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Abstract
The purpose of the study is to measure the effectiveness of three social media channels managed
by the library of Kendriya Vidyalaya Pattom in achieving the set objectives of providing resources,
publicizing library activities and reaching out to the users irrespective of their space and time. An
analytical study of the data obtained from the inbuilt analytics tools available with WordPress, Facebook
DQG7ZLWWHUZDVFRQGXFWHGEDVHGRQ¿YHSHUIRUPDQFHVRFLDOPHWULFV DFWLYLW\DXGLHQFHHQJDJHPHQW
referral and return on investment). The analysis revealed that blog was the most used social media
channel by students and teachers to get academic resources, followed by Twitter and Facebook. The
reach and engagement was maximum among people in the age group of 18-24. Most shared posts
on the channels were of academic in nature and content whereas, posts with photographs recorded
PD[LPXP OLNHV FOLFNV DQG FRPPHQWV 7KH VWXG\ DOVR FRQ¿UPHG WKH WUXVWZRUWKLQHVV RI UHVRXUFHV
provided by government agencies. The analysis of the return on investment metric underlined the
success of social media channels in libraries as valuable investment options for present and future.
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1. Introduction
Social Media has become a widely used and
effective tool in modern libraries to reach out to the
current users and the society at large. Services
and applications using social media, particularly
blogs and online social networks, have immensely
helped libraries to increase their online presence,
PDUNHWDELOLW\DQGLQÀXHQFH7KHWUHQGLVVWHDGLHG
with the exponential growth in the global use of
internet and mobile technologies. This demands
libraries to repackage and redesign their products
and services more compatible with popular social
media tools. A large number of libraries around the
world took hold of this opportunity and became
socially relevant. In this context, blog(s) and social
network page(s) maintained by such libraries can
be monitored to assess how effectively these
tools perform and help them to accomplish the
VHWREMHFWLYHV$QDO\]LQJDVHWRIUHOHYDQWVRFLDO
media metrics retrieved from a library’s blog or a
social network page (like Facebook or Twitter) will
help us to carry out a quantitative assessment of
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their effectiveness. This paper presents a brief
general textual overview of important social media
performance metrics and data analytical tools
available with these channels those are useful
and relevant for libraries. At the application level,
the paper studies the data analytics to assess
the performance of the library blog and social
QHWZRUNLQJSDJHVPDQDJHGE\.HQGUL\D9LG\DOD\D
.9 3DWWRP7KLUXYDQDQWKDSXUDP

2. Literature Review
The use of social media tools in libraries has
become a notable trend in the last decade. A
number of studies were conducted on how these
tools have been or could be incorporated as a
resource as well as a service in a library. Most
RI WKH VWXGLHV ZHUH FRQ¿QHG WR LQYHVWLJDWH WKH
application potentials of these tools. Measuring
the impact of social media channels set up by a
library in achieving its institutional goals requires
an analytical approach based on dynamic social
media metrics.
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Mon (2015) traced the early history of social
media adoption as it happened in 2005-2007 by
the creation of institutional accounts by some
public libraries of USA with one of the most popular
social networking site of the time, MySpace
(which started in 2003). Mack, Behler, Roberts
and Rimland (2007) in one of the early studies
on the use of social media in libraries discussed
some best practices for adopting Facebook as a
tool to reach out the users. Facebook surpassed
MySpace by 2010, as found in a survey of ARL
library websites, on the adoption of web 2.0 in U.S.
academic libraries (Mahmood and Richardson,
  *XSWD 'KDZDQ DQG 9LVDNKL  
presented a scientometric assessment of literature
output during 2003-2014 on social media and
libraries in which they pointed out that literature
on blogs contributed the largest share (34.99%)
of publications among social media sites, followed
by Wikipedia (19.97%), Facebook (13.65%) and
others. The study revealed that among social
media tools blogs and social networking websites
were popular choices for libraries. Two important
studies on the early adoption of Twitter by libraries
showed a surge during the period 2008-2010
(Stuart, 2010; Del Bosque et al., 2012).
An extensive content analysis study conducted
LQ  GHVFULEHG EORJ DV DQ HI¿FLHQW WRRO IRU
PDUNHWLQJOLEUDU\HYHQWVDQGUHVRXUFHV %DU,ODQ
2007). King (2015) presented a detailed study on
the types of analytics relevant for libraries that can
be found on different social media channels and
how these can be used to track a library’s goals. In
a case study of using social media in an academic
library to enhance audience engagement and
create a community of users Zelda and Sarah
(2016), asserted the importance of selecting the
right platform depending on the characteristics
RIXVHUVRUDLPVRIWKHRUJDQL]DWLRQ5XKL  
offered a business intelligence perspective of
social media analytics with the aim to provide
guidelines to help businesses align their social
media programs, processes and technologies with
WKHRYHUDOOVWUDWHJLFREMHFWLYHVRIWKHRUJDQL]DWLRQ
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These concepts could be effectively applied when
DQDO\]LQJ WKH VRFLDO PHGLD SHUIRUPDQFH PHWULFV
retrieved from the library’s social media channels.
The review of literature established the relevance
and usability of social media in libraries as tools to
market resources and reach out the users while
keeping them at their own space and time. The
widespread adoption of these channels by libraries
warranted an assessment of corresponding
analytical tools to evaluate their effectiveness.

3. Objectives of the Study
i. 7RUHFRJQL]HDEDVLFVHWRIVRFLDOPHGLDPHWULFV
relevant for libraries.
i. To study the inbuilt data analytics tools provided
by the library blog and social networking
ZHEVLWHSDJHVPDQDJHGE\.HQGUL\D9LG\DOD\D
Pattom and assessing the effectiveness of
each channel in achieving set objectives.

4. Methodology
7KH RI¿FLDO VWDWLVWLFDO DQG JUDSKLFDO GDWD
obtained through the built-in analytics tool of the
library blog and social networking pages were
DQDO\]HGEDVHGRQDVHWRIVHOHFWHGVRFLDOPHGLD
PHWULFV 7KH REVHUYDWLRQV ZHUH VWXGLHG WR ¿QG
relations between the set objectives of the library
and performance of the social media channels.

5. Library Social Media Channels of KV
Pattom
7KH .9 3DWWRP OLEUDU\ EORJ https://
librarykvpattom.wordpress.com) was launched in
6HSWHPEHUDVRQHRIWKH¿UVWOLEUDU\EORJV
LQ ,QGLD 7KH WZLWWHU SUR¿OH https://twitter.com/
librarykvpattom) was created in November 2007,
followed by the creation of a Facebook page
(KWWSVZZZIDFHERRNFRP/LEUDU\.93DWWRP)
in December 2011. All channels are linked each
other and can be accessed also from the school
website, Facebook page, library’s own online
DFDGHPLFQHWZRUNDQGHPDJD]LQH
7KHVSHFL¿FREMHFWLYHVRIWKHOLEUDU\WRFUHDWH
all these three social media channels were:
i. WRFROOHFWRUJDQL]HDQGSURYLGHXVHIXOUHVRXUFHV
to students and teachers;
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ii. WR SXEOLFL]H OLEUDU\ UHVRXUFHV VHUYLFHV DQG
programmes; and
iii. to reach out to the digital natives and the society
at large at their own space and time.

6. Social Media Metrics and Analytics
There are over 1.5 billion websites on the World
Wide Web today. Of these, less than 200 million are
active (“Total number of Websites”, 2018). In June
)DFHERRNRI¿FLDOO\GHFODUHGDVKDYLQJ
billion daily active users on average (“Facebook
newsroom”, 2018). Nielsen estimated 173 million
EORJV RQOLQH LQ  ³%X]] LQ WKH EORJRVSKHUH´
2012) which crossed 440 million in 2017. These
statistics reveal a lot about how today’s channels
of communication are dominated by social media.
When libraries adopt social media with certain
institutional objectives, like to reach out to more
XVHUV RQOLQH RU WR SXEOLFL]H OLEUDU\ DFWLYLWLHV LW
became necessary to measure the change before
and after the adoption to assess the effectiveness
of the channel. And to measure that we need to
analyse some basic performance activity metrics.
.LQJ   SURSRVHG ¿YH W\SHV RI VRFLDO PHGLD
metrics that can be tracked. They are (i) activity
metrics (ii) audience metrics (iii) engagement
metrics (iv) referral metrics and (v) ROI (Return
on investment) metrics. In a broader sense, the
analysis of these social media metrics constitutes
VRFLDO PHGLD DQDO\WLFV $ GH¿QLWLRQ SURSRVHG
by Lovett (2011) states, “Social Analytics is the
discipline that helps companies measure, assess,
and explain the performance of social media
LQLWLDWLYHV LQ WKH FRQWH[W RI VSHFL¿F EXVLQHVV

objectives”. This can be easily applied in the
domain of libraries too. Simply, social media
analytics draws upon and analyses the data (social
metrics) and generates insights. These insights
are studied to assess the degree of effectiveness
LQDFKLHYLQJVSHFL¿FREMHFWLYHV

7. Social Media Data Analysis
Mon (2015) described four types of data
analysis techniques commonly used to assess
social media channels. They are:
i.

surveys, interviews, and focus groups

ii. text mining and content analysis
iii. social network analysis and
iv. analytics tools
This paper reports the data analysis carried
out using the fourth technique mentioned above
LH DQDO\WLFV WRROV  EDVHG RQ ¿YH VRFLDO PHGLD
metrics proposed by King (2015). There are
many free (e.g., Google Analytics, Follower wonk,
Quintly, Klout, etc.) and paid (e.g., Sprout Social,
%X]]6XPR 7DLOZLQG ,FRQRVTXDUH HWF  VRFLDO
media analytics tools available online. But the
study was limited to the three inbuilt analytical
tools provided by the blog (WordPress Stats), the
)DFHERRN SDJH ,QVLJKWV  DQG WKH 7ZLWWHU SUR¿OH
(Twitter Analytics).

8. Analysis and Discussion
The analysis of data provided by all the three
VRFLDOFKDQQHOVEDVHGRQ¿YHVRFLDOPHGLDPHWULFV
are discussed below. All-time, quarterly and
monthly statistics of blog and social networking
pages were considered for the study.

Table 1
Activity metrics of social media channels
Sl. No.

Channel

All-time total
number of posts

Number of posts in the Quarter
(July-Sept 2018)
July

August

September

1

Blog posts

1147

2

4

2

2

Facebook posts

235

7

3

5

3

Twitter Tweets

885

20

3

12

Total

2767

29

10

19
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8.1 Activity Metrics
Activity metrics are the numerical data of
activities derived from the creation and publishing
of posts, tweets, videos, links, etc. held during a
VSHFL¿FSHULRGRIVWXG\7DEOHSUHVHQWVDQDOO
time activity metrics and that for the Quarter, JulySept 2018.
The library blog was found as the most active

channel with an all-time post count of 1147
followed by Twitter (885) and Facebook (235). The
month of July recorded maximum posts/tweets in
the quarter (July-Sept.).

8.2 Audience Metrics
Audience metrics checks the growth or decline
in the number of followers a social media channel
gained or lost over a period of time. WordPress

Fig. 1. Month & Year wise growth in the number of visitors

analytics presents the audience metrics through
recording the change in the overall growth in the
number of unique visitors. Figure 1 shows month
and year wise growth in the number of visitors.
The data indicated that so far a total of 2,314,216
unique visitors came to the blog which received

6,756,108 views. It means that the unique visitors
stayed on the site for a while and were interested
to visit other pages of the blog too. The monthwise visitor analysis also shows an interesting
trend of an increased viewer count in the month of

Fig. 2. Month wise visitor statistics (May 2016-September 2018)
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March (Figure 2). The highest views and visitors
counts (118794 & 63487) were recorded in March
2018. March is the month during which the annual
academic examinations have been conducted
every year and the statistics revealed that people

used the blog for exam related resources during
that period.
Facebook analytics revealed as in Figure 3, a
total of 2377 followers with a growth of 35 in the
Quarter July - September 2018 with a monthly
average of 12 new followers.

Fig. 3. Quarterly growth in the Facebook page Followers

A detailed analysis of the charecteristics of
followers on Facebook (Figure 4) revealed that (i)
62% of the followers were men (ii) 30 % of male
followers and 17% of female followers were in the

age group of 18-24 (iii)out of 2377 total followers,
48 were from USA and 32 were from United Arab
Emirates (iv) 1054 (44%) of the followers are from
Thiruvananthapuram followed by Bangalore (99).

Fig. 4. Detailed analysis of Facebook followers

Figure 5 recorded the Twitter analytics of the
user growth of 1% in September 2018 added to
the current total followers of 662.

The audience metric analysis showed a
considerable growth in the number of followers of
blog and Facebook page where as a low increase
in the number of Twitter followers.

KLA Journal of Information Science & Technology, Vol.1, No.1
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Fig. 5. Twitter follower growth summary

8.3 Engagement Metrics
Engagement metrics recorded the activities
people do on library’s social media channels
like clicking ‘Like’, sharing a post, clicking a link
embedded within the post, watching a video,
retweet or mention (in th e case of twitter) or
leaving a comment.
The library blog recorded a total of 13581
shares of its content on various platforms including

Facebook (5479), Twitter (2906), Google (521),
/LQNHG,Q   DQG 3LQWUHVW  7KH ¿YH PRVW
shared posts on the blog are shown in Figure 6.
The data showed that the most shared posts on
the blog were curriculum related resources. This
lead to the conclusion that students and teachers
use the blog to get resources to support their
learning and teaching.

Fig. 6. Most shared posts on the library blog

When analysing the all-time clicks on
embedded links, www.cbse.nic.in topped the table
with 390,884 clicks followed by www.kvchenani.
org   DQG ZZZ ]LHWP\VRUHSUW¿OHV
wordpress.com (178,296) (Figure 7). The data
shows the usefulness and trustworthiness of the
educational resources provided by Central Board

of Secondary Education (CBSE) among the users.
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Figure 8 presents the average reach and
engagement metrics recorded on Facebook page.
Photographs received the highest average Reach
score (909) followed by Status updates (192) and
Links (161). Posts comprising photos documented

S. L. Faisal

Fig. 7. All-time clicks on embedded links

Fig. 8. Average reach and engagement analysis

a maximum engagement score based on
‘post clicks’ of 64 while links stood second (5).
3KRWRV DOVR FDPH ¿UVW ZLWK D PD[LPXP DYHUDJH
engagement score (32) of Reactions (Likes),
Comments and Shares. The analysis revealed
that posts with photos caught maximum reach and
engagement.

8.4 Referral Metrics
The referral metrics indicates how many
referrals from a social media channel direct a user
to the library or institution website. This may be
through a post/tweet/link.
An analysis of the blog insights showed that
the library blog had so far received 6755 referrals
from the Facebook page and 997 from the Twitter
SUR¿OH,QWKHTXDUWHU -XO\6HSW )DFHERRN
and Twitter sent 66 and 10 referrals to the library
blog.
KLA Journal of Information Science & Technology, Vol.1, No.1

8.5 Return on Investment (ROI) Metrics
ROI is a performance measure used to
HYDOXDWH WKH HI¿FLHQF\ RI LQYHVWPHQW RU WR
FRPSDUH WKH HI¿FLHQF\ RI D QXPEHU RI GLIIHUHQW
investments (Botchkarev, 2015).
When we
treat social media channels of the library as an
investment, measuring its performance requires
the assessment of tangible returns in the form
of increase in the number of visits to the library
website and the number of interactions per posts
created.
In the quarter July-Sept 2018, the number of
visits to the library blog through referrals (66) per
post created (15) on Facebook was calculated as
4.4. On twitter the number of visit per tweet was
found as 0.2. In the case of library blog, an alltime analysis of the number of views received
(6,756,108) per posts created (1147) was 5890,
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whereas number of unique visitors (2,314,216)
per posts created (1147) was 2017. The analysis
recorded a positive performance status and trend
in the Return on investment metrics of social
media channels in the library.

9. Findings
The study was conducted to assess the
effectiveness of library’s social media channels
through an analysis of selected social media
PHWULFV0DMRU¿QGLQJVRIWKHVWXG\DUH
i.

Blog is the most popular and active social
media channel managed by the library,
followed by Facebook and Twitter pages.

ii. The library blog is mostly used to access and
retrieve curriculum related information and
resources.

provides different metrics like activity, audience,
engagement, referral and return on investment
which can be tracked using the inbuilt analytics
tools available with blogs and social networking
pages like Facebook and Twitter. The study
proved that social media can be effectively used
to achieve the basic objectives of a library. It can
greatly support the initiatives to redesign libraries
as social spaces with human characteristics.
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