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Decide what to measure
• Metro Transit budget crunch leads to 

ballot initiative in 2014.

• Press conference report:
• 100s of Twitter mentions!
• #kcmetrocuts was Seattle’s top 

trending term that day!!
• Awesome, right?

• Wrong—sentiment was 80/20 against.

• People who don’t ride the bus don’t want to pay for it.

• Takeaway We need to connect with non-riders.





73 clicks

44 clicks

• Don’t overthink it—
you don’t have to measure 
everything.

• But you have to go deeper 
than likes and RTs.



Presentation is everything

• People reached
• Interactions (likes, comments, shares, retweets)
• Link clicks (to our website, ideally)
• Engagement per post

Post Summary

Page Name Posts
People

Reached
Interactions Clicks

Total
Engaged

Engagement 
Per Post

Twitter @kcnews 46 96,554 334 259 593 13

Facebook King County 28 27,608 1,105 433 1,538 55

Totals 74 124,162 1,439 692 2,131 29



Cookbook for Facebook Insights

1. Go to Facebook Insights and select “Export.” Set the dates you 
want to measure, choose “Post Data” and “Export Data.”

2. To find reach or impressions, Columns I, J, K and L on the 
Excel tab titled “Key Metrics” gives you total, organic and paid 
reach, as well as impressions.

3. To calculate interactions, find the tab “Lifetime Post Stories” 
and add the numbers in Columns J, K and L.

4. Link clicks are in Column J of the tab “Lifetime Post 
Consumers.”

5. For engagement per post, add interactions and clicks and 
divide by number of posts.



Cookbook for Twitter Analytics

1. Go to Twitter Analytics and choose “Tweets” at the top.

2. Find the button called “Last 28 Days” and select the reporting 
period you want to measure. Choose “Export Data.”

3. To find reach or impressions, Column E has this info.

4. For interactions, add the numbers in Columns H, I and J.

5. Link clicks are in Column L.

6. For engagement per post, add interactions and clicks and 
divide by number of posts.



What this kind of data can tell you



Hey, that’s a lot of engagement!



“See more” links bring 
up the full story.

Best practices suggest 
a max count of 
100-200 characters!!!

Average word count 
on these posts is 245. 

These posts are
longer, and they’re 
working—because 
those clicks fuel 
Facebook’s algorithm.

So what’s this 
group doing 
differently?



• King County’s 9-1-1 page has about 2,000 fans.
• This post reached 5X their average.



This post reached 3X the 
average despite getting only a 
handful of interactions. 

How? It netted 98 “other clicks.”

Those “other clicks” helped 
teach Facebook’s algorithm that 
this was a popular post. 

Because of this, it showed the 
story to more people, driving up 
the post’s reach.

We never would have known 
about this trick if we hadn’t 
been looking at Facebook data.



Analytics in review

• Don’t overthink what to measure:
• People reached
• Interactions (likes, comments,

shares, retweets, etc.)
• Link clicks
• Engagement per post

• Find stories in the data, and present your findings
in plain language.

• Design reports and insights for people, like your manager, who 
may not know a thing about social media.



Thank you!
• Derek Belt

Digital Media Manager, King County 
derek.belt@kingcounty.gov
206-263-2398

• See all KC social media pages @ kingcounty.gov/connect

mailto:derek.belt@kingcounty.gov
http://www.kingcounty.gov/connect
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