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Professional Certificate in Social Media Research Methods (United Kingdom)

Social Media Metrics and Monitoring

Acquisition Cost – Concept: cost to obtain a new follower or lead. Related terms: CPL, CPA. Explanation:
measures financial outlay per unit of audience growth, often derived from ad spend divided by new
followers. Example: £200 spent on a promoted tweet yields 40 new followers, giving an acquisition cost of
£5 per follower. Practical application: budgeting for influencer campaigns and comparing platform
efficiencies. Challenge: attributing cost accurately when multiple channels contribute simultaneously.

Audience Reach – Concept: total number of unique users who have seen content. Related terms:
Impressions, Unique Views. Explanation: counts distinct individuals, not repeat exposures, providing a sense
of potential market size. Example: a Facebook video post reaches 12,000 unique users. Practical application:
evaluating brand awareness initiatives. Challenge: platform privacy settings may obscure true reach figures.

Brand Sentiment – Concept: overall emotional tone toward a brand expressed online. Related terms:
Sentiment Analysis, Polarity. Explanation: categorises mentions as positive, negative, or neutral using lexical
or machine‑learning methods. Example: 70 % of tweets about a new product are positive, 20 % neutral, 10 %
negative. Practical application: early detection of reputation crises. Challenge: sarcasm and cultural nuances
can mislead automated tools.

Click‑Through Rate (CTR) – Concept: proportion of users who click a link after viewing an ad or post. Related
terms: Engagement Rate, Conversion Rate. Explanation: calculated as clicks divided by impressions,
expressed as a percentage. Example: 150 clicks from 5,000 impressions yields a CTR of 3 %. Practical
application: optimizing ad copy and call‑to‑action phrasing. Challenge: bots inflating clicks can distort the
metric.

Conversion Rate – Concept: percentage of social referrals that complete a desired action. Related terms:
Goal Completion, Landing Page. Explanation: derived by dividing conversions by total clicks from social
sources. Example: 25 purchases from 500 social clicks results in a 5 % conversion rate. Practical application:
assessing ROI of specific campaigns. Challenge: tracking cross‑device journeys where users switch platforms
before converting.

Cost Per Click (CPC) – Concept: average amount paid for each click on a paid social ad. Related terms: Bid
Strategy, Ad Auction. Explanation: total spend divided by number of clicks. Example: £300 spend yields 120
clicks, giving a CPC of £2.50. Practical application: budgeting for pay‑per‑click campaigns. Challenge:
fluctuating competition can cause CPC spikes mid‑campaign.

Cost Per Impression (CPI) – Concept: cost incurred for each thousand impressions (CPM) or per single
impression. Related terms: CPM, Ad Pricing. Explanation: total spend divided by number of impressions,
often expressed per 1,000 views. Example: £500 for 250,000 impressions results in a CPM of £2.00. Practical
application: comparing brand‑awareness efficiency across platforms. Challenge: viewability standards differ,
making direct comparison tricky.
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Cost Per Lead (CPL) – Concept: expense to generate a qualified lead via social channels. Related terms: Lead
Magnet, Acquisition Cost. Explanation: total spend divided by number of leads captured. Example: £1,200
spent on a LinkedIn sponsored content yields 60 leads, giving a CPL of £20. Practical application: allocating
budgets to the most cost‑effective lead sources. Challenge: quality of leads varies, requiring downstream
validation.

Cost Per Acquisition (CPA) – Concept: overall cost to achieve a specific conversion, such as a sale. Related
terms: Conversion Rate, ROI. Explanation: total ad spend divided by number of acquisitions. Example: £2,500
spend results in 50 purchases, producing a CPA of £50. Practical application: setting performance thresholds
for campaigns. Challenge: multi‑touch attribution can inflate or deflate CPA figures.

Daily Active Users (DAU) – Concept: number of unique users who engage with a platform each day. Related
terms: MAU, Engagement Metrics. Explanation: counts users performing any activity (post, comment, like)
within a 24‑hour window. Example: a brand’s Instagram account reports 8,000 DAU. Practical application:
monitoring platform health and content relevance. Challenge: bots and inactive accounts may be counted
as active.

Engagement Rate – Concept: proportion of audience that interacts with content. Related terms: Likes,
Comments, Shares. Explanation: total engagements divided by total reach or followers, expressed as a
percentage. Example: 500 engagements from 10,000 followers yields a 5 % engagement rate. Practical
application: benchmarking content performance across channels. Challenge: platform algorithm changes
can affect visibility, skewing rates.

Follower Growth – Concept: increase in number of followers over a defined period. Related terms:
Acquisition Cost, Churn. Explanation: calculated by subtracting starting follower count from ending count,
often expressed as a percentage. Example: from 2,000 to 2,500 followers in a month equals a 25 % growth.
Practical application: tracking brand popularity trends. Challenge: purchased followers inflate numbers
without genuine engagement.

Hashtag Performance – Concept: effectiveness of a specific hashtag in driving reach and engagement.
Related terms: Tag Analytics, Trending Topics. Explanation: measured by impressions, usage volume, and
interaction rates linked to the hashtag. Example: #EcoTravel generates 15,000 impressions and 800
engagements over a week. Practical application: optimizing campaign tagging strategies. Challenge:
hashtag hijacking by unrelated users can dilute metrics.

Impression Share – Concept: proportion of total eligible impressions that an ad actually receives. Related
terms: Ad Auction, Bid Density. Explanation: impressions delivered divided by total possible impressions
within targeting parameters. Example: a campaign achieves 70 % impression share against its target
audience. Practical application: diagnosing under‑delivery issues. Challenge: limited inventory or high
competition reduces share despite high bids.

Influencer Reach – Concept: total audience size of an influencer’s followers across platforms. Related terms:
Micro‑influencer, Macro‑influencer. Explanation: aggregates follower counts, adjusted for overlap and
audience authenticity. Example: an influencer with 120k Instagram followers and 30k YouTube subscribers
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has a combined reach of roughly 150k. Practical application: selecting partners for amplified message
distribution. Challenge: duplicate audiences across channels can lead to over‑estimation.

KPI (Key Performance Indicator) – Concept: a measurable value that demonstrates how effectively objectives
are being met. Related terms: Metrics, Dashboard. Explanation: selected based on strategic goals, such as
brand awareness or lead generation. Example: a KPI for a product launch might be 10,000 video views
within 48 hours. Practical application: aligning team efforts and reporting progress. Challenge: over‑reliance
on vanity metrics can mask deeper performance issues.

Lifetime Value (LTV) – Concept: projected revenue a customer will generate over the duration of their
relationship with the brand. Related terms: Churn Rate, Retention. Explanation: calculated by multiplying
average purchase value, purchase frequency, and average customer lifespan. Example: a subscriber with a
£30 monthly spend and a 3‑year tenure yields an LTV of £1,080. Practical application: informing acquisition
spend caps. Challenge: social attribution models may struggle to link long‑term revenue back to specific
posts.

Mentions – Concept: any instance where a brand, product, or campaign is referenced on social platforms.
Related terms: Tagging, Social Listening. Explanation: includes both tagged (e.g., @brand) and untagged
references captured via keyword monitoring. Example: 250 mentions of a new sneaker line in the first week.
Practical application: monitoring conversation volume and sentiment trends. Challenge: homonyms and
misspellings can cause false positives or missed mentions.

Monthly Active Users (MAU) – Concept: count of unique users who interact with a platform at least once per
month. Related terms: DAU, Retention. Explanation: similar to DAU but aggregated over a 30‑day window.
Example: a brand’s TikTok account records 30,000 MAU. Practical application: assessing long‑term audience
engagement. Challenge: seasonal spikes may distort month‑to‑month comparisons.

Net Promoter Score (NPS) – Concept: metric that gauges customer loyalty by asking how likely they are to
recommend a brand. Related terms: Promoter, Detractor. Explanation: calculated by subtracting the
percentage of detractors from promoters, ranging from –100 to +100. Example: 40 % promoters, 10 %
detractors yields an NPS of +30. Practical application: benchmarking brand advocacy against competitors.
Challenge: gathering NPS via social surveys may result in low response rates.

Organic Reach – Concept: number of unique users who see content without paid promotion. Related terms:
Algorithmic Feed, Earned Media. Explanation: derived from platform’s distribution of posts to followers and
beyond. Example: a Facebook status achieves 3,000 organic reach. Practical application: evaluating content
relevance and shareability. Challenge: algorithm updates can unpredictably affect organic distribution.

Page Authority – Concept: score that predicts how well a web page will rank in search engine results.
Related terms: Domain Authority, SEO. Explanation: calculated by algorithms that consider backlinks,
content quality, and social signals. Example: a blog post linked from a high‑authority source receives a page
authority of 45. Practical application: prioritising content for link‑building campaigns. Challenge: social
metrics only form a small part of the overall authority algorithm.
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Paid Reach – Concept: audience size exposed to content via sponsored or boosted posts. Related terms:
Boosted Post, Ad Spend. Explanation: measured by the number of unique users who see the paid
placement. Example: a promoted Instagram carousel reaches 20,000 users. Practical application: extending
campaign visibility beyond organic limits. Challenge: ad fatigue can reduce effectiveness over time.

Quality Score – Concept: platform‑provided rating that reflects relevance and expected performance of ads.
Related terms: Ad Relevance, CPC. Explanation: higher scores often lower costs per click and improve
placement. Example: a Facebook ad receives a quality score of 8/10, leading to reduced CPC. Practical
application: optimizing ad creative and targeting. Challenge: score algorithms are proprietary and may
change without notice.

Reach – Concept: total number of unique individuals who have been exposed to a piece of content. Related
terms: Impressions, Audience Size. Explanation: distinct from impressions, which count each view regardless
of duplication. Example: a tweet garners 12,000 reach. Practical application: measuring the breadth of
messaging. Challenge: platform filters can limit accurate reach reporting.

Referral Traffic – Concept: visitors arriving at a website from social platforms. Related terms: UTM
Parameters, Landing Page. Explanation: tracked via analytics tools that identify the source (e.g.,
facebook.com). Example: 3,500 sessions in a month originate from LinkedIn referrals. Practical application:
assessing the contribution of social to site visits. Challenge: cross‑device attribution may split a single user’s
journey across multiple sources.

Sentiment Score – Concept: numeric representation of the overall emotional tone of social mentions.
Related terms: Polarity, Sentiment Analysis. Explanation: often calculated on a scale from –1 (negative) to +1
(positive). Example: a brand’s product launch yields an average sentiment score of +0.62. Practical
application: tracking brand health over time. Challenge: language nuances and sarcasm can skew
automated scoring.

Share of Voice (SOV) – Concept: proportion of total industry conversation that mentions a specific brand.
Related terms: Competitive Benchmarking, Mentions. Explanation: calculated by dividing brand mentions by
total mentions in the market. Example: a cosmetics company holds 18 % SOV in the “vegan makeup”
conversation. Practical application: evaluating competitive positioning. Challenge: ensuring consistent
keyword definitions across competitors.

Social Listening – Concept: process of monitoring digital conversations to gather insights. Related terms:
Brand Monitoring, Keyword Tracking. Explanation: involves real‑time collection of mentions, sentiment, and
trends across platforms. Example: a brand uses a listening tool to track “#EcoFashion” mentions. Practical
application: identifying emerging issues and opportunities. Challenge: high volume of data requires robust
filtering to avoid noise.

Social Media ROI – Concept: return on investment derived from social media activities. Related terms:
Revenue Attribution, KPI. Explanation: compares monetary gains (sales, leads) against costs (ad spend,
staffing). Example: £10,000 revenue generated from a campaign with £2,500 spend yields a 4:1 ROI. Practical
application: justifying budget allocations to senior management. Challenge: attributing offline sales to
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online social touchpoints can be complex.

Story Views – Concept: number of times a vertical, short‑form story is opened. Related terms: Snapchat,
Instagram Stories. Explanation: counts each unique opening, not the duration of view. Example: an
Instagram story receives 4,200 views. Practical application: assessing immediate interest in time‑sensitive
content. Challenge: auto‑play features may inflate view counts without genuine engagement.

Target Audience – Concept: specific group of users a brand aims to reach with its messaging. Related terms:
Persona, Demographics. Explanation: defined by attributes such as age, location, interests, and behaviours.
Example: a fitness brand targets women aged 25‑35 interested in yoga. Practical application: refining ad
targeting and content creation. Challenge: over‑broad definitions can waste spend on irrelevant users.

Time to Respond – Concept: average duration between a user’s inquiry and the brand’s reply. Related terms:
Customer Service SLA, Response Time. Explanation: measured in minutes or hours across channels. Example:
a brand achieves a mean response time of 22 minutes on Twitter. Practical application: improving customer
satisfaction scores. Challenge: high volume spikes can breach response targets.

Topical Authority – Concept: perceived expertise of a brand within a specific subject area. Related terms:
Thought Leadership, Content Credibility. Explanation: built through consistent, high‑quality content and
engagement on the topic. Example: a tech firm is recognised as an authority on AI ethics. Practical
application: attracting niche audiences and earning backlinks. Challenge: requires sustained investment in
research and content creation.

Twitter Ratio – Concept: metric comparing follower count to following count. Related terms: Social
Credibility, Influence. Explanation: a higher follower‑to‑following ratio often signals perceived influence.
Example: an account with 15,000 followers and 300 following has a ratio of 50:1. Practical application: quick
visual assessment of account stature. Challenge: ratio alone does not reflect engagement quality.

Unique Clicks – Concept: number of distinct users who click a link, ignoring multiple clicks by the same user.
Related terms: Click‑Through Rate, Reach. Explanation: helps prevent inflation from repeat interactions.
Example: a campaign records 1,200 unique clicks from 5,000 impressions. Practical application: measuring
genuine interest. Challenge: cookie blocking may underestimate unique clicks.

Video Completion Rate (VCR) – Concept: proportion of viewers who watch a video to its end. Related terms:
Playthrough, Engagement. Explanation: calculated as completions divided by total video starts. Example:
2,500 completions from 10,000 video starts yields a VCR of 25 %. Practical application: gauging content
relevance and storytelling effectiveness. Challenge: platform autoplay may start videos without user intent,
lowering VCR artificially.

Virality Coefficient – Concept: average number of new users each existing user brings to a piece of content.
Related terms: Viral Loop, Share Rate. Explanation: a coefficient greater than 1 indicates exponential growth.
Example: each user shares a meme with an average of 1.3 friends, producing a virality coefficient of 1.3.
Practical application: forecasting organic spread potential. Challenge: saturation and audience fatigue can
cause rapid decay after initial spikes.
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Watch Time – Concept: total amount of time users spend viewing video content. Related terms: Retention,
Average View Duration. Explanation: summed across all viewers, often expressed in minutes or hours.
Example: a YouTube tutorial accumulates 45,000 minutes of watch time in a week. Practical application:
prioritising videos that retain viewers longer. Challenge: platform algorithmic weighting may favour longer
watch times regardless of relevance.

Engagement Velocity – Concept: speed at which a post accumulates interactions after publishing. Related
terms: Real‑Time Analytics, Peak Interaction. Explanation: measured as engagements per minute within the
first hour. Example: a tweet gathers 300 likes in the first 10 minutes, indicating high velocity. Practical
application: identifying content that benefits from immediate amplification. Challenge: time‑zone
differences can affect peak windows.

Audience Demographics – Concept: statistical characteristics of a brand’s followers (age, gender, location).
Related terms: Insights, Targeting. Explanation: derived from platform analytics and third‑party data.
Example: an Instagram audience is 60 % female, 40 % male, primarily aged 18‑24. Practical application:
tailoring creative to dominant segments. Challenge: self‑reported data may be inaccurate or incomplete.

Brand Advocacy Index – Concept: composite score reflecting the proportion of followers who actively
promote the brand. Related terms: Net Promoter Score, UGC. Explanation: combines metrics such as shares,
mentions, and referral traffic. Example: a brand records an advocacy index of 0.42, indicating that 42 % of its
audience engages in brand promotion. Practical application: focusing on nurturing ambassador programs.
Challenge: distinguishing genuine advocacy from incentivised sharing.

Click‑Through Funnel – Concept: sequential stages from impression to click to conversion. Related terms:
Conversion Path, Drop‑off. Explanation: visualises where users abandon the process. Example: 10,000
impressions → 800 clicks → 120 conversions, revealing a 12 % click‑through funnel efficiency. Practical
application: pinpointing bottlenecks for optimisation. Challenge: multi‑device journeys can obscure true
funnel steps.

Content Amplification – Concept: tactics used to increase the visibility of organic posts through paid or
earned means. Related terms: Boosted Post, Influencer Share. Explanation: involves strategic investment to
extend reach beyond the follower base. Example: a brand allocates £300 to promote a blog post, doubling
its reach. Practical application: accelerating content discovery. Challenge: determining optimal spend
without oversaturating the audience.

Cross‑Platform Attribution – Concept: assigning credit to multiple social channels that contribute to a
conversion. Related terms: Multi‑Touch Attribution, First‑Click. Explanation: uses models (linear, time‑decay)
to distribute value across touchpoints. Example: a sale is attributed 30 % to Instagram, 20 % to Twitter, and
50 % to a referral email. Practical application: informing holistic budget allocation. Challenge: data silos and
privacy restrictions limit comprehensive tracking.

Deep Dive Analytics – Concept: detailed examination of specific metrics to uncover underlying patterns.
Related terms: Granular Data, Segment Analysis. Explanation: moves beyond surface‑level dashboards to
explore cohort behaviours. Example: analysing engagement by posting hour reveals a peak at 19:00 GMT.
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Practical application: fine‑tuning scheduling strategies. Challenge: requires advanced analytical skills and
clean data pipelines.

Engagement Benchmarking – Concept: comparing a brand’s engagement metrics against industry
standards. Related terms: KPI, Competitive Analysis. Explanation: uses published averages to assess
performance. Example: a fashion brand’s 3 % engagement rate exceeds the industry benchmark of 1.8 %.
Practical application: setting realistic targets. Challenge: benchmarks may not account for niche audience
characteristics.

Follower Churn – Concept: rate at which followers unfollow a brand over a period. Related terms: Retention,
Unfollow Rate. Explanation: calculated as lost followers divided by total followers at period start. Example:
200 unfollows from a base of 10,000 results in a 2 % churn rate. Practical application: monitoring content
relevance and brand perception. Challenge: distinguishing voluntary unfollows from account deletions or
platform purges.

Geo‑Targeting – Concept: delivering content to users based on their geographic location. Related terms:
Location Filters, Regional Campaigns. Explanation: uses IP addresses, GPS data, or self‑reported location.
Example: a retailer runs a promotion only for users in Manchester. Practical application: increasing relevance
and conversion likelihood. Challenge: privacy regulations may limit precise location data.

Hashtag Saturation – Concept: degree to which a hashtag is overused, diluting its effectiveness. Related
terms: Trending Fatigue, Signal‑to‑Noise Ratio. Explanation: high usage can cause content to be lost in the
stream. Example: #BlackFriday sees 1.5 million posts, reducing individual visibility. Practical application:
selecting niche or brand‑specific tags. Challenge: balancing discoverability with uniqueness.

Impression Frequency – Concept: average number of times each unique user sees an ad. Related terms:
Frequency Capping, Reach. Explanation: total impressions divided by unique reach. Example: 30,000
impressions with 10,000 reach yields a frequency of 3. Practical application: avoiding ad fatigue while
ensuring sufficient exposure. Challenge: high frequency can increase costs without improving outcomes.

Influencer Engagement Ratio – Concept: proportion of an influencer’s audience that interacts with
sponsored content. Related terms: Micro‑influencer, Sponsored Post. Explanation: engagements divided by
total followers, often higher for niche creators. Example: an influencer with 5,000 followers generates 800
likes on a brand post, a 16 % engagement ratio. Practical application: selecting influencers with authentic
audience interaction. Challenge: fake engagement can inflate ratios.

Keyword Volume – Concept: number of times a specific keyword is searched or mentioned on social
platforms. Related terms: Search Trends, SEO. Explanation: indicates popularity and potential reach. Example:
“sustainable fashion” registers 45,000 mentions on Instagram in a month. Practical application: informing
content ideation and SEO alignment. Challenge: spikes from viral moments can distort typical volumes.

Live Stream Metrics – Concept: data points specific to real‑time broadcast sessions. Related terms:
Concurrent Viewers, Peak Audience. Explanation: includes viewers, comments, shares, and average watch
time during the stream. Example: a Facebook Live event attracts 3,200 concurrent viewers and 500
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comments. Practical application: evaluating real‑time audience engagement and planning future live events.
Challenge: latency and platform restrictions can affect metric accuracy.

Look‑alike Audiences – Concept: groups of users who share characteristics with an existing high‑value
audience. Related terms: Audience Segmentation, Targeting. Explanation: created via platform algorithms
that analyse behaviour and demographics. Example: a brand builds a look‑alike audience of 50,000 users
similar to its top 1,000 converters. Practical application: expanding reach to probable converters. Challenge:
algorithmic opacity can lead to unexpected audience composition.

Mentions Velocity – Concept: speed at which brand mentions accumulate over time. Related terms:
Real‑Time Monitoring, Buzz. Explanation: measured as mentions per hour or day. Example: a product launch
generates 200 mentions in the first hour, indicating high velocity. Practical application: early detection of
viral moments or crises. Challenge: sudden spikes may overwhelm monitoring systems.

Negative Sentiment Ratio – Concept: proportion of negative mentions relative to total sentiment‑bearing
mentions. Related terms: Brand Sentiment, Issue Management. Explanation: helps quantify potential
reputation risk. Example: 15 % of brand mentions are negative during a recall period. Practical application:
prioritising response strategies. Challenge: sentiment tools may misclassify nuanced feedback.

Organic Engagement – Concept: interactions generated without paid promotion. Related terms: Earned
Media, Reach. Explanation: includes likes, comments, shares, and saves from followers and non‑followers
reached organically. Example: a post receives 1,200 organic likes and 150 shares. Practical application:
measuring content resonance. Challenge: algorithmic changes can reduce organic visibility.

Paid Social Attribution – Concept: assigning credit for conversions to paid social activities. Related terms:
UTM Tags, Conversion Tracking. Explanation: relies on tracking parameters and platform reporting. Example:
a campaign’s UTM parameters show 350 conversions attributed to Instagram ads. Practical application:
assessing ROI of paid media. Challenge: cookie restrictions and ad blockers can obscure attribution.

Platform Algorithm – Concept: proprietary system that determines content ranking and distribution. Related
terms: Feed Prioritisation, Engagement Signals. Explanation: weighs factors such as relevance, recency, and
user interaction history. Example: TikTok’s “For You” algorithm surfaces videos based on watch time and user
behaviour. Practical application: tailoring content to algorithmic preferences. Challenge: lack of transparency
makes optimisation speculative.

Post Frequency – Concept: number of posts published within a specified timeframe. Related terms: Content
Calendar, Publishing Cadence. Explanation: influences audience expectations and algorithmic favour.
Example: a brand posts three times daily on Twitter. Practical application: maintaining consistent presence
without oversaturation. Challenge: excessive frequency can lead to audience fatigue.

Reach Frequency Curve – Concept: visual representation of reach versus frequency across a campaign.
Related terms: Frequency Capping, Impression Distribution. Explanation: helps identify optimal balance
between exposure and cost. Example: a curve shows diminishing returns after a frequency of 4. Practical
application: setting caps to maximise efficiency. Challenge: varying audience segments may require different
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frequency thresholds.

Referral Funnel – Concept: pathway from social referral to final conversion, mapped step by step. Related
terms: Landing Page Flow, Drop‑off Points. Explanation: tracks user actions such as click, browse,
add‑to‑cart, purchase. Example: 1,000 social clicks lead to 300 product page views, 80 add‑to‑carts, and 30
purchases. Practical application: identifying where users abandon the process. Challenge: multi‑device
sessions can fragment the funnel.

Retention Rate – Concept: percentage of users who continue to follow or engage over time. Related terms:
Churn, Lifetime Value. Explanation: calculated as (followers at end – new followers) ÷ followers at start.
Example: a brand retains 92 % of its followers after six months. Practical application: assessing loyalty and
content relevance. Challenge: external factors (platform policy changes) can affect retention beyond content
quality.

Sentiment Drift – Concept: gradual shift in overall sentiment over a period. Related terms: Trend Analysis,
Brand Perception. Explanation: monitored to detect emerging positive or negative trends. Example:
sentiment moves from +0.30 to +0.55 over three months, indicating improving perception. Practical
application: adjusting messaging proactively. Challenge: seasonality and external events can produce
temporary spikes.

Social Share of Voice (SOV) – Concept: brand’s proportion of total mentions within its industry on social
media. Related terms: Competitive Benchmarking, Mentions. Explanation: calculated as brand mentions ÷
total industry mentions. Example: a tech startup holds 12 % SOV in the “AI chatbot” conversation. Practical
application: gauging market presence. Challenge: ensuring comparable keyword sets across competitors.

Story Completion Rate – Concept: percentage of viewers who watch a story through to the last frame.
Related terms: Story Views, Engagement. Explanation: completions ÷ total story opens. Example: an
Instagram story series achieves a 68 % completion rate. Practical application: measuring content stickiness.
Challenge: vertical swipe‑up actions may not be captured as completions.

Tag Sentiment – Concept: sentiment associated with a specific hashtag. Related terms: Hashtag
Performance, Keyword Sentiment. Explanation: analyses the tone of posts containing the tag. Example:
#RenewableEnergy shows 80 % positive sentiment over a month. Practical application: selecting hashtags
that align with brand values. Challenge: cross‑language usage can affect sentiment accuracy.

Thread Engagement – Concept: interactions on a series of linked posts (e.g., Twitter thread). Related terms:
Conversation Depth, Reply Chain. Explanation: aggregates likes, retweets, and replies across all tweets in the
thread. Example: a three‑tweet thread garners 1,500 total engagements. Practical application: evaluating
narrative effectiveness. Challenge: platform limits may truncate longer threads, reducing measurable impact.

Time‑On‑Page from Social – Concept: average duration users spend on a landing page after arriving via
social. Related terms: Bounce Rate, Engagement. Explanation: measured by web analytics, indicating content
relevance. Example: visitors from LinkedIn stay an average of 3 minutes, compared to 1 minute from other
sources. Practical application: tailoring landing page content to social audience expectations. Challenge:
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session timeout settings can artificially lower time‑on‑page.

Topical Reach – Concept: number of unique users exposed to content within a specific topic area. Related
terms: Hashtag Reach, Audience Segmentation. Explanation: isolates reach metrics for niche conversations.
Example: a post about “plastic‑free packaging” reaches 9,000 users interested in sustainability. Practical
application: measuring impact of cause‑related campaigns. Challenge: overlapping interests may cause
double‑counting across topics.

Trend Velocity – Concept: speed at which a conversation gains momentum on social platforms. Related
terms: Buzz, Hashtag Saturation. Explanation: measured as increase in mentions per hour or day. Example: a
meme’s mentions rise from 100 to 5,000 within 12 hours, indicating high velocity. Practical application:
capitalising on emerging trends before they fade. Challenge: rapid spikes can overwhelm monitoring
capacity.

UGC (User‑Generated Content) Ratio – Concept: proportion of brand‑related content created by users
versus the brand itself. Related terms: Community Building, Advocacy. Explanation: calculated as UGC posts
÷ total brand mentions. Example: 30 % of a campaign’s visual content is generated by customers. Practical
application: encouraging authentic storytelling and reducing production costs. Challenge: ensuring
compliance with copyright and usage rights.

Video View‑Through Rate (VTR) – Concept: percentage of viewers who watch a video ad beyond a set
duration (e.g., 2 seconds). Related terms: Ad Completion, Engagement. Explanation: views ÷ impressions,
focusing on meaningful exposure. Example: 4,000 view‑throughs from 20,000 impressions yields a VTR of
20 %. Practical application: assessing ad creative effectiveness. Challenge: auto‑play policies may inflate
view‑through counts without genuine attention.

Audience Overlap – Concept: degree to which the same users appear across multiple platforms. Related
terms: Cross‑Platform Reach, Duplicate Audiences. Explanation: measured by intersecting follower lists or
using third‑party audience insights. Example: 15 % of a brand’s Instagram followers also follow its YouTube
channel. Practical application: refining cross‑promotion strategies. Challenge: privacy constraints limit
precise overlap measurement.

Brand Lift – Concept: increase in brand perception metrics attributable to a specific campaign. Related
terms: Awareness Lift, Survey Measurement. Explanation: often measured via pre‑ and post‑campaign
surveys. Example: ad recall rises from 20 % to 35 % after a video campaign, indicating a 15‑point lift.
Practical application: justifying media spend beyond direct conversions. Challenge: survey bias and sample
size affect reliability.

Click Fraud – Concept: deceptive activity that generates false clicks, inflating metrics and costs. Related
terms: Bot Traffic, Invalid Clicks. Explanation: can stem from automated scripts or malicious competitors.
Example: a campaign reports 10 % invalid clicks flagged by the ad platform. Practical application:
implementing fraud detection tools and adjusting bids. Challenge: sophisticated bots can evade detection,
leading to wasted budget.
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Conversion Funnel Drop‑off – Concept: points where users exit the conversion pathway. Related terms:
Abandonment Rate, Exit Points. Explanation: identified by analysing step‑by‑step progression. Example:
40 % of users abandon at the checkout page after clicking a social ad. Practical application: optimizing
checkout flow and reducing friction. Challenge: multi‑device sessions may mask true drop‑off locations
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