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About Paine Publishing

We help organizations define success and design measurement programs that
demonstrate communications value to the bottom-line.

We also provide the training and materials that organizations need to navigate the
journey to high-quality, accurate communication’s measurement.

Visit us online:

Want to learn more about measurement? Join us for our annual
-- 2 days of conversation at with leading
communicators about best practices in using data to make better decisions.

The 4 Pillars of Paine Publishing

Education Training Consulting Publishing



http://www.painepublishing.com/
http://painepublishing.com/the-summit-on-the-future-of-measurement/overview/
http://shankhassick.wixsite.com/shankhassick

A Typical Day in Communications

Requests
Because its
cool Because it
0,
1% —— helps our
mission
5%
Because
some one
thought it
was a good

idea
37%




The New Landscape

Trends:

Walls between internal & external communications
have collapsed

If everyone is a journalist, social vs traditional media is
a myth

Crisis is always around the corner
Content is content, whether it’s produced by
marketing or PR

What it means:

It’s not about the media, it’s about what your
stakeholders do with your information when/if you get
it out there

Measurement dashboards integrate social + traditional
+ internal + CSR + content marketing + digital into one
set of metrics

Data is democratized




Times change, as do metrics
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Skepticism

Truth Decay — we’ve been here before
Trust collapse — lowest levels ever
Lack of validated data

Ridiculous numbers

Decision risk is the most determinant factor
in the decision to buy

Faster turnover of CMOs




The Future of Influence

Influence — change in opinion or
behavior

Does coverage = influence?
Is your top-tier media really influential?

Does your target audience trust your
“influencers?”

How efficiently are you influencing?

Earned and Shared channels deliver
greatest impact on upsell and total
share of wallet




6 Steps to a Dashboard Leadership will Love

Step 1: Define your goal Y
What outcomes is this strategy or tactic going to | |
achieve? What are your measurable objectives? Y Insight and Actio, ‘d
Step 2: Define the parameters __ 4
Who are you are trying to reach? How do your ] Pick a Too 5
efforts connect with those audiences to achieve ‘
the goal? % Define the Metrics ::'5
Step 3: Define your benchmarks ~
Who/what are you going to compare your results 3 ®fine Benchmary 3
to? Understang the Param,
Step 4: Define your metrics Ad Motivationg o' 2
What are the indicators to judge your progress? A

Defing the goay J

Step 5: Select your data collection tool

Step 6: Analyze your data.
Turn it into action, measure again!

#powerofPR @queenofmetrics



Step 1: Define Your Champagne Moment

Define your champagne moment

If you are celebrating complete 100% success a year
the organization?

What return is expected?

Define in terms of the business goals or mission
Increased:

Qualified leads

Endorsements

Stock price/stability

Rankings on Glassdoor

Message agreement




Definitions of “Success”

Increased engagement with messages

¢
§
\

Greater awareness of issue

More endorsements by influencers

Increased donations or behavioral change



Step 2: Understand the Parameters

—— Employees

Who are the Stakeholders?

Customers
What are management’s priorities?

i Prospects
Who are you are trying to reach? P
. Investors
How do your efforts connect with those
audiences to achieve the goal? Media

What influences their decisions?

What’s important to them?
What makes them act?

#powerofPR @queenofmetrics




Objectives @ Actions @ Metrics

Organizational Online and multi- Online and multi- Activity Metric Outcome Metric
Objectives media contribution | media Activity

Increase market Increase preference Social Media *% increase in *% increase in
share and consideration Website media quality score  preference and
Podcast *% increase in social consideration
Videos engagement *% increase in
qgualified leads
Increase donations  Increase trust in the Content Creation *Increase in web *% increase in
and/or organization conversions and donations or
membership online support membership

3/6/2018 13




Objectives @ Actions @ Metrics

Organizational Online and multi- Online and multi- Activity Metric Outcome Metric
Objectives media contribution | media Activity

Increase market Increase preference Social Media *% increase in *% increase in
share and consideration Website media quality score  preference and
Podcast *% increase in social consideration
Videos engagement *% increase in
qgualified leads
Increase donations  Increase trust in the Content Creation *Increase in web *% increase in
and/or organization conversions and donations or
membership online support membership
Increase support for Educate consumers Publish content *Increase % of *% increase
policy articles containing awareness and
spokesperson support
quotes.

*% increase in
references to
“global financier

3/6/2018



Step 3: Establish Benchmarks

Measurement is a comparative tool

Compare to: \
Past performance over time iy
Peers/Competitors

Whatever keeps leadership awake at night

#powerofPR @queenofmetrics



Presenter
Presentation Notes
Measurement is a comparative tool. You don’t know if your results are good or bad unless you can put them into context, either looking at them over time, or in comparison to a peer group. The most important entity to measure against is whatever keeps your bosses up at night. 


Step 4: Define your Kick Butt Index

You become what you measure, so pick
your metrics carefully

The Perfect KBI
Is actionable
Is there when you need it

Continuously improves your processes &
gets you where you want to go

#powerofPR @queenofmetrics




Bespoke Media Quality Score

Desirable Criteria Score
Contains a key message 3.50
Contains a desirable visual 0.75
Contains a quote from a spokesperson 5 50
Positions your brand as best in class 0.75
Dispels a myth 0.75
The story or headline leaves a reader more

likely to support the organization 1.75
Total 10.00

Undesirable Criteria

No key message

Negative message, negative
myth reinforced

Contains a competitor quote

A story or a headline that leaves
the reader less likely to do
support the organization
Organization omitted from story
that includes competitors
mentioned

#powerofPR @queenofmetrics

Score

-1.0

-10.0




Bespoke Social Media Engagement Index

Action Score
“Like”/Follow 0.5
Favorite or Opens or Views 1

Comment 1.5
Share content 2

Signs up to receive email or other owned content 2.5
Shares a link to an owned site 2.5

Total 10

#powerofPR @queenofmetrics




Typical Elements in an Employee Engagement Index

Element Score
More likely to invest discretionary time 0.5
More likely to recommend to family & friends as a great place to work 1
Greater understanding of organizational mission vision & values 1.5
Greater understanding of key organizational messages 2
Lower retention rate 2.5
Lower recruitment costs 2.5
Total 10

#powerofPR @queenofmetrics




Step 5: Pick the Right Dashboard Platform

If you want to measure messaging, positioning, themes,
sentiment:
Content analysis

If you want to measure awareness, perception,
relationships, preference:
Survey research

If you want to measure engagement, action, purchase:
Web analytics

If you want correlations, find the Dashboard Platform
that can integrate all three

#powerofPR @queenofmetrics



Presenter
Presentation Notes
There really are only three times of tools in social media measurement  If you want to measure messaging, positioning, themes, sentiment you need Content analysis
If you want to measure awareness, perception, preference you need Survey research 
If you want to measure engagement, action, purchase: you need Web analytics
If you want predictions and correlations you need two out of three



Step 6: Be Data Informed, not Data Driven

Rank order results from worst to best
Ask “So What?” at least three times

Put your data into an overall framework
consistent with C-Suite expectations

Find your “Data Geek” (or someone who is)

Compare to last month, last quarter, 13-
month average

#powerofPR @queenofmetrics



Presenter
Presentation Notes
The final step in the measurement process is to analyze your data and draw conclusions. Now most of you didn’t major in math, but there are people in your organizations that did, and that love statistics. Go find them.  I call them the Abby because she is a hero in an American crime drama called NCIS. Even though the boss and the other star appear to solve all the crimes by their gut instinct, in reality it is Abby, the forensic scientist, and McGee the computer geek that really solve everything.  SO you need to identify the Abby and McGees in your organization.  Then when you have the data you need to ask So What at least three times to determine the real answers.  Then look for what isn’t working, the failures, because that is the easiest way to improve performance. Then look at what the competition is doing and only after you’ve looked at all that data, can you start to look for the exceptional successes. You probably need to look at a 13-month time frame in order to spot trends and identify any seasonal  abnormalities.  From that vantage point you can figure out what worked and what didn’t and then move resources from what isn’t working to what is. 


Factors that are driving our industry

Customer Centricity
Customer retention will be more important than customer acquisition
Trust is key
Skepticism
Truth Decay
The collapse of trust
P&G + Unilever vs Facebook + Google
The Algorithm Apocalypse
Redefining influence
If no one trust the media, why do you want to be in it?
The local church supper vs the press release
Talent Wars
Attracting talent will be a major goal for PR
“Where the money goes, metrics follow”
Budgets will shift to internal, culture, reputation, and CSR measurement




Five Steps to Help you Cope

Learn the language of business

Focus on your target audience, not the
delivery mechanism

Master SEO and Google Analytics

Provide answers and insights not reports
and/or data

Release no data without validation




What you need to measure in 2018

Your impact on your business
mpact on strategy i.e. result of actions taken

Data and metrics that drive strategy
The Interaction between internal and external channels
Actual Influence and intent

Accuracy of data




Thank You!

For more useful resources on communications measurement,
check out Paine Publishing’s Measurement Mall

BAINE

publishing

For any questions, email me: measurementqueen@gmail.com
Follow me on Twitter: @queenofmetrics

Follow Paine Publishing on Facebook
Or call me: 1-603-682-0735

Special thanks to Philip Bakelaar and Montclair State University's Graduate Program for sponsoring this month's

Measurement Hour!



http://painepublishing.com/measurement-mall/
https://twitter.com/queenofmetrics
https://www.facebook.com/PainePublishing
http://www.montclair.edu/arts/school-of-communication-and-media/academic-programs/graduate/public-and-organizational-relations/
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