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Introduction to SNAP-Ed Evaluation Social Media Guidelines 
The SNAP-Ed Social Media Reporting Guidelines walk SNAP-Ed Implementing Agencies (IAs) and Local 

Implementing Agencies (LIAs) through reporting their social media use in PEARS. The Guidelines do not 

provide information on how to create or manage social media accounts, what kind of content to share, 

or any similar questions related to programming and messaging.  

The information in these guidelines is for basic reporting of reach for a social media account or page 

over a period of time, usually 28 days. The guidelines are not intended to measure reach of an individual 

post or other more detailed information. If an agency is interested in more in-depth evaluation of 

different social media analytics, for example what content is most resonating with the audience, please 

send an evaluation request to the SNAP-Ed Evaluation team. If LIAs have any questions about the 

information in this guidance, they should reach out to their IA and the evaluation team for clarifications. 

  

https://wasnap-ed.org/evaluation/evaluation-request-form/
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Facebook 
Facebook provides analytics (which the company refers to as Insights). Insights include: 

• Information on page views, reach, and impressions 

• Demographics about a Page’s audience 

• Information on individual posts, such as reactions, comments and shares 

What is a Facebook Page? 
There is a difference between a Facebook Profile and a Facebook Page.  

A Profile is the basic Facebook account – it’s where all users log in to see their feed and where someone 

can share information about themselves, such as their interests, photos and location. It is necessary to 

have a Facebook Profile to make a Facebook Page. 

A Page is an add-on to a Facebook account that allows public figures, organizations, non-profits, 

businesses and others to connect with fans or clients in a more official capacity than a personal 

Facebook Profile. Pages are like the public facing part of a website. Facebook users can like or a follow a 

Page and any posts made by that Page will show up in the user’s feed. Multiple people can also be 

appointed to manage a page through Roles. More information about setting up a Facebook Page and 

assigning Roles is available on Facebook’s Help Center. 

• Facebook only provides Insights for Pages – not for individual Profiles. It is best practice to 

create a Page to interact with SNAP-Ed audiences, so that Insights can be collected and to 

provide a public-facing, central page that is separate from the personal information and features 

of a Profile. 

How to access a Page 
When a user logs into Facebook on a desktop, the screenshot below shows a typical homepage. The 

menu on the left side of the screen provides links to various activities and options on Facebook. If the 

menu on the left is hidden, try making the browsing window larger. 

https://www.facebook.com/help/282489752085908?helpref=popular_topics
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To access an existing Page, click on the  icon in the left-hand menu, or go directly to an 

existing page by clicking the link to the Page on the right-hand of the screen. Both options are outlined 

in green in the above image. 

The Pages link redirects users to the selected Page, as shown in the screenshot below. Any person who 

owns or manages a Page can use this area to make and promote posts, interact with fans of the Page, 

make events, and so on. For more information on how to set-up a Facebook Page, please visit the 

Facebook Help Center. 

https://www.facebook.com/help/282489752085908?helpref=popular_topics
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To access the analytics of a Facebook Page, click the  link on the left side of the 

screen, which is outlined in green in the above picture. 

On the left-side menu, the Page Insights webpage has a plethora of options to explore – for example, 

users can learn more about audience engagement with specific posts, dive into likes, and assess the 

effectiveness of ad campaigns. By default, the Insights landing page shows a summary of Page activity 

within the last 7 days.  

 

Reporting Facebook Page Analytics in PEARS 
Facebook Page Analytics should be reported in the PEARS Indirect Activity module using the canned 

report Facebook provides to identify key metrics. It is best practice to download Facebook Insights for 

every month.  

At the start of a new month, users should access the Facebook Insights page to download a spreadsheet 

of the data from the previous month (ex. At the start of February, download all the data from January). 

Instructions to access the report are provided below: 
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1. Start in the Page Insights section. Click on the Overview link on the left side of the webpage. 

2. In the Overview section, the Page Summary should be in view.  On the right side of the screen, on 

the same level as the Page Summary, is the  link (outlined in the above image in 

the green box).  

3. Click the Export Data link to open the download prompt box.  

4. For PEARS reporting, choose Page data as the data type, Excel as the file format, and then the date 

range (as shown in the screenshot below). 

 
5. After data type and date range have been selected, press the Export Data button to download an 

Excel spreadsheet. 

6. After downloading, save the Facebook Insights data export. The whole export will be uploaded into 

PEARS; this file can also be used to find the reach for PEARS, following the instructions below. 
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a) Open the Excel file. The key metric to import into PEARS is the Impressions. This is column T on 

the Key Metrics sheet of the Excel file (the sheet that shows up by default when first opening 

the Excel file).   

b) Facebook Insights gives the data for each day in the date range. To find the total impressions for 

the month, add up all the values in column T, as seen below. That total impressions will be 

what’s reported in PEARS.  
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7. Log into PEARS, and open the Indirect Activities module from the Track option on the top menu 

8. For a new Facebook Page, click the button to create a new Indirect Activity. If the 

Facebook Page has already been created as an Indirect Activity in PEARS, click on that activity from 

your list, click the  button, and go to step 14. Please note, a Facebook Page should be 

entered as a single indirect activity that spans the full fiscal year.  

9. Enter title as “[SNAP-Ed AGENCY’S] Facebook 

10. For Intervention, select the same intervention name as for your PSE, Direct Education, or Indirect 

Activity (see p. 31-32 in the Evaluation Guidance for more information on how to select the correct 

intervention name.) 

11. For Unit, select the agency or program’s county 

12. For Food Demo, select “No” 

13. For Activity Date Range, enter the length of the fiscal year. So, for example, for FFY 2021, enter start 

date 10/01/2020 and end date 09/30/2021. If an LIA starts their Facebook page later in the fiscal 

year, enter the date the Page launched as the start date.  

 

https://s3.us-west-2.amazonaws.com/wasnap-ed.org/wp-content/uploads/2022/01/FFY-2022-Evaluation-Guidance.pdf
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14. At the file attachments, upload the latest Facebook Insights file for the month. Multiple files can be 

uploaded across the fiscal year, and Facebook Insight spreadsheets should be uploaded every 

month. 

15. After completing the general information and uploading the monthly Excel spreadsheet, click the 

button, and continue onto the Intervention Channels and Reach section 

16. On the Intervention Channels section, click the . PEARS users 

should click this button to add an Intervention Channel every month that they update PEARS with 

Facebook data. 

17. In the pop-up, for Intervention Channel select Social media (e.g. Facebook, Twitter, and Pinterest). 

18. For Description enter “Facebook Insights MONTH YEAR reporting”, for ex. “Facebook Insights 

January 2021” 

19. For Site enter in the name of the Facebook page. The first time this is entered, a new site may need 

to be created. 

a) When creating a new site, for Address, enter the Facebook Page URL. 

b) For City and Zip, enter the city and zip code for the user’s agency. 

c) All other parts of Site information may be left blank. An example of adding a new site for a 

Facebook page is below 
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20. For Estimated # of unique individuals reached, enter in the total calculated from column T in the 

spreadsheet downloaded from Facebook, the Total Daily Impressions. 

21. For Estimated # of new individuals reached enter 0 (zero). Unfortunately, with Facebook, it is 

impossible to tell if the persons reached on a daily basis are new, or if they have been reached 

before by that Facebook page or another SNAP-Ed activity or intervention.  

22. For Source of reach data enter “Commercial market data” and then click save.  

23. Review the entry for correctness. An example of a completed Add Intervention Channel is below. 

 
24. After entering in Facebook Insights data for the month, the intervention channel will appear in the 

PEARS entry. Please continue to use the same indirect activity for the rest of the fiscal year, 

completing a new intervention channel for each month of reporting.  
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25. After entering data for the month, press the Save and Continue. You can now leave this Indirect 

Activity. 

Indirect Activities for Facebook Pages and other social media should not be “marked as complete” until 

the end of the fiscal year.  

Facebook provides much more data beyond the impressions that need to be reported in PEARS. An 

agency may be interested in looking at this data to see what kind of posts audiences are responding to, 

what time of day or week has the greatest amount of interaction, how often the audience is clicking on 

links to outside webpages and more. For agencies interested in exploring more of this type of 

information and how to use it for building an online presence or for specific projects, reach out to the 

Evaluation Team. 

 

 

https://wasnap-ed.org/evaluation/evaluation-request-form/
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Instagram 
Instagram, which is owned by Facebook, provides analytics for Professional accounts only. Instagram 

analytics are referred to as Insights and can only be accessed through the mobile app on a smartphone 

or a tablet.  

How to make a Professional Instagram account 
Any existing account can be changed into a Professional account, though Insights will not be available 

for posts made prior to switching to a Professional account. To change an account type, follow the 

below steps:  

1. Start on the Profile Page of the Instagram account. Click on the 3 bars icon in the upper right 

corner to open the Account Meno 

 

2. In the Account menu, as seen below, click the icon at the right bottom corner of the 

screen.  
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3. In the Settings menu, click on the button in the menu. 
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4. In the Accounts menu, scroll to the bottom of the page. To change an existing account into a 

Professional Account, click Switch Account Type. Alternatively, a whole new Professional Account 

can be created by clicking Add New Professional Account.  

 

5. To start making a Professional Account, select a category. For SNAP-Ed, Community Organization 

will usually be the best category; however, if the agency using this account is a non-profit, health 

department, or other type of organization, those categories can be chosen instead. 
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6. After choosing a category, click the Done button at the bottom of the screen. 
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7. The next screen includes prompts for Contact Info. Any contact information that should be available 

to SNAP-Ed audiences can be entered here – for example, phone number, e-mail, or address of the 

agency. Alternatively, under the Next button at the bottom of the screen, there is an option Don’t 

use my contact info, in the red box in the picture below. 
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8. If there is a corresponding SNAP-Ed Facebook Page for the same agency as this Instagram account, 

there is an option to connect them. This can also be skipped. This will finish the Professional Account 

set-up process 

 

Once a Professional Account has been set up, the user’s profile page will now show the following 

buttons: Edit Profile, Promotions, and Insights. For more information about editing a profile, using 

Promotions or general Instagram use, please refer to the Instagram Help Center. 

Reporting Instagram Analytics in PEARS 
Instagram analytics should be reported in the PEARS Indirect Activity module every month. Instagram 

does not provide a spreadsheet for monthly Insights, so the Evaluation Team has put together a 

template that LIAs can use to aid in their tracking. 

Instructions to access Instagram Insights are provided below: 

 

 

https://www.facebook.com/help/instagram/
https://s3.us-west-2.amazonaws.com/wasnap-ed.org/wp-content/uploads/2021/03/Instagram-Insights-Tracking-Template.xlsx
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1.   From the Profile of a Professional Account, click the Insights button.  

 

2. When the Insights view opens, in the upper left corner, change the time frame to Last 30 Days. 
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3. The Insights menu includes information about accounts reached, content interaction, and audience, 

and provides options to click on posts for a more in-depth look at individual post performance. For 

PEARS reporting, the user will only need the Accounts Reached metric on the Insights landing menu.  

 

4. Log into PEARS and open the Indirect Activities section from the Track option on the top menu 

5. For a new Instagram account, click the button to create a new Indirect Activity. If the 

Instagram account has already been created as an Indirect Activity in PEARS, click on that activity 

from your list, click the  button, and go to step 11 

6. Enter title as “[SNAP-Ed AGENCY’S] Instagram" 

7. For Intervention, select the same intervention name as for your PSE, Direct Education, or Indirect 

Activity (see p. 31-32 in the Evaluation Guidance for more information on how to select the correct 

intervention name.) 

https://s3.us-west-2.amazonaws.com/wasnap-ed.org/wp-content/uploads/2022/01/FFY-2022-Evaluation-Guidance.pdf
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8. For Unit, select the agency or program’s home county 

9. For Food Demo, select “No” 

10. For Activity Date Range, enter the length of the fiscal year. So, for example, for FFY 2021, enter start 

date 10/01/2020 and end date 09/30/2021. If an LIA starts their Instagram account later in the fiscal 

year, enter the date the Page launched as the start date. 

 

11. After completing the general information, click the button, and continue 

onto the Intervention Channels and Reach section 

12. On the Intervention Channels section, click the . PEARS users 

should click this button to an Intervention Channel every month that they update PEARS with 

Instagram data. 

13. In the pop-up, for Intervention Channel select Social media (e.g. Facebook, Twitter, and Pinterest). 



20                                                                                 Social Media Reporting Guidelines | Updated January 
2022 

14. For Description enter “Instagram Insights MONTH YEAR”, for ex. “Instagram Insights January 2021” 

15. For Site enter in the name of the Instagram Account. The first time this is entered, a new site will 

need to be created. 

a) When creating a new site, for Address, enter the Instagram handle (@username). 

b) For City and Zip, enter the city and zip code for the user’s agency. 

c) All other parts of Site information may be left blank. An example of adding a new site for an 

Instagram account is below 

 

16. For Estimated # of unique individuals reached, enter the number of accounts reached in the last 30 

days from the Insights menu on Instagram. 

17. For Estimated # of new individuals reached enter 0 (zero). Instagram will be able to tell how many 

unique individuals have been reached in a month period, but can not tell if those individuals may 

have reached the month before. 

18. For Source of reach data enter “Commercial market data” and then click save.  

 

 

 

 



21                                                                                 Social Media Reporting Guidelines | Updated January 
2022 

19. Review the entry for correctness. An example of a completed Add Intervention Channel is below. 

 
20. After entering in Instagram Insights data for the month, the intervention channel will appear in the 

PEARS entry. Please continue to use the same indirect activity for the rest of the fiscal year, 

completing a new intervention channel for each month of reporting.  
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21. After entering data for the month, press the Save and Continue. PEARS users can now leave this 

Indirect Activity. 

Indirect Activities for Instagram and other social media should not be marked as complete until the end 

of the fiscal year.  

 

There is an abundance of other information in the Instagram Insights section that may be useful for 

agencies trying to better understand their audience by seeing what kind of content is most viewed, what 

kind of interactions the audience is having with content, and more. For help using this information to 

assess health intervention efforts via Instagram, please reach out to the Evaluation Team. Since 

Instagram does not have an easy spreadsheet for downloading analytics, the SNAP-Ed evaluation team 

has created a template that can be used to track further information about Instagram reach.  

 

  

https://wasnap-ed.org/evaluation/evaluation-request-form/
https://s3.us-west-2.amazonaws.com/wasnap-ed.org/wp-content/uploads/2021/03/Instagram-Insights-Tracking-Template.xlsx
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Twitter 
Twitter provides Analytics for all types of accounts. Data from Twitter analytics is available for the past 

28 days, or for an entire set month, (ex. Past 28 consecutive days vs. January 2021). Analytics can also be 

downloaded for prior months. For SNAP-Ed reporting, please download Twitter Analytics monthly and 

upload into PEARS following the instructions below. 

Key Twitter Analytics 
Twitter provides a wide variety of analytics, which can be organized by a specific time frame or by Tweet 

(each message shared out on Twitter is a Tweet).  

• Impressions are the number of times a Tweet has been seen. 

• Engagements are the number of times a Tweet has been interacted with. This includes likes, 

retweets, replies, clicking on a hash tag within that Tweet, clicking on a link within a Tweet, or 

visiting the Twitter profile of the person who made the Tweet. 

• Engagement rate is the percent of engagements over the total number of impressions.  

Reporting Twitter Analytics in PEARS 
Twitter Analytics should be reported in the PEARS Indirect Activity module. using the canned report 

Twitter provides to identify key metrics. It is best practice to download those reports every month.  

Twitter Analytics can be access through the website https://analytics.twitter.com/ on any desktop 

computer or laptop. Instructions to access those analytics are provided below: 

1. From the Twitter Analytics landing page, sign-in to the user’s Twitter account. 

 

 

https://analytics.twitter.com/
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2. After logging in, users will end up on the Twitter Analytics landing page for their account. The 

landing page by default shows a data summary for the past 28 days. For PEARS reporting, click on 

the Tweets tab at the top of the page. 

 

 

3. On the Tweets page, at the top, change the date range to the prior month. This will give analytics for 

all the Tweets made by that Twitter Account through the end of that month. 

 

4. For PEARS reporting, agencies will need to identify the total number of Impressions (reported in the 

middle of the page), and export the data for the month. If the number of Impressions over the prior 

month is greater than 1,000, the exact total Impressions can be found in the downloaded Excel 

sheet.  

WA SNAP-Ed Eval 

WA SNAP-Ed 

Eval 

@ExampleUser 

WA SNAP-Ed Eval 
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5. After clicking on the Export data button, choose to export data By day, and save the downloaded 

Excel file to upload into the PEARS indirect activity associated with the Twitter account. 

6. Open the Excel file, and total all the Impressions in Column C. This will give the total Impressions for 

that month. 

WA SNAP-Ed Eval 

WA SNAP-Ed Eval 
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7. Log into PEARS and open the Indirect Activities section from the Track option on the top menu 

8. For a new Twitter account, click the button to create a new Indirect Activity. If the 

Twitter account has already been created as an Indirect Activity in PEARS, click on that activity from 

your list, click the  button, and go to step 8 

9. Enter title as “[SNAP-Ed AGENCY’S] Twitter" 

10. For Intervention, select the same intervention name as for your PSE, Direct Education, or Indirect 

Activity (see p. 31-32 in the Evaluation Guidance for more information on how to select the correct 

intervention name.) 

11. For Unit, select the agency or program’s home county 

12. For Food Demo, select “No” 

https://s3.us-west-2.amazonaws.com/wasnap-ed.org/wp-content/uploads/2022/01/FFY-2022-Evaluation-Guidance.pdf
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13. For Activity Date Range, enter the length of the fiscal year. So, for example, for FFY 2021, enter start 

date 10/01/2020 and end date 09/30/2021. If an LIA starts their Instagram account later in the fiscal 

year, enter the date the Page launched as the start date. 

14. At the file attachments, upload the latest Twitter Analytics file for the month. Multiple files can be 

uploaded across the fiscal year, and Twitter analytics spreadsheets should be uploaded every 

month. 

 

 

15. After completing the general information and uploading the monthly Excel spreadsheet, click the 

button, and continue onto the Intervention Channels and Reach section 

16. On the Intervention Channels section, click the . PEARS users 

should click this button to an Intervention Channel every month that they update PEARS with 

Twitter data.  

17. In the pop-up, for Intervention Channel select Social media (e.g. Facebook, Twitter, and Pinterest). 
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18. For Description enter “Twitter Analytics MONTH YEAR”, for ex. “Twitter Analytics January 2021” 

 

19. For Site enter in the name of the Twitter Account. The first time this is entered, a new site may need 

to be created. 

a) When creating a new site, for Address, enter the account’s Twitter address (ex. 

Twitter.com/ExampleUser) 

b) For City and Zip, enter the city and zip code for the user’s agency. 

c) All other parts of Site information may be left blank. An example of adding a new site for an 

Instagram account is below 

 

20. For Estimated # of unique individuals reached, enter the number of Impressions over the previous 

month 

21. For Estimated # of new individuals reached enter 0 (zero). 

22. For Source of reach data enter “Commercial market data” and then click save.  
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23. Review the entry for correctness. An example of a completed Add Intervention Channel is below. 

 
24. After entering in Twitter Analytics data for the month, the intervention channel will appear in the 

PEARS entry. Please continue to use the same indirect activity for the rest of the fiscal year, 

completing a new intervention channel for each month of reporting. 
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22. After entering data for the month, press the Save and Continue. PEARS users can now leave this 

Indirect Activity. 

Indirect Activities for Twitter and other social media should not be marked as complete until the end of 

the fiscal year.  

There is plenty of additional information within the Twitter Analytics that can be used to monitor 

engagement, interaction with different posts, how often shared links are clicked on, and more. Reach 

out to the SNAP-Ed Evaluation Team with an evaluation request to learn more about using this 

additional information to evaluate social media outreach.  

 

 

 

 

  

https://wasnap-ed.org/evaluation/evaluation-request-form/
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YouTube 
YouTube provides their Analytics through YouTube Studio, the same section of the website where users 

can upload videos. For more information about setting up a YouTube channel and uploading videos, visit 

the YouTube Help page. 

Key YouTube Analytics 
• Impressions on YouTube is how often a person saw a thumbnail of a video, possibly in a search 

or recommended feed. 

• Views are how many times a video has been watched. 

• Unique viewers is an estimate of how many unique individuals watched a video. This accounts 

for multiple views from a single person. 

Reporting YouTube Analytics in PEARS 
YouTube Analytics should be reported in the PEARS Indirect Activity module monthly.  Instructions to 

access those analytics are provided below: 

1. After logging into YouTube Studio, users will see the landing page below. Analytics can be accessed 

from the menu on the left-hand side of the screen, or the Channel Analytics in the middle of the 

screen. 

 

 

https://studio.youtube.com/
https://support.google.com/youtube/topic/16547?hl=en&ref_topic=9257610
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2. The Channel Analytics landing page displays an overview of channel analytics. In the upper right 

corner is the date range for the displayed data. 

 

3. Click on the date range to change it to the prior month. 
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4. Click the Reach tab above the graph in the middle to get the Reach information for PEARS. Note the 

unique viewers, as this is what will be reported in PEARS. 

 

5. Log into PEARS and open the Indirect Activities section from the Track option on the top menu 

6. For a new YouTube channel, click the button to create a new Indirect Activity. If the 

YouTube channel has already been created as an Indirect Activity in PEARS, click on that activity, 

click the  button, and go to step 12 

7. Enter title as “[SNAP-Ed AGENCY’S] YouTube" 

8. For Intervention, select the same intervention name as for your PSE, Direct Education, or Indirect 

Activity (see p. 31-32 in the Evaluation Guidance for more information on how to select the correct 

intervention name.) 

9. For Unit, select the agency or program’s home county 

10. For Food Demo, select “No” 

11. For Activity Date Range, enter the length of the fiscal year. So, for example, for FFY 2021, enter start 

date 10/01/2020 and end date 09/30/2021. If an LIA starts their YouTube channel later in the fiscal 

year, enter the date the Page launched as the start date. 

https://s3.us-west-2.amazonaws.com/wasnap-ed.org/wp-content/uploads/2022/01/FFY-2022-Evaluation-Guidance.pdf
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12. After completing the general information, click the button, and continue 

onto the Intervention Channels and Reach section 

13. On the Intervention Channels section, click the .  

14. In the pop-up, for Intervention Channel select Social media (e.g. Facebook, Twitter, and Pinterest). 

15. For Description enter “YouTube Analytics MONTH YEAR”, for ex. “YouTube Analytics January 2021” 

16. For Site enter in the name of the YouTube Account. The first time this is entered, a new site will 

need to be created. 

a) When creating a new site, for Address, enter the account’s YouTube url (ex. 

Youtube.com/channel/Example) 

b) For City and Zip, enter the city and zip code for the user’s agency. 

c) All other parts of Site information may be left blank. An example of adding a new site for an 

Instagram account is below 
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17. For Estimated # of unique individuals reached, enter the number of Unique Views over the previous 

month 

18. For Estimated # of new individuals reached enter 0 (zero). 

19. For Source of reach data enter “Commercial market data” and then click save.  
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20. Review the entry for correctness. An example of a completed Add Intervention Channel is below. 

 
21. After entering in YouTube Analytics data for the month, the intervention channel will appear in the 

PEARS entry. Please continue to use the same indirect activity for the rest of the fiscal year, 

completing a new intervention channel for each month of reporting. 
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23. After entering data for the month, press the Save and Continue. PEARS users can now leave this 

Indirect Activity. 

Indirect Activities for YouTube and other social media should not be marked as complete until the end of 

the fiscal year.  

YouTube Analytics offers plenty of additional information that can be used to monitor engagement, 

audience demographics, how far into a video people watch, and more. Reach out to the SNAP-Ed 

Evaluation team with an evaluation request to discuss how to use this additional information to evaluate 

social media outreach. 

 

https://wasnap-ed.org/evaluation/evaluation-request-form/

