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The Biggest Challenges 

• Getting from this:                                   to this: 

 

 

• Finding the data 

• Making it valid 

• Making it consistent   



Know What Matters   

 What problem(s) were you hired to solve? 

 How does leadership perceive your contribution?  

 What are the priorities/goals for the organization? 

 How are you supporting or contributing to those priorities? 

 What is your sales cycle? 

 What channels, distribution points are involved?  

 Who will see/use the report?   



Know Who Matters 

 Who are the priority stakeholders? 

 Where do they get information?  

 What keeps them up at night?  

 What are they seeing about you now? 

 What are they seeing about the competition?  

 What do you want them to know?  



Definitions of “Success”  

 Workshop to define:    

 

High Quality Media Coverage 

Improved reputation 

Increased leads? Downloads?  

Increase the marketable universe 



Custom Standards  
Standards for Media Reporting    

Web Analytics 



Engage as Owners 

With Employees 

•% increase in “engagement 
score” in pulse survey 

•% increase in employees 
proud to work with score 

•% increase in of employees 
who participate in extra effort 

action/volunteer  

•% reduction in absenteeism  

With Customers 

•% increase in NPS 

•% increase in customer 
engagement with comms (web 

traffic, social engagement) 

Improving Perceptions & Creating 
Advocacy  

% increase in awareness of  CSR 
activities & community involvement  

% of employees agreeing that they 
have a clear understanding and are 
informed of how work contributes 

to achieving goals. 

% change in ratio of favorable to 
unfavorable coverage & 

conversations  

Support the Business  

Adherence to budget 

% increase in revenue per  
employee (by source coding of 

revenue) 

Progress against Survey Action 
Plan  

Typical Framework for B2B Company  



Sample Framework for a Global Defense Contractor 

Goal Metric Benchmark 

Thought leadership quotes % of coverage that contains 
spokesperson quote 

Greater than 10% 

Share of quotes Greater than 20% 

Key Message 
Communications 

% of coverage that contains 
one or more key messages  

20% of all items contain 
one or more key messages  

Mitigate negative coverage Lowest share of negative 
coverage 

Less than 20% share 

Generate positive coverage Highest share of positive 
coverage 

Greater than 20% share 

Generate visibility in key 
media 

Share of high visibility, 
dominant items 

Greater than 20% share  



Crafting an Optimal Quality Score  

Criteria  Result Score Result Score 

Tonality Favorable +3 Unfavorable -3 

Messaging Yes +3 No -1 

Quotes Yes +1 No -2 

Dominance Dominant +1 

Not Dominant 
-or- 

Unfavorable & Dominant -1 

Visibility High Visibility +2 

Low Visibility  
-or- 

Unfavorable High Visibility -3 

Final Score   +10   -10 



Sample Quality Score for a Global B2B Tech Company 

 
Desirable Criteria  
 

 Score 
 

 Undesirable Criteria 
 

Score 

Appears in Top Tier Media  2 Negative in top tier -2.75 

Customer/analyst recommendation or endorsement , or 
statement that adds credibility 1.5 

Negative positioning by an analyst or 
customer -2 

Desirable headline 0.5 Negative headline  -1.5 

Desirable visual 0.5 

Spokesperson quoted 0.25 

Leaves reader more likely to consider  0.75 Leaves reader less likely to consider -1  

Positioned as a thought leader  2.25 

Mispositioned, positioned as a dinosaur 
 -2.75 

Total 10 
-10 

 



Defining High Quality Coverage 

The OCS Score 

 Desirable Criteria Score Undesirable Score Score 

Leaves more likely to consider 1 Leaves less likely to consider -2 

Contains one or More Positive 

Messages 
3 

Contains one or more  

Negative  Messages 
-3 

Event/Program is mentioned 2 
No Event/Program is 

mentioned 
0 

Appears in Tier1 Media 2 Negative Mention in  Tier1 -1 

Third Party Endorsement 1 Recommends competition -2 

Contains a desirable visual 1 Contain undesirable visual -2 

Total Score 10 Total -10 



Testing the Accuracy of Coding  
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Testing validity of criteria  



Biggest Areas of Discrepancies 

 Geographies vs. languages  

 Lack of consistent competitors list  

 Different definitions of products/brands covered 

 Time frames  

 Media types  

 Search strings & filters  

 

 



What We Learned 
1. First get consensus on  how PR contributes to the business 

2. Then define success for PR/Communications  

3. Draft metrics that reflect those goals and expectations 

4. Track down the data, determine the gaps, climb in and out of 

silos  

5. Produce a bespoke “Standards Document” telling everyone, 

including agencies and foreign offices how to report 

6. Produce a dashboard with the best data you can find and 

point out the gaps  

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

8. Produce the first report  

9. Repeat Step 5 

10.Revise as necessary  

11.Draw conclusions, make decisions. 

12.Take it to the board 



Thank You! 

 For more information on measurement, just visit us online: 

www.painepublishing.com 

 Follow me on Twitter: @Queenofmetrics 

 Follow us on Facebook: Paine Publishing 

 Or call me  at 1-603-682-0735 
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