
Measurable Results 
for Social Media

Do they really exist? 



47%
Not able to measure

“Jury is still out” on their investment



Results we’re reporting

• We increased our Twitter followers from 200 to 2,000! 

• We had 600 referrals to our website last month

• We had 950 interactions this week: likes, comments, wall posts

• We have more than 1,000 check ins on FourSquare





Turn awareness to action

SO WHAT is the value of a Facebook fan?

• $136.38 in spending 
(Syncapse – June 2010)

• $3.60 in equivalent media impressions 
(Ad Week – April 2010)

• A Facebook fan has no value. 
(Brian Wallace, VP – Blackberry)

Getting a Facebook fan to do something does.



Step 1

1. Identify clear business objectives for each of your social 
media engagements



Identify Your Objectives

• Travel to/within a destination
• Event attendance
• Room nights

• Change/reinforce brand perception
• Generate leads
• Grow website traffic and conversions
• Meet visitor expectations
• Community engagement/pride
• Industry/tourism engagement



Tie objectives to your mission

…to create, preserve and enhance overnight stays and 
quality visitor experiences through the promotion 
and development of the tourism economy

…to attract conventions and tourists to the area

…to increase visitation to and awareness of the area 
thereby enhancing economic impact



Step 2

1. Identify clear business objectives for each of your social 
media engagements/tactics

2. Measure and report on awareness



Measure and report on awareness

Popular Awareness Metrics
1. Subscribers to content – Followers, Active Users, RSS
2. Potential reach – Retweets, Impressions
3. Sentiment – Positive vs negative
4. Mentions per time period
5. Share of conversation



Measure and report on awareness

Popular awareness monitoring and reporting tools
1. Facebook Insights (Active Users/Post Views/Feedback)
2. Klout
3. Swix
4. HootSuite
5. Twazzup
6. TwitterCounter
7. ScoutLabs
8. TweetStats
9. TweetReach
10. Social Mention



Measure and report on awareness

Hoot Suite
• New paid version includes integration w/ Facebook Insights & Google Analytics
Social Mention
• Free, 80 channels monitored, daily alerts, four categories of brand awareness 

(strength, sentiment, passion, reach)
Radian6
• Monitoring and detailed analytics; works with a variety of channels; integrated with 

WebTrends and Omniture
BuzzLogic
• Monitors where the conversation is taking place; reports conversation size and share 

of conversation; blog-focused
Sysomos
• Collection, analysis and stellar reporting; conversations are their expertise
Trendrr
• Dashboards allow multiple search tags for your “brand,” sort by location, gender, 

influence and sentiment; works with location-based channels



Step 3

• Identify clear business objectives for each of your social 
media engagements/tactics

• Start by measuring and reporting awareness
3.  Understand how awareness turns into action



How awareness turns to action

Stop reporting referrals from Twitter/Facebook

REFERRALS



How awareness turns to action

The Challenge with Referrals

• Undercutting your actual referrals from social media

• Most Twitter users are not on Twitter.com and analytics only 

counts referrals from open web pages

• Doesn’t track mobile applications like HootSuite or Tweetdeck

• Facebook iFrames count as a page view, not a referral

• No tracking beyond initial referral – another SO WHAT



How awareness turns to action

Campaign Codes
• Track source AND action on the website

• Time on site
• Pages viewed
• Goal conversion
• Cost per conversion

• Allow you to measure conversion of social media channels 
and other marketing efforts



Awareness: Inbound Links

Campaign codes





How awareness turns into action

In Louisiana, visitors to the site 
who were came from Facebook:

• Have a 23% lower bounce rate than the site average 
• View 97% more pages per visit (6.83 pages) 
• Spend 196% more time on site than the site average 

(10:56 minutes)





http://www.google.com/support/analytics/bin/answer.py?hl=en&answer=55578�


How awareness turns to action



Where to start

• Identify clear business objectives for each of your social 
media engagements/tactics

• Start by measuring and reporting awareness
• Understand how awareness turns into action
4.  Measure and report on travel and actual spending



• Defines actual travel & influence of social media

• Validated & values Signals of Intent to Travel

• Travel generated: $99,404

• ROI of Social Media Program:  4.97:1 

Measure and report on action

Social Media Conversion Study



Research Objectives

• Early estimates of the ROI of the Louisiana 
Office of Tourism’s social media marketing 

• Social Media marketing insights for Louisiana 
and all DMOs



Research Objectives

• Reasons for engagement with Louisiana social media tools
• The depth and quality of user engagement with the state’s 

social media efforts
• User perceptions of the Louisiana travel brand
• Users’ Louisiana travel intentions
• Preferred social media content options
• User satisfaction
• Place of residence
• Demographics



Research Components

• Surveys: Louisiana Travel Facebook and Twitter users 
• 111 Facebook Fans, 269 Twitter Followers
• Private messages critical to response

• Survey of Website Users 
• Online intercept survey of 600 website visitors

• Qualitative Analysis: In-Depth Interviews
• 20 in-depth interviews via online video conference



Conversion Study

1. Spending by visitors on incremental trips

– Believe the social media content helped them 
make their decision to visit and that it was 
“Important” or “Very important” to their decision 
to visit.

2. Spending by visitors who reported extending their 
stay in Louisiana due to the Social Media content.



Influence on Decision to Travel

SOCIAL MEDIA CONTENT INFLUENCED DECISION TO TAKE A LOUISIANA TRIP

Source: Louisiana Travel  Facebook and Twitter user surveys.



Conversion Study

Facebook
• Generated 16 incremental visits 
• Average trip lasted 4.8 days
• Reported in-market spending of $360.80/day
• $27,485 new visitor spending for Louisiana. 
• For every unique fan, $85.81 in incremental visitor spending 

was generated for the state.



Conversion Study

Twitter 
• Generated 62 incremental visits
• Average trip lasted 4.2 days
• Reported in-market spending of $279.75/day
• $71,946 new visitor spending for Louisiana. 
• For every unique fan, $31.29 in incremental visitor spending 

was generated for the state.

Impact of $99,404      ROI of 4.97 to 1



Marketing Insights

Content, content, content
• Variety, unique, “insider”

• Credibility

• Relevance

• Timeliness

• Don’t shy from external content

• Don’t just ask questions



Marketing Insights: Twitter

• Used for keeping track on what’s happening in areas of user 
interest and concern. 

• Rapidly changing visual experience: Users generally do not 
report using their Twitter interface to research or look 
backwards. 

• Much more interested in using the tool to promote the 
business vs. Facebook.

• Little enthusiasm expressed for re-tweeting or re-posting 
destination travel content.

Source: Louisiana Travel  Facebook and Twitter user surveys.



Marketing Insights: Facebook

• Facebook users are primarily interested in connecting with 
friends and family.

• Seen as generally more engaging way of communicating and 
easier to  participate in a conversation. 

• A destination’s Facebook wall is seen much more like a 
traditional website or blog
• Content added by its readers as an ongoing conversation
• More likely to go back, use as a planning tool

Source: Louisiana Travel  Facebook and Twitter user surveys.



What Do Social Media Users Want?

Source: Louisiana Travel  Facebook and Twitter user surveyss.



Competitive Destinations

FOLLOWS OTHER TRAVEL DESTINATIONS IN SOCIAL MEDIA

Source: Louisiana Travel  Facebook and Twitter user surveys.



Frequency of Contact

PREFERRED FREQUENCY OF LOUISIANA POSTS/TWEETS

Source: Louisiana Travel  Facebook and Twitter user surveys.



Reaching Residents

Economic Opportunity: “Insider information” Active local participants are 
critical to engaging out of state visitors



What Happened Next?

• Budget for Social Media increased

• Money taken out of banner campaigns

• Custom communication strategy for each 

• 14,000 fans / 8,100 followers

• Follow up conversion study will determine ROI



Questions?

Kim Palmer, Director of Online Marketing
kim.palmer@milesmedia.com @MilesMedia

mailto:karin.mast@milesmedia.com�
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