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Measuring Attribution in an era of all media everywhere

i Web Analytics

CRM/Convio | e-commerce

Map My Run/Social iCloud &
Sharing Google+




Market Factors

» Investments are going up: D°"a"va'\‘,‘\§tf,%'o“c’:§f':,f:f,‘(';"; eLrossing Favor

On average, top marketers expect s e
to devote 9% of their budgets to —
social media spend in 2014, and ___P%
16% by 2018. =

. . Number of Followers or Friends I .7
Retu rn IS gOI ng down : Profits Per Customer  -52% R
ROI & Vanity metrics are out i —

. . Revenue Per Customer -47%
NPS, Engagement, relatlonShlp Sales Levels —51%_ BI INTELLIGENCE
building are in

Conversion Rates -17% _
Hits/Visits/Page Views -14% N
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Source: CMO Survey May 2013




We need a new Attribution Model
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The Barcelona Principles, The Conclave &
Industry Standards

Importance of Goal Setting and Measurement

Measuring the Effect on Outcomes is Preferred to Measuring
Outputs The Conclave

The Effect on Business Results Can and Should Be Measured
Where Possible

Media Measurement Requires Quantity and Quality

Earned Media Value/AVEs are not the value of Public Relations
Social Media Can and Should be Measured

Transparency and Replicability are Paramount to Sound
Measurement All standards are available on
http://www.painepublishing.com/st

andards-central
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Standards have been published for:

Content Sourcing & Methods

Reach and Impressions

Engagement

“

Influence & Relevance

‘

Opinion & Advocacy

Impact & Value

4/13/2015
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FAEDLA MORITORING & SOCIAL LISTEMIMG TOOL

SOURCES & METHODS TRANSPAREMCY TABLE

The Transparency Table: S

TIMEFRAME AMALYZED: FROM: April 14 TO- Mgy 2.

HAME OF RESEARCH LEAD:

1. COMTENT SOURCES
A, TYPES OF CONTEMT AMALYZED
O Paid

O Cnvneed

O Carned
B, CHAMKNELS AMNALYZED: (CHECK ALL THAT APPLY]
Wire Services
Broadeast TV
Radio
Mawspapers
Trade Redia

Forumis'0n-lime communities

O Microblogs such as Twitter
Social Metworks such as Facebook, Tumblr, Gaagles
Widea Sharing sites, e, YouTube
Enowledpe sharing sites like Quars,. Slide Share
Blogs
Image sharing sites such as Pinterast and Instagram
Ot her

L. IS THE SOURCE OF YOUR CONTEMNT:
O Deabasals
O BgardRuages,
O Factiva
O Subscription services

O Please describe how you acguire cantent, and what process wau uis Ea
ensure copyright compliance.
D. HOAW DO YOU CODE BROADCAST COVERAGE?

O Clesed caption



#2: Standards for Reach & Impressions

» Reach: the scope or range of distribution that a given communication product has in a
targeted audience group; broadcasting, the net unduplicated (also called “deduplicated”)
radio or TV audience for programs or commercials as measured for a specific time
period.

» Impressions: Number of people who might have had the opportunity to be exposed to a
story that has appeared in the media (aka opportunity to see (OTS))

» Impressions do not equal awareness. Awareness needs to be measured using other
research tools. Impressions are indicative of the OTS. Consider OTS as an alternative
nomenclature to better clarify what impressions really means — [the] potential to see/read.

» Multipliers should never be used

» OTS must be specific to a particular channel —i.e. For Twitter OTS is the number of first
line followers. For Facebook it is the number of fans to a page.




Impressions are not awareness. Where’s the “So What"?

(‘fiﬁ' g’4 1,000,000
B
counting




#3. Standards for Engagement

» Engagement is an action that happens in response to content — i.e. when someone
engages with you. (not “about you”)

» Engagement manifests differently by channel, but is typically measurable based on effort
required and how it is shared with others.

» Engagement can be desirable or undesirable
» Any measure of engagement must be tied to the goals and objectives for your program

» Engagement occurs both off and online, and both must be considered if you intend to
integrate your metrics with other marketing or communications efforts.

» Engagement includes such actions as likes, +1, shares, votes, comments, links, links,
retweets, Facebook's “Talking about you” etc.

» Engagement actions should be counted by % of the audience that responds.
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GWA'’s, Photos Drive Shares & Likes

Share & Likes Over Time

David Beckham
& Dierks Bentley —o—Average of PostLikes  —#—Average of PShares

Video Mia Farrow




#4: Influence & Relevance

 Influence happens when you are persuaded to
change behavior or opinion that would
otherwise not have changed.

 Must include:

Reach

Engagement around individual
Relevance to topic

Frequency of posts around the topic

Audience impact as measured by the
ability to get the target audience to change
behavior or opinion.

 |If an individual scores a 0 on one element, they
have no influence

 Influence cannot be expressed in a single score
or algorithm

Image courtesy www.getlittlebird.com

Visualize Insider Communities




#5 Standards for Measuring Tone/Sentiment

> Sentiment iS Overrated Comparison of Tonality Between Vendors

B % positive B %negative

» Messaging and Positioning &
Recommendations are more useful UberVu-

» Whatever process is defined and

78.00%

applied, it must be used -
consistently throughout any N‘“Base' S
analysis.

» Validity testing is critical Beyond

SDL

%neutral

30.00%

40.35%



Impact & Value

ROl is not: ROls: .
| . Cost savings
mpressions Greater efficiency
Earned media value or
AVE Lower legal costs

Faster time to
iImplementation

Lower cost per impact
vs. other marketing
channels

Lower cost per message
exposure vs. other
channels

Number qf shares,
views or likes

KribiE




The biggest challenges

» Getting from personal justification to a single source of

Benchmarkr|
i Moath var Benchmark. | curent | Var Benchmark | Comene | Var Grent | Var
(o)
Uune)
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(NetBasedmoni)
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What we learned _
1.Consensus on how PR/SM contributes to

the business is critical
2.0nce you have that defining success & 5_25

metrics is easy
3.Tracking down the data and climbing in — T
‘[_ :

and out of silos is hard CONSENSUS |
4.Produce a bespoke “Standards TBQ;\‘LS;’;“% T

Document” telling everyone, including - “' ‘Eq -

agencies and foreign offices how to report gL ey

IS easy, getting it adopted is hardest of all A
everything the boss says."




Custom Standards
Standards for Media Reporting

Web Analytics

s

The purpose of this deosment is to ensure consistency of rzporting on pubdic sffsirs, mecis relstions and 4
commaunicetions efforts across Asbvie. The definitions and mathodologies in this Socument hawe been written and )
tested by the Coalition for Fublic Relations Research Interim Standards.
Element Standard Definition and Methodology 1. Background

The standard terminology to identify & dip, story, article or kit is considered an “item.” An item
Item to be included in & media analysis or reporting could be an item in @ newspaper, 8 serment of & C tl w I:l |j . I | . g— I"t |:| - . t f D t |I Ct:'d I:l .Iﬁd I:I:l,l

TV program, a transcript of = radio brosdicast, 8 tweet, 8 blog post or any other type of combent. urren 's'l el and s0clal ana 'Trtlcs are r‘-pcl 2a1n a vane 1fr o Wa.l!lls 4Cross ala collecte 's'l aobes

i e merai_ Hie coumting f mentians it recoenmensed. Ay indiidun e might contsin Site Catalyst is used across the company to track Web activity and measure results. However, results are
Mention muiltiple mentions of AobVie or its competitors. The number of mentions of a company is - - . .

sometimes used as an indication of the EXtEnt to which that particulnr brand or camparyy reported differently and thus can be confusing at best and misleading at worst.

dominates the ibtem. Howewer, in shorter items, particularly in sodal media, this assumption may
e false. In any analysis, if one is counting the number of mentions for Abbyie, 8 similar
calculstion must be done for all competitors.
mpressons are based on a variety of sources including circulstion figures from print

Impression publications, Nisisen or ComS5core data for broadcast, Compete or Alexs data for ondine media.
Consistenoy is virtually impaossiole to achiewe on & global basis. Unless all affiliates ane using the
sEme sources fior imprassion date, we $o ot recommens reparting imaressions.

To rectify and standardize Web and social reporting, we have developed a set of standard metrics and
recommended reporting procedures, These procedures are based on industry-standards developed by The
Conclave, a cross-industry coalition of companies, organizations and agencies that have been endorsed by
s Print. impresions base an cieution .5, “number of cpies af 8 puséEatian a many leading advertisers. These standards also conform to those set by the Digital Analytics Association, The
Sriouted’ Wnra g paic 20d fre SESLAr, Baes on flguTes sk B thase raviced By Word of Mouth Marketing Association (WOMMA) and the Advertising Research Foundation Digital Metrics
* Online: imprezzions sre 3ased an average daily view for the datz tne item sppearea. We Field Guide. (For more information on Social Media Measurement Standards go to www.smmstandards.org.)

recommend wsing Compete for online visitor data. However, services like Compete only mive
the unigue visitors per month for the entine domain, not the specific post. To estimate the
mpressicns for a specfic item, you can use Compete"s monkhiy dats for the month the item

appeaned and then divide the number of unigue visitors per manth by 30. 2 Princi |E'5
! E

= Brosdcast: Cnganizations are achised ko use the numibers distributed by the broadcast
manitoring service provider or Ko to TV bythesum bers.com

The standard definitions are as follows:

' E“:s”l “f“‘l . I A. Any reporting of Web and social analytics must reflect the goals established for the
%2 capture the unigue visitors per month. Pazte the URLinto the Compets toolto et the [ampaiﬁ'nﬁnitiativef Brogram. T'ﬂ}i(ﬂ| EDHIS "'Iight I]E:
unique visitors per month &nd then divide by 30 to gat the daily resdership
Press nelease pickups generated from “controdied or paid wehickes™ such as posting am ibem on
Wire Stories PR Newswire or Business Newswire do not count as 2 valid iem. Wire services ke Dow Jones, ¢ Increase demonstrated engagem ent
AF, Reuters, etc. are MOT comtrolled wehicles. items appearing from those wires DO count a5 a
wmia =, * Increase advocacy

I 8 wire item is updated multiple times in ane day, only cownt it once in 8 24-hour period using
the Ixbest, most updated version. If an item appears in both the online and print version, both
iftems should be “cowunted” becsuse the reacership is different for each chanmel

¢ [ncrease awareness
+ Increase the marketable universe (i.e., leads)

‘Wire stories sre not assizned imoressions. Ondv the medis in which the wire item socesrs

PAINE




What we had: “XYZ Tweets Generated the Greatest Increase in
Followers”

Follower and Follower Growth Since May 1
9500 1.40%

Tweet 4

9400 1.20%
Tweet 3
9300 Tweet 1 7

Tweet 2 1.00%

9200
\ 0.80%

9100
0.60%

#Tweet 5

9000
0.40%

8900
0.20%

8800
0.00%

8700
8600 -0.20%
8500 -0.40%

5/1/2014 5/11/2014 5/21/2014 5/31/2014 6/10/2014 6/20/2014 6/30/2014

Followers Follower Growth




Social Media Engagement Index

Like/Follow/Opens/+1 5
Favorite or Opens or Views 1
Comment 1.5
Share content 2
Signs up to receive email or other owned content 2
Contains a quote from one of our content experts 1.5
Shares a link to an owned site 2.5

PAINE

publishing



Implementation Steps

1.Pull together a dashboard with the best
data you can find and point out the gaps

2.Put on your bullet proof vest & explain to
EVERYONE

3.Make changes, make more changes

4.Produce the first report

5.Repeat Step 2

6.Draw conclusions, make decisions.

/.Take it to the board




The biggest challenges

Finding valid, relevant data

e Geographies vs Languages

* Lack of consistent competitors list

* Different definitions of Products/Brands Covered
* Time frames

* Media Types

e Search strings and filters

PAINE




Testing validity of criteria

Intercoder Reliability of Sentiment Intercoder Reliability of Key Metrics
HYes HNo HYes ENo
100% Sentiment 49% 51%
Message 54% 46%
65%
Casino 57% 43%
Programs 54% 46%
Spokesperson 50% 50%
Prominence 32% 68%
Brand 89% 11%

NEUTRAL SOMEWHAT POSITIVE  VERY NEGATIVE VERY POSITIVE

PAIN




. Six S
The Theory: 6 steps to Standards- Y to'XSuLiZZS

Compliant measurement m
w nsig and ction G

Step 1: Define your goal(s). .
What outcomes is this strategy or tactic going to achieve? \
What are your measurable objectives? w Pick a Too) G
Step 2: Define the parameters ’

Who are you are trying to reach? How do your efforts N‘
y ying y ‘ eline the Metris d

connect with those audiences to achieve the goal. =

Step 3: Define your benchmarks. m
Who or what are you going to compare your results to’?\ ®fine Benchmary d
Step 4: Define your metrics. \

What are the indicators to judge your progress? m A
and Motivationg 94

Step 5: Select your data collection tool(s). R 4

Step 6: Analyze your data. N
efine the gog d

Turn it into action, measure again )




Step 1: Define the goals

» What return is expected? — Define in terms of the
mission.

» Define your champagne moment. If you are
celebrating complete 100% success a year from
now, what is different about the organization?




Why do we communicate?

How does what you do
contribute to the bottom line?

Outtakes Outcomes
(Intermediary Effects) (Target Audience Action)
« Awareness « Revenue

* Leads

* Knowledge/Education

« Understanding ” IEIEEg e

« Advocacy

4/13/2015



Dashboard Framework

Support the business  Increase engagement

1. Increase in % of audience that is
% increase in engagement which engaged

drives... 2. Engagement Index:

Shares

Comments
Favorites

Repeats vs. uniques
Time on site

Pages per visit

% increase in video starts, %
increase in ratings, market share




Definitions of “Success”
» Workshop defined the criteria
» All criteria linked back to the goals:

High Quality Media Coverage

Improved reputation

Visits/Non-gaming revenue




Step 2: Understand the parameters.

»\What management’s priorities?
»\Who are you are trying to reach?

»How do your efforts connect with
those audiences to achieve the
goal?

»\What influences their decisions?
» What's important to them?

» What makes them act?

AL



What are you measuring? Who'’s got the data?

» Paid — Google Adwords, Facebook » Digital/Advertising/Marketig
Ads, popups, banners etc.

» Owned — #njsms15
@queenofmetrics

» http://www.pinterest.com/wsbtv/co
x/

» Earned -- Everything else
(Including Shared)

» Social Media Team

» PR



http://www.pinterest.com/wsbtv/cox/
http://www.pinterest.com/wsbtv/cox/
http://www.pinterest.com/wsbtv/cox/
http://www.pinterest.com/wsbtv/cox/

Step 5: Pick the right measurement tools

» |f you want to measure messaging, positioning,
themes, sentiment:
Content analysis

» |f you want to measure awareness, perception,
relationships, preference:
Survey research

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

» If you want predictions and correlations
you need two out of three




Step 5: Selecting a measurement tool
Objective KBI Tool

Increase message Increase percent of items containing one or CyberAlert, Prime Research
communications more messages

Increase % of audience preferring your brand Survey Monkey, Survata
awareness/preference to the competition

Engage % increase in engagement on website and/or ~ Simply Measured, Unmetric,

marketplace social sites Google Analytics, Site Catalyst,
Network Analysis

Become a thought % increase in desirable share of voice on Little Bird, Trackr, CyberAlert
leader on a specific Issue/market/top
Issue/market/topic

PAINE




A B Cc D E F G H | J
Importance to your
organization (5 being
most important, 1
being not very
important) (ADJUST
TO YOUR OWN Vendor 1 Vendor 2 Vendor 3 Vendor 4
PRIORITIES) Vendor 1 Vendor 2 Vendor 3 Vendor 4 net points net points net points net points
1.0 Accuracy
1.1 Accuracy of search (absence of duplicates, inappropriate or off-target content) 5
1.2 Accuracy of sentiment 5
1.3 Accuracy of subject matter 5
2.0 Alerting Capability
2.1 Timeliness of alerts 3
I |2.2 Completeness of Alerts 4
3.0 User Management
3.1 Ease of setting up and managing users 3
3.2 Abilty to generate specific reports for specific users or groups 3
4.0 Reporting
4.1 Findability of the data that you need 5
4.2 Does the tool offer adequate reporting ability to create/customize/export reports? 5
5.0 Cost
i 15.1 Is the pricing reasonable given the value delivered? L
5.2 |s the cost less or the value greater than what we are currently paying? 4
| 6.0 Customer Support
6.1 Are they sufficiently responsive? 4
6.2 Do they actually resolve the issue? 5
6.3 Do they offer Global 24/7 support?
7.0 Does the tool meet our needs
7.1 Can it produce the data necessary for the Corporate Dashboard as is? 5
7.2 Can it produce the data necessary within the requisite time frame? 4
7.5 Can it provide adequate monitoring to reduce risk and reputation threats? 5
| Total 73
I |Final Score 0.00 0.00% 0.00% 0.00%




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”

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




The ROI of Emily

100%:

0%

B0%:

TO%

% of Coverage

S0 %

8.74%

63.54%

22 .53%

14.33%

68.93%

T1.36%

B Expressing suppaort
4.37% H Distributing media
2.54% HE Rallying suppaort
I Making an observaticn
1.73% HEl Asking a guestion
B3% [ Giving a shout-aut

» 0 Offering an opinion L07% I Making a joke

» [ Disclasing personal informaticn . 11% [ Recruiting people

. Il Advertising something 4% Hll Expressing criticksm

, 1 Making a suggestion 045 HEE Putting cut & wanted ad
» [ Answering a guastion .04% I Exprassing surprise

, B Calling for action 4% B Expressing agreement

14.15%

L]
14 %




So What = Revenue

PAINE

$50,000 -

$45,000
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$35,000
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Without ACA events, OCS Scores for Atlantic City would
have been significantly lower

The red line represents coverage of Atlantic City minus all mentions of ACA and its
programs

4.91

414 41 4.27 4217 4.29

.92

Average OCS Score
N

-2 — -1.56
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May lJune

e Atlantic City OCS without ACA e Atlantic City OCS with ACA




When ACA programs received media coverage,
engagement, preference and traffic followed

Relationship between ACA Program Mentions and Site Visits

140000
120000
100000 )
80000
60000
40000
20000
0 ——e— "
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Best practices: Resource use vs Results

Low Resources

High Engagement i.e. Video Starts

Google + Chat

Ultimate
Road Trip

. Sthtus update

Media Day

Link

Photo

Event

Corporate Video

High Resources

Total Volume of Coverage

gmﬂm

ium
igh
igh

Med
H
Very H

Resource Use

High
Medium
Low

Very high



10 Ways to find the Money for Measurement

Don’t call it measurement — It's Research
Consolidate - Social? IR? Agencies? Research?
Crowdsource — Who else has tools or surveys?
Spread the cost over 2 fiscal years

Reach out to universities

Take advantage of free stuff

Monitor only what matters

Narrow your Top Tier media list to what you CAN afford
Google analytics

Facebook Insights

Twitter Analytics

CyberAlert ) ) ) noboay
.Ic D .vii“ | i -ii PR GRANTS I i ilﬂ g
Media Monitoring & Measurement Service

News Monitoring | Social M Aonitoring | PR M

Better, Faster, Less Cos
Media Monitoring & Mea

Online News, Print News, Broadcas

C i it el o

r

PAINE




Remember These Points

1 It's not about the media, it's about the business and the customer

It's not about Big Data, but about how you use it.

You need to be data informed, not data-driven

It's not how loud you're shouting it's about relationships.

BEEBERE

Standards are a reality not an excuse to hide behind




Thank Youl!

» For more information on measurement, read my blog:
http://www.painepublishing.com/blog

» For a copy of this presentation or to subscribe to our newsletter, give me
your card or email me at measurementqueen@gmail.com

» Follow me on Twitter: @queenofmetrics
» Friend me on Facebook: Katie Paine i
» Orcallme at 1-603-682-0735 |
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