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Monitoring metrics for your Yammer group is a way for you, as a
Group Leader, to get insight into the effectiveness of the
community you manage. Yammer’s Group Insights can help
you to ask further questions about successes of shared
knowledge, campaigns and activity cadence as it relates to
Member engagement.
It’s important to keep in mind the community use case type of
your group as you set expectations for target metrics. Some
communities may have as core Member practitioners and
additional Members who visit, read, or interact only occasionally.
If you need help understanding the targets or rationale, just ask!
Your community managers are available to you in the
Knowledge Exchange and BUILD groups on Yammer. We
recommend setting custom targets for your use case and
mapping them monthly to watch for trends and areas of impact.
No two groups will be the same.

The Latest Research: Diversity

Group Insights Overview

Community
Benchmark
Worksheet

When you create a community, you are starting from an intention
-- a purpose for the community and some sense of the value that
the community will bring to members.
To be successful in designing the community in its interactions
and in evaluating user engagement, it is also important to think
about the type of community.
There are six core community types that differ in membership,
goals, and engagement practices. When you identify a
community type, you set expectations for the value or impact it
will have on UNICEF’s work.

Set goals for your community based on the performance
benchmarks noted in this guide as well as support from the
Community Managers in the BUILD/Learning and Knowledge
Exchange team.
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Six core community types

UNICEF Community Metrics
Metric

Formula

Insight Questions

External Relevance

Non Members Liking / Active
Non Members

Posts in public groups may show up in the Yammer feed of anyone at UNICEF. When a user
isn’t a member of a group, but “likes” a post from the Discovery or All feed, it’s a sign that
content particularly valuable externally.

Engagement Proxy 1

(All Posters + All Likers) / No.
of Members

What percent of people that have joined a group are interacting with content and other
members? Information sharing happens in the form of a post, and liking content shows
appreciation for others’ contributions. This metric helps community managers understand what
portion of the group’s entire population is actively engaging.

Engagement Proxy 2

(All Posters + All Likers) /
Active Group Members

What percent of active group members are interacting? This metric gives perspective of how
many “lurkers” are in a group. These are members who have viewed content, but do not
participate, which is a valuable learning behavior that can be coached into participation.

Member Viewership

Active Members /
No. of Members

What percentage of group members are actually viewing content and learning about the
group? It’s important that groups provide ongoing interesting content; the higher the metric
here, the more relevant the content to stated objectives.

Sharing Rate

# Posted Messages /
No. of Members

What percent of members are sharing new content? Are the same people posting most of the
messages? There is a balance to be had between over-sharing and a silent network. Ensure
that the same people are not posting over and over.

Appreciation Rate

# Liked Messages /
# Posted Messages

To what extent are relationships being developed in the community? “Likes” are a proxy for
relationships between people. The more “likes” generated reciprocally, the stronger the
UNICEF network as a whole. In this group, are people appreciating others’ contributions?
Anything less than 1:1 means that the content is not as valuable to others as it could be.

Community Benchmarks
External
Relevance

Engagement
Proxy 1

Engagement
Proxy 2

Member
Viewership

Sharing Rate

Appreciation
Rate


Excellent: 10%
Target: 5%


Excellent: 8%
Target: 4%


Excellent: 25%
Target: 15%


Excellent: 30%
Target: 15%


Excellent: 4%
Target: 2%


Excellent: 3.0:1
Target: 2.0:1


Excellent: 7%
Target: 4%


Excellent: 20%
Target: 10%


Excellent: 40%
Target: 25%


Excellent: 40%
Target: 25%


Excellent: 10%
Target: 3%


Excellent: 5:1
Target: 2.5:1


Excellent: 10%
Target: 5%


Excellent: 20%
Target: 10%


Excellent: 60%
Target: 40%


Excellent: 50%
Target: 25%


Excellent: 30%
Target: 20%


Excellent: 4.0:1
Target: 2.5:1


Excellent: 15%
Target: 6%


Excellent: 20%
Target: 10%


Excellent: 60%
Target: 40%


Excellent: 45%
Target: 20%


Excellent: 10%
Target: 5%


Excellent: 2.8:1
Target: 1:1

Organizational


Excellent: 15%
Target: 6%


Excellent: 20%
Target: 10%


Excellent: 50%
Target: 30%


Excellent: 40%
Target: 20%


Excellent: 10%
Target: 5%


Excellent: 4.5:1
Target: 3:1

Event/Response


Excellent: 10%
Target: 5%


Excellent: 15%
Target: 5%


Excellent: 30%
Target: 10%


Excellent: 50%
Target: 25%


Excellent: 10%
Target: 5%


Excellent: 2.0:1
Target: 1:1

Community Type

Thematic

Community of
Practice

Community of
Interest

Functional
Business

Recommendations for Growth
Metric

How to Improve Your Metrics

External Relevance

Ensure posts are labeled with relevant hashtags (#) to help people find the information for which they are looking.
Remind others about the community who are having email exchanges about group topics. Invite them to start a
thread and continue the conversation there, so that others may contribute and benefit from the knowledge
exchange.

Engagement Proxy 1

Use @ mentions to obtain 73% more replies on your threads. Ask questions to extend the engagement on message
threads by 2.5x. Host a Yammer Takeover or publish exclusive content only to Yammer to establish the group’s
place for work. Users who “Like” the messages of others are 3x more likely to get ”likes” back from those same
people. Encourage users to visit the profiles of new “likers” of their content and reciprocate the favor.

Engagement Proxy 2

Conduct discovery interviews with your active and inactive group members. Learn about what is working, what they
would like to see, and how they might be more active.

Member Viewership

If more non-members are reading than members, it means your members may be burned out. Group leaders should
slow the content “push” and invite others to join to add new voices. Learning and reading behavior can be
encouraged, however, active participation should be the goal.

Sharing Rate

Initiate a sharing campaign that encourages members to offer their insight. For example, tag champions and ask for
their opinions on a particular topic, or, ask a question/write a poll that makes it easy to participate.

Appreciation Rate

Perform an audit on content posted to the group. Are there patterns that can be found among content with the most
likes? Determine how to post/generate more of this content.

Analysis and Recommendations
Metric
External Relevance

Engagement Proxy 1

Engagement Proxy 2

Member Viewership

Sharing Rate

Appreciation Rate

Recommendations for Your Group - Worksheet
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