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LESSON GUIDE 5:

How to Select the Right 
Measurement Tools

Measurement 101 Curriculum
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This is Lesson Guide 5 of Paine Publishing’s Measurement 101 
Curriculum Package. The entire package includes: 

•  a Syllabus, 

•  a Reading and Resources List, 

•  Six Measurement 101 Video Lessons, 

•  Six Measurement 101 Lesson Guides in pdf format to accompany 
the videos, 

•  Paine Publishing’s Standards Compliance Curriculum package

•  a subscription to The Measurement Advisor newsletter

•  Access to “Ask Katie Paine” monthly online measurement hours

The six Measurement 101 Lessons include:

Lesson 1: Why Measure? 

Lesson 2: How to Set Measurable Goals

Lesson 3: How To Define And Prioritize Audiences

Lesson 4: How To Define The Right Metrics

Lesson 5: How To Select The Right Tools

Lesson 6: How to Get Insight From Your Data
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Introduction to Paine Publishing’s 
Measurement 101 Curriculum

Hello! I’m Katie Paine, CEO of Paine 
Publishing. I’ve been helping people to 
design and implement communications 
measurement programs for more than 
25 years. Consider this six-lesson 
Measurement 101 Curriculum your 
Personal Navigation System on the road 
to the perfect measurement program. We 
take you right through the measurement 
process—from setting goals to 
interpreting results. 

Welcome to Lesson Guide 5...
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Selecting the appropriate tools 
On any journey you bring along a few essential items: A toothbrush, 
your prescriptions, a cell phone, and maybe a laptop. You 
measurement toolkit is very much the same. There are some essential 
tools that everyone in any organization should have and most of them 
cost less than a toothbrush.

There are free tools like Google Analytics for your web data, Facebook 
Insights to track web and social data, Google Alerts to track mentions 
of your brand or organization, and Survey Monkey to conduct basic 
survey research. Then there are paid tools that range from subscription 
services at around $20 a month to sophisticated platforms that cost 
hundreds of thousands of dollars. 

The key point to remember is that any tool is useless unless it 
measures what you have defined as a goal.

Collecting data is easy, but collecting the right data to answer 
your questions requires careful planning and appropriate tools. 
Measurement tools, especially web and social analytics tools, can 
collect lots of data. The challenge is to figure out what data really 
matter to you. And if you pick a tool before you figure out what you want 
to measure, then you’ll quickly be washed away in a tsunami of data. 
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So how do I decide on a tool? 

The tools you use have to be able to connect your activities, their 
impact on the audiences, and your goals. Don’t allow yourself to get 
sidetracked. It is very easy to become seduced by the latest social 
media tool. But remember: Lots of data is useless without a clear idea 
of what you’re looking for. 

There are three general types of measurement tools:

• Survey tools, to measure what your stakeholders are thinking, 
feeling, believing, or perceiving;

• Content analysis tools, to determine what people are writing and 
saying about you; and

• Web and social analytics tools, to determine whether, as a result 
of your efforts, anyone is taking any action or becoming more 
engaged.

There is one other asset you will definitely need: Spreadsheets, 
together with a person who knows how to use them. Spreadsheets 
are the Swiss Army knife of measurement tools, whether it’s a Google 
spreadsheet shared online or a Microsoft Excel spreadsheet stored on 
your desktop. Most measurement tools have the ability to easily export 
data, and analyzing the data in a spreadsheet is easy and inexpensive. 
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Aren’t measurement tools 
expensive? 

It used to be that the biggest 
barrier to measurement was 
cost. With the proliferation 
of choices and the advent of 
new technologies, the costs 
have gone down. Today the 
biggest barrier is figuring 
out what tools you need to 
collect the data you need. 
Even the most sophisticated 
measurement tool is 
worthless if it can’t measure 
progress toward your goals. 

So how do I select the 
right tool? 

To help you make the right 
choice of tools, set up a 
table like that on the next 
page: 
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Objective Key Performance Indicators Tool

Increase inquiries, Web traffic, 
recruitment

Percentage increase in traffic

Number of click-throughs or 
downloads

Web analytics: Google Analytics, 
Omniture, Webtrends

Increase awareness or preference Percentage of audience preferring 
your brand to the competition’s

Survey: Online (SurveyMonkey, 
Survata) or by mail. Compare  
pre/post results.

Engage marketplace Percentage increase in 
engagement

Web analytics or content analysis: 
Omniture, Google Analytics, 
Facebook Insights, Social Bakers, 
Hootsuite,

Communicate messages Percentage of articles containing 
key messages

Total opportunities to see key 
messages

Cost per opportunity to see key 
messages

Media content analysis: Salience 
Insight, Visible, Sysomos, Cision, 
Prime, etc. 

Increase key message 
communications

Percentage aware of or believing in 
key message

Survey: Online (SurveyMonkey, 
Survata) or by mail. Compare  
pre/post results.

     

Now let’s look at each of the three types of tools and examine their details.



– 8 –

Survey Tools
How do I decide what survey tool to use? What sort of survey should I use?

There are dozens of different types of surveys. Before you consider a vendor, be clear 
about the types of data you need and then carefully consider the type of survey you’ll  
want to conduct:

a. Poll: Typically a short survey or no more than three to five short questions to provide 
a sense of what people are thinking. Questions are exclusively closed-ended, and 
therefore the analysis can be done quickly. Polls are typically repeatable, using the 
same questions each time, to 
determine if people’s opinions 
are changing.

b. Snapshot survey: A survey 
that consists of individuals or 
objects that are observed or 
measured once. 

c. Longitudinal survey: A 
survey that consists of different 
individuals or objects that are 
observed or measured over 
time. Examples are annual 



– 9 –

membership and volunteer surveys in which the individual 
members may change but the questions still test the same 
opinions. 

d. Omnibus survey: An all-purpose national consumer 
poll usually conducted on a regular schedule (once a 
week or every other week) by major market research 
firms. It is also called a piggyback or shared-cost survey. 
In the nonprofit sector, these are typically conducted 
by consulting firms and national associations such as 
NTEN. They are generally less expensive than polls or 
longitudinal surveys.

I’ve heard it is hard to do phone surveys these days. Does 
that make it expensive? 

The Do Not Call rules have made it difficult to get people 
on the phone. Increasingly, households are cancelling their 
landlines and using cell phones only, and there is no readily 
available phone book in which to find their numbers. Although 
you can obtain lists of cell phone numbers, such lists tend to 
be expensive and the number of completed calls is low. Phone 
surveys can be faster, but their real downside is that they can 
cost many times more than comparable online or mail surveys. 
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The oldest and, some would argue, the most 
reliable type of survey is by mail. The problem is 
that although mail surveys are relatively low cost, 
they tend to skew results toward older people who 
are more likely to have the time and inclination 
to fill something out in hard copy. But if you are 
dealing with a population that does not have ready 
access to a computer, a mail survey may be your 
only option.

The most common survey technique today is 
online. Online surveys tend to produce results 
faster and, depending on the quality of your list, 
may yield a higher response rate. They are cheap 
and relatively easy to field. However, they are 
valid only if all of your publics have equal access 
to a computer and an e-mail account. While online 
audiences are to a certain extent self-selecting, 
the data have been shown to be reliable and, in 
many cases, far more robust than phone sampling. 
For a complete list of survey research options, 
refer to Dr. Don Stacks’ Primer of Public Relations 
Research. 

http://www.amazon.com/Primer-Public-Relations-Research-Edition/dp/1593855958
http://www.amazon.com/Primer-Public-Relations-Research-Edition/dp/1593855958
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Here’s a useful table that compares survey methods: 

Tool Strengths Limitations

Online survey Easy to program
Fast

Most are English only
Convenience sample (only for 
those who have e-mail addresses

Paper survey Inexpensive
Self-selecting audience
Better sampling (reaches 
everyone) 

Slow
More time to code and analyze
Self-selecting audience

Phone survey High response rate
Fast 

More expensive

How long does it take to do a survey? 

A serious drawback for surveys can be the time they take to conduct. Typically, results 
from a mail survey take four to eight weeks. If you are in an industry that changes rapidly, 
you may not have the luxury of time. We recommend conducting shorter pulse check 
surveys that can be administered electronically or by phone very rapidly on a regular 
basis, typically every quarter.
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How do I decide on a list of people to interview?

Figuring out exactly whom you are going to survey is 
more challenging than you might realize. You need to 
be very specific about the audience from whom you 
want answers. 

Here’s an example from one of my clients: A 
Connecticut-based nonprofit wanted to conduct a 
benchmark awareness study of the issue around 
which a campaign was being organized. To save 
money, the first round of research used what is 
known as a “snowball sample”—a type of sample in 
which individuals who are interviewed are asked to 
suggest other individuals. The list was derived from 
the nonprofit’s own list of contacts and interested 
persons. The results, not surprisingly, showed that 
the issue of interest enjoyed a fairly high level of 
awareness. Unfortunately the response level was 
so low that it was necessary to do another survey 
of a purchased e-mail list. The result was a strong 
difference in awareness due to the difference 
in the lists, so in the end we couldn’t compare 
results. 
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Media Content Analysis
If your goal is to increase share of voice, visibility, or 
brand presence you will probably want to use media 
content analysis. Media content analysis is the process of 
collecting all mentions of your company or organization 
and then reading them to determine if they said desirable 
things about you.

What are the main differences between the top paid 
media measurement providers? 

All providers of media analysis services share a few 
common components. First, they have to collect data. 
Most social media data is collected through aggregators 
like Boardreader or Moreover. The key is to match up the 
media outlets and channels that you need to track with the 
capabilities of the vendor. 

The next key differentiator is whether they use human 
coding, automated sentiment analysis, or some 
combination of the two. Although computer analysis can 
be effective at some very gross measures, such as share 
of conversation compared to other organizations, it is 

http://boardreader.com
http://www.moreover.com
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highly unreliable for more subtle aspects, such as detecting 
key messages. Computers are also lousy at differentiating 
between irony and sarcasm, and they are not likely to pick up 
regional variations. If I say, “I had a wicked time at the benefit 
last night,” the computer doesn’t know I’m from northern New 
England and that “wicked” translates to “very good.” Or, if I say, 
“Yeah, saw the movie, read the book,” the computer can’t figure 
out if I’m recommending the book or panning the movie. Our 
recommendation is to use computers to do the heavy lifting and 
humans to detect the subtleties. 

The most important differentiator is a company’s ability to help 
you glean insight from your data. Perhaps the single most 
important difference between vendors is the quality of the 
analysts that write the reports.

What I should measure in my media analysis? 

To do media content analysis, you will need to collect the 
media or the conversations in which your organization is being 
discussed. You might want to download Katie Paine’s PR 
Measurement Checklist to guide you through the process. You’ll 
also find the Sample Codebook from Geddes, et al., 2014, to be 
a valuable example of items to code and methodology.

http://www.painepublishing.com/standards-central/
http://www.painepublishing.com/standards-central/
http://painepublishing.com/wp-content/uploads/2014/03/Standard-Codebook.pdf


– 15 –

Typical content elements to collect are: 

1. Type of Media

Today there are literally dozens of places in which your brand or organization can be 
discussed, from Twitter to blogs to Vine to Pinterest. You need to make sure that whatever 
media platform influences your customers is the one that you are tracking. 

2. Visibility: Prominence and Dominance 

A great deal of evidence shows that the more visible your brand is in a mention, the more 
likely it is that viewers will remember the brand and message. Prominence is defined as 
the location of the first mention of the organization within an item. Although it doesn’t really 
apply to Twitter, the placement of your brand within a blog post or on a Facebook page will 
have an impact on how memorable it will be. So typically you would record whether the 
brand was first found in:
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• The headline: The organization is first 
mentioned in the headline.

• The top 20 percent: The organization is first 
mentioned in the top 20 percent of the item 
body

• The bottom 80 percent: The organization is first 
mentioned in the bottom 80 percent of the item 
body

In addition, memorability is increased if your brand 
is mentioned throughout an item rather than just 
in passing. Dominance is how many times the 
organization was mentioned. We recommend 
classifying each mention according to these 
dominance categories:

• Exclusive: Only the organization or brand 
studied is included in the article.

• Dominant: The organization is the main focus 
of the item but not the only one mentioned.

• Average: The mention of the organization is 
one of many integral parts of the story or is 
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equal to other parts.

• Minimal: No one would miss it if the 
mention of the organization were gone.

3. Tone

The tone of an article or mention is the attitude 
or opinion toward something or someone. Tone 
is broken down into four categories:

• Positive: You are more likely to work 
with, support, or refer someone to 
the organization. Positive coverage is 
desirable.

• Neutral: The item doesn’t give you enough 
information to form an opinion of positive 
or negative.

• Balanced: The item gives information that 
is both equally positive and negative.

• Negative: You are less likely to work with 
or support the organization. Negative 
coverage is undesirable.
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4. Messages Communicated

Whether online or in print, the conversation 
about your brand can convey a variety of 
messages; some are desirable, and some 
are not. You will want to track key messages 
established by the organization as well as the 
opposite of those messages. Typically the 
rating would be:

• Enhanced key message

• Full key message

• Partial or incomplete message

• No message

• Wrong or opposite message

5. Sources Mentioned or Quoted

Influencing the influencers is key for almost all 
successful programs. You will want to know 
if academics, funders, or experts are picking 
up your key messages. Who is quoted in your 
coverage, and what do they say?
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Web Analytics

How do I use web analytics in my measurement program? 

Your website is a tremendous source of data for measuring 
the impact of various programs. Most sites already use some 
form of traffic analysis such as Google Analytics, Webtrends, 
or Omniture. These systems can tell you very specifically how 
many people go to what pages on your site. So if you provide a 
specific URL for a specific press release, you can track editors’ 
and consumers’ behavior by following the traffic to that URL. 

But that’s just the beginning of how you can use web analytics 
to really improve the impact of your efforts. The key is to take 
full advantage of Google’s ability to create custom goals and 
conversions. 

What are goals and conversions in Google Analytics, and 
how can I use them?

Google Analytics introduced the concept of conversions 
years ago. They are an easy way to define and track very 
specific actions that visitors to your site are taking. You define 
a conversion as the completion of any particular web action 
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you’re interested in. Google calls these actions “goals.” 
If your objective is to educate your audience, perhaps 
your goal is, “download a white paper.” If your objective is 
more engagement around an issue, then your goal might 
be, “spending more than two minutes on the Learn More 
About Us page.”

The point here is that using conversions to track your 
visitors’ website behavior can be an effective way to 
show senior leadership that you are making a tangible 
contribution to the business. Far more effective than just 
showing how many eyeballs you may have reached or 
even how many visits you generated. 

How do I decide what my goals should be? 

Start with a conversation with sales and marketing and 
get consensus around what website actions or behaviors 
are good indicators of movement along the path to 
purchase. It might be downloading a white paper, giving 
an email address, or going to the Contact Me page. Ask 
them if they have any data that would correlate traffic to 
specific URLs on your website to leads or some other 
customer action. If they don’t, talk to them about what 
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they think indicates an intent to purchase. If you’re 
a non-profit, get consensus from development and 
your volunteer coordinator as to what pages on 
your site are a good indicator of intent to donate or 
volunteer.

Whatever it is, you need the URL, because that is 
how you tell Google Analytics what your goal is. 
Google records a conversion every time someone 
visits the URL.

How do I set up goals in Google Analytics? 

It’s easy, and you do it from your Administration 
page. If you want, you can assign a monetary 
value to each conversion. If the conversion 
indicates that you just sold something worth $X, 
then that value is probably X. 

If the conversion is something less tangible, then 
you will have to be a bit creative in assigning a 
value for the conversion. If, for instance, leads 
are important to you and you think that some 
action (say, downloading a paper) is a strong 
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indicator that the person will go on to become a lead, 
then estimate that probability. Your sales department 
should know the average value of a lead. So multiply 
the probability times the value of a lead and you’ll have 
the estimated value of the conversion. If you are a 
non-profit the value would be calculated based on the 
average value of a member, or donor, or a volunteer.

Once your goals are set up, make sure you put a call to 
action in your press releases and social media content 
that connects to the goal. Track your results for a month 
or so and see what you can learn from the data. Ideally, 
you’ll be able to see a connection between your PR or 
social media activity and the goals. If not, you need to 
figure out why not.

What’s most important when you’re tracking conversions 
is to evaluate the cost or effort you have put in to 
achieve that goal. Rank order all your efforts and 
campaigns to see which had the greatest conversion, 
then assign each one an effort/resource value, from low 
cost/low resources to high cost/high resource use. Voila, 
you’ll know where your efforts have paid off the most.
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Questions You Should Ask Yourself Before You 
Commission Measurement Studies 
Before you set out to hire a measurement vendor, you should know the answers to the 
following questions so that you fully understand what services and data you need.

1. What are, or were, the specific goals and/or objectives of the public relations, public 
affairs, and/or marketing communications program, and can these be at all stated in a 
quantitative or measurable fashion? (e.g., To double the number of inquiries received 
from one year to the next? or, To increase media coverage by achieving greater 
“share of voice” in one year than in a previous year? or, To have certain legislation 
passed? or, To enhance or improve brand, product, or corporate image?) 

2. Who are, or were, the principal individuals serving as spokespersons for the 
organization during the communications effort? 

3. What are, or were, the principal themes, concepts, and messages that the 
organization was interested in disseminating? 

4. Who were the principal target audience groups to whom the messages were 
directed? 

5. Which channels of communication were used and/or deemed most important to 
use in disseminating the messages? (e.g., the media, word-of-mouth, direct mail, or 
special events?) 
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6. What specific public relations strategies and tactics were used to carry out the 
program? What were the specific components or elements of the campaign? 

7. What is, or was, the timeline for the overall public relations program or project? 

8. What is, or were, the desired or hoped-for outputs, outtakes, and/or outcomes of 
the public relations effort? If those particular hoped-for outputs, outtakes, and/or 
outcomes could, for some reason, not be met, what alternative outputs, outtakes, and/
or outcomes would the organization be willing to accept?

9. How does what is or has happened in connection with the organization’s public 
relations effort relate to what is or has happened in connection with related activities 
or programs in other areas of the company, such as advertising, marketing, and 
internal communications?

The Sources and Methods Transparency Table
The Sources and Methods Transparency Table is a standardized form that helps you 
gather information in a way that allows you to compare and choose measurement 
vendors. It also helps you collect data of a standardized nature, so that you can compare 
data and analyses between different studies and vendors. It was designed specifically to 
address the challenges clients face in knowing “what’s inside” social media measurement 
reports from various agencies, research providers, and software vendors. You can view 
the table as part of the complete industry standards, or you can download it separately.

http://painepublishing.com/wp-content/uploads/2013/10/Complete-standards-document.pdf
http://painepublishing.com/wp-content/uploads/2013/11/smmstandardsTransparencyReportingTemplate.docx
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Lesson Five Study Questions
1. Write down your goals and the metrics you have selected. What data do you need?

2. Based on this information, what types of tools do you need to collect the data?

3. What are your budget and timeline for doing the data collection and analysis? How can 
you make them efficient and streamlined?

4. Are you or someone else in your organization a spreadsheet expert? 

5. Who else in your organization needs to see your data? Who else has the expertise to 
understand your data? 
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Lesson 5 Suggested Readings
Chapter 4: Paine, K.D. (2011). Measure what matters: Online tools for understanding 

customers, social media, engagement, and key relationships. Wiley, 2011. 
http://www.amazon.com/Measure-What-Matters-Understanding-Relationships/
dp/0470920106/ref=sr_1_1?s=books&ie=UTF8&qid=1397600758&sr=1-1&keywor
ds=Paine+Measure+What+Matters

Chapter 8: Kanter, B. & Paine, K.D. (2012). Measuring the networked nonprofit: using 
data to change the world. San Francisco: Jossey-Bass. 
http://www.amazon.com/Measuring-Networked-Nonprofit-Using-Change/
dp/1118137604/ref=sr_1_1?s=books&ie=UTF8&qid=1397600656&sr=1-
1&keywords=kanter+and+paine 

How to Set Up Measurement Goals in Google Analytics, in The Measurement Advisor: 
http://painepublishing.com/measurementadvisor/2014/03/22/how-to-set-up-
measurement-goals-in-google-analytics/

Expert Tips On Budgeting For Social Media Measurement: What Should You 
Measure, And What’s It Going To Cost?, in The Measurement Advisor: 
http://painepublishing.com/measurementadvisor/2014/04/23/q-a-on-budgeting-for-
social-media-measurement-what-should-i-measure-and-whats-it-going-to-cost/ 

http://www.amazon.com/Measure-What-Matters-Understanding-Relationships/dp/0470920106/ref=sr_1_1?s=books&ie=UTF8&qid=1397600758&sr=1-1&keywords=Paine+Measure+What+Matters
http://www.amazon.com/Measure-What-Matters-Understanding-Relationships/dp/0470920106/ref=sr_1_1?s=books&ie=UTF8&qid=1397600758&sr=1-1&keywords=Paine+Measure+What+Matters
http://www.amazon.com/Measure-What-Matters-Understanding-Relationships/dp/0470920106/ref=sr_1_1?s=books&ie=UTF8&qid=1397600758&sr=1-1&keywords=Paine+Measure+What+Matters
http://www.amazon.com/Measuring-Networked-Nonprofit-Using-Change/dp/1118137604/ref=sr_1_1?s=books&ie=UTF8&qid=1397600656&sr=1-1&keywords=kanter+and+paine
http://www.amazon.com/Measuring-Networked-Nonprofit-Using-Change/dp/1118137604/ref=sr_1_1?s=books&ie=UTF8&qid=1397600656&sr=1-1&keywords=kanter+and+paine
http://www.amazon.com/Measuring-Networked-Nonprofit-Using-Change/dp/1118137604/ref=sr_1_1?s=books&ie=UTF8&qid=1397600656&sr=1-1&keywords=kanter+and+paine
http://painepublishing.com/measurementadvisor/2014/03/22/how-to-set-up-measurement-goals-in-google-analytics/
http://painepublishing.com/measurementadvisor/2014/03/22/how-to-set-up-measurement-goals-in-google-analytics/
http://painepublishing.com/measurementadvisor/2014/04/23/q-a-on-budgeting-for-social-media-measurement-what-should-i-measure-and-whats-it-going-to-cost/
http://painepublishing.com/measurementadvisor/2014/04/23/q-a-on-budgeting-for-social-media-measurement-what-should-i-measure-and-whats-it-going-to-cost/
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What is Paine Publishing?

Paine Publishing is an educational publishing company that helps organizations establish 
effective, meaningful communications measurement programs that are in compliance 
with industry standards. 

• We publish The Measurement Advisor the newsletter for professional communicators 
who want data and information to continuously improve their measurement programs 
and bring standards into their organization.

• We offer measurement education packages that include specific case studies, white 
papers, presentations, and checklists, on the following topics:

• Best Practices and Measurement Standards Compliance

• Travel and Tourism Best Practices and Standards Compliance

Please visit our website www.painepublishing.com 

© Paine Publishing 2014

http://measurementadvisor.painepublishing.com/
http://www.painepublishing.com/measurement-standards-compliance-education/
http://www.painepublishing.com/travel-tourism-standards-compliance/
http://www.painepublishing.com

