why & How

What is social networking?
Why do social networking?

How do | do social networking?
B Managing & Measurement
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Why Measure?

Return on investment of time, money
& effort

What’s working — What’s Not

Direct future strategy

Harder to measure social engagement
It takes time




What to measure?

First: Establish Goals

Then Track:

B Your Audience (readers, likes, followers, active
users)

B Engagement (comments, mentions, tweets,
retweets, shares, PiIns)

Website traffic (where, what)
Pages visited

Leads (conversations started)
Sales (purchase)

And the list goes on...
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Social Marketing

Measuring the Social Marketing Funnel:
B Awareness

B Engagement
B Conversion




Social Marketing Awareness

B Followers, Likes/Fans, Lists,
Circles, Connections, Groups,
Reach

n # 7 “like” us on
Facebook




Social Marketing Engagement

B Posts, Shares, Likes, Comments,
Groups Discussions, +1, RSS
Subscriptions, Tweets, Re-
Tweets, Mentions, Hashtags.

Hor oj ectcap Tweet




Social Marketing Conversions

B Signh-up, Clicks, Phone calls,
Form Submissions

Section A: Client Information

DOWNLOAD NOW s ]

— Lhddle in“ial:




Social Marketing Measuring
Tools

B Facebook — Insights
B Blog — Google Analytics




Facebook Insights

Admin Panel Edit Page + Build Audience + Help + | | Hide |
Motifications See Al  Messages See Al
= Donabeth Murray, Chris McIntosh, and 3 other people like L
Financial Services's life event 200 Fans! Mo new messages.

about an hour ago .
When you get a new

Kristen Devlin like: Financial Services. message, it wil appear right
: 18 hours ago here. To turn messages off,
uncheck the box next to the
Stewvanie Bickford, Allyson Chase, and 2 other people like Messages option in your
Financial Servicess photo, admin settings.
20 hours ago
Lisa Ann Jackson and Linda Bibeault Labeau like | Financial
Servicess link.
on Thursday
Hew Likes See Al | Insights See Al | Page Tips Mext
Beth D'Angelo Il Your Posts Talking About This Il Reach
12 hours ago Support other businesses

Tell people about the other

Y Patricia Abrams businesses you like. Click on

12 hours ago the Add to My Page's
Favorites link on the left-hand

Paul wedel column of their Page.

14 hours ago

Dan Clark

15 hours ago

- e - d00d & 2o




Facebook Insights

m Likes Reach Talking About This

All dates and times are in Pacific Time

stal Likes iends of Fans? - alking Abo is? W f Cd . ra : a P r
Total Like Friends of Fan Pecple Taking About This * Weell  Tta | jheg Friends of Fans ® People Talking About This ® Weekly Total Reach ®

203 #3.05% 48,853 633100 T3 #17057% 1,
203 #3050 48,853 #33100 13 #17037% 1,054 4 65.98%

M| Fosts? ? Ml Weekly Total Reach®

M| Posts? ? |l weekly Total Reach?

Page Posts (Updated & minutes ago)

All Post Types «

[pate?  +[Post? Reach ?
7f26f12 If you are looking for professional ... 153 43 20 13.07%

7/25/12 E WEBINAR. —> Be Ready to contral ... 47 - - -




Facebook Insights

m Likes Reach Talking About This

All dates and times are in Pacific Time

Total Likes? Friends of Fans ? People Talking About This? Weekly Total Reach? -
! . Total Reach ®
203 #3.05% 48,853 ¢35100 T3 #17037% 1,054 $ 65.985 - 153
M organic?
M Fosts? ? Ml Weekly Total Reach?® Page Posts (Updated 8 minutes ago) 2
! i
All Post Types ~ W vial
[patez  +[Post? boutThis? | Virality 2
7(26/12 If you are looking for professional .. 13.07%
7/25/12 E WEBINAR --> Be Ready to contral ...
7/25/12 & more days! By simply sharing Tru...
@ - e o o @
7 Jul14
Page Posts (Updated & minutes ago)
All Post Types «
| Date ? v| Post ? Reach ? Engaged Users ? Talking About This ? Virality ?

7f26f12 If you are looking for professional .. 153 43 20 13.07%

7/25/12 E WEBIMAR. > Be Ready to contral ... 47 -




Facebook Insights

Overview Likes Reach REISTSENSTELT

06/27/2012 - 07/24/2012 |

& Export Data

Take the Tour
Whe Is Talking About Your Page (Demographics and Location) Page Insights Guide (PDF)
5 Visit Help Center
Gender and Age”*
Send Feedback
Female 60%
1317 18-24 25-34 3544 45-54 5564 65+

e 2o .

Countries? Cities?® Languages®
19 United States of America 2 Strum, WI 19 English {US)
1 Switzerland 2 Burlington, IA 1 English {UK)

1 Humboldt, TA
1 Merton, WI
1 Waupaca, WI
1 Austin, TX

1 De Forest, WI

Mare -




Google Analytics

2§ http://www.google.com/analytics/

GOUSIQ Analytics

Home

Features Learn Partners Premium Blog

Help

Signin or

Enterprise-class web analytics.

Delivered on Google's world-class platform. Leamn more

# Home Standard Reporting  Custom Reporting

My Dashboard

Daily Visits

20,000 20,000

10,000 10,000
Jan 1 Jan 8 Jan15 Jan22

Traffic Types

W 25.70% feed

I 24.90% organic

W 23.05% referral
14.85% direct
7.35% email

Time on Site by Country
CountrylTerritory

United States
United Kingdom
India

Canada
Germany

France

Visits.

B7.445
18,948
8,882
6,371
5,845

5,243

Create an account

Avg.
Time on
Site
00:01:54
00:01:37
00:00:58
00:01:02
00:00:32

00:0038

m




Google Analytics

GO()SI.C Ana\ytics thinkhorizontal@gmail.com  Settings My Account  Sign out
R
| Visitors Overview Jun 26, 2012 - Jul 26, 2012

| i Audience
€ o or visits: 100.00%

B L .
@ Advertising Overview - AUdIEEI'I{:E

= Traffic Sources

Visits » VS. Selecta metric

W Content ® Visits @ Ad\rertising

600
K Conversions

Help = = Traffic Sources
The Visitors Overview Report

Comparing Metrics

Using the Interactive Table

Jun 29 Jul Jul 13 || Content

Common Report Controls -
Video: Add Advanced Segments

Find Your Old Reports in the New
Interface

4,763 people visited this site

_ B Conversions
A Visits: 6,727
Help center

Search help center | Go ‘Al Unique Visitors: 4,763
WM Pageviews: 26,873

‘W=~ Pages / Visit: 3.99

M 63.46% New Visitor
4,269 Visits

m 36.54% Returning Visitor
2,458 Visits

Mr—"w_ Avg. Visit Duration: 00:04:00
~M~—~—~_ Bounce Rate: 37.03%

ST o New Visits: 63.43%




Google Analytics

GO(.)SI.C Ana ‘y“CS thinkhorizontal@gmail.com  Settings My Account  Sign out
fiprojectcapmarketing.com - . .
;zj’::’l:awm«aﬁnq.c;nn':mm m Standard Reporting CesemEeRer _m
| Visitors Overview Jun 26, 2012 - Jul 26, 2012
Advanced Segments Email Export ~ Add to Dashboard
| i Audience
& o or visits: 100.00%
Advertisin
2 Overview
> UESEE=s Visits = | VS. Selectametric Hourly Day Week Month
m Content ® Visits
600
K Conversions
Help =
o . 300
The Visitors Overview Report
Comparing Metrics
Using the Interactive Table
Jun 29 Jul Jul 13 Jul 20
Common Report Controls -

Video: Add Advanced Segments

Find Your Old Reports in the New
Interface

4,763 people visited this site

oAl Visits: 6,727
Help center

Search help cen ‘A Unique Visitors: 4,763

WM Pageviews: 26,873 = 63,467 New Visitor

N~~~ Pages | Visit: 3.99 4,269 Visits
o L
MMn—"w_ Avg. Visit Duration: 00:04:00 = 2?565\':5:& Returning Visitor

~/~~—~_ Bounce Rate: 37.03%

a A o New Visits: 63.43%




Google Analytics

Goi)gle Ana|ytiCS thinkhorizontal@gmail.com  Settings My Account  Sign out
ORISR - Hore | Swwaipons _ CowmRepotes | M b |
‘ Traffic Sources Overview Jun 26, 2012 - Jul 26, 2012
Advanced Segments Email Export~ Add to Dashboard
a Audience

& o ofvisits: 100.00%
Advertising

Overview
| = Iraffic Sources
Overvi Visits Pages | Visit Avy. Vish Duration %% Hew Visita Bounce Fate
erview i
® Visits 1,923 4 00:05:28 39.31% 37.96%
s o . . a1 3730 2 2
 Sources 600
- S Premary Ormemien. Sowts  Langeg Page Gt -
* Search Engine Optimization
Fiot Rows  Secondary dimension = 5o Trpe Detault =
L SOCIaI 300 Seurce AV, Vi Curation
fanmstatk 000442
m Content e
faba niét 5 000722
K Conversions Jun 28 e projectcapinfa 000512
= profoctcap prevusaps.com 000184
Help = . ) . tarebook com 000324
) 6,727 people visited this site
The Traffic Sources Overview ujectapmarketing prevuudps com 5 00.03.01
Report
N Kafab.cam 001111
) ) m 10.47% Search Traffic '
Using the Interactive Table . —
704 Visits =y

Commeon Report Controls
o,

Find Your Old Reports in the New  28.59% Referral Traffic — noror

Interface 1,923 Visits

o i "
e ‘ | ] 50.50.)(] Direct Traffic
4,070 Visits

Search help center  Go

nnovecs. atlassian net 007744

0.45% Campaigns
30 Visits




Google Analytics

Goi)gle Aﬁa |ytICS thinkhorizontal@gmail.com  Settings My Account  Sign out

m Standard feporting S _m

Jun 26, 2012 - Jul 26, 2012

‘ Content Overview

Advanced Segments Email Export + Add to Dashboard

i Audience
€ ©: of pageviews: 100 00%

Advertising

Overview
- Traffic Sources B
Pageviews ~ VS. Selecta mefric Hourly ' Day Week Month
m Content ® Pageviews
. 2,000
Overview
) Site Content Page Pageviews % Pageviews
~ Site Content
Page ' & 7.494 [ 2789%
All Pages
g 000 Page Title Imemberprofile/ @ 1934 ] 7.20%
Eoptentlnidowy Site Search . finsurance-marketing-programs/&® 1470 | 547T%
Landing Pages Search Term . fabout/ & 959 | 357%
. Jun 28 Jul 6
Exit Pages Events . finsurance-marketing-tour! @ 203 | 3.32%
} Site Speed - = o - Event Category Iprograms-self-directed/ el 820 | 3.05%
e Pages on this site were viewed a total of 26,873 time
» Site Search finsurance-marketing-blog/ @ 603 | 224%
} Events WM Pageviews: 26,873 ;‘E:”’a”“'”’a”‘e“"g"es“m”‘ & 503 | 221%

» AdSense ‘WM Unique Pageviews: 19,565 TEERET & | 212%
Experiments jevents-calendar/ @ | 1.64%
Ao Avg. Time on Page: 00:01:20

~M~~—~_ Bounce Rate: 37.03%

AT o Exit: 25.03%

view full report

In-Page Analytics

K Conversions

Help =




Google Analytics

GOL )gle Ana |yt[(“s thinkhorizontal@gmail.com  Settings My Account  Sign out

m Standard feportng SR _m

Jun 26, 2012 -Jul 26, 2012

Overview
Advanced Segments | Email Export v  Add to Dashboard
i Audience
e % of goal completions: 100.00%
@ Advericig Goal Option
Traffic Sources All Goals ~ .
hd Goals Goal Completion % Goal C
i . Location
m Content Goal Completion Location

Overview . [7stayinformed=true 27 N 5710%
I Conversions Source / Medium

Goal Completions ~ | VS. Select a mefric , , .
Icontact/submitted/ 4 W 12.90%
~ Goals ® Goal Completions .
Oy " view full report
Goal URLs

Reverse Goal Path
Funnel Visualization

Goal Flow
» Ecommerce Jun 29 Juls Jul 13 Jul 20
» Multi-Channel Funnels

Help al| . Goal Completions: 31

The Overview Report
i Goal Value: $0.00

Comparing Metrics

Common Report Controls il J\. Goal Conversion Rate: 0.46%

Find Your Old Reports in the N

|H‘Ce,_fas:r cporsin e Hew Total Abandonment Rate: 0.00%

Help center \ Email question (Goal1 Completions): 4

Search help center  Go

(| . Email Signup (Goal2 Completions): 27




Excel

-
®|Q0'94'|7 Bookl - Microsoft Excel 'E@u
Home Insert Page Layout Formulas Data Review View [l e o 3
o Y == = - [ iti ing~ Swa - - -
B & Calibri %] = General Condltlonal Formatting g=Insert = % [ﬁ ||
By~ H- $ - % »  [BFFormatasTable - &% Delete ~ | [§]~ oz
Paste B 5 U~ . Sort & Find & | Signand
&4 & P %6 5% (55} cell styles - fEiFormat~ | 2~ Fitter~ select~ | Encrypt=
Clipboard Font (] Alignment (] Mumber (] Styles Cells Editing Privacy
M18 - (= | @
A B C D E F G H I J K L M :
1 Jan-12 Feb-12 Mar-12  Apr-12  May-12  Jun-12 Jul-12 Aug-12  Sep-12 Oct-12  Nov-12  Dec-12 [ ]
2
3 | Facebook 100 200 300 400 500 600 700
4 | Twitter 50 100 150 200 250 300 350
5  Google+ 50 100 150 200 250 300 350
6 | Linkedin 50 100 150 200 250 300 350
7 | Total 250 500 750 1000 1250 1500 1750
8
10 Facebook 50 100 150 200 250 300 350 B
11| Twitter 50 100 150 200 250 300 350
12 | Google+ 50 100 150 200 250 300 350
13 Linkedin 250 500 750 1000 1250 1500 1750
14
I5 Conversion 100 200 300 40 50 60 70
16 Facebook 50 100 150 200 250 300 350
17 | Twitter 50 100 150 200 250 300 350
18 | Google+ 50 100 150 200 250 300 350 I .I L 4
19 | Linkedin 250 500 750 1000 1250 1500 1750
20 hul
4 4 » M| Sheetl . Sheet2 . Sheet3 %3 [14] [ | » 1]
Ready | O 100% (-——0—(F) y




Chris Paradiso

Facebook:
www.facebook.com/paradisoinsurance

Twitter: https://twitter.com/paradisoins

Linkedin: Christopher Paradiso

www.Paradisolnsuranceblog.com
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https://twitter.com/paradisoins
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Why Should You Measure Your Site?

[l Measurement is key to understanding what is
profitable to your agency GROWTH!

[l To know if its making YOU and your agency
profitable!

[l Because you can't manage what you're not
measuring!




Why Google Analytics?

One of the most powerful web
analytics solutions on the market

It's FREE




To Mention A Few Features:

Measure which marketing initiatives are
most effective?

How can my website convert more
visitors Iinto customers?

What are accurate traffic
patterns/trends on my websites?

Where are my visitors coming from and
what do they do on my site?




GOOS[G Analytics




Traffic Sources Overview Jun 19,2012 Jul 19, 2012

Advanced Segments Emall Export - Add to Dashboard

& o of visits: 100.00%

Overview
Hourly Day Week Month
& Visits
100
50
Jum 22 Junm 2§ Jul & Jul 13
1,256 people visited this site
B 51.19% Search Traffic
243 Visits
m 8.12% Referral Traffic
102 Visits
m 40.68% Direct Traffic
511 Visits




\__l'v\.fal\. Ll L=Tly ENLvIS)

mm::id:u:::ﬂ -~ | Home Standard Reporting Custom Reporting Admin Halp £
() ReaTimesca My Dashboard Jun 19,2012 Jul 19, 2012 ~
' Intelligence Events +AddWidget | Emall BETA  Export -
Dashboards - . . .
i Visits #  Avg. Visit Duration #  Goal Conversion Rate #
+ New Dashboard @ Visits ® Avg. Visit Duration ® Goal Conversion Rate
100 00: 0840/ 10%:
Help =]
About Dashboards
Create/Edit/Delete Dashboards 5%
Add a Report to Your Dashboard
Help center
Search help cente| | Go Jun 22 Jun 2 Jul & Jul 13 Jun 22 Jun 2 Jul & Jul 13 Jun 22 Jun 2 Jul & Jul 13
Visits by Traffic Type #  \Visits and Avg. Visit Duration by Country / Territory #  Goal Completions and Goal Conversion ...
Country | Territary Visits Avg. Visit Duration Geal
m 51.19% organic ! Source Goal Conversion
B43 Visits United States 1,182 00:02:33 Completions Rate
w 40.68% direct Philippines 14 00:01:48 google 17 3.01%
511 Vigits
India 14 00:03:42 direct 2 0.38%
1 8.12% referral drect)
102 Visits N iahil
Canada 4 00:03:35 :Istunshlwﬂ.m 1 16.67%
Pakistan 4 00:00:22 b : .05%
" , \ ing )
Visits and Pageviews by Mobile % B 3 00:00:03
yahoo 1 4.17%
Mabile Visits Pageviews United Kingdom 3 00:00:25
No 1,050 2,849 i 00 .
Casch Republo 2 00:00:00 Automatic Alerts and Custom Alerts £+
Ve 28 hk Germany 2 00:01:48 ® Automatic Alerts @ Custom Alerts

Fa =0 8



Jul &

Pages / Visit

Jun 22 Jun 28
Visits Pages / Visit Avg. Visit Duration
1,256 2.52 00:02:31
% of Total: 100.00% [1,256) Site Avg: 2.52 (0.00%) Site Avg: 0031 (0.00%)
Primary Dimension: Source § Medlum  Source  Medium  Ofher
Plot Rows | | Secondary dimension - 3o Type: | Default -
Source ! Medium Visits 4
[C 1. google/ organic 565
[ 2 (direct)/ (none) 511
[~ 3 bing/ organic 33
[ 4 yahoo/ organic 24
[ 5 stumbleupon.com | referral 19
[ 6. prweb.com / referral 10
7. aol/organic g
8. facebook.com/ referral 9
Y T - - Y R TR WA YU S P

% Mew Visits

66.64%
Site Avg: 66 64% (0. 00Ye)

Jul 13

Bounce Rate

56.69%
Site Awg: 56.60% (0

i)

Q |advanced (BB (B |z |T|& |1

2.52

240

3.09

3.68

1,63

340

2.89

1,89

4 47

Avg. Wisit Duration

00:02:45

00:02:07

00:01:20

00:02:16

00:00:17

001212

00:02:09

00:00:18

W A A

% Mew Visits Bounce Rate
58.76% 52.74%
74.36% 53.60%
63.64% 45.45%
58.33% 41.67%
100.00% 36.84%
20.00% 30.00%
100.00% 55.56%
44 44% 33.33%

o -
+
fan
b L N
7 !

o9 990



Advanced Segments Emall Export - Add to Dashboard

& o of visit=: 100.00%
Map Overlay Explorer

Site Usage GoalSet1 Ecommerce

Visits -

W

1 T 1192
Visits Pages / Visit Avg. Visit Duration %o New Visits Bounce Rate
1.256 2.52 00:02:31 66.64% 56.69%




Advanced Segments Emall Export -~ Add to Dashboard

g % of visits: 23.65%
Map Overlay Explorer

Site Usage GoalSet1 Ecommerce

Visits =

Visits Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
7a7 ? RR nn-n4-54 Th 479,




-\.1' nit
o 0T 1D

643 2.58

al: 51.19% (1,256) Site Avg: 2.52 (2.10%)

Frimary Dimension: Traffic Type Source  Keyword  Campaign

Plot Rows

O 1
12
O 13
14,
0 15
Ll 16,
O 17
L 18.

19,

Secondary dimension * SortType: Default -
Keyword
*boat insurance* powered by disqus

comments powered by disqus for articles on adr
paradiso insurance stafford springs ct

workers compensation ct

*motorcycle insurance cost? powered by disqus
boat insurance + powered by disqus

chris paradiso insurance

ct workers comp

ct workers compensation insurance

home insurance connecticut

Site Avg: 00:02:31 (3.64%)

Other

00:02:36

Visits

60.03%

Site Avg: 66.64% (-0.92%)

Q, advanced

4 Pages/Visit

3 1.33
3 1.67
3 B.33
3 1.33
2 1.00
2 1.00
2 9.00
2 1.00
2 1.00
2 4.50

Avyg. Visit
Duration

00:00:49

00:00:29

00:07:05

00:00:27

00:00:00

00:00:00

00:18:12

00:00:00

00:00:00

00:03:02

52.41%

Site Avg: 56.60% [-

H O =
% New Visits

66.67%
100.00%
100.00%
100.00%

50.00%

50.00%
100.00%
100.00%
100.00%

100.00%

Fan
s

7.55%)

EAE AR

Bounce Rate

AAEL

66.67%

33.33%

0.00%

66.67%

100.00%

100.00%

0.00%

100.00%

100.00%

50.00%
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Facebook/WebWisedom
Twitter.com/MikeWiseO7
WebWisedom.com
WebWisedomlLLC@gmail.com



http://www.linkedin.com/in/MikeWise07
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Final Thoughts

i EHAHA o A o EAETAE

Don’t put too much sales pressure on your Web & Social
properties

What Content will your audience “Share” and help you
feed the long-range funnel

What Content will help you Up-sell, Cross-sell, and drive
Recommendations/Referrals/eWord-of-Mouth

Ask and You Shall Receive

Social Tech is not necessarily all about Sales, but also
retention, loyalty, speaking engagements and recognized
expert status, shorter sales cycles, higher profits and
lower cost of sales (sometimes just getting in the door)




Other Metrics not Mentioned

Linkedin Insights

Twitter metrics and Klout

SocialMention.com — Reach, Sentiment, Strength
New Social stats on Google Analytics

FourSquare Check-ins

Email Fwd’s and Shares

1 o

Resource:

http://bit.ly/SocialTechResources




Recorded ACT Social Web WG
Webinars & Tools

“LinkedIn for the Insurance Professional”
“Facebook for Insurance Professionals*”

“The Social Web & Insurance—Finding Success & Lessons
Learned”

"Agency E&O Considerations when Social Networking*

11 01

“Creating a Successful Agency Website”

ACT Resource: “Creating a Social Web Policy for Your
Independent Agency”

www.llaba.net/act at “Websites & Social Media” Quick Link



http://www.iiaba.net/act

	Measuring your Social Networking Success
	Measuring your Social Networking Success
	Jeff Yates
	Housekeeping Items
	Rick Morgan
	What, Why & How
	Steve Anderson
	Why Measure?
	What to measure?
	Mike Peterson
	Social Marketing
	Social Marketing Awareness
	Social Marketing Engagement
	Social Marketing Conversions
	Social Marketing Measuring Tools
	Facebook Insights
	Facebook Insights
	Facebook Insights
	Facebook Insights
	Google Analytics
	Google Analytics
	Google Analytics
	Google Analytics
	Google Analytics
	Google Analytics
	Excel
	Chris Paradiso
	Why Should You Measure Your Site?
	Why Google Analytics?
	To Mention A Few Features:
	Slide Number 31
	Text
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Mike Wise
	Final Thoughts
	Other Metrics not Mentioned
	Recorded ACT Social Web WG Webinars & Tools

