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RESOURCE: 
How to Perform a Social Media Audit 

 
This article is taken from https://www.socialbakers.com/blog/social-media-audit and has been 
tailored for the Independent Schools Sector by AMCIS.  
 
 
What is a Social Media Audit? 
You’ve probably heard the word audit before, and even the mention of it might spark a shiver down 
your spine. To put it simply an audit just means to analyse or review something.  
 
A social media audit is a process that involves looking at all aspects of your business’s channels and 
performance. Performing a social media health check is key to uncovering your company’s strengths 
and weaknesses so they can develop a sound strategy based on data. 
Once you’ve conducted your social media audit you’ll be able to see the big picture and zoom in on 
the small details. Rolling up your sleeves and digging into the numbers will allow you to see where 
you’re wasting your resources, which channels are bringing in the most results, and how your social 
media efforts are impacting your web results.  
 
It’s so easy to lose sight of these day-to-day details with so many different channels and content to 
keep an eye on. So, enjoy this part of the process. Conducting a social media review is the time where 
you can see the fruits of your labour come to life, or get inspired and begin to plan your next move.  
 
Once you have a social media audit document in place, it should be pretty easy to input the data 
regularly. The hardest part is getting started. 
 
How to Conduct a Social Media Audit 
Start by Listing Your Social Media Profiles 
Before you can even set your social media review in motion you’ll need to list all of your profiles. That 
means your Twitter account, your Facebook, your Instagram and any other channels. The rule of 
thumb here is, if you use it - list it.  
 
Once you have your master list ready you should organize them neatly into a document or excel sheet. 
We’ve already done some groundwork for you and have created this social media audit template to 
set you on the right track. Feel free to add or edit in any way you see fit to cover bases that are more 
specific to your company. We’ve included the major social media platforms in our social media 
template to get you started.  
 
While there will be some profiles that are more active than others, you should include each channel 
where your company is present. This can get even more challenging if your company has multiple 
social media profiles for different departments.  If embarking on such an exercise it is important that 
Common Room are aware and alert you to any accounts they run with the school name in it.  Even if 
they haven’t used the account for years it is important you are aware – an inactive account can do 
damage if parents (prospective and current) stumble across it by accident.  

https://www.socialbakers.com/blog/social-media-audit
https://www.socialbakers.com/blog/social-media-audit
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Dig into Your Social Media Analytics 
Some metrics can be applied to your social media review across the board. Others will be a little 
different because they may be specific to that platform. For example, Shares are super important on 
Facebook but don’t exist on Instagram. As a result, each social media platform will vary a bit. You’ll be 
able to get your hands on your social media performance metrics using native analytics. 
 
Now we’ll go into different metrics you should track and explain why they matter. 
 
1. Follower Growth 
 
Follower growth isn’t everything - but it’s essential to know where you stand. Back in the day follower 
growth was a metric many brands strived to boost. Today, we know that follower growth is more of a 
vanity metric than anything else. What is important, however, is that you grow a loyal following of 
people which will be more likely to interact with your content. Bigger doesn’t always mean better.  
 
 
Getting a breakdown of your follower growth is extremely easy. Just jump into your social media 
analytics account and start filtering by date range to get an accurate overview of where you stand. 
Record your Total Change of Fans during the time period you are observing.  
 
2. Audiences Demographics 
 
You can take your analysis a step further by breaking down your follower growth by the distribution 
of regions or countries. Recording this information is extremely important because it gives you insight 
into who you are attracting. If your company has a goal to be prominent in a certain market, but you 
notice a different region is taking the lead, you can revisit your strategy and come up with a plan to 
put your company back on track.  
 
TIP: Keep in mind that audience demographics differ from platform to platform. While LinkedIn, 
Twitter, and Facebook allow you to see a breakdown of audience location every month, Instagram will 
only show you this information every week. This is why it’s especially important to keep a record of 
these changes. To make your life easier you don’t have to add Instagram’s audience changes to your 
social media audit every week. Just be sure to include your findings in your regular reporting. 
 
Gender and age are also important metrics to keep an eye on. In native tools such as Facebook 
Insights, you can see a breakdown of your audience by gender and age. However, keep in mind that 
the audience insights Facebook provides are derived from audiences that have Liked your page. With 
audience persona tools you take your audit to a new level by looking into the audience demographics 
of only your active community members. Taking a look at your active data helps you better understand 
which groups are engaging with your brand, which in turn can be used to fuel your content ideas and 
perfect your targeting.  It can also help you with your offline marketing campaigns. 
 
3. Audience Interests 
 
It’s safe to say that audience interests play a huge role in your social media strategy, which means 
your social media audit wouldn't be complete without this information. Unfortunately, the audience 
interests each social media platform provides varies - or isn’t mentioned at all. With LinkedIn you’ll be 
able to track things like “Top 5 Job Functions,” “Seniority,” or “Industry,” which gives you a little insight 
into who your audience is and what their interests are (somewhat). Facebook, on the other hand, 
provides information on “Top Job Titles” or “Pages that are likely to be relevant to your audience 



 

3 
 

based on Facebook Page likes”. Then there are platforms like Instagram where there are no interests 
listed at all.  
 
With the help of third-party tools you can get a consolidated view of who your active audiences are 
across your web and social media platforms. This is an effortless way to get a bird's eye view of who 
your biggest supporters are so you can attract buyer personas that are similar to your known audience. 
 
Learning which Pages your active audience is interacting with can help you get a feel for what they are 
interested in based on what content they like. This is especially essential for enterprise brands as 
they’ll be able to get a clear view of how each of their regions differ from each other. After all, the key 
to good marketing is through content personalisation. 
 
Looking at the page affinities your audiences like is a quick and easy way to get inspired. From there 
you can dive into some social media analytics to discover exactly which content is getting the most 
interactions. Are they posting how to’s? Contests? Live videos? Find what’s working for them and see 
if there is a way you can adapt this content for your own channels.  
 
4. Reach 
 
Reach is nothing new - marketers have been relying on this metric since the dawn of advertising. It’s 
just as relevant today as it was then - we now just have the tools to track it with precision.  
 
Reach is one of the most important metrics to track across your social media platforms. While 
interactions help demonstrate the quality of your content, reach can show you just how much bang 
you're getting out of a post. With reach constantly changing with every algorithm update it’s 
absolutely essential to keep tabs on this metric. After all what good is content if no one is seeing it 
anyway?  
 
There is a multitude of different ways you can react based on your reach health. For example, if you 
notice that one platform just isn’t giving your content enough visibility you may want to reconsider 
where you are spending your resources. Or perhaps your goal is to promote brand awareness; if this 
is the case reach is your best friend. But reach, of course, is just a piece of the puzzle if brand awareness 
is your goal. Whether or not you’ve done it successfully will depend on your engagement - which leads 
us to our next section... 
 
5. Engagement 
 
There are many different ways you can break engagement down. You can look at comments, shares, 
likes all separately or you can lump them together. Your social media audit should cover both the 
whole picture, along with smaller parts, to give you an in-depth overview of your social media health.  
 
To get the full picture we think it’s best if you take a look at the average Number of Interactions per 
100 Followers. This metric will give you a more accurate look at your engagement levels relative to 
the size of your community. Be sure to do this for all of your platforms every month for your regular 
reporting. For the purpose of your social media audit, you’ll want to look at the Sum per Period metric. 
 
If you are consistent with your record-keeping you’ll be able to pinpoint significant changes and 
uncover the reasons why. For example, you’ll notice there is a huge spike in engagement for the month 
of March. If we caught this during a social media audit we would want to look into this a little further 
and find out if this was because we posted more than usual, an event took place, or a new content 
format was experimented with.  
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6. Engagement Metrics by Average 
 
Don’t just rely on the bigger picture - get granular! It sounds strenuous but it can be really easy. Here 
is a list of metrics you should track by calculating the monthly average in tandem with the quarter 
over quarter growth rate. 
 

• Reach 
• Post Likes 
• Comments  
• Reactions (Facebook) 
• Shares (Facebook)  
• Retweets (Twitter) 
• Pins (Pinterest)  
• Mentions  

 
Some metrics will have different names depending on the platform. For example, “Shares” come in 
many shapes and sizes. On Pinterest, you’ll refer to Shares as Repins while on Twitter they’ll be called 
Retweets. Once you have collected your monthly averages you can start inputting your data into the 
social media audit template we have provided. 
 
7. Publishing Frequency 
 
Have you noticed your engagement levels are going down even though you’re creating quality 
content? You may want to check your posting frequency. Posting too much or too little can have a 
detrimental effect on your overall reach and engagement. Use your social media analytics tools to find 
out how much you’re posting a day, on average.  
 
Learning how often you need to publish gets you closer to perfecting your current workflow. If you 
notice that you perform better when you publish more, you may be in a position to ask for another 
team member who can take on some of the workload. 
 
8. Most Engaging Content Formats 
 
Point is, what will be your top performer one month, may not come in first place the next. Finding out 
which content types are coming in first place every month is easy to do with social media analytics 
tools, and only takes a second. While links used to be one of our most engaging formats, you’ll know 
they’re now at the bottom of the list. This could mean we should include links to our blog within our 
top-performing posts to keep referral traffic stable, or perhaps experiment with description text in 
link posts to see if that makes a difference or not. 
 
9. Top-Performing Posts 
 
This is a fun one that doesn’t require much work. Simply take a screenshot of your best-performing 
posts across platforms every month. Think of this as your content spotlight. Tracking which posts are 
resonating with your audience can also give you intel on what topics your audience is interested in, 
which content formats they prefer, and how they interact with posts on average. 
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10. Source Traffic 
 
Google Analytics is a perfect solution that can show you exactly when platforms are getting you the 
most referral traffic down to the very product page. With this data, you can see which of your content 
is resonating with your audiences most.  
 
There are so many different things you can discover through this quick analysis. Notice a popular trend 
in the pieces that are generating the most traffic? Maybe this could help point you in the right direction 
of what to post- or even who to target.  
 
Perhaps you notice that month-to-month social media is generating less traffic to your website. If this 
is the case you may need to re-evaluate your social media content strategy and pinpoint the reasons 
why. It could range from anything to poor quality content to lack of links. It’s easy to get lost in the 
24-hour News Feed chaos which is why it’s always best to know where you stand.  
 
Follow these steps to take a look at your referral traffic by social media platform: 
 

1. Log into your Google Analytics account and select the time range you want to analyse 
2. Go to the Behaviour section on the left-hand side 
3. Go to Site Content and click on “All Pages” 
4. Click on “Secondary Dimension” 
5. Type in “source” and click on “Source/Medium” 
6. Type in the name of your webpage in the search bar on the right-hand side 
7. Click on the “Advanced” button next to the search bar  
8. Click “Add a dimension or metric”  
9. Type in “source” and click on “Source/Medium”  
10. Type in the name of the social media platform you want to analyse in the box next to the 

“containing” button 
11. Click “Apply” 
12. Enjoy beautiful data sheet!  

 
Luckily with the help of social media marketing platforms, you can easily get updated on your 
community management progress. Keeping tabs on your community management metrics  
 
12. Branding 
 
The last part of your social media audit should investigate the branding aspects of your social media 
profiles. Companies change frequently, and with many social media platforms to keep track of, 
updating information such as profile bios can often be left on the back burner. Be sure to monitor 
everything from your profile pictures, cover photos, “About Me” section, and company information. 
If your school has multiple departmental pages, this can get even more complicated. 
 
In summary 
Conducting a social media audit can be time-consuming, but it’s absolutely necessary. Auditing your 
strategy, performance, and branding regularly can prevent you from repeating the same mistakes over 
a long period of time and shed light on what you’re doing right. It is also necessary as the keeper of 
the brand to be aware of what your colleagues are doing – it maybe your school has several social 
media profiles that you were unaware of. An audit provides a good starting point to establish what 
you have in place, what is working, and how you can build on what is already there.  
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