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The “A-Ha!” Moment, the Lotus PR Report
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Interviews & Media Advisories Generated Best
Coverage
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/ Steps to a Report That Will Wow the Board

Step 1: Start with the basics:
What were the objectives?
Who'’s the audience?
Step 2: Make sure you have all your data
Step 3: Analyze data
Rank from worst to best
Run correlations

Step 4: Find your “A-ha” moment and put
everything in context

Step 5: Craft the story board
Step 6: Add recommendations
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Steps 1& 2: The Data - 7 Key Questions

What are the objectives being measured?
Who'’s the audience?

When do they need it?

What’s the time frame?

Do you have the RIGHT data?

Is the data complete?

Is the data accurate?




Step 3: Analyzing your data

Rank everything from best to worst
Learn from what didn’t work

Count of ItemlD Column Labels |-T

Row Labels ~I | Positive Meutral Megative Grand Total
Challenge Triathlon 1 1
Fine Wines & Dines 1 1
air Show 2 2
tdeet AT 2 1 3
Better Brews 1 c! 4
E ntertainernent Capital 5 1 B
Top Comics 4 3 7
Razcal Flattz E 2 8
July 4th Firewarks al 2 1l
Boardwall Hall 8 4 12
D0 AC 8 4 12
Mick Jonas 26 4 Al
flaroon B a0 ! a7
helizz Arnerica 37 a7
Beach Concerts a0 7 a7

Grand Total 169 39 208




Wedding discussions were more likely to convey
trust than advocacy posts

Relationship Concept by Topic that Generated Them

M Commitment B Communal kdExchange B Satisfaction B Trust

Nature

Hurricane Sandy
Military/Families/Veterans
Hoot2Give

Voting :

Wedding

Accurate Journalism
Voter Protection

Civic Engagement and Tech

Girls Who Code (GWC)

Advocacy

Internet Free

Nonprofits Infograph

Who Rules Social Media Infograph
Technology for the Common Good
Fight Hunger

Big Bird

Voters Rights Infograph

Open Government

Customer Protection

Public Diplomacy

CDA 230 Infograph

Board Membership

War on Women Infograph
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Free entertainment generated the highest
Optimal Content Scores

Free Entertainment

Lady Antebellum Concert
Sand Sculpting World Cup
Challenge Triathlon
Boardwalk Hall Light Show
Hello Summer

Sand Blast

Miss'd America Pageant
Blake Shelton

Air Show

July 4th Fireworks

DO AC

Meet AC

Miss America

Top Programs By OCS

T 9,30
I 8.68
I 8.10
I 8.00
I 7 .67
T 7 .50
T 7 .36
T 7 31
I /.15
I 6.71
I 6.5
I 6,36
I 5 73
I 5 26



The Data is the Data

» Don’t be afraid of bad news
» You learn more from failure
» Suggest ways to improve

» Make sure you relate data to
goals

C-M lags its peers on all key issues
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Step 4: Find the “A-ha!” Moment

Look at the data and ask “So what?” three times
Rank everything from worst performing to best
Does the data support your conclusion?
If not, why not? If yes, so what?

Look at a 13-month timeframe

What was the competition doing?

Who is doing what best? Worst?
Use correlations to connect the dots
Write recommendations
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Ask “So What?” three times, the ROI of Emily

Conversation Typ MMm

Making an observation

Expressing support 20 40 261
Offering an opinion 18 1 1
Rallying support 4 4 5
Advertising something 10

Asking a question 1 2 6
Distributing media 4 2

Making a suggestion 2 3

Giving a shout-out 1 2 1
Calling for action 1 2

Expressing criticism 1 1
Disclosing personal information 1 1

Putting out a wanted ad 1

Expressing agreement 1

Recruiting people 1

Answering a question 1

Expressing surprise 1

Conversation Type by Message Saturation

Expressing support

W |
Making an observation | | ‘ ‘

H Contains no message

Asking a question | ‘ | H Contains One+ Message

Rallying support

Mentions

Conversation Type by Tone

Expressing support

Making an observation

\
1

| | M Positive
i Neutral

Asking a question | ‘ ‘ | M Negative
| \

Rallying support |

= Grand Total 206 213 321



Conversation changed, so what?
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So What? = Revenue

Online Revenue

May 15th - June 18th in SUSD
P
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Step 5 & 6: Craft Your Story & Add
Recommendations

What happened?

So what?
Now what? CI.ASS'C
STORY ARC
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Build relationships between individual subject
matter experts and key reporters to increase
share of desirable coverage

* A Pearson correlation addressed the

relationship between the number of Desirable Coverage vs. Spokesperson Visibility Over Time
quotes) and the volume of desirable 1800
coverage 1600 )\.\
* The correlation between number of R \
quotes and the volume of desirable o
coverage was found to be o P kvb‘"\v“
statistically significant, r = .617 T \  pesiablecoverge
" Total Quoteds
* This indicates that the number of 400 \\\/N—\_,,._.
qguotes and the volume of 200
desirable coverage are positively 0
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* Spokespeople should be coached on
key messages and encouraged to
highlight them in their discussions
with the media.




Optimal Content Scores for Atlantic City
significantly improved due to ACA events

AC Mentions vs. OCS Over Time
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Without ACA events, Optimal Content 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
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When ACA programs received media coverage,
goal conversions followed

Relationship between ACA Program Mentions and Site Visits
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ACA programs drive higher Optimal Content
Scores, which correlate highly with web visits

Correlations between Web Visits and PR Metrics

B Pearson r. value

ACA Optimal Content Scores 0.47

ACA items

0.41

0.44

AC items




Social outreach drives registrations on serve.gov
& MLK saw the highest correlation of coverage to
visits
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ASPCA Crunching the Numbers

Every new user is worth $3.50 360,000,000

each to the organization after 12
months; $6 each after 24 months

Overall web traffic jumped, on an

annual average increase, from 25

percent to 52 percent 8
i

For every 100,000 visitors in web
traffic:
Secure 7,000 new registered
users

Ultimately worth about $175,000 0
total net to the organization over
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Thank You!

For more resources on measurement, check out Paine
Publishing’s Measurement Mall

For a copy of this presentation or for any questions, email
me: measurementqueen@gmail.com

Or call me: 1-603-682-0735



http://painepublishing.com/measurement-mall/

