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Sales Target

Below Target

At Risk

On Target

Increases Brand Awareness,
Reduce Sales Cycle

% increase in share
of desirable voice

% decrease in share
of undesirable voice

% increase in
awareness

% increase in non-
employee unique
users to website

Bench-
mark

8.9%

3.1%

11%

100K

Current

8.9%

2.1%

13%

110k

Variance

<1pt

+ 2 pts

+10%

PUBLIC AFFAIRS DASHBOARD

Risk Reduction

Increase Trust, Reduce Threats

Bench-
mark
% Decrease in 10%
undesirable Share of
Conversation
around
environmental
issues
% Decrease in 21%
stakeholders not
aware
% increase in Trust 50%

scores

Current

12%

21%

45%

Variance

+ 2 pt

-5 pts

Expand the Marketable Universe

Bench-
mark
% Increase in 10%
stakeholder
awareness
% Increase in online 5000
engagement on issue
% Increase in in-
bound requests for
information 100

Current  Variance

19% +9pts

5500

+10%

110 +10%




The Barcelona Principles, The Conclave &
Industry Standards

1. Importance of Goal Setting and Measurement

2. Measuring the Effect on Outcomes is Preferred to Measuring
Outputs

3. 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

The Conclave
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Companies that have successfully implemented
Standards-compliant dashboards:
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6 steps to standards-compliant

measurement \ Six Steps
Step 1: Define your goal(s) to Success
What outcomes is this strategy or tactic ., T —— A
going to achieve? What are your ‘ 'Ohtand Actio, 6

e
measurable objectives® —

Step 2: Define the parameters } Pick a Tog ™ G

Who are you are trying to reach? How do
e —

your efforts connect with those audiences : D —— A
to achieve the goal? \ = Wetrics 4
Step 3: Define your benchmarks | "*-D-?__%m%‘ A
Who or what are you going to compare } TS Eenchmane )

your results to?

Step 4: Define your metrics mmﬂamgparam-érérg . A

and Motijy i 2
What are the indicators to judge your e <
M&ﬁgﬂ
progress? Define the goyy d
Step 5: Select your data collection )
tool(s)

Step 6: Analyze your data
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?




Answer the key questions first:

1. What Are Your Organization’s 6. What Are Your Key Messages?
Objectives? 7. What Motivates people to Buy
2. What Other Measurement Programs Your Produgts, or o_therW|se

Are Currently Underway? change their behavior? 8. Who or

: : what is a relevant benchmark
3. From the perspective of senior

leadership, how does your function or 9. Who Ianl;ences Your
department contribute to those Audience(s)?

objectives? 10. How Do You Distribute Your
4. Who Are Your Program’s key Product or Service?
stakeholders? 11. How do people expect to see
5. What keeps your stakeholders up at your results reported?

night? 12. What Other Departments or

Areas Will Be Affected?



Goals & Suggested Metrics

Goal 1: Meet
Sales Targets

4

* Expandthe

Goals

.. marketable
Communications universe
Contribution
Reduce sales
cycle

V

% Increase in
desirable share
Metrics of voice

% in
awareness

Goal 2: Reduce
Risk/Threats

4

Increase
Trust
Increase
advocacy

V

% increase in
undesirable
voice

% increase in
trust scores

Goal 3: Increase
market share in
new market

3

* Expand the
marketable
universe

desirable
voice in new
market

% increase in
awareness of
brand in new
market




ACA Measurement Program Parameters

v

Goal: Move to Industry Standards Metrics and away
from media value and ad value equivalency

Measure quality not just quantity
Began in January 2013
Established a benchmark: January-March 2013

Customized “Quality Score” that indexes message
content, tone, and media importance on a scale of
+10to -10

Correlated with web traffic to measure outcomes

v vyywvyy

v

» Correlated with longitudinal research to determine
impact on preference and intent to visit

» Data used continuously in strategic decisionmaking




Definitions of “Success”

» Workshop defined the criteria
» All criteria linked back to the goals:

High Quality Media Coverage
Intent to visit

Improved reputation
Visits/Non-gaming revenue




ACA programs drive higher OCS scores, which
correlate highly with web visits

Correlations between Web Visits and PR
Metrics

M Pearson r. value

AcA ocs scores [ 0 -/
AcA items | N o+
ACitems |G 0.1




When ACA programs received media coverage,
traffic followed

Relationship between ACA Program Mentions and Site Visits
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PR is having a positive impact on preference and
perceptions

» People who say they have recently heard news about
Atlantic City are very likely to perceive AC as fun — a key
driver of preference.

» Respondents who remember seeing news reports about
Atlantic City are also very likely to associate key messages
and positioning statements such as “place | am excited to go
to” and “fun place to hang out with friends.”

» The same respondents are also more likely to recommend
Atlantic City to friends.



What we learned

1.Consensus on how PR/SM contributes
to the business is critical

2.Tracking down the data and climbing in
and out of silos is hard

3.You will need a bespoke “Standards
Document” telling everyone, including
agencies and foreign offices how to
report




Custom Standards

Standards for Media Reporting

The purpose of this doosment is to ERsure coRsistEncy Of reporting on public atfairs, meck rektions and
communicstions =fforts acrass AobVie. The definitions and methodologies in this Socument have deen whitten and

tested by the Coalition for Fublic Relstions Research Interim Standands.

Element

Wire Stories

Standard Definition and Methodology

The standard terminglogy to identify a dip, story, article or hit is considersd an “item.” An item
2 be included in @ media analysis or reporting could be an item in 2 newspaper, a sagment of 8
TV program, & transcrigt of  radio brosdoast, a tweet, 8 blog DOSt o SNy other type of content.

In general, the counting of mentions is not recommended. Any individusl ibem might contain
muitiple mentions of AbbVie or its competitors. The number of mentions of a company is
sometimes used as an ingication of the extent to which that particular brand or company
dominates the it=m. However, in shorter itemis, particulamy in social media, this assumption may
e false. In sy analysis, ifone is counting the numser of mantions for AnbVie, a similsr
caloulstion must e done for all competitors.

mpressions are based on a variety of sources including circulstion figures from print
pubbcations, Mislsen or ComSoore data for brosdesst, Compete or Alexs data for ondine media.
Consistency is virtusily impassinle to achieve on 8 global basis. Uniess al arfiliates are using the
SEME sources for imprassion dats, we 00 Rot recommend reporting imaressions.

The standard definitions ars as follows:

* Print: Imprassions based on circulstion e.g.. “number of copies of a publication as
distributed” through paid and free distribution, based on figures such as those provided by
the publication. Multipliers should not be used.

= Online: impressions ane baszd on average daily wiew for the dete the item appeared. We
recommend using Compete for online visitor cats. Howewer, serdices like Compete only give
the unique visitors per month for the entine domain, not the specific post. To estimate the
mpressions for a spedfic item, you can use Compete’s mankhity Gata for the month the item
appeared and then divide the number of unigue visitors per month oy 30.

= Broadcast: Crganizations are advized to use the numbers distributed by the broadcast
manitoring service pravider or go to TVbythelumbars.com

* Wires: Ho impressions are assigned.

# Blog: Similar to online measis, impressions are basad on the daily viswers. Uss Compete.com
o capture the unigue visitors per month. Paste the URL into the Compete toolto getthe
urique visitors per month snd then oivide by 30 to Zat the daily resgership

Press release pickups gensrated from “controlied or paid wehicles” such as posting an item on
PR Mewswire or Susiness Newswirs 4o not count 85 & valic fem. Wire services ke Dow Janes,
AP, Rewters, etc ans NOT controlled wehickes. tems appearing from those wires DO count as a
walic item.

i @ wire item is updated multiple times in one: day, only count it once in a 24-hour period using
the Istest, most updated wersion. If an item appears in both the online and print version, both
Ftems should be “counted” becauss the readership is different for each chanmel

‘Wwire stories sre not assizned imoressions. Oniv the media in which the wire item spoears

Web Analytics

1. Background

Currently Web and social analytics are reported in a variety of ways across Data collectad by Adobe's
Site Catalyst is used across the company to track Web activity and measure results. However, results are
reported differently and thus can be confusing at best and misleading at worst.

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
many leading advertisers. These standards also conform to those set by the Digital Analytics Association, The
Waord of Mouth Marketing Association (WOMMA) and the Advertising Research Foundation Digital Metrics
Field Guide. (For more information on Social Media Measurement Standards go to www.smmstandards.org.)

2. Principles

A, Any reporting of Web and social analytics must reflect the goals established for the
campaign/initiative/program. Typical goals might be:

* Increase demonstrated engagement

* Increase advocacy

*+  Increase awareness

¢ Increase the marketable universe (i.e., leads)




A B C D E F G H I 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
|1 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 /5.1 Is the pricing reasonable given the value delivered? 4
5.2 Is 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? 4
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
i Total 73
| Final Score 0.00% 0.00% 0.00%




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 2.5
Shares a link to an owned site 2.5




How to calculate your Kick Butt Index

Criteria Result Score Result Score
Tonality Favorable +3 I Unfavorable -3
Messaging Yes +3 I No -1
Quotes Yes +1 I No -2
Not Dominant
_Or_
Unfavorable &
Dominance Dominant Dominant -1
Low Visibility
_Or_
Unfavorable High
V|S|b|||ty High Visibility Visibility

—I—




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




Thank You!

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

» For a copy of this presentation or to subscribe to The
Measurement Advisor newsletter, send me an email:
measurementqueen@gmail.com

» Follow me on Twitter: @queenofmetrics

» Follow our Facebook page: Paine Publishing
» Or call me: 1-603-682-0735




