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LESSON 6.

ANALYTICS AND

GROWTHONX:HOWTO
MEASURE AND SCALE
AFFILIATE CAMPAIGNS

Why Analytics on X Is Critical for Affiliates

Imagine you run ads for an offer on X but don’t track clicks,
reach, or conversions. What happens?

1. You won’t know which tweets actually work and
which just “drain your budget.”

2. All your efforts turn into guesses: “Maybe this
meme will hit... or maybe not.”

3. You end up losing time and money instead of

growing.

Simple example:

You post two crypto tweets:

1. Tweet A — meme “When you invested $100 in Bitcoin
and woke up in the morning”
2. Tweet B — long text “5 tips for crypto beginners”
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Takeaway: Memes work better for your audience, so focus
your efforts on them.

LESSON GOAL

1. Learn how to track results: who clicks, who converts.
2. Understand the effectiveness of each format and post.

3. Scale campaigns correctly: don’t “spend blindly,” invest
where results are proven by data.

Key idea: Data is your compass on X, without
it, you’re navigating blindly.

KEY METRICS FOR
AFFILIATES ON X
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Reach — how many people saw your content

& What it means:

number of unique X users who saw your tweet.

® Why it matters:

no viewers — no clicks or conversions.

Example:

a crypto tweet shown to 2,000 people = reach =
2,000. Even If clicks are low, high reach means

growth potential.

Engagement — likes, retweets, comments

& What it means:

all audience reactions to your content.

/® Why it matters:

X’s algorithm “reads” engagement and decides
whether to show the tweet wider.
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Example:

a tweet gets 50 likes, 10 retweets, and 5
comments — algorithm finds it interesting - shows
it to more people.

Tip: Engagement = signal to the algorithm. The
more people react, the greater the reach.

CTR (Click-Through Rate) — clicks on your link

& What it means:

how many people clicked your referral link
versus total impressions.

Formula: CTR = (clicks / impressions) x 100%

Example:
impressions = 2,000; clicks =40 = CTR = 2%

® Why it matters:

shows how enticing your content is to get clicks.
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. G

Conversions — how many people
completed the desired action

& What it means:

people who did what you wanted (registered,
purchased, subscribed to a bot).

Formula: Conversion rate =
(conversions / clicks) x 100%

Example:

clicks = 40, registrations = 8 = conversion = 20%

® Why it matters:

shows real campaign effectiveness — how many
turned into customers.

SUMMARY

Reach = how many people saw your content.

Engagement = signal to algorithm + audience involvement.
CTR = how many got interested in your link.

Conversions = how many completed the target action.
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Together, these metrics show what works and what
doesn’t, guiding where to invest effort or budget.

ANALYTICS TOOLS

Analytics isn’t about “fancy-looking charts,” but simple
answers to: what works, why, and where to put your
money/time.

BUILT-IN X ANALYTICS -
WHAT IT OFFERS AND
HOWTOUSEIT

Why useful: quickly see audience reaction to each tweet —
immediately understand if the message “hit.”
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How to use:

1. Monitor impressions + engagement in the first 30-60
minutes after posting — if a tweet “comes alive” early,
chances of virality are high.

2. Track profile clicks and link clicks — direct signals of interest
INn you and your offer.

3. Compare similar posts: meme vs storytelling — which
brought more clicks?

Limitations: built-in analytics shows interactions but not

% always full picture of conversions (registrations) — for
that, use UTM parameters or tracking on landing/affiliate
platform.

UTM Tags and Link Tracking —
Why and How to Set Up Easily

Why UTM? They add codes to your links that are
read by Google Analytics, your affiliate
dashboard, or any tracking system — so you
know exactly which post brought clicks and
registrations.
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Standard UTM parameters:

1.
2.
3,
4.

utm_source — where the traffic comes from
utm_medium — traffic type
utm_campaign — campaign name

utm_content — creative or variation

How to use (step-by-step):

ik

Create a UTM template and stick to it (for clarity).
Example template: source=x | medium=social |
campaign=<topic> | content=<variant>.

. Generate a unique UTM link for each creative:

e Meme A = utm_content=meme_A
e Story B = utm_content=story_B

. Shorten the link (see below) and use it in your tweet.

. Check Google Analytics / affiliate panel to see which
UTMs gave clicks and registrations.
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THIRD-PARTY TOOLS
- WHAT TO CHOOSE
AND WHY

(‘ Bitly / Rebrandly (link shorteners)D

1. Convenient for shortening long UTM links and
tracking clicks per short URL.

2. Quickly cleans up UTM links for public use.

(‘ Google Analytics (GA4):>

1. Collects UTM data, shows traffic sources, landing
behavior, events, and conversions.

2. Set up “conversion event” (e.g., registration) — then
you see CTR — conversions = CR.

(‘ Affiliate network panelD

1. Many offers provide direct reports on clicks and
registrations. Compare affiliate data with GA — if they
match, trust the affiliate panel for offer conversions.
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(‘ Postfity / Buffer / Hootsuite:)

1. Post scheduling + basic stats. Handy if posting many
creatives.

(‘ Trendinalia / Trendsmap / Reddit / Google TrendsD

1. Trend and meme monitoring — to quickly spot hype
and generate UTM links for new trends.

EXAMPLE OF USING
THIS CHAIN

. Generate UTM links for memes and storytelling posts.

. Shorten via Bitly.

. Post on X.

B W MNP

. In GA and affiliate panel, see: Memes gave 500 clicks
— 50 registrations (10% conversion), Storytelling
gave 150 clicks — 9 registrations (6% conversion).

5. Conclusion: Memes convert better, so scale meme
format.
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Example: How UTM Showed the Right Priority

Publication A (meme): 10,000 impressions — 500 clicks
— 50 registrations = 5% CTR, 10% CR

Publication B (story): 6,000 impressions — 150 clicks -
9 registrations = 2.5% CTR, 6% CR

Decision: based on UTM and GA, memes bring more
registrations, so:

1. Prioritize memes,

2. Repeat successful memes with new creatives,

3. Increase budget/organic reach on meme_variantA,
meme variantB.

Practical Tips

1. Always use UTM for each separate post, especially when
testing.

2. Keep simple, clear naming templates (utm_campaign and
utm_content).

3. Shorten links but keep tracking (Bitly shows short URL
clicks).

4. Compare data from X Analytics, GA4, and affiliate panel —
look for discrepancies.

5. Set at least one goal in GA (registration/thank-you page)
— to see conversions.

6. Running paid campaigns? Add ad identifier in UTM
(utm_term/ad_id) for granular analytics.
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COMMON MISTAKES AND
HOW TO AVOID THEM

« No UTM — no way to know which post brought clients.

« Poor UTM names (e.g., utm_campaign=Test1) —
confusing. Use clear names like meme_jul25,
story_jul25.

« Using different landing pages without unified tracking —
data doesn’t match. Always use the same landing with
UTM.

« Relying on only one platform — always cross-check
affiliate panel and GA to avoid incorrect ROI estimates.

SCALING

Scaling isn’t “throw more money and hope.”
[t’s a systematic process:
test — select winners — carefully increase budget — repeat.
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Test with small bets, find working creatives/
themes, increase budget only on stable winners,
and continuously clone formats with variations.

TESTING DIFFERENT
FORMATS - SMALL BUDGET
/ MICRO CAMPAIGNS

Why? Because you don’t know in advance what will “hit” —
meme, short video, thread, or storytelling. You need real data.

How to test (step-by-step):

1. Allocate a small budget — start with $10-50/day on all test
creatives (can be organic too but paid is faster).

2. Prepare 3-5 different creatives on the same topic:

Meme (image + short caption)

Short video (10-30 seconds)

Thread (3-6 tweets)

Story/checklist (brief useful post)

3. Give each variant equal conditions (posting time,
geo, UTM template).
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4. Launch and wait 24-72 hours — early signals show
up quickly, but it's better to look at a stable situation
for a day or two.

5. Collect metrics: impressions, clicks, CTR,
clicks—registrations (conversions), CPA (cost per
acquisition).

What to look for:

1. Low CPA and/or high CTR with comparable cost per click.
2. Stable conversions — not a spike caused by a small group.

3. Example criterion: CTR > 2% and CPA < your target (e.g., if
profit per registration is $12, target CPA < $6).

INCREASING BUDGET ON
SUCCESSFUL POSTS -
“FEED WHAT WORKS”

Rule N21: scale only confirmed winners.

Don’t increase budget after just 1 day of testing with 1
registration. Wait for stability: 48—72 hours.
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Rule N22: gradual increase.

1. Conservative: increase budget by 20-30% every
24-48 hours if metrics hold.

2. Aggressive: duplicate winning creative into a new
campaign and double budget on a new channel
(while monitoring).

.
Never double the budget in one campaign
without monitoring — algorithm or audience
burnout can harm efficiency.

J

When to Stop or Roll Back

1. CPA rises by more than 20-30% from baseline —
reduce bid or pause.

2. CTR drops sharply — likely creative fatigue.

Repeat Successful Topics and Memes —
The Formula: “Topic + Offer + Format”

Idea: If a topic/meme works, don’t copy it completely, but
replicate the formula: keep the working element (topic/unique
hook) and vary others — hook, visuals, CTA, geo.
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How to replicate (step-by-step):

1. Identify the working formula, for example: “personal
failure = solution » CTA.”

2. Create 3-5 variations: different image, first line, CTA
(in bio/reply).

3. Localize: change language/geo for new countries.

4. Repurpose format on other platforms: short video -
TikTok/YouTube Shorts = bring audience back to X.

5. Maintain a creative bank: store all successful
creatives and metrics.

Example Variations

1. Successful meme: “I lost $500...”
Variations: “I almost lost $500...”, “How I didn’t lose
$500,” “My friend lost $500 — lessons learned.”

2. Format: image — make a short video with the same
hook — thread with details.

Why Varying Matters

1. Algorithm and users get “tired” of similar content —
effectiveness drops.
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2. Variations provide new test signals and broaden your
audience.

ADDITIONAL
PRACTICAL RULES

Daily Metrics to Monitor:

. Spend

. Impressions

. Clicks

. CTR =clicks / impressions

. Conversions (registrations)

. CPA =spend / conversions

. CR = conversions / clicks

. LTV or profit per client (if available)

0000 B WM

Protection When Scaling

1. Rotate creatives — add new versions every 5-10 days.

2. Monitor accounts — watch for warnings/complaints
(avoid getting banned).

3. Test landing pages — high CTR but low conversions
signals landing issues, not creatives.
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Budget Distribution (Example)

1. 60% on proven winners (scale)
2. 30% on new tests (explore)

3. 10% reserve/experiments

Common Scaling Mistakes

1. Scaling everything at once (results in CPA increase).
2. Ignoring creative fatigue.
3. Not having tracking (UTM) — no clear registration sources.

4. Putting “all eggs in one creative” without backup options.

.
Scaling is a balance of speed and discipline. Reacting
quickly to wins — yes, but doing it systematically
and with metric control is essential.

2

If you follow the steps:

test = pick winner = carefully increase budget -
replicate and diversify — you’ll get stable growth
without needless losses.
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ANALYTICS = GROWTH MAP

Without it, you’re driving blind: spending time and money
without knowing what truly works. With data, it’s simple and
logical — you see sighals and make decisions.

WHAT “SIGNAL
MEANS IN PRACTICE

Every successful tweet is more than just likes; it’s a set of
numbers saying: “this format/topic/creative converts.” A
couple of examples:

Example A (meme):

10,000 impressions = 300 clicks » CTR=3% — 30
registrations = CR from click = 10% - $60 spent = CPA = $2.

Conclusion: if format works, scale it.

Example B (storytelling):

6,000 impressions = 90 clicks > CTR=1.5% — 3
registrations = CR = 3.3% — $60 spent = CPA = $20.

Conclusion: optimize or stop spending on this format.
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Simple Rules for Decision-Making (“When to Scale”)

1. Stability — metrics hold for 48-72 hours (not a short
spike).

2. Acceptable CPA — acquisition cost below your client
value (LTV).

3. Decent CTR and CR — people don't just click but
complete target action.

If all criteria are met — scale carefully (increase 20—
30% budget or duplicate creative in new campaign).

COMMON MISTAKES
TO AVOID

1. Scaling based on just one day of data.

2. Ignoring landing page behavior (often traffic clicks but
doesn’t convert — the problem is not in your tweet).

3. Thinking “one winner forever” — formulas get outdated,
trends change.
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The module “X: How to Build a Referral Empire” has
come to an end. The main thing to remember is:

1. On X, it's not about number of posts but analyzing
and scaling wisely.

2. Metrics = your map. Without them, you move blindly.

3. Every successful tweet/meme/thread is a signal to
repeat and amplify.

4., Scaling is not “throwing money randomly,” but
carefully adding budget and testing variations.




