
Your Ticket to Success
Measure What Matters in Travel and Tourism in Six Easy Steps



The Right Way to Measure PR Effectiveness
The good news about travel and tourism PR is that it is highly measurable. The bad 
news is that the way it has traditionally been measured violates industry standards 
and the Barcelona Principles. In the past, the majority of travel and tourism PR has 
been measured using Earned Media Value (EMV), also known as Advertising Value 
Equivalency (AVE). This technique assigns a value for media relations equivalent to what 
it would have cost to buy the same number of column inches of advertising space.

This method of measurement is now condemned by the industry, and for several very 
good reasons. In the case of the travel and tourism sector, EMV/AVE just doesn’t provide 
useful information. It tells you absolutely nothing about whether or not you’ve had any 
impact on intent to visit, ticket sales, room nights, or heads in beds. 

The reality is that there are lots of very accurate ways to measure travel and tourism PR, 
and many smart people are using them every day. Perhaps the most famously successful 
case of travel and tourism measurement comes from Southwest Airlines. By embedding 
a unique URL that takes visitors to a mirror landing page for each of their search-engine-
optimized press releases, they can tell exactly how many tickets they sell as a result of 



each press release they send out. Which is 
pretty amazing: They’ve linked public relations 
efforts directly to revenue. As a result, one of 
their key metrics for their communications team 
is “Revenue per Employee.” 

Elisa Camahort, co-founder of Blogher, used 
a similar system to measure the impact of 
blogging on ticket sales for her clients in the 
theater world. She asked actors to blog about 
upcoming performances and then tracked the 
number of tickets sold by tracking the number 
of unique visits from the blog to the ticket sales 
page of their website. 

The state of New Hampshire is a traditionally 
tight-fisted state. Yet NH’s Travel and Tourism 
Department has seen its budget grow every 
year, in part because it can show exactly how 
much impact their efforts have on the state’s 
revenue (see “Measuring Travel and Tourism 
PR,” also part of Paine Publishing’s Travel and 
Tourism package).



Six steps to a perfect travel and tourism 
measurement program
So how do you measure travel and tourism PR? There are six simple steps.  

Step 1: Define the objectives

You can’t start to measure success until you know what success means for you. So, 
the first question you need to ask is: What are the expectations? You must express the 
specific outcomes you expect. Media exposure? Heads in beds? Increase in downloads 
of your visitor brochure? Traffic to the website? More conventions booked? Better 
relationships with travel agencies or tour groups? The best objectives are specific and 
measurable, and they must include a timeframe. For example: “Achieve 25% increase in 



likelihood to visit by the end of Q4.” Whatever 
they are, write them down and get everyone to 
agree to them. 

This is often easier said than done. Different 
silos have long divided tourism organizations, 
with earned media vying for budget dollars 
with paid advertising, online, events, etc. The 
best solution is to convene a meeting of all the 
available HIPPOS (Highest Paid People) in your 
organization. Get them to articulate priorities 
and then vote on just what success means to 
them. 

Step 2: Define your audience(s)

Prospective visitors are not all alike. 
Demographics might be one way to segment 
your visitors, but tourism groups are more and 
more often segmenting audiences by common 
interests, including extreme sports, historical 
visitors, LGBT travelers, foodies, etc. Each 
group will presumably need a different message 
and possibly a slightly different metric. 



The best procedure is to define one metric of 
success that will work for all of your groups, 
like, “% of articles containing one or more key 
messages or USPs.” The important thing about 
the “containing one or more” metric is that it 
doesn’t matter exactly what your messages 
are.  

Step 3: Define your benchmark

The key point to remember about any 
evaluation program is that measurement is a 
comparative tool; you need to compare one set 
of results to something else. The most effective 
comparisons are to your competition and 
peers, or to an industry average. Ideally you 
would select two or three competitors: a stretch 
goal, a peer destination, and an underdog 
who’s just beginning to nip at your heels. The 
key is to pick an organization that is similar 
in size, budget, and direction. If you’re doing 
media analysis, you will need to monitor and 
measure their coverage as well, so you’ll have 
to balance their visibility with your budget. 



The next most effective benchmark is to chart 
your own progress over time. While this may tell 
you how your performance on leading indicators 
is improving or declining, it won’t tell you anything 
about how you are doing relative to the rest of the 
market, and as a result could be misleading. 

If you are comparing your own performance 
over time, report on results over a 13-month or 
5-quarter date range, to account for seasonality 
in coverage. Also, don’t just arbitrarily pick a 
calendar year or quarter. Time your benchmark to 
measure results before and after any significant 
events, like when a new promotional effort kicked 
off or a new PR agency was selected.

Step 4: Define your measurement criteria

You have to establish the specific criteria of 
success that you will measure for each of your 
objectives. Each objective may, of course, require 
a different type of measurement. 

Some criteria are tied to activities like getting 



messages out to a particular 
audience. Others may be attitudinal, 
like raising awareness for your 
brand. And still others may be 
outcome measures, like getting 
people to attend your event, or 
download something from your 
website.

If your objective is media relations-
based, you might want to develop a 
quality score and rate each mention 
of your brand against that quality 
score. A typical quality score might 
look like the one in the illustration. 

If you are trying to change 
attitudes, the criterion might be the 
percentage increase of unaided 
awareness. If your objective is to 
attract visitors, the criterion might 
be the incremental number of 
downloads of visitor information 
from your website. 

Quality Score Example



Step 5: Select a measurement tool

Your measurement tools are the 
techniques you will use to collect data. 
These are useless unless they collect the 
sort of data that will help you evaluate 
your progress toward your goals. You will 
be collecting data in one of three basic 
ways:

1. Primary research via telephone, mail, 
or online survey

a. Email surveys are the current 
preferred method since they are 
affordable. The only major expense 
might be the purchase of a list. 

b. Phone surveys are very expensive, 
but are the best source of attitudinal 
data. 

c. Mail surveys take a long time, but if 
your audience is not online they may 
be a good option. 



2. Content analysis of earned media, for instance, 
articles or blog posts

a. You will need a source of data, for instance 
monitoring, or a social listening tool.

b. You will need a code book or something that 
defines how you are coding the material so that 
you get consistent results.

c. You will need Excel or Access to keep track of 
your data. 

3. Web and social analytics

a. Google Analytics and Facebook Insights are 
great free tools. For a bit more money you can try 
a paid service like Hoot Suite or Social Baker. 

Step 6: Analyze results, compare results to 
objectives, glean insight, draw actionable 
conclusions, and make recommendations

Once your results are in, avoid the temptation to 
focus only on the most exciting. In fact, what you 
should do is rank all the campaigns, programs, 



and activities that you conducted in the past 
quarter or year and rank order them, based on 
the success criteria you defined in Step 3. Then 
assign a resource factor to them, from high to 
low. Now you can create a chart that looks like 
the one on the following page (Engagement 
vs. Resource Use) to determine which specific 
programs succeeded or failed. 

This type of chart will instantly reveal which 
projects returned the most bang for the buck 
(upper left corner) and which need some 
tweaking or rethinking (lower right quadrant).

Another critical element to your analysis needs 
to be context. What did the competition do in 
the same timeframe? What impact did weather 
or time of year have on your results? Were the 
any competing events or unusual conditions that 
might have affected your results?

Most importantly, make sure your data is there 
when you need it. If you do all your budgeting 
and planning in August, that’s when you need 





your results. If you’re only doing reporting once a 
year, then adjust the timing so your data is not out 
of date when you look at it or report on it.  

The other aspect of ensuring that your information 
is actionable is applying it to relevant programs 
that you can do something about. Do not measure 
dead products, competitors that aren’t viable, or 
publications you don’t have time to target.

You will never be as powerful or persuasive as 
when you present your results to the C-suite or your 
board. Think ahead about what actions, including 
the following, you might want them to take, and 
plan your presentation accordingly. For example: 

1. Ask for money 

Many clients I’ve worked with received additional 
budgetary dollars on the spot, just by showing their 
results.

2. Get commitment

Have you ever had a hard time persuading an 



executive to go on a press tour? Remember, 
executives are data-driven. Show them the chart 
to indicate the potential disaster if they don’t go. 

3. Manage timing

It’s amazing how convincing you can be when 
you present graphs and charts to show how a 
promotional effort failed because of poor timing.

4. Buy influence

Use your results to win other departments over 
to your point of view and approve your programs.

5. Get outside help

Convince other groups that you really need 
more help if they want to achieve their desired 
results. Coverage for one client we were working 
with skyrocketed in August and continued at 
vastly increased rates. I couldn’t figure out 
what happened, until I presented results. Then 
I learned that the client had doubled its staff in 
July. Conversely, another client saw its share of 



ink disappear. When I asked what had 
been going on internally, I learned that the 
disappearing press coverage coincided 
with a reorganization that had included 
dissolving the PR department!

6. Just say no

All too often we hear from overworked 
marketers with unclear priorities looking 
for ways to figure out where to put their 
limited resources. By using the data from 
results to demonstrate what doesn’t work, 
you can frequently dissuade managers 
and colleagues from making the same 
mistake twice. Has a product manager 
ever asked you to do a party or a press 
conference because he/she thought it 
would be, “a fun way to introduce the 
product?” Show the manager a chart that 
illustrates how much more effectively 
a press tour communicates the key 
messages.
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