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Why measure

• You can! This is one of the few areas of Public Affairs that offers a lot of data.

• Determine what’s working and what isn’t. 
• With limited resources, analytics can help you determine where and how 

to focus your efforts.

• Share your successes with your leaders and other stakeholders. 

• Find weaknesses/problems with social listening before they become larger 
issues. 
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What should we measure?

• What should we measure?

• Knowing communication goals ahead of time makes it possible to 
measure success. 

• Who is the intended audience?

• Owned platforms vs. social listening.
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What should we measure?

• Consistency is important. Choose your Key Performance Indicators (KPIs) 
and stick with them. 
• You can adjust these by adding to them any time but continue to 

measure those original KPIs for a set period so you have a baseline.

• Quantitative and Qualitative data.
• When reporting your data, balance the numbers with explanations 

of why there was a change, why that matters, or what it represents.

• Different reports for different needs.
• The template you use to report daily metrics during an emergency 

response won’t look like a year-end analysis. 
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What should we measure?

• At the National Guard Bureau, our 
broad goal for our Social Media 
program is to reach, inform and engage 
the public, our partners, our 
congressional leaders, and our internal 
audiences about the organization and 
the chief of the National Guard 
Bureau’s priorities. 
• In practical terms, that often 

means focusing on “Reach” and 
“Engagement” across our owned 
platforms when we measure for 
success.  

• For individual campaigns and programs, 
the goals may be more specific. 



UNCLASSIFIED / FOUO

UNCLASSIFIED / FOUO

What are the tools?

• What are the tools?
• Owned media.

• Platform-provided analytics, whether through an API to 
a third-party service or viewed directly on the platform. 

• Social listening tools – used to identify and assess what is 
being said about a topic, organization, person or brand on the 
internet. 

• Sentiment tools – the most difficult tools in terms of 
accuracy, and usually the most expensive. 
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Building templates
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Using analytics to inform content

• Look for trends in your analytics about the types of content your audience is 
connecting and engaging with.
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Social Listening

• You can’t communicate without listening first.
• What is the sentiment?
• Find messaging gaps.
• Avoid a crisis before it happens.
• More advanced metrics are available through paid platforms.

• Advanced Twitter searches and keyword monitoring can provide a 
free baseline.  
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Social Listening

• Weekly NGB-PA produced 
Trending Topics Analysis. 
• Briefed to the TAGs 

every Thursday.
• Shared with National 

Guard PAOs across the 
states and territories. 
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Listening Course Correction

• When should you take action on what you’ve found through social listening?
• Misinformation/Disinformation: 

• Will directly refuting this from an official account spread the message 
further? Should you do it anyway?

• Is this the appropriate account for this message?
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Sentiment analysis

• Monitoring big changes in sentiment 
can also inform future messaging for 
products.

• Pay attention to significant 
changes in the percentage of 
negative sentiment for 
misperceptions and ideas of what 
to address first.
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Uses for social listening

• Social listening can support multiple 
PA functions beyond the digital team.

• Short and long-term strategic 
messaging

• Senior leader and media 
engagements

• Strategic planning
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Questions?

• Reach out:
Jillian Adams 
NGB-PA Digital Media Manager
jillian.b.adams.ctr@army.mil 

• NGB-PA Social Media team: ng.ncr.ngb-arng.mbx.social-media@army.mil


