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Call for Evidence: Methodological Summary 

What motivated you to write this article or thought piece? 

What can someone learn by reading this paper? 

What is the name of the new methodology or idea you proposed? 
For wider accessibility, please use clear language when possible. This facilitates translation and 

adaptation to different contexts.  

Please provide a concise explanation of how your methodology or idea works in 

practice or theory. 
Use simple language that can be translate easily to other languages and applied to different contexts 

easily (2- 4 sentences) 

The article responds to the need to develop new metrics and analytics for social media that 

encourage positive engagement. 

One can learn how to measure positive engagement in social media. 

The new methodology is called critical metrics. 

In practice, critical metrics are measurements of positive engagement with social issues on 

social media. The metrics that are measured are called dominant voice, concern, 

commitment, positioning and alignment. Each shows how an online user is engaged with a 

social issue. 



Steps 
"If possible, and to promote wider adoption of new methods, could you kindly outline a step-by-step guide 

for others to replicate in their own projects or context? A clear detailed explanations will ensure your 

approach or idea is easily understandable for a diverse audience. 

Step 1 

Step 2 

Step 3 

Step 4 

Step 5  

Participants 
What profiles or skillsets are needed to perform this methodology? 

Time 
If applicable, please estimate how much time this method generally takes to complete 

Demarcate issue space. Search for an issue space through a keyword query. An issue 

space on social media is the totality of posts that contain the issue keyword.  

Determine positioning and alignment. Note the keyword language used per username or 

source to describe the social issue. Positioning is a measure of the type of language used 

relative to others in an issue space. Alignment is a measure of group formation through the 

use of the same or similar positioning language in an issue space. 

Determine concern. Sort the posts in an issue space according to the usernames or sources 

mentioned in all the posts. Note the presence or absence of given usernames or sources. 

Concern measures the presence or absence of a source in an issue space. 

Determine commitment. Sort the posts in an issue space according to the usernames or 

sources mentioned in all the posts. Note the presence or absence of given usernames or 

sources overtime. Commitment is a measurement of the duration of presence of a source in 

an issue space.

Determine dominant voice. Sort the posts in an issue space according to the usernames or 

sources mentioned in all the posts. Dominant voice is a measurement of the mention count 

of a username or source in an issue space. 

Depending upon the depth of the analysis, the methodology takes between 1 hour and 1 

day. 

In order to use the critical metrics methodology, the following skill sets are recommended: 

social media data collection and social media data sorting. 



Materials or tools needed 
What will people need physical / virtual access to for this method (computer, social platform etc)? 

To perform an issue space analysis with critical metrics, the analyst needs internet access to 

social media data, preferably via a source that outputs files that can be imported into a 

spreadsheet on the computer.  



‘Critical Metrics’ for Actor Impact and Engagement Analysis 

Richard Rogers 
Digital Methods Initiative, University of Amsterdam 

Introduction: Issue spaces and metrics 
The purpose of the following is to propose a set of metrics for actor impact and engagement 
analysis employing online data (Rogers, 2018). The methods proposed below are dubbed 
‘critical metrics’ for three reasons. First, they are alternatives to and implied critiques of the 
currently dominant ‘vanity metrics’ in social media, such as follower counts on Twitter or 
subscriber counts on YouTube. Second, the proposed metrics are critical in the scholarly sense 
of analytical in order to evaluate or form a judgement concerning social activities. Finally, 
impact and engagement could be considered crucial in the success of a campaign or ‘program 
of efforts’, and thereby worthy of monitoring. 

The critical metrics are applied within issue spaces online. Issue spaces are produced in media 
through actors’ substantive, keyword contributions and exchange, together with their 
coverage. These spaces may be demarcated through query design, or formulating search 
queries of keywords in media data, which extend from news and websites to social media 
platforms. Whether via media monitoring databases or online search engines, platform APIs 
and other entry points that scrape or otherwise offer access to source collections, the results of 
broad queries for a social issue (e.g., “climate change”) constitutes its (analyzable) issue space. 
Once the space has been demarcated, in a second step, one asks, which actors are present, 
which are absent, which are highly vocal, and which are often mentioned? These questions are 
some of the starting points for developing metrics for an actor impact and engagement analysis 
in issue spaces, and more specifically for competing ‘programs of efforts’ within them. 

The critical metrics discussed below are dominant voice, concern, commitment, positioning and 
alignment (see table 1). As mentioned, these are metrics for the study of issue spaces, but there 
are comparable metrics (again distinctive from ‘vanity’ metrics) that may be considered for the 
study of social movement power. The acronym WUNC stands for worthiness, unity, numbers 
and commitment and as such could be operationalized in order to measure a social 
movement’s (potential or actual) force (Tilly, 2004). While abstract, worthiness could be 
considered relative depth of attributed significance, unity singularity of focus, numbers size, 
and commitment endurance overtime. In fact, network measures have been developed to 
capture three of the four WUNC components (worthiness excluded) for the evaluation of 
‘movement power’ (Freelon et al., 2018). Though WUNC may be the most well-known summary 
of such power, other collections of measures have been developed for the analysis of 
movements as networks, such as strength and coherence (Bennett & Segerberg, 2011). Also of 
interest are measures of incoherence, weakness, disunity, etc. that may be applied to issue 
spaces or movements. For example, the ‘polar score’ measures levels of polarisation (disunity) 
in one body (e.g., a house of parliament) (Hemphill et al., 2016). Though disunified overall, the 
space may be studied further with respect to levels of unity within each (‘comparing sides’). 



‘Critical metrics’ 
Issue spaces are demarcated (media) source sets containing keywords that embed social 
concern. While already existing or perceived as such by the actors, the issue space is produced 
by query results, whereupon one may develop ‘critical’ measures, such as dominant voice, 
concern, commitment, positioning and alignment. Dominant voice captures the sources 
considered most impactful (though not necessarily credible) within a given issue space. It is to 
be contrasted with vocality, which indicates the actors who contribute the most to an issue 
space. The contributions could be to a particular ‘program of efforts’ within the space. Here it is 
useful to describe that there are ‘programs’ as well as ‘anti-programs’ within the issue space, 
each of which has actors whose voices are dominant as well as most vocal (Akrich and Latour, 
1992). Programs, either designed as campaigns or otherwise substantively coherent through 
the use of particular keywords (e.g., “blood diamonds”) may be countered by an anti-program 
(e.g., “conflict diamonds”). Efforts at neutrality (e.g., “conflict minerals”) are non-side-taking 
keyword choices, often preferred by journalists and employed by international organizations 
once an issue has matured. 

Concern shows whether a person or organization (or sets thereof) are present or absent within 
the space. To whom is the issue a matter of concern, and to whom is it not, at least at a 
particular point in time? To ask whether a concern is currently an environmental issue, for 
example, one looks for thematically unified sets of actors (environmental organizations) in a 
given issue space (e.g, “Fukushima”). To ask whether it is a species issue, one seeks the 
thematic subset of environmental groups (species NGOs). Thus, one can measure and segment 
specificity of concern. Absence of concern also may be of interest, especially when one may 
expect an issue to be a matter of concern to environmental organizations, but they do not 
maintain a presence in a given issue space. It should be pointed out, finally, that presence in an 
issue space could be considered an achievement, if by design or as a by-product of the query, 
the space is exclusive or competitive. 

Commitment captures the longevity of persistence of concern exhibited by an actor with 
respect to the given issue. In other words, one asks, has the actor recently joined the space, or 
is it an ‘old hand’? The critical question relates to the extent to which an actor may be relied 
upon to remain in a particular issue space, despite priorities, attention or funding having 
shifted. Another relates to whether particular actors continue to jump on themes, rather than 
demonstrate theme devotion or loyalty. Here the activity is more akin to that of a consumer 
rather than a citizen or state. 

Positioning captures the relative position of an actor in respect to an issue. It is a measure of 
keyword (or hashtag) choice. Which keyword has the actor elected to employ, thereby 
positioning itself? Which pairings of keywords or hashtags (co-hashtags) does an actor use? 
Here overtime analysis can be illuminating, as actors join or leave a program of efforts attached 
to particular keywords or hashtags, be they issue language or slogans. 

Alignment captures group formation through positioning (see figure 1). It is a measure of the 
company keywords keep. Multiple actors may use the same keyword (e.g., “separation wall”) in 



an effort to align against a position by other actors (e.g., “security fence”). In acts of keyword 
diplomacy others may partially align (e.g., “wall”) or be in full alignment with an official state 
positioning (Israel’s “security fence”). Alignments also show the extent to which actors have 
come to terms. There are unlikely alignments as well as misalignments that may be charted on 
a relational ‘map’ (or network graph) that show how organizations cluster by the use of the 
same keywords. 

Added to these metrics are three components that undergird the work. They provide senses of 
responsiveness, immediacy and geography. Responsiveness considers whether the actor is 
online, or ‘up’. Freshness, the immediacy measure, refers to the recency of activity, be it last 
post, status update, etc. Localness refers to the distance of the activity from its geographical 
site. One also could consider the converse measures of staleness and globalness (or 
regionalness). One could also add a consistency measure to each of the above, i.e., whether the 
actors are regularly responsive, recent as well as on the ground.  
 
Methods and techniques 
Generally speaking, one may demarcate an issue space from a single medium, sphere or 
platform, or one may perform analysis across multiple media, spheres and/or platforms. Cross-
platform analysis may be preferred, though certain actors are not consistent across all media, 
thus prompting weighting considerations (Rogers, 2017).   

On the Web one builds a link list, and optionally locates its network, extending that list by 
relevant actors linked to by (at least two of) the seeds. Alternatively, one queries a search 
engine (or multiple engines) and extracts the results as the space for further analysis. To 
demarcate a space on Twitter, one queries hashtags and keywords. On Instagram, one queries 
hashtags and geo-coordinates. On Facebook, one curates a set of Pages, and optionally builds 
out the space through inter-liked page network analysis. In YouTube one queries a keyword, 
capturing the results, or one begins with a video and captures either the related videos or the 
carousel of recommended or related videos. One could consider concatenating these spaces or 
choosing more than one for a cross-platform study. 

Once the space has been produced, counting who is mentioned (e.g., the @mention’s in 
Twitter) results in dominant voice. It may be worthwhile to aggregate and rank the dominant 
voices into categories, such as identitarian, anti-Semitic, white supremacist, etc. 

For concern the question is whether an actor or actor type is present or absent in the issue 
space. To whom is the issue (or the particular phrasing thereof) a matter of concern? Are there 
concerns about human rights abuses in the homeland present in the Rwandan diaspora 
Facebook space? Here one could query the pages posts for the matter of concern. Alternatively, 
one calculates the most engaged-with content (according to ‘interaction’ scores) and looks into 
whether matters of concern are present in the content that most animates the space. 

Commitment is persistence or longevity of concern, and is thus an overtime measure, which 
may be challenging for some platforms. Here the Wayback Machine, engine date range 



settings, historical tweet collections, YouTube upload date sorting, and complete Facebook 
Page data allow one to reach back in time. One subsequently queries the concern in the time-
series data, and plots commitment as a function of continued attention or activity.  

 
Figure 1: ‘Alignment’ between states through keyword usage. Source: Rogers, 2018. 

Positioning analysis requires keyword or hashtag list building for both the program and the anti-
program (as well as formulated efforts at neutrality). One the issue space has been produced or 
demarcated, one queries each set of terms or hashtags comparing their resonance. One may 
wish to add a significance layer to the source set (e.g., rank in engine result or Facebook 
interaction score), and inquire into the competition between the program and the anti-program 
among the top sources. 
 
Alignment has to do with which sources are using the same keywords, or the company the 
keywords keep. Here it may be instructive to build both source as well as keyword lists, such as 
all the terms for the barrier between Israel and the Palestinian Territories and all countries on 
the Security Council of the U.N. Which countries use which terms? Are there emergent 
alignments, whereby it could be said that countries are coming to terms? 



Table 1: ‘Critical’ metrics by Rogers, 2017 and Rogers, 2018. Source: Advisory Commission on Public 
Diplomacy, U.S. Department of State (2018), Optimizing Engagement: Research, Evaluation, and 
Learning in Public Diplomacy, Washington, DC, 
https://www.state.gov/documents/organization/281616.pdf. 
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