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Introduction:

THE ERA OF DIGITAL
AND THE ABILITY
TO MEASURE
EVERYTHING

The social marketer’s #1 challenge is still
ROI. Return on investment is the top concern
for 55% of social marketers. This makes sense
for two reasons: they aren’t meeting the full
needs of their social audience with both brand
awareness and consideration content; and
they’re defining ROI wrong to begin with.
- Sproutsocial, 2018

INTRODUCTION
The Era of Digital and The Ability to Measure Everything.
This is the first of the #eNiversity ebooks. We are excited about this new venture,
a graduation from blogging as the closest long form of content development, which
we have done for 10 years!
This is also the first in a series on the topic of Social Media Impact - with the word
‘Impact’ being carefully chosen.

THE ELEPHANT IN THE ROOM
It may seem like social media have been around forever. This “new” channel took
off just over 15 years ago, thanks mainly to Facebook that was introduced to the
world in February of 2004.
A lot has changed since then, but the mystery linked to Marketers’ ability to
effectively measure social media marketing lingers on.
Here 4 of the reasons for this state of affairs:
The data curation ability of this channel has become both a boon, and also a
challenge.
While Marketers can measure EVERYTHING on social media, this on its own is
overwhelming. Picking of the best metrics to measure the effectiveness of social
media marketing efforts is still illusive.
With the ‘old habits die hard’ adage playing itself out, Marketers are battling to
accord social media the deserved status of being unique, and continue to want
to make incomparable comparisons with traditional media. Thus, they end up
using the wrong metrics in an attempt to standardise cross-channel performance
measurement.

Introduction
The challenge is also partly because social media are driven by digital
technologies that have been developing exponentially, especially in the last
5 years. Think of the terms IoT, AR, VR, automation, audio technology, and
lately 4IR.
Due in part to the exponential digital technology developments, it has been
challenging for Marketers and companies to keep up and adapt
accordingly.

SUMMARY
In this ebook, the science for selection of most relevant sets of metrics - called 1+4
Metric Matrix - for effective measurement of social media marketing is presented
and stress-tested using 3 case studies to demonstrated its efficacy.
We do caution in the ebook that the efficacy of the 1+4 Metric Matrix science
depends on 4 other building blocks of successful social media marketing::
• Marketers’ competencies, which may not be where they should at the moment in
Africa;
• Knowledge of the strength of brands’ social media presence, as guided by the
Digital Brand Development Funnel,
• Identification of meaningful social media marketing objectives, and
• And a plan, which falls under the Digital Marketing Continuum.

The terms ‘Digital’ and ‘Social’ are used interchangeably in some
places in this ebook.
Using the textbook definition, Social Media is part of Digital Media.
The reason for the interchangeable usage of the two terms in some
cases owes to the incorporated models having broader applications.

THE OBJECTIVE of this ebook is to
provide the 1+4 Metric Matrix
framework to assist the Marketers to
enhance their ability to effectively
measure the value of social media
marketing.

Chapter 1:

THE DIGITAL
MARKETING
CONTINUUM

Over a quarter (26%) of marketers say that their
primary goal for their digital marketing strategy this
year is to increase the number of new leads/
customer prospects. Arguably, this leads to brand
awareness, with more leads likely to be a direct
result of increasing the awareness of your brand.
- Marketing Insights

THE DIGITAL MARKETING
CONTINUUM
While this ebook is about the effective measurement of social media, the bulk of
which takes place at the content deployment stage of the Digital Marketing
Continuum, there is a need to set the context.

KEY STAGES OF THE DIGITAL MARKETING CONTINUUM

ST
RA
TE
GY

T
EN NT
N T ME
CO LOP
VE

DE
CONTENT
DEPLOYMENT

Every brand marketing plan starts with
development of a strategy. Digital
marketing - within which social media
marketing resides, is no exception.
As the saying goes, if there is:
• A robust digital strategy; followed by
• Development of highly engaging content
of various types, e.g. video; and
• Effective deployment on the selected
digital media;
then the overall digital marketing plan will
most likely yield the desired results against
the set marketing objectives.

Post each initial stage of strategy development (for a given period that is normally
a minimum of 1 year), the process becomes iterative as the 3 stages influence one
another in the process of enhancing the effectiveness of digital marketing.

Digital Marketing Continuum
THE DIGITAL MARKETING SKILLS BENCHMARK 2018 (UK)
For a company to fulfill the requirements of the Digital Marketing Continuum,
appropriate digital marketing skills are required.
Our research at the time of publishing this ebook shows that national digital
marketing skills audits have been conducted mainly in parts of the Western world.
Such reports do not exist for Africa.
The latest digital marketing skills audit report that was found online was from the
UK. It is titled Digital Marketing Skills Benchmark and is dated May 2018. The
study was conducted under the auspices of Chartered Institute of Marketing (CIM).
Given the absence of such report from the African continent at the moment, we
use the UK’s report as a proxy in this ebook. This is based on our hypothesis that,
by and large, Africa’s digital marketing skills pool is limited compared to the UK.
Thus, there is a greater chance that there is a lag, making the UK’s report an
acceptable indicator of sorts.
Here are the competency scores of the 12 skills covered in the UK report:

12
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2
10

11

Skill
Analysis and Data
Content Marketing
Digital Strategy
Ecommerce
Email Marketing
General Marketing
Mobile Marketing
Online Advertising
PPC
SEO
Social Media
Usability

%
33
24
34
37
52
45
29
31
31
35
36
29

As the overall results in the report show, the core skills that are important for
ensuring effective digital marketing planning - analytics, strategy and content
marketing - are in short supply in the UK, as compared to Email Marketing.
How close is the digital marketing skills picture for Africa?

.
Assessment of the DIGITAL
MARKETING
CONTINUUM and related aspects form a
key part of the context for this ebook.
The potential low digital marketing
competencies in Africa make the 1+4
Metric Matrix even more important for
Marketers

Chapter 2:
THE PESO MODEL:
AN INTEGRATED
APPROACH
TO DIGITAL MEDIA
MARKETING

We found that social is still very much a
personal platform. People spend time on
social, first and foremost, to interact with family
and friends. As brands put together campaigns
and messaging, they must remember that they
are guests at dinner, not members of the
nuclear family: their role in user feeds is
delicate, valuable, and should be treated with
great care.

- Sproutsocial

THE PESO MODEL
An integrated approach to digital media.
The 4 primary types of media are
key to maximal deployment of
content for the achievement of
stated objectives, including
engagements and conversions.
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The more adept Marketers
become at using these media
types together in their content and
campaign marketing efforts, the
bigger the potential for higher
rates of Reach, Engagement and
Conversions.

OWNED MEDIA
Developed content published on owned platforms, including proprietary Website

SHARED MEDIA
Developed content published on social media and other free platforms

EARNED MEDIA
Unsolicited brand mentions on social media, including by influencers

PAID MEDIA
Published content that is amplified on various digital media, or paid-for traffic
Overlaps between the media circles in the PESO model signify strength of the
integration, and thus enhanced amplification opportunities for published content.
The sweet spot for any brand is the overlapping of all the 4 circles.

THE PESO MODEL is. an integral part of
Marketers’ social media marketing tool
kit. The 4 primary digital media types
need to be activated together to
optimize content and campaign marketing
efforts

Chapter 3:

CUTTING OUT
THE NOISE

One of those choices we made in the early days, we
had this number that showed how many people
follow you. We decided that number should be big
and bold, and anything that’s on the page that is big
and bold has significance and those are the things
you want to drive.
- Jack Dorsey - CEO of Twitter, TED Vancouver,
2019

CUTTING OUT THE NOISE:
Yes we can, but should we?

A former client in the transport industry wanted
eNitiate to grow their Twitter followers from
virtually nowhere at the time to 20K within the
space of 10 months

grow by 2K monthly

Sure, we could chase and achieve this target. But there was a concern
about the efficacy of the metric, given what we knew about the client at the
time, which knowledge guided the metrics we had proposed.
So, we asked 2 questions we deemed important:
• Why was this particular metric - Twitter Followers - important to the client?
• How was achieving the target going to contribute to the client’s digital
marketing communication objectives?
The answer to the first question was not forthcoming, but it became apparent
that selection of the metric and the associated target was not based on any
science. Logically, the answer to the second question was not going to make
sense either, so we did not pursue this matter any further.
In response, we pushed back. This did not endear us to the client, and we
suspect it ruined the chances of extending the 12 month contract.

Cutting Out The Noise
We tracked the former client’s
Twitter account for some while
after the contract ended, and we
were not surprised by the unusual
kinks in their Twitter follower
growth graph on the right.
Clearly, the need to get to the
20K target was so pressing that
followers were bought off shelf,
our intelligence revealed.
Focus on quantity and not quality
of followers was in vogue 5 years
ago. Using the follower metric
as a stand-alone has since
become vanity.

The 1-day
jumps

Marketers must not succumb to the
allure of social media’s ability to
measure “EVERYTHING”. Being clear
about the purpose for using social
media and selecting associated metrics
that are most relevant for effective
measurement is the absolute
requirement.

Chapter 4:

THE
1+4 METRIC MATRIX
SCIENCE

For many of the digital marketers we talk to, social
measurement is a permanent headache. ‘Am I
looking at the right KPIs? Is there an easy way to
determine return on investment? Does social even
drive revenue?’ These are the questions we hear
almost daily, and for good reason: it’s a mess.
The complexities of identifying, tracking and
evaluating KPIs and metrics leaves people feeling
insecure about the right way to measure the impact
of their marketing efforts.
Measuring effectively is a must if you want to make
the right decisions for your business, but many
companies that come to us find this to be one of the
hardest things to implement.
- Talkwalker

THE 1+4 METRIC MATRIX
The science behind effective measurement.
eNitiate developed a framework that guides the selection of effective metrics for
measuring of social media performance.

BACKGROUND
Social media have 3 main categories of metrics:
• Awareness metrics. Typically, this category is for measuring performance of new
accounts.
• Brand Love metrics. The bulk of the social media metrics fall under this category, and
these can be sub-divided further into Engagements, Advocacy, Sentiment, Customer
Care, and Share of Voice metrics. As should be obvious, there are a number of metrics
within each of these sub-categories,.
• Conversion metrics. This category of metrics is used to measure a more direct
contribution of social media in the sales pipeline.
Typically, the 3 categories above work together to achieve social media ROI.

DESCRIPTION
The model, which we call 1+4 Metric Matrix, uses a combination of ONLY 1 output and
MAXIMUM 4 input metrics for achievement of a specific social media objective. In line
with the categories of metrics above, the 1+4 Metric Matrix advocates for creating most
appropriate objective-related sets of metrics and measuring them together for
effectiveness.
TO REPEAT: With each set of Metric Matrix, ONLY maximum 4 input metrics which lead
to 1 output metric is selected for effective measurement.

RATIONALE
As indicated before, the challenge with social media is which metrics to and select and
measure, given that the choice is so wide. The 1+4 Metric Matrix forces Marketers to be
focused on only the key metrics, and cut out the fluff, alternatively called vanity metrics.

The 1+4 Metric Matrix

1
Output
Metric
<4
Input
Metrics
Visualisation of the 1+4 Metric Matrix is triangular, and should be read from
the bottom up. Thus, the 4 input metrics at the bottom signify the starting
point in the measurement process.

APPLICATION OF THE 1+4 METRIC MATRIX
Selection of the most relevant set of social media metrics is with the purpose
of responding directly to a specified objective. The categories of metrics in
the next chapter serve as template that must be used for the selection.
It is easier for some companies to determine what the social media
objectives are, and is less so for others. In our experience, a company that
has social network accounts that are already structured in line with the
objective(s) will find it easier to apply the 1+4 Metric Matrix. It will be harder
for those companies that use one social network account for achievement of
multiple objectives, but it is possible provided there is a clear expression of
such objectives.
A comprehensive breakdown of 1+4 Metric Matrices is found in the next
chapter.

THE 1+4 METRIC MATRIX instils the
discipline of selecting a specific set of
metrics that directly responds to a
stated social media objective. In turn,
this forces Marketers to be clearer
about the purpose for using social media.

Chapter 5:

MATCHING OF
THE 1+4 METRIC
MATRIX TO
SPECIFIC OBJECTIVES

ROI stands for “return on investment.” What
that means for your social media strategy
depends on your organization’s objectives
(brand awareness, revenue, customer
satisfaction, etc.). But generally speaking,
social media ROI is the sum of all social media
actions that create value. After all the time,
money, and resources put in…
Not every organization will be able to attribute
revenue directly to social media. Nor should
they. Value isn’t always measured in dollars
and cents. Tethering ROI to such a strict
definition prevents you from identifying other
ways an investment might be paying off.
- Hootsuite

MATCHING THE 1+4 METRIC MATRICES
To specific communication objectives.
It is our recommendation that selection of 1 output and maximum 4 input metrics for
effective social media measurement be guided by the Digital Brand Development
Funnel (DBDF), which we developed to assist in the development of relationships
between brands and netizens on digital media. This is also applicable to social media.
The DBDF assists in the plotting of a brand along the relationship value chain as the
relation develops.

THE DIGITAL BRAND DEVELOPMENT FUNNEL

There are 3 sections to the funnel, read from left to right:
• Development Stages. The stages are self-explanatory. Understandably, this is
not necessarily a linear process and can be iterative. In addition to a brand
position on the funnel, there could be introduction of new technologies,
campaigns, marketing strategies, approaches, etc. that warrants a different
plotting to the brand on the funnel.
• Content Marketing Focus. As the relationship is built between the brand and
social netizens, different content marketing levers are pulled.
• Content Amplification. Increasingly, paid media support cannot be avoided on
digital media, but the extent of reliance is reduced with each stage of brand
development.

The 1+4 Metric Matrices
AWARENESS OBJECTIVE
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Reach |
Impressions

Typically, when a brand is new on social media, AWARENESS becomes the key
objective. This is in line with the Brand Digital Development Funnel (BDBF), found
at the beginning of this chapter, which was adapted from the AIDA model that is
used for tracking brand and netizen relationship development.
Keeping true to the 1+4 Metric Matrix, ONLY 1 output metric must be measured,
and that is AWARENESS. A maximum of 4 input metrics that yield the awareness
output can be selected. However, in this set of metrics, ONLY REACH (unique
count of eyeballs) and IMPRESSIONS (number of times a piece of content was
seen) are relevant. No other input metric must be added.
A further breakdown of the input metrics includes a division between organic, paid
and viral Reach and Impressions. Such can also be divided by content type. Cost
elements may also be added, such as cost per 1000 Impressions, etc.

The 1+4 Metric Matrices
CUSTOMER CARE OBJECTIVE
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The CUSTOMER CARE objective has, like AWARENESS, a focused set of
metrics.
The RESPONSIVENESS output metric is driven by ONLY 2 input
RESPONSE metrics - RATES and TIMES.
The focus on ONLY the 2 input metrics enhances the ability to effectively
measure the performance more accurately.
The input metrics can be broken down further, into RESPONSES to
questions as compared to mentions.

The 1+4 Metric Matrices
ENGAGEMENT OBJECTIVE
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Likes/Favs | RT’s/Shares
| Replies/Comments |
Clicks/Video Views

The ENGAGEMENT objective is achieved by the largest mix of metrics of all
the social media objectives. Essentially, engagement measures the virality of
content. The higher the virality, the higher the engagement.
Using the BDBF, the Consideration and Interest stages in the brand-netizen
relationship funnel is indicated by the strength of conversations.
Measurement of such conversations, called ENGAGEMENT, uses various
input metrics. The input metrics are called by different names by the various
social networks, hence the slashes such as in RT’s (Twitter) / SHARES
(Facebook), etc.
A further breakdown can be done here as well, by content type by organic/
paid/viral, and by cost per click, etc.

The 1+4 Metric Matrices
ADVOCACY OBJECTIVE
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Sentiment
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Mentions | Replies |
Comments | Reactions

Achievement of the ADVOCACY objective is determined by expression of
emotions by social netizens in their MENTIONS and REPLIES/COMMENTS.
Traditionally, the LIKE input metric is not added to the ADVOCACY objective
set of metrics. However, we believe that Facebook REACTIONS, excluding
the LIKE, must be added to this 1+4 Metrics Matrix.

Our view is supported by findings by Tian, Galery, Dulcinati, Molimpakis and
Sun in their paper (2017) on the correlation between Facebook Reactions
and emotions, which conclude that emojis can be used to detect the
emotional attitudes of Facebookers.

The 1+4 Metric Matrices
CONVERSION OBJECTIVE
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Downloads
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The use of the 1+4 Metric Matrix can be extended to many areas of social
media marketing. The model provides a framework that ensures focus for
effective measurement of this “new” channel.
The ability of the model to guide the process of selecting the most
appropriate metrics is what makes it useful.
The set of metrics above applies to APP DOWNLOADS, as an example.

The ability to measure true value of
social media, depends on clearly stated
objectives. The more single-minded the
objectives, based on DBDF, the higher
the chance that the associated 1+4
METRICS MATRIX can be identified and
measured effectively.

Chapter 6:

APPLICATION OF
1+4 METRIC MATRICES:
3 CASE STUDIES

The Digital Skills Benchmark highlights some
very clear and actionable insights that
organizations can act on to immediately
address the current digital skills gap. In a
post-GDPR world, over reliance on email
marketing and lack of analytics insights should
be a clear warning to us all.
- Target Internet, in association CIM (UK)

APPLICATION OF 1+4 METRIC MATRIX:
3 Case Studies.
In demonstrating the efficacy of the 1+4 Metric Matrix, the model is applied to
Twitter accounts of 3 companies that make up the 3 case studies in this chapter.
The 3 companies are Safaricom, Access Bank and SA Airways.

In order to achieve the richness in the anticipated learnings, the following criteria
were used in selecting the 3 companies above:
• They all have well developed social media presence, as judged by 50% or
higher levels of response to questions on at least one of their Twitter handles in
the last month to 15 September 2019.
• They come from 3 different African regions - Kenya, Nigeria and South Africa respectively. This is a key criterion for representivity.
• The 3 companies come from 3 different, and among the most popular, sectors
on social media. These sectors are:
• Telecoms: Safaricom
• Banking: Access Bank
• Airlines: SA Airways
It is acknowledged that there is a growing cross-over between 2 of the 3
sectors above - telecoms and banking, thanks to rapid developments in the mobile
technology sphere. As a result, Safaricom is playing in both these sectors.
However, this will not become an issue in the application of the 1+4 Metric Matrix,
as this company is still categorized under the telecom sector.
The remainder of this chapter is about the demonstration of the model.

Application of 1+4 Metric Matrix

PROFILE
Kenya’s largest telecom company has many profiles on Twitter. When
searching for Safaricom, this is what comes up:
!
!

!
!

9 accounts were found in the results. 3 main accounts, as shown by the
verification mark of a blue tick, are @SafaricomPLC (corporate account),
@Safaricom_Care (the customer care account), and @SafaricomFDN (the
foundation). Notice that M-Pesa is not included in the 9 accounts above.
Of the 9 accounts, 4 are to be used for application of the 1+4 Metric Matrix.
The selected accounts have a ! sign to their right.

Application of 1+4 Metric Matrix

@SafaricomPLC - Advocacy
This account was registered in Feb 2010. It has published a total of over 760
000 tweets, and has 1.3 million followers. Ideally, such account should be
targeting the ADVOCACY objective, with the following specific metrics:

Output Metric:

Input Metric:

Sentiment

Mentions |
Replies

@Safaricom_Care - Customer Care
This account was registered in June 2011. It has published a total of over
842 000 tweets, and has 942 500 followers. As the name says, this is a
CUSTOMER CARE account. The following specific metrics apply:

Output Metric:

Input Metric:

Responsiveness

Response Rate |
Response Time

Application of 1+4 Metric Matrix

@SafaricomFDN - Engagement
This account was registered in Jan 2011. It has published a total of over 3
213 tweets, and has 19 400 followers. Ideally, such account should be
targeting the ENGAGEMENT objective, with the following specific metrics:

Output Metric:

Input Metric:

Engagement

Favs | RT’s |
Replies | Clicks

@songamusic - Awareness
This account - which is about a Safaricom music app, was registered in
November 2016. It has published a total of over 1 309 tweets, and has 3 067
followers. The tweeting activity on this account is still low. Thus, there is still
need to increase its AWARENESS. The following specific metrics apply:

Output Metric:

Input Metric:

Awareness

Reach |
Impressions

Application of 1+4 Metric Matrix

PROFILE
Nigeria’s largest commercial bank by assets has 3 Nigerian profiles on
Twitter, and they are:

@myaccessbank was registered in September 2010. It has published a total
of 37 300 tweets, and has 404 000 followers. The ADVOCACY objective’s
set of 1+4 Metrics are appropriate for this account.
@access_more was registered in June 2010. It has published a total of 24
600 tweets, and has 326 200 followers. The ENGAGEMENT objective’s set
of 1+4 Metrics are appropriate for this account.
@accessbank_help was registered in October 2013. It has published a total
of 149 000 tweets, and has 76 500 followers. The CUSTOMER CARE
objective’s set of 1+4 Metrics are appropriate for this account.

Application of 1+4 Metric Matrix

PROFILE
The South African Airline, ranked the second best airline in Africa in 2019,
has 2 South African profiles on Twitter, and they are:

@flysaa was registered in April 2010. It has published a total of 10 300
tweets, and has 431 400 followers. The ENGAGEMENT objective’s set of
1+4 Metrics are appropriate for this account.
Why not the ADVOCACY Metrics? This account’s
Engagement Rate is low at the moment (at 0.0003% for
the month to 14 September 2019 vs the average of
0.006% for the top 3 African airlines, pointing to the SA
Airline’s followers not being committed).
@flysaa_care was registered in September 2016. It has published total of
15 900 tweets, and has 3 855 followers. The AWARENESS objective’s set of
1+4 Metrics are appropriate for this account.
Why not CUSTOMER CARE Metrics? When comparing
questions to @flysaa vs @flysaa_care for the month to 14
September 2019 (20 vs 6), there is a reason to believe that
this account is relatively unknown by the target netizens at
the moment.

The 3 case studies in the chapter
demonstrate that THE 1+4 METRIC
MATRIX can increase efficacy of
measuring the performance of social
media. The role of DBDF and importance
of clear objectives is also highlighted in
the case of SA Airlines.

Chapter 7:

1+4 METRIC MATRICES
FOR COMPARATIVE
ANALYSIS

Engagement rates are the currency of the
social media marketing industry in 2019.
Sure, vanity metrics like followers, likes, and
impressions count for something. But
engagement formulas put these metrics into a
more reliable perspective.
- Katie Sehl

1+4 METRIC MATRICES
For comparative analysis.
There are 3 key questions that companies want to answer about their social media
efforts:
1. Do we publish engaging content?
2. Do we publish the content often enough?
3. Do we have a committed community?
The best way to answer the 3 questions above conclusively, is by comparing the
performance against competitors. It is preferable to compare against accounts with
high relevance score, e.g. closest competitors, because different industries and
categories have different social media performance levels.

BEST COMPARATIVE PERFORMANCE METRICS
Given the plethora of social media metrics that are at our disposal, the best
comparative metrics have to cover the following 2 core elements:

Community

➕
Interactions
As can be expected, the different social network accounts have different
community sizes, and different volumes of interactions. Logic dictates that an
account with a bigger community will most likely have higher volumes of
interactions. However, size alone does not indicate effectiveness. Thus, the best
metrics need to break the sizes/volumes down to units or percentages for better
comparison.

Comparative 1+4 Metric Matrices
COMPARATIVE REACH OBJECTIVE
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This 1+4 Metric Matrix answers the question: how many people does my
account reach per post, compared to XYZ?
As we know, social network algorithms allow high quality content to reach
more people. This 1+4 Metric Matrix is the most basic measure of quality of
content.

Comparative 1+4 Metric Matrices
COMPARATIVE ENGAGEMENT PER POST OBJECTIVE
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Engagement |
Profile Posts

This 1+4 Metric Matrix answers the question: what is the level of
engagement does my account get per post, compared to XYZ?
Based on the logic that social netizens engagement more actively with
interesting content, this metric set measures the level of interest that
published content creates.
The formula for Input Metrics can be further broken down by the different
Engagement elements. In addition, the formula can be weighted, so as to
give higher weightings to the forms of Engagement that show interest (Video
Views), take more effort (Replies/Comments), or indicate trust (RT’s/
Shares).

Comparative 1+4 Metric Matrices
BEST COMPARATIVE PERFORMANCE OBJECTIVE
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Engagement
Rate
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Engagement |
Followers/Fans

The most comprehensive comparative 1+4 Metric Matrix is the ENGAGEMENT
RATE.
Considering how the Output Metric is achieved - based on a combination of the
input metrics, the result allows for comparison regardless of the size of community
an account may have and/or volume of engagements its published posts receive.
The ENGAGEMENT RATE (ER) formula is [Engagement]/[Followers*100]. To
break it down even further, The ER per post formula is [ER]/[Posts].
Average ER benchmarks can be established per social network, sector, category,
a group of competitors or any group of social network accounts. The key phrase
continues to be comparative grouping according to relevance.

COMPARATIVE 1+4 METRIC MATRICES
are key for Marketers to gauge the
performance of their social media
efforts vs others, be they intra accounts
or external competitors or a combination.

Conclusion:

EFFECTIVE
MEASUREMENT OF
SOCIAL MEDIA
MARKETING
IS POSSIBLE

CONCLUSION
Effective Measurement of Social Media Marketing is Possible.
The topic of social media marketing has long gone past the “WHY” stage.
Marketers have also been confronted with the “HOW” for a good few years.
The question why effective measurement of social media marketing
continues to be a challenge can be answered by assessment of the 5
building blocks of successful social media marketing.
While the focus of this ebook was the
1+4 Metric Matrix, the other 4 building

Competencies

blocks were covered briefly as part of
the context.

DBDF

SMM
Plan

A great amount of effort was made in the
development of the science for selecting
the most appropriate 1+4 Metric Matrix.
Its efficacy was demonstrated using 3

Focused
Objectives

1+4
Metric
Matrix

case studies, and the model was further
used for selection of comparative
metrics.

The lines linking all the 5 building blocks signify that there the process that
leads to successful social media marketing is iterative and continuous.
Our hope is that Marketers will use this ebook actively to improve the
“HOW” of social media marketing.
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