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PAGE 1INTRODUCTION

Ongoing monitoring and evaluation are critical elements of 
an effective social media strategy. Whether your organization 
is just starting to use social media in response to HIV or is 
already implementing a social media strategy, you will want 
to know if your activities are worth your time and effort. 

This eBook will help you to consider the many 
components of social media monitoring and 
evaluation, including how to:

• Define social media monitoring and evaluation.

• Identify potential quantitative and qualitative 
metrics to help measure social media activities.

• Describe how social media quantitative and 
qualitative metrics contribute to overall program 
objectives.

• Identify ways of using social media metrics in 
communication planning.
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You also gain 
valuable insight 

by listening to 
your audience 

and learning 
what they think, 
say, or do about 

specific topics
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Monitoring is a way to find out if we are doing what we are 
supposed to do and to what extent we are reaching our goals 
and objectives.

For example, you monitor or track the number of people who 
like your Instagram post or follow you on Twitter to find out how 
many people you are reaching with your message.
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You monitor replies to your Facebook posts and retweets 
on Twitter to learn how your target audience is  engaging 
with your message.

Social media metrics are measures of performance you 
collect for each of your social media channels through your 
monitoring efforts.
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Evaluation is a way of finding out what we achieved by comparing 
predetermined goals with what was actually accomplished.

For example, you use the social media metrics you’ve gathered to evaluate 
whether your Instagram photo contest helped you to grow your Instagram 
followers or whether your Twitter testing day campaign helped bring in more 

people for an HIV test to your organization.
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While social media metrics are data points,  
social media analytics involve taking these data to  

draw conclusions and insights for the purpose of 
improving your efforts or adapting your strategy. 

Many social media channels include free tools to allow you 
to track and analyze your metrics and performance.
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MOVING FROM AWARENESS TO ACTION
While your initial social media strategy may focus on building 
an audience (the people who receive your message), ultimately 
you want those people to DO something after exposure to your 
message. 

Social media performance measures can help you track the 
movement  from awareness to action.
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Performance Measure Definition

Impressions (or Views)
The number of times an item has the 
opportunity to be seen by people

Followers
The number of people who are signed up 
to receive your message. Think of these as 
potential impressions

Reach (or Exposure)
The number of people who were exposed to 
your message. The reach might be less than the 
impressions since one person can view an item 
multiple times across multiple platforms

Engagement
Amount of people who take action in response 
to your message or call-to-action

Results (or Conversion)
The degree to which a campaign achieves its 
primary goals and objectives

MOVING FROM AWARENESS TO ACTION
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While increasing impressions, followers, and reach are crucial to achieving 
your program goals, the ultimate goals in social media strategy are increased 
engagement and documenting results. Note that these measures build on one 
another – you first need followers to encourage engagement, and then you need 
engagement to achieve results.

The table on the next page provides corresponding quantitative metrics for 
common social media platforms for each performance measure.

MOVING FROM AWARENESS TO ACTION
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The following table provides examples of the various quantitative metrics (think numbers) for 
several social media platforms that correspond to each social media performance measure. 
These can be measure and analyzed using free built-in tools on Facebook, Twitter, YouTube, 
and Google Analytics. In addition to measurement tools, you may also need a spreadsheet or 
other form to track your results.

Social Media 
Platform Facebook Twitter YouTube Blogs

Measurement 
Tool Facebook Insights

Twitter or 
Third Party 
Application

YouTube 
Analytics Google Analytics

Performance 
Measure Associated Metric

Impressions 
(or Views)

# Impressions # Retweets
# Views # Blog visits

# Referral Sources

Followers # Page Likes
Demographics

# Total Followers
# Lists # Subscribers # Blog subscribers

# RSS subscribers

Reach  
(or Exposure)

# Impressions # Retweets # Views # Blog visits
# Referral Sources
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Engagement refers to the number of people who 
take action in response to your message or  
call-to-action. 

There are three levels of engagement:

Low 

 Information goes 
one way. You push 

it out and your 
audience receives 

it and takes no 
additional action.

Medium 

Information goes 
two ways. You push 

information, and 
your audience 

response to it (likes, 
replies, or shares it).

High 

Your audience begins 
to create and share 

information, too. They 
may contribute photos, 

videos, or blogs; 
provide insight on how 
to improve a campaign, 
or take an action, like 

get an HIV test.
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Campaigns with medium to high 
engagement are more likely to 
see positive results, and these 
outcomes will be influences by 
your social media strategy.

By monitoring and evaluating 
your social media engagement 
throughout your campaign, you 
can make changes to your strategy 
if you’re not achieving the level 
of engagement - and subsequent 
results - that you’d like.
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While measuring the number of comments, likes, shares, mentions, retweets, and 
replies will begin to give you a picture of audience engagement, tracking qualitative 
data will help you to analyze the quality of those interactions.

For example, you can track your individual messages communicated each week along 
with specific comments and replies. Monitoring the conversation will help you identify 
trends, and learn more about your audience and their current interests and knowledge 
levels about HIV and other health promotion topics. You may also refer to this as your 
social media listening strategy.
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Qualitative Social Media Measures
• Individual messages
• Tone of messages, comments, and 

responses:  
positive, neutral, balanced, or 
negative?

• Issues discussed
• Subjects mentioned
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STEPS TO GET STARTED 
WITH SOCIAL MEDIA M&E
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There are five basic steps to get your 
started with monitoring and evaluating 
your social media efforts:
 

STEPS TO GET STARTED WITH SOCIAL MEDIA M&E

STEP 1  
Determine 
WHY 
you’re 
conducting 
M&E (what 
are your 
goals?)

STEP 2  
Decide
WHAT  
you’re 
measuring.

STEP 3  
Choose
WHO
to measure.

STEP 4  
Plan 
WHEN 
you will 
measure.

STEP 5  
Strategive
HOW you 
will use the 
results.
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STEP 1 
Determine why you are 
conducting M&E.
What outcome do you hope to achieve through your social 
media efforts? What problem are you trying to solve? 

Each organization will set different benchmarks 
for success, but your social media activities should 
center on clearly defined goals and objectives. 
A goal is a broad statement of program purpose 
that describes the expected long-term effects of a 
program or campaign. Goals should address the 
desired change and target audience.
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For example, the goal of your 
social media campaign may be:
• To increase HIV testing among 

individuals who are at high 
risk for HIV infection in the 
community you serve.

• To identify volunteers and 
financial donors for an 
upcoming capital campaign. Goals are 

supported 
by related 
objectives, 

strategies, and 
tools.
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Objectives describe the results to be achieved 
and the manner in which the results will be 
achieved. Objectives contribute to the overall 
goals and should be Specific, Measurable, 
Achievable, Realistic, and Time-bound 
(SMART).  

Let’s look at the criteria for a SMART  
social media objective.
• What are you specifically going to do?
• How will you quantify success or measure a 

change in results of this activity?
• What is the time frame in which you will 

measure activity?
• Is this change achievable? Can you get it 

done in the proposed time frame with your 
available resources?

• How will this activity be relevant to your 
overall goal?
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Strategies are general approaches used to achieve an objective, and 
tools are the specific social media platforms or technologies used to help 
implement the strategy, achieve objectives, and attain goals.

Let’s look a potential objective, strategy, and tool to support one of our 
sample goals.

Goal
To increase HIV testing among individuals who are at high 
risk for HIV infection in the community you serve.

Objective
By October 2014, increase the proportion of people who first 
learn about [organization name]’s HIV testing services via 
social media from five to 15 percent.

Strategy

User-generated photo sharing campaign encouraging 
people to share inspirational photos of their reason for 
getting an HIV test and linking to the organization’s HIV 
testing information.

Tools Facebook and Instagram
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STEP 2 
Decide what you are 
measuring.
How will you measure how well you have succeed in 
reaching your goals?

 If you’ve used SMART objectives, you will already 
have a measurable component to each objective. 
Revisit the quantitative and qualitative metrics on 
pages 11 & 15.

Your measurement objectives should be specific:
• What social media tool or platform are you using?
• What quantitative metrics will you monitor?
• What qualitative metrics will you monitor?

STEP 2: DECIDE WHAT YOU ARE MEASURING
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Keep your objectives realistic by comparing your activity to 
other comparable organizations. Your listening strategy is a 
good way to monitor other organizations’ engagement levels. 
Establish smaller initial goals, and revise your monitoring and 
evaluation plan as you achieve your initial benchmarks.

For example, your objective may be to increase engagement 
with your Facebook posts to three comments per post. As you 
grow your audience and build audience engagement, you may 
aim for 15 comments in the future.
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STEP 3 
Choose who is measuring.
Who is responsible for social media M&E at your 
organization?

Depending on your organizational structure 
and resources, you may have a social media 
manager/strategist who is tasked with 
establishing your social media strategy and 
overseeing its implementation. 

A social media coordinator may be in charge of 
the day-to-day implementation and monitoring of 
social media activities. 

Your agency may not have a dedicated social 
media staff to manage and coordinate your 
social media activities. More typically, these 
responsibilities are built into the roles of existing 
program staff.

STEP 3: CHOOSE WHO IS MEASURING
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STEP 4 
Plan when you will 
measure.
Your next step is to determine how often you 
will measure and with what tools.

STEP 4: PLAN WHEN YOU WILL MEASURE

• What tools will you use to monitor and track
your metrics and progress? Many social media
platforms include built-in metrics tools, such
as Facebook Insights and YouTube Analytics.
There are also paid services that offer more
comprehensive monitoring across platforms.

• How will you record and share your data? Will
you create a simple spreadsheet? Send out a
weekly email? Create a quarterly or annual
report?

• Set up a schedule for what you will monitor
daily, weekly, and monthly (see example).

• How much time is required each week? This
will vary based on how many platforms you are
monitoring and what you are tracking.
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Sample 
Social Media 
Monitoring 
& Evaluation 
Schedule

Daily Monitor and respond to blog and Facebook comments

Weekly

• 

• 

Track new followers on Facebook and Twitter. Compare 
these numbers to previous weeks to monitor trends. 
Track number of Facebook posts, Facebook comments, 
Twitter tweets, and Twitter retweets.

Monthly

• 

• 

Track total activity (Facebook posts, Twitter tweets) and 
engagement (comments, retweets, likes, etc.). 
Track blog and/or website traffic, including traffic from 
social media sites.

Quarterly
Track progress toward stated goals and objectives. Make 
adjustments as needed is a specific strategy is not yielding 
results.

Yearly

• 
• 

Review and revise Social Media Strategy
Access communications channels to see how social media 
channels and other channels integrate to achieve your 
goals
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STEP 5 
Strategize how you  
will use the results.
With whom will you share the results with?

Consider the various stakeholders at your 
organization and how often you will need to 
update them on your social media progress. 
Will you share weekly, monthly, or quarterly 
reports? 

How do these results fit into overall 
communication and evaluation plans? How 
often will you reassess your communication 
strategy based on what is working – and 
what’s not – to revise your goals, objectives, 
strategies, and tools?

STEP 5: STRATEGIZE HOW YOU WILL USE THE RESULTS
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A DAY IN THE LIFE OF A SOCIAL MEDIA COORDINATOR
Meet Lauren Tullis. Lauren Tullis is Project Coordinator at Vista Community Clinic 
in Vista, CA. She oversees multiple community-based HIV prevention programs, 
and works with a team to manage their social media activities. Vista Community 
Clinic utilizes several social media platforms, including Facebook, Twitter, YouTube, 
Instagram, Grindr, Jack’d, Adam4Adam, and Craigslist.

On any given day, Lauren dedicates anywhere from 15 minutes to two hours to social 
media monitoring, depending upon the day and the amount of social media activity 
happening. These monitoring activities entail visiting each social media platform, 
ensuring posts maintain the integrity of the program and the organization, and 
checking for new contacts and private messages. Overall, she spends from one and a 
half to five hours per week implementing the organization’s social media monitoring 
and evaluation activities, depending upon the time of year and current staffing.
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Lauren reports her M&E results back 
to her organization’s Tech Outreach 
Committee and through reports 
to and meetings with funders of 
social media activities. They use the 
results to inform future social media 
activities.

Lauren said, “In the beginning, we 
had no idea what we were doing. 
Monitoring and evaluation has evolved 
based on changes we have made 
to increase our success using these 
platforms to achieve our program 
goals. At this point, it seems pretty 
streamlined. I know what I’m looking 
for when I check in on the sites and 
I know how to handle it when issues 
arise. ”

A DAY IN THE LIFE OF A SOCIAL MEDIA COORDINATOR
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A MODERN SCENARIO
The Red Ribbon Collective (RRC) is a large CBO that provides a 
variety of prevention, treatment, and support services in an urban area. 
Sixteen staff work on several programs.

A MODERN SCENARIO
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WHY THEY ARE  
CONDUCTING M&E:  
They have an annual fundraising event 
coming up, and want to see whether 
their social media efforts will increase 
participation this year.

Goal
To increase attendance at the RRC 
annual silent auction.

Objective
By February 2015, sell 150 tickets for 
the annual silent auction via social 
media.

Strategy

Use Facebook and Twitter to promote 
the annual silent auction prizes and 
contest. Everyone who signs up for 
the event via Facebook or Twitter will 
automatically be entered into a raffle to 
win a new tablet computer.

Tools

Facebook Events, Twitter, and 
Eventbrite. Use Eventbrite to set up 
a two custom tracking links – one for 
Facebook and one for Twitter – to 
promote the event and track tickets 
sold from each platform.

A  M O D E R N  S C E N A R I O
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WHO MEASURES.
Alex is the social media 
coordinator for RRC. He is 
in charge of developing, 
implementing, monitoring, and 
evaluating the organization’s 
overall social media strategy, with 
the support of his manager. Alex is 
also an HIV testing counselor.

Alex came up with the idea for the 
tablet computer raffle to increase 
Eventbrite sign ups. He wants to 
drive traffic to the RRC Facebook 
and Twitter pages not only to sell 
tickets to the raffle, but also to 
grow their audience and expose 
more people to their other social 
media messages.

A MODERN SCENARIO
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WHAT THEY MEASURE.
RRC uses Google Analytics to 
monitor overall traffic to their 
website, to identify the most 
popular pages, and to determine 
how much web traffic is driven 
by their social media. They use 
Facebook Insights to track likes, 
friends, and engagement. For 
Twitter, they manually track 
followers and retweets. They 
also track Facebook comments 
and Twitter mentions to measure 
engagement. He also uses a bitly.
com, a URL shortener, to track 
clicks via Twitter.

A MODERN SCENARIO
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WHEN THEY MEASURE.
Alex allocates 50 percent of his time each week to his social media activities, 
and 15 percent of that time is dedicated to monitoring. Each day, Alex spends 
up to one hour tracking specific conversations and other engagement data via 
an Excel spreadsheet. Once a week, he records the quantitative Facebook and 
Twitter data. He enters web metrics monthly, making sure to track spikes in 
traffic to correlating social media campaigns to identify which messages drive 
the most traffic. At the end of the month, Alex compiles a monthly metrics 
report to share with his manager.

A MODERN SCENARIO



PAGE 35PAGE 34

HOW THEY PLAN TO 
USE THE RESULTS.
On a monthly basis, Alex meets 
with his manager to review his 
metrics report. They discuss 
the online engagement to see if 
there might be any relationship 
between that and the current 
number of auction tickets sold via 
social media.

At the event, they will also ask 
some attendees as to whether 
or not they have followed RRC 
on Facebook and Twitter, and 
whether they have seen any of 
RRC’s social media messages, to 
see whether social media had any 
influence on them.

A MODERN SCENARIO
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NEXT STEPS
Implementing, monitoring, and evaluating an effective social 
media strategy requires time, effort, resources, and planning. 
Making monitoring and evaluation a key activity in your 
overall strategy will help you to see your progress in meeting 
your goals, make changes to your strategies along the way, 
and demonstrate the ultimate value of your efforts to your 
organization and your funders.

Does your organization need additional technical assistance 
to support your social media monitoring and evaluation 
efforts? If you work for an organization that provides HIV 
prevention services, you may be eligible for free assistance 
through CDC’s Capacity Building Assistance (CBA) project. To 
learn more, visit CDC’s CBA portal:  
http://www.cdc.gov/hiv/dhap/cbb/index.html.

This resource was developed by JSI Research & Training Institute, an HIV prevention CBA 
provider funded by CDC. Learn more about JSI’s CBA services: cba.jsi.com

NEXT STEPS
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