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M A R K E T I N G

SOCIAL MEDIA APPLICATION BRAND AWARENESS BRAND ENGAGEMENT WORD OF MOUTH

Blogs

 
contests, surveys 

other media (online/offline) 

 
on other sites 

Microblogging  
(e.g., Twitter)

Cocreation  
(e.g., NIKEiD) 

 
in other media (online/offline) 

Social Bookmarking  
(e.g., StumbleUpon) 

Forums and  
Discussion  
Boards 
 (e.g., Google Groups) 

 
or its members 

pieces of content (photos, discus-
sions, videos); chatter pointing to  
the community outside of its gates 

Product Reviews  
(e.g., Amazon) 

 
in users’ lists (i.e., Listmania! on  
Amazon.com) 

 
reviews (i.e., how many found  
particular review helpful) 

scores entered 

other sites 

 
in users’ lists (i.e., Listmania! on  
Amazon.com) 

Social Networks  
(e.g., Bebo, Facebook, 
LinkedIn) 

 (photos, threads, replies) 
 

widgets 

personalize profiles, bios, links, etc.) 

 
timeline of friends 

 
referral invites 

Video and Photosharing 
(e.g., Flickr, YouTube) 

 
or derived work 

 
other social media and offline 

RELEVANT METRICS FOR SOCIAL MEDIA APPLICATIONS  
ORGANIZED BY KEY SOCIAL MEDIA OBJECTIVES 
This table organizes the various social metrics for social media by classifying them according to social media applications and social media performance 
objectives. While it is not exhaustive, it should give marketers a useful starting point for measuring the effectiveness of social media efforts because all 
of the metrics listed are easily measured.
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