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 Founding member IPR Measurement Commission
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 Visit our resources  www.PainePublishing.com
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 Subscribe to The Measurement Advisor  
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The Key to the “Next Normal” is Measurement, as usual 

 Trust, Empathy and Authenticity are your 
brand’s  superpowers – make sure you 
have them 

 Measurement gives you the answers when 
nothing is certain 
 Know what you don’t know, then find out 

what you need to know 

 People who trust data and science live 
longer 

 Beware of FOFO 
 Test, test and test some more 
 Avoid crack-pot cures and worthless metrics  
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Research is your PPE, use it as often as you need it 

 You can’t succeed without engaged employees
 How are your employees REALLY feeling? 
 Are they still aligned on your priorities? 

 You can’t recover without your Stakeholders 
 Are your stakeholders sick of your messages yet? 
 Are your customers still loyal or have they moved on? 
 How have their purchasing priorities and habits 

changed?

 Can you meet their changing needs with new 
products or services?

Research



The Data and Metrics You Need Now 

 Metrics that show your progress against the strategic priorities are goals
 Metrics that measure trust, empathy and credibility 
 Metrics that measure feelings as well as actions 
 Metrics that measure the crisis avoided 



Your Next Dashboard *

 Education
Posters and podcast proved most popular
Media  (Social as well as Traditional) efforts were 
less successful 
Engagement rate was lower than for other 
campaigns

 Community Development

 In-person events generated the highest quality 
and most engagement 

 Email brought people out to events

 GDP Now
 Consistently generated high volume levels 

across all media 
 Generated lower Engagement rates due to 

irrelevant social posts 

 Consumer Payment Choice 
 Consistently generated high volume levels across all 

media 
 Generated lower Engagement rates due to irrelevant 

social posts 

 Payments & Risk 
Consistently generated high volume levels 
across all media 
Generated lower Engagement rates due to 
irrelevant social posts 

 Data Dependence
 Consistently generated high volume levels 

across all media 
 Generated lower Engagement rates due to 

irrelevant social posts 

*For illustration purposes only. Numbers are not real.



Connect the dots between what you do and value 

• Digital/Web
• Email
• Traditional Media 
• Social Media 
• Events 

You Create content

• Informed publics
• Influencers 
• Government officials 

Content reaches 
stakeholders

• Subscribe
• Use website as a 

frequent source 
• Download

Stakeholders engage 
with content  

• Shares
• Quotes
• Amplifies  via social 

and traditional media 

Seen as the Go-To 
Credible Source of 

Economic Information 



The “New Normal” will require trust 
 Individuals only absorb information 

when they think they need it
 In order to break through your 

audience must:
 Trust the source of the information 
 Trust that paying attention will 

benefit them in some way
 Believe there is a downside to not 

paying attention 



How to Measure Trust 

 To what extent do you agree or disagree 
with these statements: 
 “Sound principles seem to guide this 

organization’s behavior.”
 “This organization can be relied upon to keep 

its promises.”
 “I feel very confident about this 

organization’s skills.”
 “This organization has the ability to 

accomplish what it says it will do.” 
 “This organization does not mislead people 

like me.”
 “This organization is known to be successful 

at the things it tries to do.”

 Components of Trust:
 Competence
 Integrity
 Dependability/Reliability
 Transparency 
 Vulnerability
 Concern for Employees
 Identification
 Control mutuality
 Satisfaction
 Commitment
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How to Measure the Crisis Avoided 

1. Measure consistently and continuously to determine when things are 
bad or good.

2. Compare your current crisis measurement results against those for 
past crises. 

3. Show that you are doing better than the competition.
4. Make sure that your “nightmare” really is one: measure the outcome, 

not the media.
5. It’s only a crisis if your stakeholders think it is: measure what they

think, not what you think.



The Tools you Need in your New Toolbox 



Thank You!

 For more resources on measurement, check out Paine Publishing’s 
Measurement Mall
 Also, don’t forget to try a free 30-day trial to our subscription-based newsletter, The 

Measurement Advisor 

 For a copy of this presentation or for any questions, email me at 
measurementqueen@gmail.com
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Measure on!

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