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The first book to explain how you can measure social media ROI across
multiple departments, for internal/external social media based
activities, as well as for new business models (product/services). This
book provides help in establishing a thorough social media plan,
examining your goals, audience and channel strategy, before
examining tools and techniques to measure social media metrics and
key performance indicators. This book debunks the myth that ROI, web
metrics and social media measuring is a 'black art', and makes it easy
to understand and use, enabling the reader to create bespoke


