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Social Media’s Explosive Growth

Social media is growing fast—even faster than mobile. 
Facebook, for example, is firmly in the top 10 of most 
valuable companies in the world.

Social ad spend in North America is expected to 
exceed $12 billion in 2016. More importantly, social 
is eating into other marketing budgets as you can 
see from the graph below. In fact, AdAge expects 
social spend to make up over 20% of all marketing 
budgets by 2020.

“Social ad spend in North 
America is expected to exceed 
$12 billion in 2016.”

Why is this important? Despite these figures, most 
businesses haven’t demonstrated that these dollars 
are having a meaningful impact on their business goals 
or revenue.
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Elevate your Social Media ROI 
 A Practical Guide to Measuring Business Impact  

Marketers need to know the value of their social 
marketing efforts, but calculating social ROI can seem 
daunting. The huge variety of metrics and data points 
makes it challenging to see how each one benefits your 
business. However, measuring social ROI is easier than 
you might think. 

About Hootsuite
Hootsuite is the most widely used social media 
management platform, used by over 15 million people 
around the globe and trusted by more than 800 of the 
Fortune 1000. Hootsuite’s battle-tested technology, 
extensive ecosystem, and social DNA help organizations 
to champion the power of human connections at scale. 
To learn more, visit www.hootsuite.com.

This e-book explores how to calculate social ROI using the 
same methods that marketers already apply across all 
other digital channels (plus some new ones). By following 
the simple 3-step approach outlined in this guide, you’ll see 
how you can apply traditional marketing metrics to a wide 
spectrum of social media value.

Eliminate Guesswork

Capturing lots of data lets 
you eliminate guesswork and 
provides a more transparent 
view of value and ROI.

Save Time

Calculating ROI from social 
media doesn’t have to involve 
lots of manual processes.

Use Proven Methods

Measuring social ROI can 
be as easy as it is for Search 
Engine Marketing and other 
direct digital marketing 
channels

http://www.hootsuite.com
http://www.hootsuite.com
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Key Challenges Facing Social Marketers 
and CMOs
How important has ROI measurement become for 
marketers and CMOs? Despite the explosive growth of 
social media—and social media budgets—a recent Ad Age 
survey found that only 15% of CMOs have been able to 
quantify its impact. Less than half only have a qualitative 
sense for how social impacts their business.

It should be possible to clearly see how social is driving 
your business objectives. A quantitative measurement 
system is crucial for the success of your social team 
within your marketing organization.

We sought out the opinions of CMOs at over 200 
enterprises. The same three concerns kept recurring, 
with one message in particular coming over loud and 
clear: Brands need tools that transform social marketing 
data into actionable ROI-driven intelligence.

1. CMOs know they need to measure social but don’t 
have the right procedures in place.

2. Engagements is not a true measurement of social 
ROI, yet many social marketers still use it.

3. Tools haven’t kept pace with marketers’ needs and 
budget—resulting in the sheer amount of social data 
available overwhelming teams’ efforts to measure 
ROI.
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What Are Your Biggest Challenges?

ROI measurement is the cornerstone of any successful 
social media strategy, especially today when 
organizations are spending vast sums of money on 
social. 

The survey below asked the question “What are 
the three most challenging aspects of your social 
program?” Not only did ROI measurement come out 

on top, but the answers showed that trying to connect 
the dots between social and business objectives 
continues to challenge marketers. 

As for the third biggest challenge, developing a social 
media strategy to drive your business objectives is next 
to impossible when you can’t measure what works and 
what doesn’t.

“AdAge expects social spend to make up over 20% of all 
marketing budgets by 2020.”
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4 Key Things All Successful Social 
Organizations Do
Our discussions with CMOs and Heads of Social yielded 
some valuable insights. The sooner you adopt these 
four key things, the sooner you can implement ROI 
measurement.

1. Set the Right Objectives
Your social goals ARE your business goals.

�� Social marketers aren’t always setting the right goals, 
and can get distracted by likes, shares, comments, 
retweets, and impressions—metrics that don’t tend 
to generate big insights.

�� Business objectives should be specific to your 
company and industry.

�� Every department in your organization, including 
Marketing, should be focused on driving your 
business objectives.

We interviewed a Community Manager 
from a large media company in NY. They 
confessed they couldn’t rely on their 
data to create reports because they 
weren’t close with the ‘Paid Ads’ team 
and did not know what posts were being 
boosted.

 It’s Good to Talk 
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4. Use Your Data for Strategy Planning
Your data can answer many questions that are vital 
to the success of your social marketing efforts.

�� Social media yields more data than any other 
marketing channel, which is a good problem to have 
if you’re using the right metrics.

�� Tying social to your business objectives is vital to 
extracting meaningful conclusions from your data.

�� Taking a deeper look at your data lets you uncover 
hidden insights you won’t get from Facebook, Twitter, 
Instagram and other platforms that tend to only 
provide high-level insights.

1. What type of content drives your 
business objectives? 

2. Which campaigns have the highest ROI?

3. Which social network drives customer 
conversations on my website?

 3 Key Questions Your Data Can Answer 

3. Look Ahead—Not Behind You
Use social data to create a better social strategy, 
rather than defend past strategies.

�� Having a wealth of social data is desirable, but 
brands that only use analytics to justify PAST actions 
rather than optimize their FUTURE strategies are 
missing a trick.

�� As well as showing performance, social data can 
provide insights you can pass on to your team to 
inform your social strategy going forward. 

�� Social reporting should focus on key findings and 
provide a blueprint for improvements..

2. Break Down Marketing Silos
Create organizational transparency so every 
stakeholder works toward your business goals.

�� Improving communication between teams is 
essential. For example, your “paid” team should 
speak to your “earned” team. 

�� Data Scientists have become core to the marketing 
team, with large agencies employing them to help 
with situations where social data is a big problem for 
clients. 

�� Leadership needs to foster a culture of success, in 
which every part of the organization either drives 
business goals or works on a plan to optimize them.
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3 Steps to ROI Measurement
Your social media posts and ad buys generate a huge 
amount of social data at every stage of the ROI Spectrum 
—from initial awareness to final conversion.

The ROI Spectrum

Clicks to your site are a 
critical juncture because 
it converts an awareness 
or affinity metric to a 
potential customer who 
has expressed intent.

A conversion is where the 
social follower converts 
to a customer on your 
website. Tying social 
media to your website lets 
you see the true value of 
your data.

Social media metrics aid 
in brand awareness and 
affinity, but stop short of 
driving your real business 
objectives, i.e. customer 
conversions.

 Social Metrics Clicks to Site Website Activity
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Follow these three key steps to enable your organization to 
calculate the business impact of your social media campaigns.

 Step 1: Select Your Social Goals
The first step in selecting the social goals for your brand is to ask these questions:

�� ecommerce: Purchases

�� Media: Page Views, Video Views

�� B2B: Free Trials, Newsletter Subscribers, Form 
Submissions 

�� B2C: User Sign Ups, Mobile App Downloads

Step 2: Assign Values to These Objectives
Once you have identified the various business objectives that be tracked on social, you can assign values to these 
objectives. Here are some examples:

�� ecommerce purchases: Add a Google Analytics 
code to your checkout cart to track purchases from 
social

�� Page views: If you monetize your site through ads, 
calculate your average CPM (cost per thousand)

�� Free trial sign-ups: Customer Lifetime Value (LTV) * 
(Conversion Rate of Free Trial to Paid Customers)

�� Newsletter sign-ups: Email Subscribers That 
Became Customers / Email Subscribers = x (x) * 
(Customer LTV) = Value of an Email Acquisition

�� Mobile app downloads: Monthly Active Users 
(MAUs) * (Value of MAU)

�� Brand awareness: Average CPM rate on social ads

�� Financial Services: Customer Sign Ups, Promo 
Redemptions 

�� CPG: Purchases, Redeem Coupons, “Learn More” 
Forms 

�� Manufacturing: Contact Us, Brand Awareness

�� Healthcare: Free Trials, “Learn More” Forms

Keep in mind that you should select the top customer acquisition events that tie to your business objectives.  
Here are examples of business objectives for various industries:

�F Q: How do I acquire 

customers? 

A: E.g., website sign-up, 

newsletter subscription, 
mobile app download... 

�F Q: What online 
conversion trigger is  
closest to revenue 

generation? 

A: E.g., ecommerce 

purchase, free trial, new 
subscriber, page views…

�F Q: What action do 
I want my a social 
followers to take? 
A: E.g., click on a 
link, watch a video, 
engage with my brand, 
become a customer…
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Step 3: Track Conversions
Most business objectives occur on your website, which makes it important to set up conversion events using Google 
Analytics (ecommerce or Goals), Facebook Ad Pixels, and Omniture Events.

1.  Create Google Analytics Goals and apply value to conversions:

2. Use UTM parameters in links to track purchases and goals on a content level. UTM parameters are very 
powerful. For link posts, you can track the e-commerce Purchases and Goal completions for every single piece of 
content you post.

3. Marry social data with web data so that you can view them side-by-side to discover top performing content and 
see where you can optimize to achieve greater social ROI.
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Five Practical Ways to Get Started
Ready to get started? Here are five things you can start 
doing today to help revamp your social strategy.

1. Identify Key Performance Indicators  (KPIs)
�� Are you looking to drive revenue or build awareness of your brand? Your answer determines what success looks 

like for your social marketing efforts.

�� For help identifying your KPIs, read this tutorial: http://ow.ly/QV9K306fyZl 

2. Align Social Media Goals with Business Objectives
�� For your campaign to be meaningful and measurable, break the big picture down into smaller, bite-sized goals.

�� For help aligning social and business goals, read this tutorial: http://ow.ly/EJQf306fz8o

3. Set Up Google Analytics to Track Conversions
�� Your ability to retain and convert your audience depends on how informed you are about their behavior on your 

site. Most goals are measurable if you adopt the right approach. 

�� Google Analytics is a free tool that you can use to set up trackable goals and monitor how often visitors 
complete the actions you define.

�� For help configuring Google Analytics for your social team, read this tutorial: http://ow.ly/vKe2306fyHR 

 http://liftmetrix.com/how-to-set-social-media-goals/.
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5. Benchmark Against Your Competitors
�� Compare your social media efforts to your competitors to uncover opportunities for your organization to stand 

out and be heard through the noise.

�� Learn what platforms are most successful in reaching your targeted audience, and how many posts competitors 
are publishing per day.

�� For help setting up competitive benchmarks, read this tutorial: http://ow.ly/ilob306fzed 

Interested in doing more with social data?  
Contact sales@hootsuite.com to learn more about how you can measure your 
brand’s social ROI and make your data work harder for your business.

4. Assign Values to Your KPIs
�� Once you have chosen your goals and set up your tracking, it’s time to tackle the monetary value of these goals.

�� For help assigning values to your KPIs, read this tutorial: http://ow.ly/UI7l306fyzY

mailto:sales%40hootsuite.com?subject=

