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About Brian Clifton...

• an	
  author,	
  consultant	
  and	
  trainer	
  specialising	
  in	
  
“performance	
  op+misa+on”	
  using	
  Google	
  Analy3cs	
  
and	
  complimentary	
  tools...

• 14	
  years	
  experience	
  -­‐	
  working	
  with	
  global	
  clients
such	
  as	
  P&G,	
  Electrolux,	
  Expedia	
  

• Xoogler	
  -­‐	
  former	
  Google	
  Head	
  of	
  Web	
  Analy3cs,	
  EMEA	
  
Built	
  the	
  European	
  team,	
  founded	
  the	
  GAIQ

• Founder:	
  GA-­‐Experts.com
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Who we do it for...
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“Online platforms that allow content
to be easily distributed”

-Jim Sterne
Founder and Chairman, WAA

Definition(s) of Social Media:

“User Generated Content to be shared freely”



!

www.advanced-web-met r i cs . com

The Social Media Landscape
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Xing - similar to LinkedIn  (primarily Europe
(Germany, Austria, Switzerland) and China,
8m users

LunarStorm one of the first Europen SM 
sites. Peaked at 1.2m users at one point!

Plurk - similar to Twitter popular in Korea

MIXI - Japan, 25m users

Hi5 - aim at people playing games

Qzone - China, 200m users

Farmville - 84m players on Facebook 
(more than 1% of the world’spopulation

Facebook - 400m users

MySpace - 130m users

Orkut - 100m users

Twitter - 75m users

LinkedIn - 65m users

There are 76 sites with more than 1m
+ registered users (wikipedia.org)
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?
 Can we measure all this...?
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A
of course, BUT there are

challenges...
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Website

Off-site metrics
(no control)

On-site metrics
(controlled)

Internet
(potential audience, share of voice, buzz etc.)

Web Analytics – The two types

.

.

.
an many, many more...



Internet
(potential audience, share of voice, buzz etc.)
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Most social media activity is off-site

• Its messy...!

• Its disparate

• Its difficult to compare apples

Off-site metrics
(no control)

On-site metrics
(controlled)
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How can we make this 

easier...?
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Web
Analytics

The ultimate goal...

Still some years away...
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Synergies - a simplified approach

[ on-site ] [ off-site ]

[ on-site yard stick ]
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URL shorteners
(powerful and hugely underrated)

Some background...
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Purpose of a URL shortener

To simplify the link to a specific (deep) page:

e.g.
www.advanced-web-metrics.com/blog/2011/01/24/
improving-a-website-without-web-analytics/

to:
bit.ly/hKsbpI
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even customised:
bit.ly/BClifton

Advantages:

• Shorter
• Easier to manage
• potentially memorable
• Trackable (on-site)

Often over looked

http://www.advanced-web-metrics.com/blog/2011/01/24/improving-a-website-without-web-analytics/
http://www.advanced-web-metrics.com/blog/2011/01/24/improving-a-website-without-web-analytics/
http://www.advanced-web-metrics.com/blog/2011/01/24/improving-a-website-without-web-analytics/
http://www.advanced-web-metrics.com/blog/2011/01/24/improving-a-website-without-web-analytics/
http://bit.ly/hKsbpI
http://bit.ly/hKsbpI
http://bit.ly/hKsbpI
http://bit.ly/hKsbpI
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Website

Off-site metrics On-site metrics

Why make shortened URLs trackable...?

URL
shorteners

URL
shorteners

Connects off-site metrics with 
your on-site tool
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What are these tracking 
parameters?

?
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Tracking parameters explained (GA)
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Human readable additions to your landing page URLs

Original LP:   www.mysite.com/articlexyz 

To:   www.mysite.com/articlexyz/?utm_source=twitter&
     utm_medium=social-media&utm_campaign=
      product-XYZ-awards

3 GA tracking parameters added:
• utm_source
• utm_medium
• utm_campaign

twitter
social-media
product-XYZ-awards

If a visitor clicks on the link, 
these will show in your GA 
reports

http://www.www.advanced-web-metricsadvanced-web-metrics
http://www.www.advanced-web-metricsadvanced-web-metrics
http://www.www.advanced-web-metricsadvanced-web-metrics
http://www.www.advanced-web-metricsadvanced-web-metrics
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Without this...
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• No campaign details...!

• BIG assumption - everyone visits twitter.com
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With campaign parameters...
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• Dedicated referral "group"

Product-XYZ-launch

Product-XYZ-awards

Product-XYZ-update

Product-XYZ-newbeta
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Add tracking params before shortening
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www.mysite.com/articlexyz/?utm_source=twitter&utm_medium=social-
media&utm_campaign=product-XYZ-awards
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Case Study
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Case study example

www.ses.com/blog/london

You are the organiser of SES London...

http://www.ses.com/london/blog
http://www.ses.com/london/blog


Not under your 
control, but you 
influence it with 
Step 2
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3 Steps to a successful SM campaign

2. Announce (tweet)
“Review of features for Product 
XYZ http://bit.ly/c7FclD”

3. Viralize (retweets)
“RT @BrianClifton reviews features 
of Product XYZ http://bit.ly/c7FclD”

1. Produce
    Content

http://bit.ly/c7FclD
http://bit.ly/c7FclD
http://bit.ly/c7FclD
http://bit.ly/c7FclD
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Step 2 - your influencer
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Review of features for Product XYZ http://bit.ly/c7FclD

Two essential ingredients:

• The Link 

• The Teaser

The Teaser:

      Think "newspaper headline"

• Its obvious what this tweet is about

• Its not the full story

The Link:

• Always provide a reason to visit 
your site

• Make it simple (use shortener)

• Embed tracking parameters
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The good, the bad and the ugly...

26

Teaser: Jargon, vendor specific, personal, long
Link: No shortener, no tracking params

1.

2.

Teaser: Does what it says on the tin
Link: shortened, with tracking params
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Case study example

www.ses.com/blog/london

You are the organiser of SES London...

http://www.ses.com/london/blog
http://www.ses.com/london/blog
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Example - You are the organiser of SES London
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m

e
Example - You are the organiser of SES London

Brian Clifton speaking at SES London
  www.ses.com/blog/london

SES London snippets at
  www.ses.com/blog/london

Let us know what you think
  www.ses.com/blog/london

Connect with a presenter at
  www.ses.com/blog/london

http://www.oursite.com
http://www.oursite.com
http://www.oursite.com
http://www.oursite.com
http://www.oursite.com
http://www.oursite.com
http://www.oursite.com
http://www.oursite.com
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Be smart...
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Brian Clifton speaking at SES London
  www.ses.com/blog/london”

SES London snippets at
  www.ses.com/blog/london”

Let us know what you think
  www.ses.com/blog/london”

Connect with a presenter at
  www.ses.com/blog/london”

bit.ly/ses2011

bit.ly/34ccbb5

bit.ly/xy123z

bit.ly/amk8TY

• utm_source
• utm_medium
• utm_campaign

twitter
social-media
unique for each tweet
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Results in 3 key data wins
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London-2011-Speakers

London-2011-snippets

London-2011-feedback

London-2011-connect

3. Specific tweet detail exposed

1. Tracks App click throughs

2. Groups ALL social media activity together
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The same technique is 
applicable for

all off-site tracking...
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Applicable for other off-site activity...
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Offline Marketing

RSS pushes e.g. blog articles

Email marketing

Other social networks

and...
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New York Times (March 2010)
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bit.ly/22D263J

bit.ly/8Liu7I

bit.ly/tu2bU

bit.ly/bk7B5W
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Further reading

25% book discount
Wiley.com Promo code = CLFT6

http://bit.ly/SES2011

FREE Whitepaper
Tracking Offline Marketing using Google Analytics

URL Builder = http://bit.ly/8dTIUu 

http://bit.ly/SES2011
http://bit.ly/SES2011
http://bit.ly/8dTIUu
http://bit.ly/8dTIUu

