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Discussion Agenda
Social media Analytics –Facebook 

Social media Analytics – LinkedIn 

Key metrics

Sample performance report based on key metrics 



Social media Analytics* 

▪ Fan/Followers- number of people who have subscribed to the brand/company 
page

▪ Reach- It is defied as the total size of the audience that a specific message 
can potentially reach.

▪ Engagement-Measures of engagement may range from counting shares to 
measuring the depth of engagement that a user displays.

▪ Share of Voice- It measures the number of social media mentions a 
particular brand/company has received vis-à-vis competition.

▪ Views: the number of views that a piece of content receives is important.

▪ Conversions: A conversion in the context of the company website or third-
party social media needs to be specifically defied by the company/brand.



Facebook Algorithm
Edge Rank = ∑uewede

u- Affinity Score between user and edge creator: How often a fan interacts 

with the brand’s facebook page.

w- Weight for the edge type (status, comment, like, tag, etc.): Shares > 

Comments> Likes> Clicks

d- Time Decay Factor based on when the edge was created: It indicates 

freshness factors of content
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Social media Analytics 
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Social media Analytics –page views and 

people



LinkedIn Analytics



LinkedIn Analytics



LinkedIn Analytics



LinkedIn Analytics-Follower 
Demographic



LinkedIn Analytics-Competitors’ 
Analysis



Social media Analytics* 
 Value of a Member/Fan:

• L is Total Likes

• UpM is unlikes per month

• LpD is links per day

• C is average clicks

• CR is conversion rate

• ACV is average conversion value

(HubSpot, 2018)



Social media Analytics** 
 Customer Lifetime Value        vs.   Customer Engagement Value (online)

CEV

CLV CRV CIV CKV

CEV- Customer Engagement Value
CRV- Customer Referral Value
CIV- Customer Influence Value
CKV- Customer Knowledge Value

(Kumar, 2010)



Social media Analytics *

 Social Media ROI = 
Return from SM−Investment on SM

Investment on SM

 Investments include the money, time, and effort put into content 

generation, upkeep of the social media page/handle of the 

brand/company.

 Returns could be sales, leads obtained, or reach of a specific 

message.

 Tools- GA, Salesforce (provides Tracking codes), Hootsuite Analytics 

(brand reach and brand sentiment)

(Hootsuite, 2019)
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