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Agenda

• Why do organizations use social media for public 
affairs?

• How can you measure social media?

– Measurement Tools

• What social media channels should we be on?

• Communicating Upwards

• Demonstrating ROI

• Q&A
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Why Use Social Media for Public 
Affairs?

The Top Five Reasons Organizations Use Social Media for 
Public Affairs and Advocacy:

1. Engage with grassroots advocates
2. Develop policy and thought leadership on social--- CSR
3. Engage with policymakers, reporters, influencers and the 

concerned public 
4. Gain information on policy and political developments
5. Develop an understanding of the sentiment around your 

organization or policy issues



Engage with Advocates 



Engage with Advocates 



Thought Leadership



Educate Influencers



Engage with Lawmakers



Engage with Influencers 



Political Intelligence



11

Adapting to the New Media 
Landscape



Diffusion of Information on Social 
Media
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Changing Media Landscape
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Journalists Use Social Media

SOURCE: 2015 SOCIAL JOURNALISM STUDY



15

Journalists Use Social Media

SOURCE: American Journalist in the Digital Age,  University of Indiana School of 
Journalism, 2014



16

How Journalists Use Social Media

SOURCE: American Journalist in the Digital Age,  University of Indiana School of Journalism, 2014
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How Journalists Use Social Media
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Goals> Measurement > Value

• What is you goal?
• What achieves that goal?
• How do you define 

success?
• Then you can measure 

and optimize
• Report on value and ROI
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Types of Analytics
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What to Measure on Social Media
• Engagement Metrics

– Retweets
– Clicks
– Likes
– Follows
– Shares
– Actions Taken

• Reach Metrics
– Impressions

• Followers
– Influence Score
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What are the Tools

• Google Analytics 
• Google Alerts
• TweetDeck 
• Facebook Insights
• Buzz Sumo
• Twitter Analytics  
• SalesForce Marketing 

Cloud 

• SproutSocial
• Moz
• Hootsuite Pro 
• Cision’s Vocus
• Expion
• SimplyMeasured
• Zygnal Labs
• Buffer
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What is Online Influence

• Popularity vs. Influence
• “Twitterverse”
• “Blogoshpere”
• Linking
• LinkedIn
• Company Website
• Sentiment Analysis

US Debate over NHS



23

Has this story gone viral?

BuzzSumo
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Twitter Analytics

Social Mention 
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Twitter Analytics
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Twitter Analytics

Moz
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Facebook Analytics
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All-in-one

Zygnal Labs
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What Channels and Why?
• Facebook 
• Twitter
• LinkedIn
• YouTube
• Instagram 
• Medium 
• Snapchat
• Tumblr
• Google+
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Communicating Upwards
• Use metrics
• Focus on outcomes not inputs
• Beware of comparisons
• Visualize reports
• Give a narrative explanation
• Seek validation from outside source
• Why should you be on social
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Crisis Avoidance
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Social Media Report Templates

Buffer Free Google Doc
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Demonstrating ROI

Social Media Objectives or Goals

Identify Key 
Performance 
Indicators

Metrics
% Success [1 Year 

Metric]

KPI 
#1

KPI 
#2

Set Year 2 Goals

Metric
#1

Metric
#2

Integrate with PA 
Value



34

Key Takeaways
• Understand larger public affairs value
• Set goals from the beginning 
• Develop a content calendar and listening/ 

engagement structure that will lead you 
towards success

• Use visuals and narratives in your report 
• Test, learn, reassess and do not be afraid to 

delete a social channel



Questions, Concerns 
and Comments

Contact:
Nick DeSarno

ndesarno@pac.org
202.787.5971


