
 



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



What has changed in communications?   
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There are no more boundaries   
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Eyeball 
counting 

HITS  Outcomes 

MSM  Online  
Social 
Media  

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



Like are not engagement  

Advocacy Commitment Trial/Consideration  

Followers Likes Impressions 



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

Goal Setting and Measurement are Fundamental to Communication and Public Relations 

Measuring Communication Outcomes is Recommended Versus Only Measuring Outputs 

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 

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

Measurement and Evaluation Should be Transparent, Consistent and Valid 

A set of principles to guide the practice of PR and social media measurement: 
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Best-in-class measurement trends
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Best practices in measurement 



Attribution is a unicorn, not real life  

PR 
Placement 

Purchase  

Activity  Outcome 

Revenue  



What is PR’s value to the bottom line?  
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6 steps to standards-compliant 
measurement 



Step 1: Define the goals  
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The path to purchase

High Quality Media Coverage 

Awareness/Consideration/Preference  

Increase marketable universe/network  

Applications/Grants/Recruitment 

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

 
 



How?  

#measure16 

 Business/Organization Goal 

Larger field of qualified 
applicants 

Grants/Revenue 

Cost savings 

PR/Communications Goals 

Maintain or improve 
reputation 

Mitigate negatives 

Preference 
Awareness 

Consideration  

Activity Metric  

Share of desirable vs. 
undesirable voice 

% items containing 1+ key 
messages  

% share of spokesperson 
visibility  

% of audience aware/prefer/ 
consider 

% increase in engagements 



Step 2: Understand the parameters
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Step 3: Establish benchmarks 









Step 4: Pick your Kick Butt Index 
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Step 5: Pick the right measurement tools  
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Step 6: Be data-informed, not data-driven 
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Photo Event 

High Kick Butt Index 

Resource Use  
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Level of Engagement 
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High Resources  

Low Kick Butt index  

Low Resources 

Webinar 

Status update 

Link 

Ultimate 
Road Trip  

Google + Chat 

 
Media Day  

Corporate Video 

Advocacy vs. resource use 

Resource Use  
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High Resources  Low Resources 

Webinar 

Status update 

Link 

Ultimate 
Road Trip  

Google + Chat 

 
Media Day  

Corporate Video 



Without ACA events, OCS Scores for Atlantic City would have been 
significantly lower  

4 

3.25 
2.75 

2.99 

3.65 

2.96 
3.36 3.24 

2.34 2.37 2.43 

1.30 

-1.24 

0.37 
-0.05 

0.28 0.28 

-1.56 

4.91 

3.92 

2.99 

3.58 

4.14 4.1 4.27 4.12 4.29 

2.78 
2.56 

1.53 

-0.29 

0.61 
0.20 

1.44 
1.77 

0.63 

-2

-1

0

1

2

3

4

5

6

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May June

A
ve

ra
ge

 O
C

S 
Sc

o
re

  

Average OCS Score Over Time  

Atlantic City OCS without ACA Atlantic City OCS with ACA

The red line represents coverage of Atlantic City minus all mentions of ACA 
and its programs 
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Higher Media Quality scores correlate highly with web visits 
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0.44 

0.47 

AC items

ACA Items

ACA OCS Scores

Pearson r. value
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0.355 
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Learn & Serve

SeniorCorps
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Get Involved

MLK

Correlations between Web Visits and PR Metrics 



Acceptable proxies for business value 
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http://www.sempo.org/?page=case_study_20030705


Thank you! 
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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/

