
Make Social 
Listening Count
How to Track What Matters 

& Turn Data Into Action



WHAT YOU NEED

Why you need a listening 
method, not just a tool

Any social listening tool can provide you with analytics like mention volume, user 
sentiment, and share of voice. On its own, that data doesn’t mean much. Instead, it’s up 
to social media managers to turn analytics into action.



Social listening is about much more than collecting data and creating reports. The value 
comes from the analysis, action, and follow-through that social media managers provide.



These efforts benefit much more than marketing alone. Listening allows for early 
detection, crisis management, and competitor analysis. It catches customer complaints 
while they’re still fixable, spots crises before they escalate, and flags competitor 
weaknesses sales can use in their next demo.



Deliver these insights consistently, and other teams will start counting on your data. We’ll 
walk you through how to get more from your social listening efforts using a four-stage 
framework we call the Active Listening Loop.
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Introducing the four-stage framework

The Active 
Listening Loop
The Active Listening Loop gives you a social listening framework that leads to data-
driven decisions, not just nice-looking reports. Much more than a one-time analysis, it’s 
a repeatable process designed to create value with every reporting cycle.



Follow the four stages of the Active Listening Loop to turn your listening efforts into a 
track record that wins budget, headcount, and a seat at the marketing table.

LISTEN
Start with business questions, 

not keywords.

ANALYZE
Review listening data for 

patterns, context, and causes.

MEASURE
Connect every action  

to the metric 

it should affect. 

ACT
Put your insights to work 

and implement the 
recommendations. 

Say complaints about a competitor’s new pricing structure start appearing 
in your listening searches. You read a couple dozen of them and realize 
their mid-market customers are angry about losing features. You brief your 
sales colleagues on the exact language those customers are using and 
publish a comparison page responding to their concerns. A month later, 
your share of voice increases by 25%, proving the value of your approach.
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Start with questions, not keywords

Listening 

with purpose
It’s tempting to jump right into creating social listening searches. But good listening 
starts with asking the right questions, not plugging in a list of keywords. 

The Listen stage is about clarifying the purpose behind your social listening efforts.



Skip this step, and you’ll end up monitoring everything but learning very little. The 
mentions will pile up, but they’ll be difficult to prioritize or act on if they don’t connect 
to questions your team cares about.



Build your searches around the problems your company needs to solve or the goals 
your leadership team has set. That way, both the data you collect and the analysis you 
share connect to a topic leadership cares about.

Connect company priorities to listening efforts

To get clear on what matters most within your company, start with these five questions.


01.
Risk: Are any conversations happening online that could hurt your brand? A 
viral complaint or a rumor about your product could escalate quickly or gain 
traction over time. It’s in your best interest to get ahead of these potential risks.

02.
Retention: Are customers or prospects getting frustrated with your company or 
products? Complaints about a bug, lower quality standards, or a terrible support 
experience can pop up on social media before they appear in your churn data.

03. Pipeline: Who’s shopping for what you sell, and what are they asking about? 
People ask for recommendations and compare vendors on social media every 
day. Spot in-market prospects, and your sales team will love you.

04.
Brand health: How do people feel about your brand, and how is that changing? 
Sentiment trends give leadership an early read on whether marketing campaigns, 
product launches, and public relations (PR) are landing how everyone hoped.

05.

Competition: Where are competitors gaining ground or creating an opening? 
Their customer complaints reveal weaknesses your messaging can speak to, 
while their product launches give you warning signs they’re coming after your 
customers.
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Find your social 
listening blind spots

Now, test how well you already listen to the issues 
that matter to your company. Check off everything 
you can already back up with data.


I know whether any current conversations 
threaten our brand.


I know what frustrated our customers this 
month.


I can define the people shopping in our 
category right now.


I can describe how brand sentiment changed 
this quarter.


I know where competitors gained or lost 
ground recently.

Consider every unchecked box a blind spot. 

Start your listening searches there.
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Translate objectives into listening searches

Any unchecked boxes will tell you where to start. Turn each unanswered question into 
social listening search terms. They’ll fall into three groups.


Brand terms: Your company and product names, campaign hashtags, and every 
misspelling your customers come up with


Competitor terms: The same list, but for the top three to five competitors you 
benchmark against


Industry phrases: Your product category and the words potential customers use when 
they describe a problem your brand can solve


Give the list a quick once-over on every pass through the Active Listening Loop. 
Launches, rebrands, and new competitors all change what’s worth tracking.


With Agorapulse

Set up searches for your brand, competitor, and industry terms in seconds. Collect 
data across Facebook, Instagram, TikTok, X, YouTube, LinkedIn and Reddit—plus 
indirect mentions on news sites and blogs.



Create a dedicated search for your crisis keywords. When something urgent comes up, 
you’ll see it flagged in your feed so you can jump on it right away.
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Customer spotlight



Waves Audio shipped new products frequently, so their team relied on listening 
to follow every launch conversation. The big win? They caught popular 
musicians and producers talking about Waves without tagging the brand, 
mentions they would’ve missed entirely.


Waves also monitored the handful of niche music production forums where their 
audience hung out and built tailored reports for each department  
and partner brand. As a nice bonus, listening helped the team spot  
software piracy early so they could step in quickly.

Curious what this looks like with your own brand and competitor searches 
running? Request a demo of Agorapulse and we’ll show you the Active Listening 
Loop in action.

Request a demo
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What does your listening data really show?

From data 

to insight
Once you plug your searches into a social listening tool, it’ll collect relevant mentions 
around the clock. In the Analyze stage, it’s time to turn those conversations into insights 
that you and your marketing, sales, and support colleagues can act on.



Charts and counts show trends, but they can’t explain what’s happening or why. 
Listening data without explanation leaves every decision to the reader. Interpret each 
data point to avoid guesswork and accelerate action.

Turn analytics into insights

Before adding a data point to your social listening report, answer these questions:

01. What happened?

02. Why did it happen?

03. What do you recommend doing about it?

Say your mention volume suddenly increases by 65% week over week. 
That’s great, but the data point alone doesn’t tell you much. So you dig in.

It turns out a clip from your CEO’s keynote has been making the rounds on 
LinkedIn. The speech resonated, so people are sharing it unprompted. You 
recommend cutting the full talk into a series of short-form videos before 
interest drops.
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Look for clues

Turning data into insights often takes a little detective work. These habits can help.



Connect spikes and dips to causes: When you spot a change in your listening data, align 
it with what was happening at the time. Did you (or a competitor) launch a product? Was 
there press coverage, a campaign push, a service issue, or a price change?


Separate trends from noise: Before you flag a trend, count the distinct voices behind it. 
One angry customer with a big following can fill your listening feed in an afternoon. A 
true trend emerges when multiple unrelated accounts voice similar complaints in 
different words.


Ask whether it’s your brand or the category: Sometimes sentiment dips for multiple 
related brands at once. Think new regulations, price hikes from the market leader, or a 
rough news cycle for the whole industry. So before you react, compare your metrics 
against your competitors. If everyone shifted together, the story is about the category, 
not your brand.

Watch for these mistakes

Even experienced analysts can make these mistakes, especially when a deadline is 
looming.


Overreacting to a single data point: A week of declining sentiment isn’t always a story. 
Before you escalate, compare the dip against your historical range. If the numbers are 
within that range and you can’t identify a new cause, note it and keep watching. Treat it 
as a trend once it breaks that range or has a clear cause.


Ignoring neutral sentiment: It’s normal for glowing praise and harsh complaints to grab 
your attention first. But neutral mentions often contain valuable questions and 
comparisons. That’s prime material for content and sales.


Confusing volume and importance: A hundred jokes about your brand mascot can cause 
you to miss five posts from customers switching to a competitor. Look past the totals and 
weigh what each conversation could cost you.

You don’t have to take our word for it. Start a free 30-day trial and turn 
your own mentions into insights this week.

Start your free 30-day trial
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With Agorapulse

Sentiment scores include a full breakdown, daily volume, and a comparison  
to the prior period, so you always know where your brand health stands.  
And real-time volume and engagement reports show which topics are picking up speed 
while there’s still time to join in.



You get up to 24 months of historical data. This makes it much easier to tell a real 
pattern from a blip.


Customer spotlight



Website design agency Domino Internet turned listening into a new business 
engine. Before pitch meetings, they ran listening studies on the prospect. In one 
case they spotted a customer complaint, led the presentation with it, and signed 
the client immediately.


This approach opened doors to large companies the agency never  
expected to reach. Listening also let them launch crisis management  
as an entirely new service line.
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Put your listening data to work

From insight  
to action
At this point, you have a list of insights with related recommendations. The Act stage is 
your chance to follow through.



Many of the actions you suggest will belong to another team’s workflow. Pass along 
content strategy insights to the content marketing team, product roadmap findings to 
the engineering team, and competitive positioning takeaways to the sales team.

Act on your social listening insights

Some of the actions you’ve recommended will probably land on your to-do list. But in 
many cases, you’ll need to hand them off to the right colleague. Develop a distribution 
plan so you can easily route action items to the right team to handle.

Content strategy → Content marketing team

Listen to your audience. They’re already telling you what they want to learn or hear from 
your brand. Build content around the questions they ask and the language they use. 

Maybe the same question about measuring ROI keeps popping up in your 
mentions. Turn it into your next blog post, webinar, or social media carousel.

Competitive positioning → Sales team

Pay attention to what people say about the competition. Customer complaints tell you 
exactly what to emphasize in your own messaging. 

Say their users grumble about surprise price increases. Make your 
transparent pricing impossible to miss.

Product feedback → Engineering team

Use listening to track how often issues come up, the sentiment around them, and when 
they surface. That record gives your product team evidence to prioritize a fix. 

Suppose a bug report you flagged in Q1 keeps resurfacing in Q2. Your data 
tells engineering it’s a pattern, not a one-off issue.
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Purchase intent → Product marketing team

Watch your industry searches for people ready to buy. They’re asking for 
recommendations, comparing vendors, or complaining about their current tool. 

Maybe a potential customer publishes a post asking whether your product 
or a competitor’s is better for small teams. A helpful answer from your brand 
(no hard pitch) can turn into a lead.

Crisis response → Public relations team

Create an escalation plan before you need it. Agreeing in advance on who needs to hear 
about a problem first and who drafts the official response saves precious time when a 
problem hits.

Pick a threshold that triggers the escalation plan. For instance, mention 
volume tripling in 24 hours or negative sentiment passing a set share of the 
conversation are both solid options.

Know what not to act on

Not every insight deserves an immediate response—or any answer at all. In fact, acting 
on the wrong insights can cost you both time and credibility. Work with your team to 
define key categories so you know what to avoid and what to prioritize.

What needs immediate action? 

Prioritize things like service issues that are 
spreading quickly, purchase intent 
questions that have a short shelf life, and 
anything that trips your crisis threshold.



What needs further investigation? 

Pause and do additional research to get 
to the bottom of issues like a drop in 
sentiment that you can’t yet tie to a cause.

What’s truly strategic? 

When your team is short on time, not 
every finding deserves an action. Identify 
the most impactful insights and focus your 
best efforts there rather than spreading 
everyone too thin.


What should you leave alone? 

Avoid viral debates and trending drama 
with no clear connection to your brand. 
Skip them (even when they're tempting) as 
they can backfire and make your brand 
look out of touch.
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With Agorapulse

Your listening feed pulls every relevant conversation into one place, so you can easily 
answer questions from potential customers, respond to complaints, and join competitor 
comparison threads.



Instant alerts let you know when a brand search surges or sentiment takes a sharp turn. 
This way you can jump right in without missing a beat.

Customer spotlight



When Spendesk hired rapidly over about a year, listening kept them informed 
through that hypergrowth. The fintech company tracked competitors closely so 
nothing slipped past them, along with industry keywords to stay on top of 
fintech trends and news.


Their smartest move was routing real-time brand and competitor mentions into 
dedicated Slack channels. This way the right team member could  
follow up right away. Those insights also contributed to the product  
roadmap and gave the content team fresh ideas.


Start building your first use case
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Prove the impact, not just the effort

Making  
the metrics count
By now, you’ve shared insights with sales, drafted new content, and briefed the product 
team. The Measure stage is where you show proof of what you’ve achieved.


Track and share the results from your social listening efforts. Include them in your 
listening reports to close the loop and keep progress visible.

Measure what you move

How will you know whether your actions had the desired effect? When you recommend 
an action, connect it to a relevant metric. When the next reporting period rolls around, 
check how much the metric moved.


For example, a comparison page might shift your share of voice. Or a 
support fix might improve brand sentiment.

Keep colleagues accountable

Recommendations only work if a relevant team member acts on them. When you hand 
off actions, keep track of next steps and when they’ll happen.


Be prepared for other teams to react to your listening reports and make requests that 
align with their own needs. If a request ties into a business question, treat it like any other 
listening objective and build a search for it. Create a policy to turn down one-off 
requests.

Download our reporting template and plug in your own metrics from day one
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Write for leadership

Lead with your takeaways and the decisions you need from leadership. Include data as 
supporting evidence, but position your conclusions as the headlines.


It helps to keep the report format consistent from month to month. Use the same setup 
and metrics so your leadership team can easily compare and benchmark.

Develop your track record

A few cycles in, and you’ll have a documented history of insights and actions that led to 
results. This gives the social team a much stronger position to argue for:


Budget: Documented results make the case for a bigger budget and defend the one 
you have when cuts come around.

Headcount and tools: Every opportunity you capture makes the case for more 
capacity and resources.

Earlier involvement: A history of useful calls can become leverage for participating in 
decisions around launches, campaigns, and pricing.

Cross-department scope: The more your insights prove useful to product, support, 
and sales, the more you expand the value the social team can provide across the 
company.

With Agorapulse

Export listening reports designed for easy sharing with your team. Track metrics from 
mention volume and engagement to sentiment analysis and share of voice.

Set up a custom report to visualize only the analytics you need. Then, add your insights 
and recommendations to guide your team toward action.

Customer spotlight



myWHYagency used social listening for daily client brand management and 
competitive analysis, covering sentiment tracking, competitor news, and content 
ideas. Quick-turn reporting on reach, sentiment, and location kept clients 
impressed.


This workflow helped the agency win a major client by monitoring everything 
said online about the prospect’s big event, then packaging it into  
a report as a preview of what the agency could deliver. Listening  
literally became part of their sales process.
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Start building your first use case

YOU’RE ALL SET

Close  
the loop
The real value of social listening comes from what you do with the data. And with the 
Active Listening Loop, you turn your efforts into a repeatable process.



Listen with business objectives in mind, analyze your findings, get your team to act on 
those insights, and measure the impact. As you repeat the Loop, you’ll build a track 
record and create opportunities to win budget, headcount, and a seat at the marketing 
table.

What are people saying about your brand? From custom searches to shared 
inboxes to data visualizations, Agorapulse has what you need to start listening. 
Sign up for an Agorapulse demo and start turning data into valuable insights.

Request a demo
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Save as a quick reference guide

The Active 
Listening Loop 
cheat sheet

Listen: What questions to listen for


Risk: Are any conversations happening online that could hurt your brand?


Retention: Are customers or prospects getting frustrated with your company or 
products?


Pipeline: Who's shopping for what you sell, and what are they asking about?


Brand health: How do people feel about your brand, and how is that changing?


Competition: Where are competitors gaining ground or creating an opening?

Analyze: What to ask about each data point


What happened?


Why did it happen?


What do you recommend doing about it?

Act: Where to route insights


Audience questions → content marketing


Competitor complaints → product marketing, sales


Feature requests and bugs → engineering


Purchase intent conversations → marketing, sales


Crisis signals → public relations

Measure: What your efforts achieved


Tie every recommended action to a metric


Note who owns each handoff and when it happens


Lead your report with takeaways, not data


Keep the report format consistent month to month
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