Measuring what Matters
Roger Jones, digital strategy consultant, Actionable Insight.
[bookmark: _GoBack]Synopsis of presentation with links attached:

Introduction (5) 
Roger Jones | Geek in a suit
Actionable Insight
University of Roehampton
Pre and post investment businesses in and around Berkeley Square
UK Trade & Investment
UKTI eExporting Programme
Recording the talks 
Pecha Kucha
Socratic questioning
We asked ourselves - as a direct result of attending today what would you like to ask / know?
Run through the running order 
Toilets and fire drills  
Hashtag #unmeasurable
Wifi password: customerfirst
Feedback mechanism 


DMA (2)
Measuring the unmeasurable conference Can we really measure social media or are we having a  
Measurement camp 2009


Methodology (3)
Social media measurement slides continue onto  
SLIDE: 9 circles slide
Social media measurement live links

 
Business (2)
The Estate Model (Measure range from 4 to 5 versus competitor set)
McKinsey Global City Report 2010 > 2025


Brand (2)
SLIDE: Gives and gets (mobile, tablet and desktop)
Econsultancy Online translation
 

People (3)
Usage characteristics
Office of National Statistics
Experian Segmentation Portal
Social network advertising calculator – big question!!!


Objectives (1)
SLIDE: Unawareness > Awareness + Familiarity > Consideration + Purchase > Loyalty


Web (2)
Google Analytics
Silktide Sitebeam


Search (3)
Google Trends
Google Partners (formerly Google Analytics IQ)
SEM Rush


Social media (8)
Brandwatch
Traackr
Facebook Insights (Likes, reach and engagement)
Twitter Analytics
LinkedIn Analytics 
YouTube Analytics
Similar Web
Social Bakers
 

Digitally Efficient Content (2) and curation
Bit.ly
Infogr.am
IFTTT
Hootsuite 


Technology (3)
The Conversational Prism (Cost per click back to the site) 
Comscore 
Hide My Ass


Measurement (2)
SLIDE: CPA + AOV + CLV (Japanese) + %Conversion + Engagement ratio
The Jet Stream Methodology
SLIDE: Questions 
