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It’s the end of the world as we know it

3,400,000

The average audience for a Serial Podcast

334,000

CNN average nightly audience

The number of times per hour Digital Natives switch media—every 2.2
minutes.

90%

The percent of conversation that happens OFF LINE

10%

The percent of online conversations that are public

The percent of Facebook & Twitter posts that are actually seen

The amount of conversations generated by bots, spammers, and pay-
per-click sites
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What has changed in communications?
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Boundaries are gone

Big data makes outcome measurement possible
Impressions are not sales or awareness
Everyone is “media”

Sentiment is overrated

It’s not about the media, it’s about your mission &
what your stakeholders do with the information
when you put it out there

The Barcelona Principles




There are no more boundaries
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Impressions are not awareness. Where’s the “So What”?
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Like are not engagement

Trial/Consideration Commitment Advocacy




The Barcelona Principles — it’s all about the goals & outcomes

A set of principles to guide the practice of PR and social media measurement:

o Goal Setting and Measurement are Fundamental to Communication and Public Relations
e Measuring Communication Outcomes is Recommended Versus Only Measuring Outputs
e The Effect on Organizational Performance Can and Should Be Measured Where Possible
° Measurement and Evaluation Require Both Qualitative and Quantitative Methods

° AVEs are not the Value of Communication

O Social Media Can and Should be Measured Consistently with Other Media Channels

a Measurement and Evaluation Should be Transparent, Consistent and Valid




Best-in-class measurement trends

Data gathering is continuous

Measuring value contribution, not “hits”

Measuring what moves the needle, not “positive vs negative”
Factoring in the “undesirable”

Integrating organizational metrics with media measurement
Relationship metrics incorporated into surveys
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PUBLIC AFFAIRS & BRAND DASHBOARD

Brand/Corp 1D Biologics Culture

Best practices in measurement

Benchmark
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Desirable Criteria Score W Undesirable Criteria Score

Contains a key message 350 No key message -1.0 = €
e Negative message,

Contains a desirable visual 0.75 negative myth reinforced 3.0
Contains a quote from a Contains a competitor FRB Atlanta
spokesperson 2.90 quote R RS

A story or a headline that N T
Positions your brand as best in leaves the reader less 3.0 e
class 0.75 likely to do support the '

organization

Organization omitted
Dispels a myth from story that includes  -2.0

0.75 . : f

competitors mentioned
The story or headline leaves a ° ©
reader more likely to support the 175
organization ' B
Total 10.00 -10.0
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Attribution is a unicorn, not real life
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What is PR’s value to the bottom line?

Cost avoidance (Crisis)
Increased Trust

Getting the target audience to act
Leads
Awareness = Consideration = Preference = Purchase = Renewal

Cost savings
Cost Benefit Analysis
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] i Six Steps
6 steps to standards-compliant Y B 1o Success

measurement “
w nsig and action G

Step 1: Define the goal

What outcomes is this strategy or tactic going to achieve?
What are your measurable objectives? w m 0
V)

Step 2: Define the parameters -
Who are you are trying to reach? How do your efforts N A
connect with those audiences to achieve the goal? w =S metrics 4
Step 3: Define your benchmarks .

Who or what are you going to compare your results to?a\ % d

Step 4: Define your metrics :

What are the indicators to judge your progress? m

Step 5: Select your data collection tool(s) Nd Motivations &

Step 6: Analyze your data \
Turn it into action, measure again efine gog (J




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 one year
from now, what is different about your organization?

» SMART Obijectives are:
Specific
Measurable
Attainable
Realistic
Timely




The path to purchase

= Start at the end — Business/Organizational Goals
= Agree upon what role does PR play in achieving them?

High Quality Media Coverage

4

Awareness/Consideration/Preference

¥

Increase marketable universe/network

4

Applications/Grants/Recruitment



How?

Business/Organization Goal PR/Communications Goals

Ve

Larger field of qualified
applicants

~

Grants/Revenue

Cost savings
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Share of desirable vs.

undesirable voice

% items containing 1+ key

messages

% share of spokesperson
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Maintain or improve
reputation
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Mitigate negatives
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Step 2: Understand the parameters

Goal: Get the cat to stop howling

» What are the priorities?

» Who are you are trying to reach?
» What influences their decisions?
» What’s important to them?

» What makes them act?

» How do your efforts connect 75Uy FRESH.]
: . ] UY LOCAL#

with those audiences to achieve B

the goal?
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Step 3: Establish benchmarks

» Past performance over time

» Think 3

» Whatever keeps your boss &
senior leadership up at night




Step 4: Pick your Kick Butt Index

The Perfect KBI
|s actionable
Is there when you need it

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

You become what you measure, so
pick your KBI carefully
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Step 5: Pick the right measurement tools

» If you want to measure messaging, positioning,
themes, sentiment:
Media (Social & Traditional) 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 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

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

» Find your “Abbie” or “McGee”




Advocacy vs. resource use

High Kick Butt Index

Google + Chat

Level of Engagement
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Without ACA events, OCS Scores for Atlantic City would have been

significantly lower
Because of the efforts

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

e « Coverage was less
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Higher Media Quality scores correlate highly with web visits

Correlations between Web Visits and PR Metrics

B Pearson r. value

ACA OCS Scores 0.47
Get Involved | 0.427
AmeriCorps _ 0.379
ACA Items 0.44
cnes [ 0.355
AC items 0.41 SeniorCorps - 0.156

Learn & Serve F 0.133




Acceptable proxies for business value

vV v VvV Yy

Application Data & Revenue
Share of Voice
Goal Conversions in Google Analytics

Media Quality Score tied to proven
drivers of consideration and
preference

Social Engagement Score if there’s a
connection to business goals

Benefit/Cost Ratio & Cost
Effectiveness Analysis (BCR/CEA)



http://www.sempo.org/?page=case_study_20030705

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

Subscribe to our bimonthly newsletter, The Measurement Advisor

2 new issues each month, plus access to over 150 articles about
measurement

» For any questions, email me: measurementqueen@gmail.com
» Follow me on Twitter: @gueenofmetrics
» Follow Paine Publishing on Facebook and LinkedIn

PAINE



http://painepublishing.com/measurement-mall/
http://painepublishing.com/measurementadvisor/plans/subscribe/
https://twitter.com/queenofmetrics
https://www.facebook.com/PainePublishing
https://www.linkedin.com/company/paine-publishing/

