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Introductions

Katie Delahaye Paine
 CEO, Paine Publishing , specializing in 

measurement training, and integrated 
dashboard development
 Founding member IPR Measurement 

Commission
 Senior Fellow, Marketing & 

Communications Center, The Conference 
Board

http://www.painepublishing.com/


Session Objectives

How to set up a program to measure your CSA/CSR/Purpose-
driven campaigns that reflects your contributions to corporate 
goals
How to set up a customized index to assess the effectiveness of 

your CSR/CSA/Purpose-driven program
How to define measurable objectives for your CSA/CSR/Purpose-

driven program 



The ROI of What? 
CSR
• Started in the 1990s
• Now it’s “Table Stakes”
• Includes Sustainability, Diversity, Community  Relations

Purpose
• Its who you are and what you stand for
• Beyond “Shareholder return” and “Profit” 

CSA
• Advocacy =controversy
• Must align with your Purpose 



6 Steps to the Perfect Metrics 
Step 1: Define the goals and objectives 
What outcomes is this strategy or campaign going to achieve? 
What are your measurable objectives?
Step 2: Establish a benchmark
What are you going to compare your results to?
Step 4: Define the metrics
What are the indicators to judge your progress?
Step 5: Select your data collection tool(s) 
Step 6: Analyze the data
Turn it into action,  measure again
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Step 1: Define Your Champagne Moment
What return is expected? 
Define in terms of the goals or 

purpose
Define your champagne moment 
If you are celebrating 

complete 100% success a year 
from now, what is different 
about the organization?
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Typical Objectives for CSA 

 Increase/broaden the talent pool 
 Increase/broaden the customer 

base 
 Increase employee/customer 

loyalty 
 Increase brand trust 
 Increase brand preference or 

consideration 



What’s the path from activity to goal? 
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The “Spark” – Quality social media content 

Message awareness drives engagement

Engagement builds trust

Trust increases talent pool, retention 

Lower recruitment costs, increase loyalty



Step 2: Establish benchmarks 

Benchmarks put your results into 
context 
What is your CSR/CSA program being 

compared to? 
Paid ads?
Doing nothing? 
Other marketing activities?
The Competition? 

What keeps leadership up at night? 
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Step 3: Agree on Acceptable Proxies

 Organizational Goals
• Profit
• Efficiency
• Recruitment
• Retention
 Relevant communications metrics (proxies)
• Increase in trust scores
• Shorter sales cycle 
• Increase in engagement index 
• Conversions on website 



MLK saw the highest correlation of clips to visits 
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Step 4: Pick your Metrics
 You become what you measure, 

so pick your KBI carefully
 The perfect metric:
 Is actionable
 Is there when you need it
 Continuously improves your 

processes & gets you where you 
want to go 
 Aligns to strategic priorities across 

the organization

 Activity Metrics 
 Increase Message Communication

 % increase in media conversations (social 
and traditional) containing one or more key 
messages

 Increase Engagement in Content 
 % increase in Engagement Index (ratio of 

comments to posts)

 Outcome Metrics 
 Increase in Trust Score 

 % increase in % of respondents agreeing 
with statements 

 % decrease in mistrust 
 % Increase in Preference, Loyalty, Goal 

Conversions  

12



What is “good” coverage?
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Desirable Criteria Score Undesirable Criteria Score

Leaves reader more likely to donate, 
volunteer or support +1 Leaves reader less likely to donate, 

volunteer for or more likely to oppose -1

Contains one or more positive 
messages +1.5 Contains one or more negative  

messages -2

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 donor/prospect do? 

Metric Weighting 

Complete a goal (Google 
Analytics) 3.5

Signs up for email 2

Attends an event 3

Positively Comments .5
Watches more than 50% of 
videos 1

Total 10



Step 5: Pick the right measurement tools 
 If you want to measure messaging, positioning, 

themes, sentiment: 
Content analysis
 If you want to measure awareness, perception, 

relationships, preference: 
Survey research 
 If you want to measure engagement, action, 

purchase: 
Social & Web analytics
 If you want predictions and correlations 

you need two out of three



Step 6: What’s the Point? Use Metrics to tell 
Your Story  

 What? 
 Go back to the beginning
 What were the objectives?
 Who’s the audience?

 So What?
 Rank results from worst to best 
 Run correlations

 Now What? 
 Recommendations for improvement 
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Measuring Corporate Social Advocacy – Nike style 
 Sold out latest Kaepernick shoe
 Increased revenue 31 percent in 

two weeks after the ad first ran 
 Outperformed peers in stock price 
 Outperformed peers in reputation 

. 



Here’s why: 



Corporate Social Advocacy – Nike style 
.

Segment ABX 
Index

Clear 
Brand

Message 
Delivery Reputation Any Action Like Dislike Purchase Recommend Talk

African 
American 140 102 117 217 209 203 0 169 392 350
Hispanic 122 102 108 167 158 146 80 261 362 258
Male 18-34 122 92 102 227 159 177 90 177 409 292
Female 18-34 113 97 85 163 161 136 129 198 118 245
Male 35-54 103 95 100 93 130 126 185 242 336 360
Male 91 90 83 65 119 126 227 158 270 276
Gen Pop 88 94 84 35 108 123 207 122 176 218
Female 85 98 85 6 98 120 188 88 85 163
Caucasian 78 93 76 -8 95 110 247 108 150 193
Female 35-54 73 107 75 -60 71 75 250 47 130 116
Female 55+ 70 88 98 -72 66 158 172 28 0 140
Male 55+ 43 81 43 -138 62 74 423 31 43 153



Prerequisites for effective Corporate Advocacy 

Authenticity Audacious Consistent Pro-
active  Transparent Trust



Key Rules to Remember 
Be true to your purpose
Be consistent  
Advocate for the things that 

matter to your stakeholders –
internal and external
Measure business impact not 

activity  
Advocacy is a long-term strategy 

not a campaign tactic 
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Q&A

Email: measurementqueen@gmail.com
Website: www.painepublishing.com
Newsletter: http://painepublishing.com/measurementadvisor/
Twitter: @queenofmetrics
LinkedIn: Katie Paine
Facebook Paine Publishing

mailto:measurementqueen@gmail.com
http://www.painepublishing.com/
http://painepublishing.com/measurementadvisor/
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