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Fact Checking the Measurement Discussion

Myth Reality

What is efficiency
worth?

Measurement is
expensive

| need more data

You probably need less

Automation is worthless
without your insight

| need to prove ROI You probably can’t

| need automation




A Typical Day in Communications
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Times change, as do metrics
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Six Steps
‘ to Success

6 steps to best-in-class measurement

Define your champagne moment

Agree upon acceptable proxies

Define a benchmark Y m d
Agree on your Kick Butt Index \
‘ Deﬁn-e Benchmark d

Get good data
Use data to tell your story




Step 1: Define Your Champagnhe Moment

What return is expected?

Define in terms of the business
goals or mission

Define your champagne moment

If you are celebrating complete
100% success a year from now,
what is different about the
organization?




Definitions of “Success”
What'’s the path?

| The “Spark” — top tier media coverage

Quality media coverage conveys messages

Influencers generate understanding/awareness

Communications increases engagement

| Engagement increases revenue and revenue

advances goals

———————————————————————————————————————————————————————————————————————————— ———————————————————



Step 2: What’s Your Acceptable Proxy ?




Travel Alberta

Desirable Photo

Dispels a Myth
00000

Signature Experience

Call to action or
recommendation ()




Step 3: Establish benchmarks

Past Performance Over Time
Think 3

Whatever keeps your
C-suite up at night




Step 4: Define your Kick-Butt Index:

You become what you measure,
so pick your KBI carefully
A good KBI must be:

Actionable

Is there when you need it

Continuously improves your
processes

Gets you where you want to go




What IS a “good article”?

Desirable Criteria Score Undesirable Criteria Score
Positive: Leaves reader more likely to Negative: Leaves reader less likely to
purchase, work for, or invest OR less 1 purchase, work for, or invest OR more 1
likely to oppose likely to oppose

Contains one or more positive 15 Contains one or more negative 7
messages ' messages

Event/Program is mentioned 1 No Event/Program is mentioned 0
Dispels a myth 2 Perpetuates a myth 2
Positive headline 2 Negative headline 2
Third-party endorsement 1 Recommends competition 1
Contains desirable visual 1.5 Contains undesirable visual 2
Total Score 10 Total Score -10




What does an engaged customer/prospect do?

Complete a goal (Google Analytics) ?
Signs up for email ?
Attends an event ?
Positively Comments ?
Watches more than 50% of videos ?

Total 10




Step 5: Collecting Good Data

* 61% or identifiable Very High

. . Volume posters were
Data 1S drlven by gOaIS considered “suspicious.” *
. Share o PotTypes * Popular Hashtggs attract
What outcomes is your content sparm (i.. #com, fat,

obesity, opinion, pop,
organic.)

program expected to
achieve?

s it sufficient data?
S it accurate?

s it relevant?




Step 6: Use Metrics to tell Your Story

Rank order results from worst to best

Stop doing the “worst” performing
things
Ask “So What?” at least three times

Find your inner “Data Geek” (or
someone who is)

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

———————————————————————————————————————————————————————————————————————————— ———————————————————



Real Life

Engagement Index Scale
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Remember These Points

| | You need to be data informed, not data-driven.

It's not about the media or the tools, it's about the business and the
customers

It's not about big data, but about how you use it.

If you have questions:

* Visit Paine Publishing online: www.PainePublishing.com

* For any questions, email me: measurementqueen@gmail.com
* Follow me on Twitter: @gueenofmetrics

* Follow Paine Publishing on Facebook

* Or call me: +01-603-682-0735




